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ABSTRACT
    Thus study examines the perception of voters on billboard advertisements used by APC and PDP during the 2023 general elections. For clarity of focus, the study was conducted among voters in Ilorin metropolis. The objectives of the study were to find out if voters in Ilorin metropolis were exposed to billboard ads erected by the two Political Parties. This study also sought to find out the perception of voters on billboard advertisement and the influence it had on their voting behavior. Three research questions were formulated for to guide this study. The study population comprised of the 21, 2077 voters that registered and collected their Permanent Voters Card in Ilorin West local Government area. The study adopted survey design as its research design. Purposive sampling technique was used to select 92 samples from each of the districts in Ilorin West Local Government. Questionnaire was used as the instrument of data collection. Dan was analysed using simple frequency table and Likert Scale Rating. Data analysed showed that voters in Ilorin metropolis were exposed to billboard ads by APC and PDP as response showed a total weighted mean score of 4.15. The study also revealed that respondents believed that billboard ads by APC and PDP influenced their voting behaviour as response showed a total weighted mean score of 3.7. A key recommendation was that political campaign should optimally utilize billboard advertisement to meet the communication needs of the electorates.

i

[bookmark: _Toc201921713]CHAPTER ONE
[bookmark: _Toc201921714]INTRODUCTION
[bookmark: _Toc201921715]1.1	Background to the Study
Communication plays an important role in the process by which a political system, guided by moral norms and responsive to the common good, contributes to human development, (Aduradola & Ojukwu, 2003). It is important to the functioning of modern political economies, that either exist or are emerging in many parts of the world, provided they confirm to moral standard based upon integral human development and common good which currently seem to be the most efficient instrument for utilizing resources and effectively responding to needs of a socio-economic kind (Pinker, 1997). In as much as free and fair elections are one of the basic foundations of democratic societies, it is a fact that the media play an important role in the modem society as a platform for the dissemination of information (Ojukwu & Aduradola, 2003). This role acquires a special dimension at the time of elections given the fact that, by carrying out their activities in a professional, fair and balanced manner, the media substantially- if not even decisively- contribute to creating an enabling environment for free and democratic elections, based on the well-informed electorate's decisions.
However, the political advertising and, especially, the exercise of media campaigns during the election period are among the issues that, regardless of their important role in informing (or influencing) the electorate, have escaped precise, unambiguous and legally binding stipulations (Pinker, 1997). Despite that, it could be said that allowing the candidates' access to the media, together with creating conditions to provide for a balanced, impartial and fair coverage of an election, in order to provide the electorate quantum of information needed for an informed decision, represents one of the main pillars of the modern democracy.
Humanly, major reaction to events is determined by culture. In fact, culture regulates our lives at every turn (Mogaba, 2006). Therefore, the moment we are born till we die there is constant conscious and unconscious pressure upon us to follow certain types of behavior that other men have created for us. To this effect, politicians want to communicate their messages to the people that can influence votes from the electorates. They adopt different tools to deliver their ideas to the people and advertise their images and ideas to the target audience. Since people are bombarded with lots of information through multiple media like newspapers, magazines, billboard, television and internet ( Batta, Batta & Mboho 2015), and are engaged in many activities at a time, they do not have time to update themselves time by time, and it is becoming difficult for advertisers to trap them, so in these circumstances, advertisers select billboards as an advertisement tool that effectively convey message to the target people ( Taylor 1997) even when they are not there; as billboard also offer a high degree of flexibility.
Therefore, politicians have come to the realization that billboards have unique characteristics (Kelly & Jugenheimer 2004; Taylor 1997; Vanden Bergh & Katz 1999;). With it auspicious ambiance, advertisers can attract the audience towards their products, images, ideas and services at a particular location. Billboard advertisement does this, among other ways, by informing people about the availability of rationally desirable new products, services, ideas and improvements in existing ones, helping them to make informed and prudent decisions, contributing to efficiency and lowering of price and stimulation political progress through the expansion of political ideas (Scissors & Baron 2002). All of these can contribute to the creation of new jobs, good choice of candidate selection, effective representation and a more decent and humane way of life for all. It also helps pay for publications, programming and productions including those of the public that bring information, entertainment and inspiration to people around the world (Pearson, 1983). 
Worthy of note is that, Billboard advertisement helps in communicating issues like; sociopolitical critique, institutional critique, direct political engagement (defending the voices of minorities like women, ethnic differences), post modem concerns about the difference between reality and representation, among many others.
Summarily, billboards we're typically found in high traffic areas and major high ways positioned by the PDP and APC political parties in Ilorin metropolis. These billboards presented large advertisement to passing pedestrians and vehicle users, showing large, ostensible witty slogans, and distinctive visuals. Billboard advertisement remains important as it has a profound impact on how politicians communicate with their constituents. Examples are Abdulrahman Abdulrazaq of APC and Alhaji S. Y. Abdullahi of PDP who leverage the power of billboard to reach a far greater audience at substantially lower cost in the 2023 gubernatorial elections. Today, billboard advertisement is the primary method by which candidates reach out to voters in Ilorin metropolis.
[bookmark: _Toc201921716]1.2 	Statement of the Problem
Social scientists have long been interested in the consequences of political communication fearing that voters may be easily manipulated by selfish agents, some equate persuasion with propaganda. Despite the long-standing scholarly interest and the ubiquity of political advertisement in modern democracies, our understanding of its effects remains incomplete because of the electorate undetermined attitudes. Electorate goes through a cycle of decision-making process before voting for a candidate of a particular political party which defines their franchise attitude. With the decision on whom to vote for depending on variables such as political interest, political efficacy, political parties are expected to develop and implement strategies that will capture electorate's view points and also enable the party to sustain or grow their voters’ strength, expand to new territories, acquire new members. The question then is why do political parties spend so much money on billboard advertising? Do messages on billboard advertising influence the choice of candidacy of voters and by extension the result of election? The problems highlighted here makes it imperative to study the influence of Billboard advertisement used by APC and PDP on voters during the 2023 general elections in Ilorin, Kwara State.
[bookmark: _Toc201921717]1.3 	Objectives of the Study
The general objective of this research is to assess the extent to which billboard advertisement affect the performance of APC and PDP in the 2023 general elections in Ilorin metropolis.
This work has the following specific objectives:
1. To ascertain whether the voters were exposed to billboards erected by APC and PDP in the 2023 general elections in Ilorin metropolis.
2. To ascertain if the information provided on the billboards by APC and PDP we're clear and concise to the electorate in the 2023 general elections in Ilorin metropolis.
3. To determine whether the billboard messages by APC and PDP respectively were appealing to the electorate during the 2023 general elections in Ilorin metropolis.
4. To find out if the Billboard message had influence on voter's behavior and the outcome of the 2023 general elections in Ilorin metropolis.
[bookmark: _Toc201921718]1.4 	Research Questions
This research seeks to find solutions to the following questions:
1. To what extent were voters exposed to billboard messages by APC and PDP in the 2023 general elections in Ilorin metropolis?
2. Were information provided on the billboards by APC and PDP were clear and concise to the electorate in the 2023 general elections in Ilorin metropolis?
3. To what extent did billboard messages by APC and PDP respectively appeal to the voters during the 2023 general elections in Ilorin metropolis?
4. Did messages on billboard advertisement influence voting behavior and the outcome of the 2023 general elections in Ilorin metropolis?
[bookmark: _Toc201921719]1.6 	Significance of the Study
The Study will be valuable to a greater extent to so many people. But most importantly, it will be useful to the APC and PDP, acting as guidance in designing appropriate billboard advertising policies to reach the target audience as desired at all times. Not just APC and PDP, but to other political parties that are in need of forming a formidable advertising team for effective and result oriented performance. It will as well be used as a reference material to advertising and public relations firm, scholars in the field of advertising and communication studies, students of media and communication studies. To the commercial organizations, this work will be of great interest as it will make them understand how to apply billboard advertising strategy to expand their market, raise market share and experience a good turnover as this practice is cost efficient. Generally, it will be resourceful to the readers.
[bookmark: _Toc201921720]1.7 	Scope of the Study
This project work revolves around the billboard advertising operations by All Progressive Congress and Peoples Democratic Party. For the interest of conciseness, the researcher selected some streets in Ilorin metropolis. Knowledgeable party members of different political parties and non-partisan individuals were contacted one on one to ascertain the influence of Billboard advertisement on the voting decision during the 2023 general elections.
[bookmark: _Toc201921721]1. 8 	Operational Definition of Terms
Political Advertising: is a kind of advertising which central focus is on marketing of ideas, attitudes, and concerns about public issues, including political concepts and political candidates.
Political Party: This is an organized group of people who have the same ideology and they field candidates for elections in an attempt to get them elected thereby implementing the party's agenda.
Advertising: This is a paid, mediated form of communication from an identifiable source, designed to persuade the electorate/voters to take some action, now or in the future.
Billboard: This is a large outdoor printed or project sign used by APC and PDP during the 2023 general elections which message are always conscience attractive and visually appealing.
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CHAPTER TWO
[bookmark: _Toc201921723]REVIEW OF RELATED LITERATURE

[bookmark: _Toc201921724]2.1 	Review of Concepts
[bookmark: _Toc201921725]2.1.1 	Concept of Advertising
Advertising has not only become an integral part of our social system, but has also grown over the years to assume tremendous proportions both as business activities and as a social phenomenon. Advertising has affected not only business but the whole society; like it or not, advertising is around us.
The advent of advertising can be traced to the crude method of the ancient times in buying and selling. The historians state that such method started through town criers where public attention as called to items such as slaves, cattle, and imports. Another ancient form of advertising was a written advertisement discovered perhaps to be 3000years old by an archeologist delving into the ruins of Thebes. The advertisement offered a whole gold coin" as reward for the return of runaway slave named Shem. The growth of advertising was a logical outcome, an inevitable result of the industrial revolution and of the enormous commercial expansion of factories that took place during the end of the 19th century. With the media of mass communication becoming an institution with the advent of industrial revolution, advertising too, became a vital part of the whole matrix of modern communication arts, (Steinberg, 1972).
Advertising now functions in almost all facets of human endeavor. It is an interdependent discipline that draws from both marketing and behavioral science disciplines. This multidisciplinary approach could be responsible for lack of a common definition of the concept of advertising.
Nnaji, (1992) defines advertising as, "a form of mass communication intended to persuade prospects to prefer a brand or type of or certain goods services or ideas to all others or others in the same category and thus to move and induce them to patronize the goods or services or adopt the ideas" (p.18). Defining it from communication points of view, Wright (1977) asserts that, "advertising is a powerful tool- helping to sell goods, services, images and ideas through channels of information and persuasion" (p.5). It is evident from the above definitions that advertising is a communication strategy which helps to induce the public through channels of information and persuasion towards forming a positive action to the message communicated. Because of its relevance, advertising has become relevant to politics since political parties/candidates seek to woo the public to cast their votes for the party's candidates. Advertising is not restricted to commercial activities alone but other areas, in that it is a form of communication. Advertising is a communication tool that is used to control and influence public opinion through information and persuasion, awaken and enlighten and activate the public at large concerning matters that affects society generally. Thus, advertising has an imminent role to play in elections.
Persuasion is a very important element for advertisement to be successful. The adverts must be simple, clear and repetitive in other to persuade the people to yield to the message, Bishop cited in Agu (1990) sees advertising as a persuasion apparatus "by which the eyes and ears of the public are assailed with cunning inducement to do this, or to buy that, or to think favorably of the other" (p. 18). Putting it in another form, Schramm (1977) says, the process of persuasion so far is primarily a communication process which consists of introducing some information which leads the receiver to reappraisal his needs and ways to meet them, or his social relationships or his beliefs and attitudes. Thus, persuasion is one of the many gimmicks which are imbibed in an advert to induce the audience to react favorably toward a giving need.
Corthright & Oliver (1969) define persuasion, as " the process of gaining action through means of emotional appeal " Oloyede, (1994) sees persuasion "as a process of inducing others to give favorable or undivided attention to proposition " (p. 19). Therefore, persuasion can be seen as information designed to influence changes a person's belief(s), attitude and social relationships. It is thus very important in political advertising. Advertising in Nigeria was said to have begun naturally with one of the earliest forms of mass communication - the Town Crier, this traditional African medium performed universal communication function of disseminating information about the goods, services and ideas to the people.
[bookmark: _Toc201921726]2.1.2 	Concept of Political Advertising
According to Opeibi (2006) political advertising was initially deployed as a tool "to promote the personality and the programs of the candidates to the public with the primary aim of gaining their support and mobilizing them to participate in the process of securing and controlling power. (p.83). Political advertisements in print are in various sizes: full page, half page and quarter page, in color or black and white. In broadcast media, they are aired as spot, as commercial jingles on prime time, peak periods and as personal paid announcements, about party programs or manifestos and candidates. Thus, advertisements are paid for by the sponsor or campaign organizations which enable individuals or politicians and their political groups to say what they want to say, the way they would want their audience to receive the information (Albert, 2010; Salman, 2015).
Political advertisers, campaign organizations and their third-party sponsors do not strictly adhere to any code of ethics of advertising to protect the audience from the inaccuracies and unsubstantiated claims contained in their messages, whereas commercial advertiser’s voluntary subscribe to code of advertising ethics. Again, political advertisers use "comparative" advertising strategy in which competitors and opposition programs and performance are ridiculed, criticize and degraded.
Distinguishing political advertising from commercial or product advertising campaign, it is observed that positivity is the currency of product advertisements. Political advertisers only seek vote at any cost, including a degraded sense of public regard for the candidates and the electoral process (Iyenger & Prior, 1991; Oliyide, Adeyemi & Gbadeyan, 2011).
Amifor (2016), disclosed that political advertising employed both hard sell and soft sell approaches. Both above the line and below the line media are often mixed for campaign effectiveness. In his words "hard sell with presence of primary media including billboard, TV and radio as reminder media. They also include promotional items, publicity and public relations which parties embark to reach their target audience, their taste, lifestyle, habit, among others, before creative direction. Secondary media such as publicity/public relations and gift items such as tee-shirts, pens and badges. Both hard sell and soft sell complement each other as cost effective means of building corporate image for the party.
Onuorah (2008), further noted that "political advertising is the use of paid media space or airtime as a means of persuading voters to vote a political party or candidate into power or office". (p.27). Corroborating this position, Anyacho (2010) posits that "the power to persuade the voters rests in the ability of the political party or the candidate of the party to articulate sellable ideas and programs which must be packaged to meet the needs of the electorate. Asemah (2010) cited in Ezegwu, Etukudo and Akpan (2015) observed that "political advertising is used by politicians to persuade people to vote for them, and it is therefore part and parcel of any other democratic society ". Political advertising like orthodox advertising is educative, informative, entertaining and persuasive. Ansolabehere and Iyenger (1991) noted that political advertising is persuasive and not manipulative and that ads inform voters about the candidate's position and allows voters to develop differentiated images of the candidates, images that play an important role in shaping voting choices. Unique Selling Proposition (USP) is discovered to be responsible for change and influencing target audience opinion in political advertisements. Onwuamalam (2014) stated that "USP serves as the differentiating element in political advertisements. Political advertisement set media agenda, which provide voters with what to think about. It presents information to create awareness and influence voter behavior. It provides information that facilitates public agenda (Miller, 2003) and makes voters engage in debate as to which candidate has a better political manifestoes for a possible selection at election (Onwuamalam, 2014).
[bookmark: _Toc201921727]2.2 	Review of Theoretical Studies
[bookmark: _Toc201921728]2.2.1 	The Advent of Political Advertising in Nigeria
Since the use of television commercials in the Eisenhower and Stevenson presidential election of 1952 in the United States of America, political advertising has witnessed an increasing development and growth, in use, in the developed democracies and other third world countries including Nigeria (Kaid & Johnson, 1991). It was not until 1980 when the Nigerian Advanced Party (NAP) under the leadership of Tunji Braithwaite secured the service of Insight communications, that real and official packaging of political parties and candidates made a real advent into Nigerian political history. The former Head of Media Services of Insight, Sam Itama, commenting on the impact of the political adverts on the success of NAP said:
"The little success of the party in the 2nd republic was a clear manifestation of his agency's moderate packaging effort which at the time was aimed at painting a picture of a reformist party for NAP, otherwise it was doubtful if NAP could have made any electoral gains with the towering political stature of the Unity Party of Nigeria (UPN) whose leader Awolowo came from the same ethnic group as Braithwaite in the South-West (Olugbenga, 1994)".
Prior to the effort of Insight on NAP all political marketing activities were limited to rallies, soap box speeches and editorial efforts in the press. Real advertising of political parties/candidate reach an unprecedented height during the transition to civil rule period of the aborted third republic. Because of the long stay of the military in governance and the unfulfilled the promises to return the country to civilian rule and that political activities now dived and real trust of the people in the political process had waned tremendously, the two political parties established by the Federal Government (National Republican Convention NRC and Social Democratic party, SDP) it appeared, needed all the media focus and publicity they could whip to get the people interested in their activities or else, the transition programme was bound to fail.
[bookmark: _Toc201921729]2.2.2 	Taxonomy of Political Advertising
Political advertising can be categorized into three which are as follows:
1. Contrast advertisements - this advertisement contains negative information about the opposition and positive statements about the candidate.
2. Political advertisements - this advertisement provides positive information about the party's candidate only and no mention of the oppositions.
3. Attack or Negative advertisements - this advertisement contains only negative information about the opposition, and nothing else positive about the opponent (Goldstein & Freedman 20002; Lau & Sigelman 2000; Oliyide, Adeyerni & Gbadeyan, 2010; Opeibi 2006). 
Johnston & Kaid (2002) and Udeze & Akpan (2003) farther classified political advertising into two groups, namely; image adverts and issue adverts.
i. Image Advertisements - This political advertisement aims to humanize candidate for the voters.
ii. Issue Advertisements - This political advertisement depicts where a candidate stands or position in specific key issues. Okpara, Anuforo and Anchor (2016) opined that political advertising can be categorized according to the purpose for which the Advertising campaign is intended to achieve. According to them, we have the under mentioned typology of political advertising: (a.) Attacks/ Negative campaign ads (b) Contrast ads pure and clean purpose ads (c) Image ads (e) issues ads.
[bookmark: _Toc201921730]2.2.3 	Billboard Advertisement
Billboards are different tools of outdoor advertisement through which advertisers can attract the customers but the most effective and cost-efficient way. (Taylor, R and Frank 2003, Franke and Bang, (2006). Cat Chien (2011) States that Billboards performs many functions which includes:
i. Deliver and circulate information to the customers.
ii. Arouse thoughts and opinion about the products or the services offered.
iii. Increase understanding about relevant product or service offered.
iv. Offering platform for diagrammatic look about the product and services that advertisers are offering.
Using of billboard consider that billboards really have distinctive benefits that other media do not provide (Taylor, R. and Franke, 2003). Several benefits that billboard offers are:
i. Billboards communicate appropriate information at reasonable cost.
ii. Billboards draw attention of the customer towards the product and service that advertiser or the marketers are offering.
iii. Billboards attack the customers those advertisers really want to target it.
iv. Advertisers can place the billboards where they think it is easy for them to deliver their product to the customers.


[bookmark: _Toc201921731]2.2.4 	Advantages and Disadvantages of Billboard
The advantages of using billboards include, among other things: (1) potential placement of the advertisement close to the point of sale, (2) high frequency of exposure to regular commuters (3) high reach (4) 24- hour presence (5) geographic flexibility for local advertisers (6) economic efficiency in terms of low production costs and low cost per thousand exposures (7) visual impact from advertisement size and message creativity (8) brand awareness.
[bookmark: _Toc201921732]2.2.4.1	Disadvantages include: 
(1) the need to limit the number of words in the message
(2)  short exposure to the advertisement
(3)  low demographic selectivity 
(4) measurement problems
A recent study of billboard users found that compared with other media, billboards were rated higher in terms of ability to;
(1) Communicate information affordably
(2) Attract new customers, and
(3) Increase sales
While many advantages of billboards have been identified anecdotally, from experience, or through academic study, there is a need to investigate whether frequently listed advantages overlap with each other, and to examine whether they are truly advantageous to billboard users.
[bookmark: _Toc201921733]2.2.5 	Political Advertising and other Factors influencing Voting Behavior
Before all else, to understand the causal effect of political advertising on voting behavior, it is first necessary to apprehend the history of voting behavior. Lazarsfeld et al. (1994) pioneered the study of electoral behavior. Along with another study headed by Berelson et al. (1968). It paved the road for future researchers. Focusing on campaigns and using surveys, both studies found little impact of media on voters' choice. At the opposite, electoral behavior seemed to be strongly influenced by party loyalty. Based on their study, they posit that religious beliefs, family traditions, social class determination and face-to-face interactions determine electoral choices. These studies stimulated further research. Most important of them is probably the so called "Michigan Model". Campbell and Kahn (1952) developed the potential explanatory power of surveys. Their repeated national survey gave them information about the various influence on the decision of a voter. It became a long - run research project that lasted for years.
Campbell et al. (1960) exploited this enormous database to emphasize the role of long - term and short - term influence in voters'behavior. Even though they recognized the importance of long - term party loyalty, they identify also the potential impact of short-term fluctuations in partisan decisions to vote. Moreover, the emergence of the "rational choice" paradigm by Downs (1957) opened a new discussion. Over the years it gave birth to the "median voter theorem". Furthermore, it revitalized new methods to analyze voters’ behavior. Specifically, it began the quest for causal effect on the electoral choice. Causal models reinforced the discussion with testable hypotheses. However, the "minimal effect" of campaign spending and mass communication on voters' behavior remained over the years. In other words, based on academic literature, long - standing party identification explained most of the political behavior.
Nevertheless, Campbell et al 1960, found out that short - term fluctuations were possible opened the door for other studies. In conclusion, personal characteristics and background, or party attachments did not form 100% of the explanatory power of electoral choice.
For a long time, researchers have directed their apparatus towards finding a relationship between candidate success in election and political advertising. Some research finding suggest that, the degree of effectiveness of political advertising does not have any correlation with voters’ decision, that voters’ behavior may be associated with fixed attitude about issues, party affiliation or stereotypical views of candidate. Put in another way, there is a strong believe that the ability of a campaign to actually influence voting patterns cannot be said to be total, rather it is held that effect, if it exists at all is diminished or reduced by the amount of information and many variables and its influence may be lesser or greater depending on how strongly held the various attitudes, affiliation and stereotypes are and the presence of many intervening factors, Ozimede 1987 (as cited in William, 1992).
Arguing further, these researchers opine that, the decision on whom to vote for depends on variables such as political interest, political efficacy, discharging of civil duty as a citizen and psychological pressures. Equally, citizens select the candidates on the basis of long-term factors such as their background, group and ethnic loyalties, the various existing interpersonal networks of acquaintance, identification with a political party enduring group loyalties and more amphoral influences such as candidate qualities and certain issues e.g., religious, economic and social.
[bookmark: _Toc201921734]2.3 	Review of Empirical Studies
Various empirical studies have been conducted on the influence of political advertising on voters during Electioneering campaigns. Oliyide, Adeyemi & Gbadeyan, (2011) interrogated Nigerian electorate perception of political advertising and election campaign. The study adopted survey as its research method. The research findings revealed that majority of the respondents got information for voting from political campaign and believed that civilian rule is better than military. Most of the respondents indicated that political advertising is interesting, effective and negative "attacks" in advertising must be discouraged.
Onwuamalam (2014), examined voters" perception of unique Selling Proposition (USP) in Nigeria's presidential political advertisements. The study evaluated voters' disposition to elect either Bola Ahmed Tinubu of the APC or Alhaji Atiku Abubakar of PDP in the March, 2023 presidential election in Nigeria based on voter - perception of their television commercial advertisements. The study found out that, voters' disposition and behavior are based on how political messages are presented in relation to voters' expectation. The study also reveals that the choice of a Unique Selling Proposition (USP) in political advertisement is not a major compelling force for candidate selection at election. It shows that electorate should know why a candidate is to be preferred to another in election. This is the essence of USP in political advertising ".
Furthermore, Edogoh, Ezebuenyi & Asemah (2013), examined television as a medium of political advertising during elections in Anambra State, Nigeria. The study used survey research method. The study found out that exposure to television advertising influence voters’ preference for advertised candidates and that the influence of television political advertising on electorate is such that it makes the voters to recall the advertised candidate to cast their votes for him during ballot, because television combines sound and pictures, it creates indelible image in the minds of electorate, hence, persuade them to vote for the advertised candidate.
Batta, H. & Mboho, M. (2015), conducted a study on political advertising and electioneering in Nigeria and analyzed the 2023 general election newspaper advertisements in Nigeria. The study content analyzed political advertisement of two prominent newspapers, namely; The Guardian and Punch between January to March, 2023 with a total 240 issues of these newspapers. The study found out that 63 percent of the political advertisements dealt with non-issues and social cultural issue constituted the majority. Religions, ethnic and sectional sentiments and violence messages occurred at 6.25 percent, 3.89 percent and 1.82 percent times in political advertisement messages. Out of the non-issues analyzed, neutral messages were high as 44.42 percent and personal attacks amounted to 41.04 percent. The incidence of non-compliance with political advertising code enunciated by APC ON was high at 33.6 percent because third party sponsors are responsible for 46.56 percent of political advertising sponsorship in Nigeria and usually fail to comply with APC ON code.
[bookmark: _Toc201921735]2.4 	Theoretical Framework
Three theoretical perspectives are used as a framework for this study. First, because humans have limited information- processing capacity, part of the attraction of billboards involves their ability to cut through clutter. To deal with the large volume of advertisements shown, people engage in selective perception, which involves screening out advertisements that are less relevant to them (Celsi and Olson 1988; Mowen and Minor 1998). Second, because a billboard appears at a specific location, many of its advantages are linked to geographic factors. As is suggested by gravity models in retailing (Allaway, Berkowitz and D'Souza 2003; Bell, Ho, and Tang 1998), in the absence of a compelling stimulus such as substantially larger floor space for selling, consumers are more prone to shop closer to home.
[bookmark: _Toc201921736]2.4.1 	Selective Perceptions Theories
The perception theory was propounded in 1964 by G.A Steiner and Berelson. They Steiner and Berelson, (1964) defines perception as "complex process by which people select, organize and interpret sensory stimulation into a meaningful and coherent picture of the world" perception can be influenced by an individual past experience, societal and family values, either way, stimuli are sensed differently by people.
Perception can be influenced in two different ways: structural and functional. Anaeto, Onabanjo and Osifeso (2008). Structural influence refers to how sensory stimuli are perceived physically. As the name states, it is coordinated and usually structured. Functional influence is based on personal conviction (which is in most cases subjective), and in all cases deal with psychological factors that affect our perception. These two influences on perception (structural and functional) are related in the sense that structural influence poses as a platform for functional influence.
There is tendency for individual to have a varying perception based on circumstances encountered, environment, sex, and lifestyle and so on. This tendency is termed is termed selective perception. For this reason, messages are not interpreted in the same manner by individuals. This suggests that mass communication goes beyond just hitting a target with an arrow. The messages can reach the receiver and still fail to accomplish its purpose because its interpretation is at the mercy of the receiver. According to Severing and Tankard (2001). The process of receiving and interpreting information is called deciding. The process involves perception or the taking of stimuli through the sense and the subsequent processing of that information. The other processes similar to selective perception are: selective exposure, selective attention and selective retention.
Selective exposure is a notion built on Festinger's Theory of Cognitive Dissonance which states that in order to reduce dissonance after making a particular decision; people seek our information that supports their course of action. This mostly applies in cases where an individual has to take a decision which outcome he will live with for a long time like voting for a presidential candidate. Due to the arrays of personality running, an electorate tries to decide on which candidate he feels will govern well. When the decision is finally made, the vote is casted and par adventure the desired candidate wins, the electorates try to keep finding reasons throughout the tenure that will help convince him that he made the right decision. It also applies the other way round. People expose themselves to information that is an agreement with their attitude.
Selective attention on the hand is the tendency to give audience to pay attention to those parts of a message that suits held beliefs, customs and norms. Selective retention is the inclination to memorize an aspect of information due to its relevance and to recall the information as at when needed.
Selection retention is the tendency for the recall of information to be initiated by wants, attitudes needs and other psychological factors. The selective process is often thought of as a four-ring defense mechanism with selective exposure at the fore front with others following sequentially. The defense works in a way that: if a person expects a mix of information (selective exposure), he can pay selective attention to only the parts of the message that are agreeable. If not, the person can then exercise selective retention by letting by letting go of the irrelevant or contrary bits of information.
Perception influences decision. It is a dynamic defense that filters what is acceptable and what is not to individuals, which in this case are electorates. The manner in which electorates interpret media messages determine what they make of the messages; these stresses the major tenets of the perception theory that audience of the mass media are heterogeneous in terms of demographics, and even mentality which is as reaction on integration of many factors like culture, experience, new knowledge and so on.
The perception theory is relevant to this research work based on the assumption that the perception process is influenced by the characteristics of a stimulus, for example, the nature and content of the message in which political advertisements is seen or heard. Perception varies from one electorate to another. In a different way, electorates are influenced negatively or positively towards the television political advertisements they were exposed to.


[bookmark: _Toc201921737]
CHAPTER THREE
[bookmark: _Toc201921738]RESEARCH METHODOLOGY
This chapter describes the research design, study area, study population, sample size and sampling procedures, data collection procedures and research instruments, data analysis and ethical considerations.
[bookmark: _Toc201921739]3.1 	Research Design
A research design is a framework that spells out how the research would be undertaken during the investigation. The research design always tends to identify the relationship between different variables and their relationship with each other. In other to execute the undergoing research, survey research method was employed in realizing the study objectives. A survey research method is a type of research method that allows the researcher to select a relative part of a population, which possesses common attributes to represent the population. Quantitative research design was adopted in realizing the descriptive nature of the study. This includes; the analysis of the demographic data of the discussant.
[bookmark: _Toc201921740]3.2 	Population of the Study
Based on the 2022 projected population figure obtained from the World Population Review (WPR), the population is estimated to have reached 1,084,681 (one million, eighty-four thousand, six hundred and eighty-one). The population of this study was comprised of voters who registered for 2023 general elections in Ilorin metropolis, which stood at 686,304 as announced by the Independent National Electoral Commission (INEC). According to Serem, Bolt & Wanyama (2013), a population is a collection of all the objects or subjects to be studied.
[bookmark: _Toc201921741]3.3 	Sample Size
To obtain the sample size of voters in Ilorin metropolis a formula stipulated by Krejcie and Morgan was adopted to select the sample from the population of 686,304 voters. The formula states that at + or -5.0 margin of error, the population of 10,000-25,000 will have a sample size of 370. Therefore, the sample size of this study is 370.
[bookmark: _Toc201921742]3.4 	Sampling Technique
Sampling is the process of selecting units (e.g., people, organizations, etc.) from a population of interest so that by studying the sample, we may fairly generalize our results back to the population from which they were chosen (William and Tromp, 2006). With population of 686,304, it is practically impossible to study all the population because of its size. Therefore, with the size of the population, purposive sampling was adopted for this study.
[bookmark: _Toc201921743]3.5 	Description of Research Instruments
This study used structured questionnaires for samples electorates. The questionnaires had a set of questions divided into themes that took into account the study objectives. The questionnaire was suitable for this study because it has the ability to generate standard data from all sample’s voters representing the total population of the students. The questionnaire had questions on the background Information of voters, roles of media in political processes in Nigeria, Perceptions of voters on the roles of the media and challenges facing media outfits in disseminating information on voters’ education.
[bookmark: _Toc201921744]3.6 	Techniques of Data Collection
Questionnaire was used as the technique of data collection. This was appropriate because it allows the respondents to carefully take these questions at a convenient time and think about the answers at their own space.
[bookmark: _Toc201921745]3.7 	Data presentation and Analysis
Analysis of the data was done using mixed method of data analysis there the demographic data and preliminary bio data were analyzed using descriptive research method of data analysis through the use of tables to represent the frequencies and percentage of the respondents. Also, data was analyzed using Weighted Mean Score based on a five-point Likert scale. The respondents we're Weighted Mean score are as follows:
Strongly Agree.       (AS)=5 points
Agree.                      (A) = 4 points
Undecided.              (U)= 3 points
Disagree.                  (D)= 2 points
Strongly Disagree.    (SD)= 1 point
From the above computation, the weighted mean score is 3.00 (5+4+3+2+1÷5). The mean score of 3.00 was used as the basis for decision on the response to each item. Any mean score which is equal to or more than 3.00 is accepted, while any mean score that is less than 3.00 are rejected.
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CHAPTER FOUR
[bookmark: _Toc201921747]DATA PRESENTATION/ ANALYSIS AND DISCUSSION OF FINDINGS
In this study 378 copies of questionnaire were distributed in the selected study area. 356 copies representing 92.7% were returned and found useful, while 28 questionnaires representing 7.2% were not retrieved and incorrectly filled.
[bookmark: _Toc201921748]4.1 	Data presentation/ Analysis
Table 4.1: Age Distribution of Respondents
	Options
	Frequency
	Percentage %

	18-22
	72
	20.2

	23-27
	159
	44.7

	28-32
	66
	18.5

	33-37
	42
	11.8

	38 and above
	17
	4.8

	Total
	356
	100%


Source: Field Survey 2025
Table 4.1 shows that 72 respondents representing 20.2% said they were within the age of 18 to 22, 159 respondents representing 44.7% were aged 23-27, 66 (18.5%) were within 28-32 years of ag, 42 (11.8%) were within the age of 33-37, 17 (4.8%) were above 38. Therefore, majority of the respondents were young persons.

Table 4.2: Sex Distribution of Respondents
	Options
	Frequency
	Percentage%

	Male
	246
	69.1

	Female
	110
	30.9

	Total
	356
	100%


Source: Field Survey, 2025
Table 4.2 shows that 246 respondents representing (69.19) were male, while 110 (30.9) were female. Therefore, majority of the respondents were females.
Table 4.3 Showing Party Affiliation of Respondents
	Options
	Frequency
	Percentage%

	APC
	197
	55.3

	PDP
	138
	38.8

	OTHERS
	21
	5.9

	TOTAL
	356
	100%


Source: Field Survey, 2025
Table 4.3 shows that 197 (55.3%) respondents were members of APC, 138 (38.8%) of the respondents were PDP faithful, 21 respondents (5.99%) belong to other political parties. Therefore, majority of the respondents were members of the PDP.

Table 4.4 Showing If the Respondents Participated In the 2023 Elections
	Options
	Frequency
	Percentage%

	YES
	223
	62.6

	NO
	133
	37.4

	TOTAL
	356
	100%


Source: Field Survey, 2025
Table 4.4 shows the 223 of the respondents (62.6%) participated in the 2023 elections, 133 (37.4%) of the respondents did not participate. Therefore, majority of the respondents participated in the 2023 general election.
Table 4.5: Respondents’ Exposure to Billboard Advertisement of APC AND PDP
	S/N
	Statement
	SA
	A
	U
	D
	SD
	Mean score
	Decision

	6
	I was exposed to “Ramoni Continuity” ad of APC
	142
	102
	50
	36
	26
	3.8
	Accepted

	7
	I was exposed to “Yaman O’Oclock” of PDP
	178
	81
	53
	44
	-
	4.1
	Accepted

	8
	I was exposed to “No going back to slavery” of APC
	224
	107
	25
	-
	-
	4.6
	Accepted

	9
	I was exposed to “Bye-bye to government of deceit” of PDP
	189
	73
	42
	27
	25
	4.1
	Accepted


Source: Field Survey, 2025
The data in table 4.5 shows high weighted mean score of 4.6 on the exposure of the voters to “No going back to slavery” ad of APC. Respondents’ exposure to “Ramoni Continuity” ad of APC scored 3.8 of the rating scale, voters’ exposure to “Yaman O’clock” ad of PDP at the rating scale of 4.1, and the exposure of the voters to the PDP ad on “bye-bye to the government of deceit” at the rating scale of 4.1. Therefore, this finding indicates that the respondents agreed that they were exposed to the billboard advertisement of APC and PDP during the 2023 general elections.
Table 4.6 Influence of Billboard Advertisement on Voters’ Behavior and the Outcome of the Election
	S/N
	Statement
	SA
	A
	U
	D
	SD
	Mean Score
	Decision

	
	
	F
	F
	F
	F
	F
	
	

	10
	Billboard advertisement influenced the voting behaviou
	78
	112
	102
	39
	25
	3.5
	Accepted

	11
	Billboard advertisement influenced the outcome of the election
	92
	83
	121
	36
	24
	3.5
	Accepted

	12
	Billboard Advertisement helped shaped my perception of the candidates
	32
	40
	182
	66
	36
	3.2
	accepted


Source: Field Survey, 2025
The result presented in the table 4.6 shows a positive total weighted means score of 3.4 on the level of influence that billboard advertising had on voters during the 2023 elections. Therefore, majority of the respondents indicated the billboard advertisement had influences on their voting behavior and by extension the outcome of the election.

Table 4.7 Voters’ Response to the Conscious of Messages on Billboard by APC and PDP
	S/N
	Statement
	SA
	A
	U
	D
	SD
	Mean Score
	Decision

	13
	“AA deserves second term” of APC was clear
	156
	91
	54
	42
	13
	3.9
	Accepted

	14
	“Yaman is the answer to the problem of Kwara” of PDP was clear
	121
	103
	79
	23
	20
	3.7
	Accepted

	15
	“Turaki is the people’s choice” was clear
	102
	93
	61
	57
	43
	3.4
	Accepted

	16
	“Stand at the right side” was clear
	147
	83
	82
	30
	13
	3.8
	Accepted


Source: Field Survey, 2025
The information in table 4.7 shows that AA deserves second term of APC was clear to voters at a positive rate of 3.9, Yaman is the answer to the problem of kwara of PDP was also clear with a positive score of 3.7, Turaki is the people’s choice of APC had a score of 3.4, stand at the right side of APC had a positive score of 3.7. therefore, the ratings of respondents’ responses show a positive total weighted mean score of 3.7 which indicates that voters believed that messages on billboard advertisement by APC and PDP were clear and understandable.
Table 4.8 Respondents Mean Ratings on Billboard Advertisement Appeals
	S/N
	Statement
	SA
	A
	U
	D
	SD
	Mean Score
	Decision

	17
	AA continuity of APC
	223
	107
	26
	-
	-
	4.6
	Accepted

	18
	It’s time of kwara north “Yaman is the answer” of PDP
	127
	87
	62
	57
	23
	3.7
	Accepted


Source: Field Survey, 2025
The information in the table 4.8 reveals that “Abdulrahman Abdulrazaq continuity” of APC appealed more to voters at a positive high weighted score of 4.6, while “it’s time of kwara north, Yaman is the answer” of PDP scored 3.7. therefore, the mean rating shows that the respondents agreed that billboard advertisement appealed to them since the total weighted mean score of 4.5 meets the cut-off value of 3.00.
[bookmark: _Toc201921749]4.2 	Discussion of Findings
[bookmark: _Toc201921750]4.2.1 	Research Question One
To what extent were electorates exposed to billboard advertisement erected by APC and PDP during the 2023 general election in Kwara State?
This study sought to ascertain the level of exposure of voters to billboard advertisement by APC and PDP. Item 6,7,8 and 9 on the questionnaire was used to answer this question. The result of the computation presented in table 4.5 shows a high weighted mean score of 4.6 on the exposure of voters to Vote for Gov. Abdulrahman Abdulrazaq of APC. Respondent's exposure to Kwara State Deserves Best was also high with a score of 4.1. voters’ exposure to Stand at the right-Side score 3.8 on the rating scale, voters’ exposure to One People, One Vision, One State at 4.1 on the mean rating scale, voters’ exposure to One People, One Vision, One State at 4.1 on the mean rating scale. Therefore, this finding indicates that respondents agreed that they were exposed to billboard advertisement of APC and PDP during the 2023 general elections.
[bookmark: _Toc201921751]4.2.2 	Research Question Two.
Were messages on billboard advertisement clear and understandable to the electorates?
The information presented in table 4.7 shows that AA continuty ads of the APC was clear to voter at a positive rate of 3.9, Yaman O'clock of the PDP was also clear with a positive score of 3.7, Abdulrahman Abdulrazaq the Choice of APC had a score of 3.7, Stand at the Right Side of PDP also had a score of 3.4. Therefore, the mean ratings of respondent's responses show a positive total weighted mean score of 3.7 which indicates that voters believed that messages on billboard advertisement by APC and PDP were clear and understandable.
4.2.3 	Research Question Three
To what extent did billboard advertisement messages used by APC and PDP appeal to the electorates during the 2023 general elections in Kwara State?
The information in table 4.8 reveal that "AA Continuity of APC appeal more to voters at a positive high weighted score of 4.6, while Yaman O'clock scored 3.7. it can be inferred from this result that AA continuity had more appeal than Yaman O'clock. This result justifies the application of Perception and Social Judgement theories to this study.
[bookmark: _Toc201921752]4.2.4 	Research Question Four
Did billboard advertising messages influence the voting behavior of the electorates and the outcome of the 2023 general election in Kwara State?
The result presented in the table 4.6 shows a positive total weighted mean score of 3.4 on the level of influence that billboard advertising had on voters during the 2023 elections. Therefore, majority of the respondents indicated that billboard advertisement had influence on their voting behavior and by extension the outcome of the election. The implication of this finding is that the simplicity of messages is a potent force in the success of political campaigns and can subsequently influence election outcome. This confirms earlier studies by Ogbidi,Basil and Bassey (2016) that there is a significant relationship between advertising and voter behavior in the electioneering process.




[bookmark: _Toc201921753]CHAPTER FIVE
[bookmark: _Toc201921754]SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc201921755]5.1	Summary
This study examines the influence of billboard advertisement by APC and PDP on electorates during the 2023 general elections in Kwara State. For clarity of focus, the study was conducted among residents of Ilorin metropolis. The objectives of the study were to find out if the electorates were exposed to billboard advertisement used by APC and PDP. The study also seeks to know if messages on billboard appealed to the electorates and the influence of such messages on the voting behavior of the electorates. Furthermore, the study sets-out to determine the clarity of billboard messages by PDP and APC. Three research questions were formulated to guide the study.
From the analysis, findings reveal that:
1. Electorates were exposed to billboard advertisement by APC and PDP during the election as the election as the total weighted mean score of 4.15 met the cut-off value of 3.00.
2. Finding on the mean ratings of respondent's responses show a positive total weighted mean score of 3.7 which indicates that voters believed that messages on billboard advertisement by APC and PDP were clear and understandable to the electorates.
3. Billboard advertisement appeal was high (4.6 and 3.7 for APC and PDP respectively).
4. Voters agreed at total weighted mean score of 3.7 that billboard advertisement are powerful elements in political campaigns and can influence voting behavior and subsequently the outcome of the election.


[bookmark: _Toc201921756]5.2 	Conclusion
There is an observed growing impact of billboard advertisement in the political scene of Nigeria by political parties, candidates of electoral offices and well-wishers. This scenario was not alien during the 2023 general election in Nigeria. In a bid to attract voters, money was spent on billboard advertising than ever before during the election. Hence, this study sought the extent to which billboard advertisements were used to create awareness for the 2023 presidential candidates, electorates' perception of the nature of influence billboard advertisements on the voting behavior of electorates and extent to which billboard advertisements appealed to the electorate. From the analysis done influence could be drawn that Electorates were exposed to billboard advertisement by APC and PDP during the election. Respondents also believed that messages on billboard advertisement by the APC and PDP were clear and understandable to the electorates; billboard advertisement appeal was high. Voters agree that billboard advertisement are powerful elements in political campaigns and can influence voting behavior and subsequently the outcome of the election.
[bookmark: _Toc201921757]5.3 	Recommendations
Based on the outcome of this study, the following recommendations are arrived at:
1. Electoral process in Nigeria is evolving, hence the optimal utilization of billboard for advertisement should be well planned, electorates centered, towards meeting the needs of the electorates.
2. The use of negative statements and comments should be discouraged, while constructive criticism of the opponents should be encouraged.
[bookmark: _Toc201921758]
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APPENDIX 1
Department of Mass Communication 
Faculty of IICT,
Kwara State Polytechnic.
Kwara State Ilorin
January, 2025
Dear Respondent,
                               REQUEST FOR COMPLETION OF QUESTIONNAIRE 
I am an undergraduate student of the Department of Mass Communication, Kwara State Polytechnic. I am conducting research on voters' perception of Billboard Advertising during the 2023 General Elections. A study of APC and PDP in Ilorin Metropolis. The research is purely an academic exercise in fulfillment of the award of a HIGHER NATIONAL DIPLOMA in Mass Communication.
I shall be grateful if you can complete the attached questionnaire for me. Your anonymity is guaranteed as the information will be treated in strict confidence.

Thanks for your anticipated cooperation.

Yours Sincerely,

Babatunde Biola Roheemat
(Researcher)


QUESTIONNAIRE
1. INSTRUCTION: Please tick (√) against your response(s) in the space provided. 
Section A: Demographic Data 
1. Age:
a) 18-22 							[ ]
b) 23-27 							[ ]
c) 28-32 							[ ]
d) 33-37 							[ ]
e) 38 and above 						[ ]
2. Sex:
a. Male 							[ ]
b. Female 							[ ]
3. Marital status
a. single 							[ ]
b. married 							[ ]
c. divorced 							[ ]
4. Party Affiliation of Respondents
a. APC 							[ ]
b. PDP 							[ ]
c. Others 							[ ]
5. How often were you exposed to billboard advertisement
a. Very often 							[ ]
b. Regularly 							[ ]
c. Occasionally 						[ ]
Indicate your agreement on your level of exposure to Billboard Advertisement
	S/N
	AGREEMENT
	SA
	A
	U
	D
	SD

	6
	I was exposed to “Ramoni Continuity” ad of APC
	
	
	
	
	

	7
	I was exposed to “Yaman O’Oclock” of PDP
	
	
	
	
	

	8
	I was exposed to “No going back to slavery” of APC
	
	
	
	
	

	9
	I was exposed to “Bye-bye to government of deceit” of PDP
	
	
	
	
	

	Show your level of agreement by ticking Strongly Agree (SA), Agree (A), Undecided (U), Disagree (D), Strongly Disagree (SD).

	S/N
	STATEMENT
	SA
	A
	U
	D
	SD

	10
	I perceive the Advertisement influenced my voting behavior
	
	
	
	
	

	11
	I perceive the Billboard Advertisement influenced the outcome of the 2023 elections
	
	
	
	
	

	12
	Billboard Advertisement helped shaped my perception of the candidates
	
	
	
	
	

	Indicate your agreement on clarity of messages on Billboard Advertisement

	S/N
	STATEMENT
	SA
	A
	U
	D
	SD

	13
	“AA deserves second term” of APC was clear
	
	
	
	
	

	14
	“Yaman is the answer to the problem of Kwara” of PDP was clear
	
	
	
	
	

	15
	“Turaki is the people’s choice” was clear
	
	
	
	
	

	16
	“Stand at the right side” was clear
	
	
	
	
	

	Indicate your agreement on appealing of messages on Billboard Advertisement

	17
	AA continuity of APC
	
	
	
	
	

	18
	It’s time of kwara north “Yaman is the answer” of PDP
	
	
	
	
	



