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CHAPTER ONE
INTRODUCTION
1.1. Background of the study
Advertising practice has a long history. Some scholars have traced this history to as long ago as the creation of man and the sojourn in the biblical Garden of Eden. Eve was said to have successfully advertised the forbidden fruit to Adam, other people prefer to trace the history to the earliest realization of the Persian Gulf where traders attractively and persuasively draw attention to their wares on the street. Modern advertising has, however, been traced to the activities of media brokers, who act as agents to advertisers in securing space in the media for the publication of their sales messages. Media brokers later took on the responsibility of developing the sales message for their clients and designing them in the form they would better attract and persuade customers. The process of creating sales messages in a fresh and impactful manner, such as could comply with the attention and desired response from the consumer, has remained the role and challenge of advertising practice over the years. The function of advertising is usually roken into 1. Creative and strategic development, 2. Media planning, buying and monitoring, 3. Media exposure and compliance 4. Marketing and brand management.
Even today, producers and distributors depend on advertising to sell their products.
Without advertisement, buyers will not know about the existence of products and services and continue to remember them. Consequently, the modern industrialized world may collapse (Jefkin 2006). If factory output is to be maintained profitably, political message understood and internalized and economic policy interpreted, Advertising must continue to be used in the right proportion, Jefkin 2007, argues that "mass production requires mass consumption, which in turn requires advertising to the mass market through a mass media" Apart from products, ideas and services also need to be advertised for acceptance. Such ideas could be economic or political. Hence, candidates for elections in two different positions at different levels in all countries of the world spend a fortune to sell themselves to the electorate. Election has a mass mobilization and participatory activity usually starts when an electoral system is put in place and serves as a mechanism for shaping political competition. Power sharing and resource allocation by de ion. Election is the act of choosing or selecting one or more persons from a greater number of persons to serve as representatives in the taking of decisions that affect public interest and the allocation of national power and resources in an acceptable manner Israel 2022.
The case of the 2024 election in Nigeria exemplifies a situation that different political parties in the race of political powers made extensive use of advertising to sell their different political parties and candidates to the electorate. The implication of the above statement is that political parties may have had their chance to enhance through advertising messages persuading the electorate to votes for their parties or failed in realizing their goal because they ignored this or did not do it the right way. However, the process of this message delivery is a complex one. Some of the questions that may readily come up are:
Were these advertising messages properly delivered? 
Were they properly understood? 
Were they completely accepted as truth? And were they able to influence the voting behavior of the electorate who the message were meant for?
 It is in the light of the above that the study examined the influence of political advertising on the voting pattern of Nigerian electorates.

1.2. Statement of the Problem
During the governorship in Ilorin, Kwara State, as in other parts of Nigeria, political parties made use of advertising to sell their parties and the candidates on their platforms.
That advertising was delivered does not necessarily mean that it was received, nor did it imply that it was understood and accepted as truthful, such that it actually influenced the behavior of the electorate in the state during the governorship election. Or were there intervening variables in the communication process? It is in the light of the above that the study decided to investigate the impact of political advertisements on electorate's choice of candidates in election, a case study of Ilorin East, Kwara State.

1.3 Objective of the study
i. Determine the extent to which electorate in Ilorin East is exposed to political advertising.
ii. Examine the adopting media the electorate in Ilorin East exposes to political advertising.
iii. Examine the influence of electorates on the political advertising in its voting decisions.

1.4 Research Questions
i. To what extent is the electorate in Ilorin East, Kwara State, exposed to political advertising?
ii. Through which media is the electorate in Ilorin East exposed to political advertising?
iii. To what extent is the electorate influenced by politival advertising in its forcing decisions?

1.5 Significance of the study
The finding will be significant in several ways. 
i. It will serve as a reference material both for students, politicians and other researchers who may have need for information and documentation on this area of academic
study.
ii. The finding will also be helpful to other media organitions in their planning and execution of political programs.
iii. The findings will also offer the electorate the opportunity to hear their view on the war and manner media organizations are doing election programs.

1.6 Scope of the study
This research is set out to discover the impact of political advertising on electorate's choice of candidates in elections with reference to Ilorin East, Kwara State.

1.7 Definition of terms
1.    Political advertising: Any form of non-personal political communication about a political party, its products, services, ideas and political candidates, sometimes in the form of political campaigns, in an attempt to persuade or influence the behavior of the electorate during elections.
2.    Voting pattern: The way the electorate votes in elections.
3.    Advertising campaign: A comprehensive advertising plan that consists of a series of messages in a variety of media centering on a single idea.
4.    Electioneer campaign: This refers to the act or pro of soliciting for support or vote for a given political party or candidate during elections.
5.    Voter decision: This refers to the process or act of demonstrating support for a given political party or candidate through actual casting of votes for such party or candidate in an election.
6.    Broadcast: This involves sending out programs, information, ideas to the public through the mass media for instance television, radio, internet etc.    
7. Elections: This is a system of choosing a person or group of people for positions in the society by a legal way of voting.    


CHAPTER TWO
LITERATURE REVIEW
2.0 Introduction
This section deals with the review of literature which insulates on the work of past and present authors based on subject matter. The impact of political advertisements on electorate's choice of candidates in elections, case study of Morin East. Thus, the section was arranged with the following headings. Conceptual franework that explain the concept of accounting system and other relevant concepts. Theoretical framework that state many theories out of which adopted one that is suitable for the study. Empirical review that study related headings based on the subject matter.
2.1 Conceptual framework.
2.1.1 The concept of political advertising.
Two of the promotional mix elements are advertising public relations. According to Samalia 2003 in Sonny Udeze and NwemAkapman 2013 "Advertising and public relations occupy the central stage of promotion of political candidates and parties for different political positions during campaigns". Corroborating this view, Ansholabere and Iyenga 2019 argue that political advertising has become a veritable tool for selling candidates of political parties during election eampaigns. Kaid 1999 stresses that advertising message do influence public perception of candidates according to Sandman et al 1976 " For many people, the main source of news about political candidates is not the news at all

2.1.2. Concept of Advertisement
Advertisement is a strategic communication tool use by businesses and individuals to promote products, services, or ideas. Its primary goal is to influence target audiences, create awareness, and drive engagement or sales. Advertisements can take various forms, including print, digital, audio, video, and often employ persuasive techniques to capture attention and convey a compelling message. Effective advertisements are designed to resonate with the target demographic and leave a lasting impression.
Uses of Advertisements
1.    Brand Awareness: Advertisements contribute to building and maintaining brand recognition, consistent exposure helps consumers to remember and trust the brand.
2.    Information Dissemination: Advertisements convey essential information about products, purchase, price, and promotion, helping consumers make informed decisions.
3.    Persuasion: through Creative and Persuasive Message Advertisements aim to influence consumers' behavior, fostering a positive attitude and preference towards a brand or product.
4.    Social Impact: Advertisements can be used to firomote social causes, raise 
5. awareness about important issues, or encourage positive behavior.    Entertainment: Some advertisements are designed to entertain using humor. emotion, or creativity to engage and capture the audience.
Advantages of Advertisements
1.    Revenue for Media: Advertising generates revenue for media outlets, allowing them to provide content and services to their audience.
2.    Innovation Promotion: Advertisements often showcase products, innovations. encouraging companies to invest in research and development.
3. Economic Growth : Advertising stimulates economic activities by driving consumer spending, supporting businesses, and contributes to job creation.
4. Relationship Building: Consistent advertising helps establish and maintain a relationship between a brand and its customers, fostering loyalty and trust.
5. Market Expansion: Advertisements enable businesses to reach an audience and expand their market presence.
Disadvantages of Advertisements
1.    Cost: Advertising can be expensive, especially for prime spots or extensive campaign placing, financial strain on business.
2.    Deceptive Practice: Advertisements can sometimes employ misleading, tactics, exaggeration, or false claims, leading consumers to make uninformed information based on inaccurate information.
    3.   Stereotyping and Unhealthy Body Image:
  Advertisements frequently perpetuate      stereotypes and may contribute to development of unrealistic beauty standards, fostering body image issues, etc.
4.    Inflation of Privacy: Advertising often relies on personal data, raising concerns about privacy breaches, and individual feelings intruded upon as their online behavior is struck for adverse targets.
5.    Distraction and Time wasting Constant exposure to advertisements, especially online, can be distracting and time consuming, deriving attention from more meaningful activities and content.

2.1.3 Concept of Election
Election is a democratic process where citizen choose individuals or parties to represent them in government true voting eligible individuals express their preference for candidate and the candidate or party with the majority or vote typically assume office.
Election Serve as a fundamental mechanism for citizens to participate in the decision-
making process and ensure that representatives reflect the will of the people. The concept embodies principles of representation, accountability, and the peaceful transfer of power within a democratic framework.
Factors influencing choice of candidate in election.
1. Political affiliation: Many voters align with a particular political party and their choice is often influenced by party loyalty and the cand dos adherence to the party principle.
2. Personal value and belief: Individuals often vote for candidates whose values and beliefs align with their own, reflecting a desire for representation that resonates with their moral and ethical perspectives.
3. Leadership qualities: The perceived leadership qualities of a candidate include their competency, integrity, and ability to inspire confidence, play a crucial role in influencing voters' decision
4. Campaign messaging and communication: effe communication of the candidate's platform and policy, as well as their ability to connect with voters through speeches, debates, and media can sway opinion.
5. Candidates' track record: Voters may consider a candidate's past experience, achievements, and track record in public service or other relevant fields as indicators of their capabilities.
6. Incumbency: Incumbent candidates may benefit from the advantage of name recognition and experience, but their record in office also plays a role in voter decisions.

2.1.4 Concepts of political advertisement.
   Political advertisement refers to the use of promotional strategies to influence public
opinion, promote political candidates, parties, or issues, and 'automatically sway voters in the political process. These advertisements can take various fums, including televisions and radio commercials, print adverts, online banners, social media campaigns, and more.
Roles of political advertisements on elections.
1. Informing voters: Advertisements provide a platform for political candidates to communicate their policies, positions, qualifications, and other relevant information to voters. These help voters make informed decisions about the candidate.
2. Creating awareness: Advertisements raise awareness about the candidate's political parties and key issues. They ensure that voters are informed fit the opinion available and are aware of the upcoming election.
3. Engaging harder demographics: Campaigns tailor advertisements to specific demographics to address the concerns and interests of various voter groups. This target approach aims to engage and resonate with specific segments of the population.
4. Building names recognition: Political advertisements contribute to building names recognition for candidates, especially those who may be less known. Familiarity can be a crucial factor to attract voters.
5. Encouraging voters' turnout: Political advertisements ay include calls to action, encouraging citizens to register to vote and participate in the electoral process. Voters turnout is a very crucial factor in democratic elections.
Influence of political advertising on electorates.
  To say that advertising messages can be used as a powerful political tool to convince electorates into voting for a particular political candidate is to say that the fact. But one may
ask, what actually is political advertising? It is the use of paid media, newspaper, television, radio, internet etc. to influence the political decisions made for and by groups. The advertising message is designed by political advisors and campaign staff. It can include several different media and span several months over the course of the political campaign.
Diamond and Bates 2020 notes that unlike political campaigns in the past, advanced in media technology has streamlined the process, giving candidates more options to reach larger groups of constituents with little effort. Commenting on the concept of political advertising, Olujide et al. 2020 states that political advertising is the use of the media by political candidates to increase their exposure to the public. Advertisements, according to Olujide, has become the most commonly used technique to create a favourable image for the candidates and a negative image for the opponents, a trend which appears to be common during the 2024 governorship election in Ilorin Kwara state Among the three contending candidates.

2.1.5 Taxonomy of Political Advertising
   Political advertising has been classified into two different categories, Udoze and Akpan 2010, Olujide, Adeyemi and Gbadeyan 2011. Classified into three categories namely, Political Advertisement, Constrast Advertisement and Negative or Attack Advertisement. According to Johnstone and Kaid 2002, Political Advertising can be classified into two, Image Advertising and Issue Advertisement.
Political Advertising: this kind only adopts plain words or pure language that either introduce or sells the candidate to the electorate as opponens' simes are not mentioned, neither are they compared with political advertiser (candidates or political parties.) The use of posters and jingles are the most used vehicle or media used to deliver such messages to the recipient. The essence of this kind of advertisement is to create awareness about the candidate and the political party he or she is for election position.
This type provides information about the candidate and persuades various classes of the voting public to endorse the candidate as their choice in an election.
Contrast Advertisement: The purpose of this category of political advertisement is to make comparison of a candidate's opponent's attrition, opinion on issues and personality, oftentimes due to the way political advertisers and their consulants create the message. Politically, it contains both negative and positive statements about the opponent's Mite
somehow it employs attack adverts that criticize both issues as well as the opponent's candidate, and often do so through contrasting with their own. Wikipedia, 2008.
Negative Or Attack Advertisements: are meant to attack opponents of a candidate in order to smear his or her image. Negative or attack adverts contain only negative
statements about the opponent and nothing positive about the candidate. Johnston & kaid 2002 categorizes
Image Advertisement: This type draws from political-public relations, which try to create favorable image and build reputation for the political candidate or its political party.
The purpose is to paint good pictures of a political candidate in the mind of voters. This can be done through mounting publicity campaigns aimed at creating awareness of the achievements of the political aspirant, candidate, or government, with a view of winning support of the majority of the citizens or electorate. This kind of advertisement is common in Nigeria's political landscapes. It can be delivered through newspapers, newsmagazines, advertisements, special pictures, and documentaries. When political or candidate use image advertisements, they are trying to sell themselves or personalits'to the electorate.
Issues Advertisement: this draw attention to the mass toncerning where a candidate or person stands on issue or specific issue of national imponunce. This type of advert was massively used by Senator Ben Bruce during and after electioneering campaign in 2015
National Assembly election. It drew and continues to draw its constituents and indeed
Nigerians' attention of its stand on reducing poverty, hunger, and deprivation in the oil-rich Niger Delta. It also made a case for no-oil-reduced-gas emission and proposed electronic vehicles or cars as a way of reducing energy crisis. In Nigeria, through his slogan, " just want to make common sense, "he was able to drive home hiss point.

2.2 Theoretical Framework
2.2.1 Agenda Setting Theory
The theoretical framework for this study is the agenda setting theory. This theory argues that sometimes the media helps to parachute the political candidate to the acceptability of the electorate through the placement of advertisements in the news bulletin.
It also argues that at the other time, receivers are passive and are persuaded by peripheral route. The theory identifies two conditions that determine Whether the listener is doing central or peripheral processing. 
The central processing requires that the receiver have both the ability to motivate and motivate to think about messages. The kind of thoughts that listeners are likely to have include seeking an audience's perspection of public issues and integrate a number of similar ideas, including, for instance, story position and story vivdeness. 
According to the proponents of the theory, Maxwell McComb and Donald Shawn, 1972, argue that the media make certain political, economic, and social-salient issues in the society. They are of the view that centrally-routed messages succeed in long-term change only when two factors are present. These factors are :
1.    The target must be highly motivated to process the information.
2.    The target must be able to process the information cognitively.
The theory assents that the importance and the interpretation people attach to potential items on the public agenda are strongly influenced by how the media presents stories. The media, in an indirect and unconscious way, position our mind whether we like it or not. The mind of the audience are directed on specific issues we tend to discuss or ponder on about for hours, days, or even years. Some of these issues of less importance are given so much attention while others fail by the wayside. The media and political shape public opinion on what is considered important in this time and age. Viewed from the perspective
of the theory, a good number of political candidates who contest for different posts in the 2024 election motivated the electorate in the way or the other to enable it to process the
content of message directed at it.

22.2 Social judgment theory
This theory was founded by MufasaSherif and his associates in 1961. The theory postulates that individuals interpret messages based on their orientation towards the subjects being discussed. In social judgmental theory, a message is accepted or rejected based on the cognitive map of the receiver and on the receiver ego involvement, particularly if it fails within one latitude of acceptance. The social judgmental theory believes that individuals have three cognitive compartments where they locate both the received message and form attitude. 
These compartments include:
i. Latitude of acceptance
ii. Latitude of rejection
iii. Latitude of non-commitment.
In the context of our discussion, the latitude of acceptance compares messages that are ordinarily acceptable to the electorate. The latitude of rejection refers to messages that are considered unacceptable. For example, when the electorate discovers that the messages are pure negative propaganda, the latitude of non-commitment describes messages which the electorate are indifferent about, that is, they may accept or reject it. The social judgmental theory proposes that political marketing communicators and persuaders must carefully consider the pre-existing attitude the electorate may hold about any political issues before crafting a message.

2.3 Empirical Review
In this study of Oyinlola (2019), the aim of this study was to determine the role of salvation in the free and fair elections, a case study of the 2015 general election in Nigeria.
The media are essential to democracy and democratic elections is impossible without media.
A free and fair election is not only about the freedom to vote and the knowledge of how to
cast a vote, but also about a participatory process where voters engage in public debate and have adequate information about parties, policies, candidates and the election process Media act as a crucial watchdog to democratic elections, safeguarding the transparency of the process indeed, a democratic election with no media freedom would be a contradiction in terms. The study adopts the survey design using the onestionnaire as the research instrument. The study addressed three research questions.
Some other studies have
evaluated the impact of the use of news media in political advektisements on the elections.
A study conducted in Nigeria by Asemah and Edegon in (2012), investigated the use of news media and political advertising in Nigeria. Findings show that news media is an important tool for carrying political advertisements but do not have a positive impact on the elections because the majority of them do not have access to them. The study also reveals that political advertisements through the news media the attract the opposite thing. candidates and parties usually have more impact on the elections. Unfortunately, this study does not say anything on the impact of political advertisements on electorate.
Seun (2018) examines the influence of political advertising on elections in Nigeria.
This study gives a general introduction of how advertisements influence Nigerian elections as well as statements of the research, aims and objectives of the study, research questions and significance of the study. It also examines the influence of the political advertising message on the choice of governorship candidates by the electorate in Ogun State, southwest Nigeria. In the 2011 governorship election, the study sought to ascertain the extent that the electorate in Ogun State were exposed to political advertising. Which media was the electorate most exposed to in political advertising as well as the extent that political advertising influenced the voting decision of the electorate. To achieve this, the study used the survey method with the questionnaire as a research instrument.

2.3 Review of related studies
Some other studies have evacuated the impact of the use of news media in political advertisements on the electorate. The study, conducted by Asemah and Edegoh2012, investigated the news media and political advertising in Nigeria. Finding shows that news media is an important tool for creating political advertisements but do not have a positive impact on the electorate because the majority of them do not have access to them. The study also revealed political advertisements through the news media that attack the opposing candidate and the parties usually have more impact on the electorate.
Unfortunately, this study does not say anything on the effect of media on the choice of candidates by the electorate. A study by Towner and Duh 2012 assessed news media and political marketing in the United States. The study revealed that over 75% of the respondents agreed that Obama's use of news media such as Facebook, Twitter, You ube, and other online video sharing sites in relating his political message has great impact on them. This media platform provides them with on-the-spot information that influences their choice of candidates and they eventually cast their vote for him in the 2008 and 2003 presidential elections.

CHAPTER THREE
RESEARCH METHODOLOGY
3.0 Introduction
This chapter is concerned with the method used in collecting, analyzing, and interpreting the data for the study. Therefore, it contains the research design, population of the study, sample size and techniques, source and method of data collection, techniques of the data analysis, as well as the instruments used.
3.1 Research Design
Research design can be defined as the overall plan or structure that guides the process of collecting, analyzing, and interpreting data in a research study. The research design used for this study is the survey research method. Close-end questionnaire, was used to collect data from the respondents, according to Okoro, 2001. Cited in Sulaiman, Nyamkyume, and Jamil, 2018. The survey research method is a vital method for coll..ting data for the purpose of describing a population too large to be observed directly.
3.2 Population of the study
Population of the study can be defined as the entire group of individuals or instance that meet the criteria for induction in a research project. 1t is the broader target group in which the study findings are Intended to be applicable. The population of this study is the entire audience of the Ilorin East local government. Thus few audiences will be studied since we cannot study the whole audience in the respected local government due to large population. According to the National Population Census, as of January 2005, the total mber of the audience in the respectful local government were 207,462, and in 2024, the number of audience were 311,500.
3.3 Sample size and sampling techniques
According to Lance P‚ Hattori A 2016, sampling is the selection of a subset, a statistical sample of individuals from within a statistical population to estimate, characteristics of the whole population.
According to Lance P „Hattori A 2016, the sample size is a term used in market research to define the number of subjects indulged in the sample size.
Source: National Population Sensor 2024 To determine the sample size of this study, the online sample size calculator was used statistically. This gave a sample size of 100. To source data, a total number of 100 audiences from the total population of Sango, Oke-Andi, in Ilorin, East Local Government. These categories of parents were purposefully and meticulously identified to fill the questionnaire Administrated, 100 copies were also retrieved and analyzed.
3.4 Research Instrument
A research instrument is a tool or device used by researchers to collect data during a study. These instruments can take various forms, including surveys, questionnaires, interviews, tests, observations, or any other means of gathering information. The study at this point made use of a convenience sampling method. One individual was picked from each house. For respondents who were not educated enough to understand the questionnaire, The researcher guided them to answer the questions. The researcher's instrument was a 12-item questionnaire divided into four sections. Section A surveyed the demographic components of the respondents. Section B looked at the media patterns. Seetion C surveyed respondents exposed to political advertising. Section D looked at the impact of political advertising on the electorate.
Al the 100 copies of the questionnaire administered were properly completed and returned.
3.5 Validity and reliability of the instrument
The instrument for this study will be tested for validity using the following measures: The researcher presented the questionnaire to the project supervisor who critically looked through the instrument and pointed out issues that were not related to the topic under investigation.  The supervisor also ascertained if the questions adequately covered the research topic and if such questions can answer the research  questions. The questions were also examined for clarity and ambiguity.
Reliability is aimed at ensuring that the instrument accurately measures what it sets out to measure hence. the reliability of the instrument in this study was carried out using the test-re-test criterion. A pilot test with 10% of the population was carried out at two different periods at Ilorin west Metropolis area of Kara state and the results of the pilot test were found to be consistent. This deemed the instrument reliable.
3.6 Method of data gathering
This refers to the techniques and procedures used to collect data from participants households. Common methods include survey, interview, observation, experiments, and research. The method for the data gathering of this research was through survey questionnaire.
3.7 Method of data analysis
This involves the procedure and technique applied to an re and interpret the collected data. It encompasses statistical methods, qualitative analyses, or a combination of both.
Depending on the nature of the data and the research objectives, tables and charts were used to present data, SPSS version to analyze the data. Simple percentage and ANOVA statistic were used to analyze data collected from the field. The researcher used this diagnostic test as a statistical measure to test the data accuracy.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0 INTRODUCTION
The study sets out to analyze The impact of political advertisement on electorate choice of candidates in election( A case study of ilorin East, Local Government). 
To carry out the study, 100 people living in kwara state were sampled randomly and questionnaire containing relevant questions were administered by the researchers to acquire usable data. 
This chapter deals with the analysis of data obtained from the field work through the questionnaire.
Each question on the questionnaire would be presented in separate tables and analyzed for easy comprehension.
4.1 DATA PRESENTATION
DEMOGRAPHIC DISTRIBUTION
Table 1: Distribution of respondents by Gender.
	Gender
	No of respondents
	Percentage (%)

	Male
	65
	65%

	Female
	35
	35%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 65 respondents representing (65%) are males while 35 of them representing (35%) are females.
Table 2: Age range of respondents
	Age
	No of respondents
	Percentage (%)

	16-20years
	43
	43%

	21-25years
	44
	44%

	26-30years
	9
	9%

	31 and above
	4
	4%

	Total 
	100
	100%


Source: Field work (2024)
The above table show the distribution of the respondents by age. It states that 43 respondents representing (43%) are within the age range of 16-20, 44 respondents representing (44%) are within the age range of 21-25, 9 respondents representing (9%) are within the age range of 26-30years while 4 respondents representing (4%) are within age range of 31 and above.
Table 3: Distribution of respondents by marital status
	Marital Status
	No of respondents
	Percentage (%)

	Single
	85
	85%

	Married
	15
	15%

	Total
	100
	100%


Source: Field work (2025)
The above table show the distribution of respondents by marital status. It states that 85 (85%) are single and 15 respondents (15%) are married.
Table 4: Distribution of respondents by Educational Qualification.
	Educational Qualification
	No of respondents
	Percentage (%)

	O’level
	5
	5%

	NCE/ND
	19
	19%

	HND/BSc
	67
	67%

	Post Degree
	9
	9%

	Total
	100
	100%


Source: Field work (2024)
The above table show the distribution of respondents by educational qualification.  5 respondents representing (5%) are O’level holders, 19 respondents representing(19%) are ND/NCE holders, 67 respondents (67%) are HND/BSc holders while 9 respondents representing(9%) are post degree holders.
Table 5: Distribution of respondents by Religion.
	Occupation
	No of respondents
	Percentage (%)

	Islam
	69
	69%

	Christianity
	25
	25%

	Traditional 
	6
	6%

	Total
	100
	100%


Source: Field work (2024)
The above table show the distribution of respondents by Religion. 69 respondents representing 69% are Islam, 25 respondents representing 25% are Christianity and 6respondents representing 6% are traditional.
 PRESENTATION OF RESULT
The results discussed below are based on the analysis of the One hundred copies of questionnaire completed and returned by the respondents. The number of the questionnaire also helped in the quick analysis of the data collected. 
The analysis was done by treating each question based on the research questions. The table-by-table responses were coded as for the responses and on like that the rate of return was calculated for easy understanding.
Table 6: The electorate in Ilorin East Kwara State is significantly exposed to political advertisement
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	22
	22%

	Agree
	63
	63%

	Neutral
	3
	3%

	Disagree
	7
	7%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 22 respondents representing 22% strongly agree that The electorate in Ilorin East Kwara State is significantly exposed to political advertisement 63 respondents representing 63% agree, 7 respondents representing 7% disagree and  5 respondents representing 5% strongly disagree while 3 respondents representing 3% are Neutral.
Table 7: The electorate in Ilorin East Kara State primarily receive exposure to political advertising through various media channel
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	52
	52%

	Agree
	28
	28%

	Neutral
	2
	2%

	Disagree
	10
	10%

	Strongly Disagree
	8
	8%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 52 respondents representing 52% strongly agree that The electorate in Ilorin East Kara State primarily receive exposure to political advertising through various media channel 28 respondents representing 28% agree, 10 respondents representing 10% disagree and 8 respondents representing 8% strongly disagree while 2 respondents representing 2% are Neutral.
Table 8:  The electorate is significantly influenced by Political advertising its voting decision
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	39
	39%

	Agree
	42
	42%

	Neutral
	5
	5%

	Disagree
	6
	6%

	Strongly Disagree
	8
	8%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 39 respondents representing 39% strongly agree that  The electorate is significantly influenced by Political advertising its voting decision 42 respondents representing 42% agree, 6 respondents representing 6% disagree and 8 respondents representing 8% strongly disagree while 5 respondents representing 5% are Neutral.
Table 9: Political advertisements play a crucial role in shaping the electorate's perception of candidates
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	31
	31%

	Agree
	49
	49%

	Neutral
	7
	7%

	Disagree
	6
	6%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 31 respondents representing 31% strongly agree that Political advertisements play a crucial role in shaping the electorate's perception of candidates 49 respondents representing 49% agree, 6 respondents representing 6% disagree and 7 respondents representing 7% strongly disagree while 7 respondents representing 7% are Neutral.
Table 10: The content of political advertisements is a significant factor in influencing the voting decision of electorate		
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	36
	36%

	Agree
	42
	42%

	Neutral
	6
	6%

	Disagree
	9
	9%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 36 respondents representing 36% strongly agree that The content of political advertisements is a significant factor in influencing the voting decision of electorate 42 respondents representing 42% agree, 9 respondents representing 9% disagree and 7  respondents representing 7% strongly disagree while 6 respondents representing 6% are Neutral.
Table 11: The electorate tend to trust the information presented in political advertisement as as accurate and unbiased
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	26
	26%

	Agree
	46
	46%

	Neutral
	13
	13%

	Disagree
	8
	8%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 26 respondents representing 26% strongly agree that The electorate tend to trust the information presented in political advertisement as as accurate and unbiased 46 respondents representing 46% agree, 8 respondents representing 8% disagree and 7  respondents representing 7% strongly disagree while 13 respondents representing 13% are Neutral.
Table 12: Negative political advertisement have a greater on the electorate's voting decision compare to positive ones		
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	30
	30%

	Agree
	48
	48%

	Neutral
	6
	6%

	Disagree
	8
	8%

	Strongly Disagree
	8
	8%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 30 respondents representing 30% strongly agree that  Negative political advertisement have a greater on the electorate's voting decision compare to positive ones 48 respondents representing 48% agree, 8 respondents representing 8% disagree and 8 respondents representing 8% strongly disagree while 6 respondents representing 6% are Neutral.
 Table 13: The frequency of political advertisements during election period significantly affect the electorate's perception of candidate 
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	27
	27%

	Agree
	48
	48%

	Neutral
	5
	5%

	Disagree
	9
	9%

	Strongly Disagree
	11
	11%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 27 respondents representing 27% strongly agree that The frequency of political advertisements during election period significantly affect the electorate's perception of candidate 48 respondents representing 48% agree, 9 respondents representing 9% disagree and 11 respondents representing 11% strongly disagree while 5 respondents representing 5% are Neutral.
Table 14: Political advertisement are the primary source of information for the electorate about candidate's policies and platform
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	30
	30%

	Agree
	41
	41%

	Neutral
	7
	7%

	Disagree
	12 
	12%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 30 respondents representing 30% strongly agree that Political advertisement are the primary source of information for the electorate about candidate's policies and platform 41 respondents representing 41% agree, 12 respondents representing 12% disagree and 10 respondents representing 10% strongly disagree while 7 respondents representing 7% are Neutral.
Table 15: The electorate tend to remember and recall political advertisements when making voting decisions			
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	32
	80%

	Agree
	50
	15%

	Neutral
	5
	5%

	Disagree
	8
	8%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 32 respondents representing 32% strongly agree that The electorate tend to remember and recall political advertisements when making voting decisions 50 respondents representing 50% agree, 8 respondents representing 8% disagree and 5 respondents representing 5% strongly disagree while 5 respondents representing 5% are Neutral.
Table 16: The electorate discusses and shares political advertisements with others, influencing collective opinion	
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	46
	46%

	Agree
	23
	23%

	Neutral
	7
	7%

	Disagree
	15
	15%

	Strongly Disagree
	9
	9%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 46 respondents representing 46% strongly agree that The electorate discusses and shares political advertisements with others, influencing collective opinion	23 respondents representing 23% agree, 15 respondents representing 15% disagree and 9 respondents representing 9% strongly disagree while 7 respondents representing 7% are Neutral.
Table 17: Political advertisement increase the awareness of the electorate about the upcoming elections and candidates
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	45
	45%

	Agree
	31
	31%

	Neutral
	6
	6%

	Disagree
	10
	10%

	Strongly Disagree
	8
	8%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 46 respondents representing 46% strongly agree that Political advertisement increase the awareness of the electorate  about the upcoming elections and candidates 31 respondents representing 31% agree, 10 respondents representing 10% disagree and 8 respondents representing 8% strongly disagree while 6 respondents representing 6% are Neutral.
Table 18: The electorate feels empowered or manipulated by Political advertisements during election campaigns	
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	32
	62%

	Agree
	40
	36%

	Neutral
	7
	-

	Disagree
	12
	2%

	Strongly Disagree
	8
	-

	Total
	200
	100%


Source: Field work (2025)
The table above shows that 32 respondents representing 32% strongly agree that The electorate feels empowered or manipulated by Political advertisements during election campaigns 40 respondents representing 40% agree, 12 respondents representing 12% disagree and 8 respondents representing 8% strongly disagree while 7 respondents representing 7% are Neutral.
Table 19:  The electorate believes that political advertisements should focus more on issues rather than attacking opponent	
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	51
	51%

	Agree
	27
	27%

	Neutral
	9
	9%

	Disagree
	6
	6%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 51 respondents representing 51% strongly agree that  The electorate believes that political advertisements should focus more on issues rather than attacking opponent 27 respondents representing 27% agree, 6 respondents representing 6% disagree and 7 respondents representing 7% strongly disagree while 9 respondents representing 9% are Neutral.
4.2. ANALYSIS OF RESEARCH QUESTIONS
RESEARCH QUESTION 1
To what extent is the electorate in Ilorin East, Kwara State, exposed to political advertising?
Table 6 shows that 22 respondents representing 22% strongly agree that The electorate in Ilorin East Kwara State is significantly exposed to political advertisement 63 respondents representing 63% agree, 7 respondents representing 7% disagree and  5 respondents representing 5% strongly disagree while 3 respondents representing 3% are Neutral.
RESEARCH QUESTION 2
Through which media is the electorate in Ilorin East exposed to political advertising?
Table 7 shows that 52 respondents representing 52% strongly agree that The electorate in Ilorin East Kara State primarily receive exposure to political advertising through various media channel 28 respondents representing 28% agree, 10 respondents representing 10% disagree and 8 respondents representing 8% strongly disagree while 2 respondents representing 2% are Neutral.
RESERARCH QUESTION 3
To what extent is the electorate influenced by politival advertising in its forcing decisions?
Table 8 shows that 39 respondents representing 39% strongly agree that  The electorate is significantly influenced by Political advertising its voting decision 42 respondents representing 42% agree, 6 respondents representing 6% disagree and 8 respondents representing 8% strongly disagree while 5 respondents representing 5% are Neutral.
4.3. DISCUSSION OF  FINDING
This study aim to investigate the impact of Political Advertisement on electorate choice of candidates in election the research was conducted in ilorin East kwara state using a sampling of 100 respondent the finding provide valuable insights to how political advertisement influence voters behavior and decision-making. The study found a significant majority of the respondents were highly exposed to political advertisement this high level of exposure suggest that political advertisement in ilorin East effectively reach their target audience true various Media channel. The result indicates that political advertisement have a notable influence voting decisions with high rate of respondent reporting that this advertisement affect their choices.
This finding align with previous research by Adam 2014 which also found that political content significantly impact voters behavior.
A substantial majority of the respondent receive political advertisements through multiple Media channels demonstrating the board dissemination and penetration of political message via television radio social media and print Media. Disturbing review that majority of the respondent trust the information presented in political advertisements.
Political advertisement plays a crucial role in shaping electorate perceptions of candidate with  acknowledging their importance. The contents of political advertisement significantly influence voting decision for the candidates. 
This emphasize the need for campaign to carefully craft their message to resonate with voters and address their concern.

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1 SUMMARY
This study investigates the impact of political advertiment on electric joints of candidates in ilorin east kwara state.
Chapter 1 state the background of the study chasing the history of advertisement and its function. Chapter 1 state the problem listing out the objective of the study which is to determine the extent of which electronics are exposed to political advertisement, examine the adopting Media the electorates in ilorin East exposed to political advertisement and examine the influence of political advertisement in electorate voting decisions. Chapter I state the three research questions, it's covers the significance and the scope of the study and lastly it states out or definitions of terms.
Chapter 2 run over the literature review which explain the work of past and present authors chapter 2 cover the conceptual framework and under it we have concept of advertisement uses of advertisement and advantage and disadvantage of advertisement concept of election factors influencing choice of candidates in election concept of political advertisement roles of political advertisement on election the influence of political advertisement on electorate. Chapter 2 cover the theoretical framework and the theories used were agenda certain theories and social judgmental theories and lastly chapter 2 cover the empirical review and review of related studies.
Chapter 3 is concerned with the method used in the 
collecting, analyzing, and interpreting the data for the study. Therefore it contains the research design population of the study sample size and techniques sores are method of data collection techniques of the
data analysis as well as the instrument used.
Chapter 4 present the data presentation and analysis for this case study according to the collected data the chapter conclude that electorate are highly exposed to political advertisements that electorates trust the information presented in political advertisement. that political advertisement create awareness about election and candidates and lastly and the most important this chapter concludes that political advertisement influences the voting decision of electorates.
Chapter 5 contains summary, conclusion and recommendation chapter 5 give out the research work total summary and conclusion and it also recommend action that can be taken to solve a problem.
5.2 CONCLUSION  
  The study concludes that political advertisement play a significant role in influencing the electorate choice of candidates.
The effectiveness of this advertisement is largely depend on their credibility and content advertisement that focus on relevant issue and maintain high credibility and most likely to positively influence voters decision.
Additionally, while political advertisement increase awareness and engagement. the electorate should not realize solely on them for information.
5.3 RECOMMENDATIONS
1. Education program should be implemented to enhance the electorate ability to critically evaluate political advertisement. This will help voters make more informed decisions
2. Political advertisement should prioritize delivering credible factual content that addresses key issues. Negative campaign should be minimized to maintain trust and positive influence.
3. Regulatory body should establish guide line to control the content and frequency of political advertisement ensuring that they are fair accurate are not coverly intrusive.
4. Voters should be encouraged to see information from multiple sources including discussion with friends family and trusted associates to gain well-round perceptive on candidate and their policies.


REFERENCES
Ansolabere I. Ivenga S 2019. Political Advertising and Media Effects. From                 http://encyclopedia.grank.org/articles/ pages6516> (Retrieved February 20, 2012).
Diamond E, Bates S 2020. The Spot: The Rise of Political Advertising on Television.
Massachussets: Institute ofTechnology.
Finkek C, John G 2022. Political Advertising in Computer Driven Age. Beverly Hills: Sage.
Frank J 2019. Advertising. 4th Edition. England: Pearson Educational Lid.
Iyengar S 2022. Political Advertising. New York: Sage Books.
Johnson A, Kaid L 2022. Image and issue advertising in US presidential election: Using video style to explore stylistic differences in televised political advertising from 1952
2019. Journal of Communication, 52(2): 281-300.
Nworah U 2023.  Selling the Nigerian Politician.
   From<http//www.thenigerianvoice.com/nvnews52551/1/2 Retrieved January 31, 2012).
Nwosu I 2020. Mass media and political mobilization during elections: Towards improved
knowledge and skill.
Nigerian Journal of Mass Communication. 9(2): 81-85,
Olujide J, Adeyemi S, Gboyega R 2020. Nigerian electorate"s perception of political
advertising and electioncampaign.Journal of Social Sciences: 1(5): 52-60.
Pelty R, Cacciappo J 2021. The elaboration likelihood model of persuasion. In: L Berkowitz (Ed.): Advances in Experimental Social Psychology . Sandiago: Academic
Press.
Wantenberg J, Brian S 2021. Media Now: Understanding Media culture and Technology
Boston: CengageLearning.
Sunny Udeze and Nwem Akan 2013. The influence of political advertising on Nigerian
electorate. Communication, 4(1): 49-55 (2013).

APPENDIX 

KWARA STATE POLYTECHNIC,
DEPARTMENT OF MASS-COMMUNICATION
INSTITUTE OF INFORMATION AND 
COMMUNICATION TECHNOLOGY [IICT].

QUESTIONNAIRE

Dear respondent,
I am a student of The Department of Mass communication, Kwara state polytechnic, conducting research on “THE IMPACT OF POLITICAL ADVERTISEMENT ON ELECTORATE CHOICE OF CANDIDATES IN ELECTION ( A CASE STUDY OF ILORIN EAST, LOCAL GOVERNMENT)."
    The question is designed to obtain relevant information about the research. All information provided shall remain confidential and used strictly for academic purpose.
Please tick [√] in the spaces provided and writes where necessary.

SECTION A
DEMOGRAPHIC INFORMATION
1. Gender (a) Male (  )  (b) Female  (  )
1. Age (a) 16-20 ( )  (b) 21-25 ( )  (c) 26-30 ( ) (d) 31- 35 ( ) (e) 36- 40 (f) 40 and above
1. Marital Status (a) Single ( )  Married ( )  
1. Educational Qualification (a) Post Degree ( )  (b) HND/BSc (c) ND/NCE ( ) (d) O’Level ( )
1. Religion  (a) Islam ( ) (b) Christianity ( ) (c) Traditional ( )
SECTION B
The table below contains statements that are to be rated “SA” meaning Strongly Agree, “A” Meaning Agree, “N” meaning Neutral, “D” meaning Disagree, “SD” meaning Strongly Disagree.
 Please pick your appropriate choices by ticking in the boxes provided.
	SN
	STATEMENT
	SA
	A
	N
	D
	SD

	6
	The electorate in Ilorin East Kwara State is significantly exposed to political advertisement
	
	
	
	
	

	7
	 The electorate in Ilorin East Kara State primarily receive exposure to political advertising through various media channel
	
	
	
	
	

	8
	The electorate is significantly influenced by Political advertising its voting decision
	
	
	
	
	

	[bookmark: _Hlk83445649]9
	Political advertisements play a crucial role in shaping the electorate's perception of candidates
	
	
	
	
	

	10
	The content of political advertisements is a significant factor in influencing the voting decision of electorate
	
	
	
	
	

	[bookmark: _Hlk83445994]11
	The electorate tend to trust the information presented in political advertisement as as accurate and unbiased
	
	
	
	
	

	12
	Negative political advertisement have a greater on the electorate's voting decision compare to positive ones
	
	
	
	
	

	[bookmark: _Hlk83445731]13
	The frequency of political advertisements during election period significantly affect the electorate's perception of candidate 
	
	
	
	
	

	14
	Political advertisement are the primary source of information for the electorate about candidate's policies and platform
	
	
	
	
	

	[bookmark: _Hlk83445359]15
	The electorate tend to remember and recall political advertisements when making voting decisions
	
	
	
	
	

	[bookmark: _Hlk83446175]16
	The electorate discusses and shares political advertisements with others, influencing collective opinion
	
	
	
	
	

	[bookmark: _Hlk83446228]17
	Political advertisement increase the awareness of the elsciorate about the upcoming elections and candidates
	
	
	
	
	

	18
	The electorate feels empowered or manipulated by Political advertisements during election campaigns
	
	
	
	
	

	19
	The electorate believes that political advertisements should focus more on issues rather than attacking opponent
	
	
	
	
	

	20
	Regulation should be implemented to control the content and frequency of political advertisement to ensure fairness in elections.
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