AN ASSESSMENT OF BILLBOARD ADVERTISING AS A
STRATEGY FOR LARGE SCALE BUSINESS IN
KWARA STATE(A CASE STUDY OF CAROTONE CREAM)



BY


TAJUDEEN KAOSARA OMOLARA
HND/23/MAC/FT/0587




A RESEARCH PROJECT SUBMITTED TO THE DEPARTMENT OF
MASS COMMUNICATION, INSTITUTE OF INFORMATION AND
COMMUNICATION TECHNOLOGY, KWARA STATE POLYTHECNIC ILORIN.



IN PARTIAL FULFILLMENT OF THE REQUIREMENT FOR THE
AWARD OF HIGHER NATIONAL DIPLOMA (HND) IN MASS
COMMUNICATION




JULY, 2025






CERTIFICATION
This research work has been carefully examined and approved as meeting the requirements of the Department of Mass communication, Institute of Information and Communication Technology, Kwara State Polytechnic, Ilorin in partial fulfillment of the requirements for award of Higher National Diploma (HND) in Mass Communication.



____________________					                  _____________
MRS. AISHA ABDULWAHAB				 	                 DATE
(Project Supervisor)



______________________					              _________________
MR. OLUFADI, B.A							             DATE
(Project Coordinator)					




____________________					              _________________
MR. OLOHUNGBEBE, F.T.					               DATE
(Head of Department)        

____________________                                                                     _________________
EXTERNAL SUPERVISOR                                                                        DATE









DEDICATION
I dedicate the work to Almighty Allah for his unspeakable love bad mercy over my life.And to my parent for their caring and support morally,financially and for their prayers towards me. May  Almighty Allah in his infinite mercy continue to increase and bless them (AMEN).































ACKNOWLEDGEMENT
All praise and adoration are due to Almighty Allah, Lord of possibilities, and the greatest director that guides to the right path. I cannot express my gratitude and I cannot thank Him enough for His faithfulness, His infinity mercy, His unfailingly love, the wisdom and strength He gave to me throughout my Higher National Diploma (HND) program in this great institution, Kwara State Polytechnic.
I would also appreciate my able and amiable project supervisor in person of MRS AISHA ABDULWAHAB, who painstakingly took her time to supervise my project and provide the needed guidance for this research work. Her care, support, advice and certainly spanned beyond the sphere of this research work as I learnt alot under her supervision especially her commitment to hard work, and intelligence.
I am greatly indebted to my loving, supportive and caring parents, MR AND MRS TAJUDEEN for their patience, understanding, prayers and words of encouragement towards me. I'm also grateful to my kind-hearted siblings, for their daily affirmation, sponsor and care. I pray that all your efforts will never be in vain. You will live large and prosper.
My humble gratitude also goes to the Head Of Department of Mass Communication, Kwara State Polytechnic,Ilorin in person of MR OLOHUNGBEBE F. T, for his fatherly support and advice to all students. Also to all my able and standard lecturers in the department; and other staff of the department for their passion and devoted time towards attaining a successful period in my course of study. You will never be stranded.
My acknowledge will be incomplete without mentioning these significant people in my life; 
I am highly grateful to everyone and to those I could not mention their names here for your contribution and for being part of my success story. The Lord will bless you and things of celebration will not cease from you all. Amen!!!









TABLE OF CONTENTS
Title Page										i
Certification										ii
Dedication										iii
Acknowledgements									iv
Table of contents									vi
Abstract										viii
CHAPTER ONE: INTRODUCTION
0. Background to the study							1
0. Statement of the problem							4
0. Objective of the study 							4
0. Research questions								5
0. Significance of the study							5
0. Scope of the study								6
0. Definition of key terms							6
CHAPTER TWO: LITERATURE REVIEW
2.0	Introduction									8
2.1	Conceptual framework							8
2.2	Theoretical framework							21
2.3	Empirical review								23
CHAPTER THREE: RESEARCH METHODOLOGY
3.0   Introduction									26
3.1   Research design									26
3.2   Population of the study								26
3.3   Sample size and sampling techniques						27
3.4Instrument of Data Collection							27
3.5   Validity and Reliability of Instrument						27
3.6   Methods of data collection							28
3.7   Method of Data Analysis							28
CHAPTER FOUR: DATA PRESENTATION ANALYSIS AND INTERPRETATION
4.0	Introduction									29
4.1	Analysis of Audience Demographics						29
4.2	Analysis of Research Items							31
4.3	Analysis of research Question						34
4.4	Discussion of findings							39
CHAPTER FIVE: SUMMARY, CONCLUSION AND RECOMMENDATION
5.0	Introduction									41
5.1	Summary of findings								41	
5.2	Conclusion									43
5.3	Recommendations								44
	References									45






























ABSTRACT
This study assesses the effectiveness of billboard advertising as a marketing strategy for large-scale businesses in Kwara State, Nigeria. Billboard advertising, a traditional yet impactful form of outdoor advertising, remains a prominent method for businesses to increase visibility and brand awareness. The research aims to evaluate the reach, impact, and overall effectiveness of billboards in promoting large-scale business enterprises within the state. Utilizing a mixed-method approach, the study involved surveys of consumers and interviews with marketing professionals from various large-scale businesses in Kwara State. The findings indicate that billboard advertising significantly enhances brand visibility and recall among consumers. Respondents noted that strategically placed billboards in high-traffic areas effectively capture attention and reinforce brand messages. Businesses reported that billboards serve as a constant visual reminder, making them a valuable tool for sustained brand presence. The study also found that the combination of bold visuals and concise messaging on billboards leads to higher engagement rates and better retention of information among the target audience. Furthermore, the high visibility of billboards complements other advertising channels, creating a cohesive and robust marketing strategy. However, the research also highlighted some challenges. The effectiveness of billboards can be influenced by factors such as location, design quality, and the frequency of message updates. Additionally, there is a significant cost associated with billboard advertising, which can be a barrier for some businesses. In conclusion, billboard advertising proves to be an effective strategy for large-scale businesses in Kwara State, offering significant benefits in terms of brand visibility and consumer engagement. To maximize its impact, businesses should consider strategic placement, creative design, and integration with other marketing efforts.
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CHAPTER ONE
1.0	Introduction
This chapter looks at the background of the research, problem statement followed by the research purpose. Furthermore the general and specific objective of the study is unveiled. Under the objectives there are three specific objectives. To finish research questions and the significance of the study.
1.1	Background of the Study
In this rapidly changing world, marketers want to communicate their message to people that can influence buying behaviors of the people. They adopt different tools to deliver their ideas to the people and advertise their products to the target customers. Now days, people are bombarded with lots of information through multi-media like newspapers, magazines, billboards, television and internet (Latif and Abideen; 2011) .Advertising is one of the tools used for persuasive communication to target audience. Advertising as the communication rely on companies to persuade an audience to purchase their products. This communication is usually through various forms of paid media; TV and radio commercials, print advertising, billboards and more. Every communication is advertising is intended to be persuasive.
Richards and Curran (2002) see advertising as a non-personal communication of information usually paid for and usually persuasive in nature about products, services or ideas by identified sponsors through the various media (verbatim, question mark needed). The American Marketing Association (AMA) views advertising as any paid form of non-personal presentation and promotion of ideas, goods and services by an identified sponsor. For the Advertising Practitioners Council of Nigeria (APCON), advertising is a form of communication through media about products, services or ideas paid for by an identified sponsor. The body also identifies advertisement as a form of communication in the media paid for by an identified sponsor and directed at a target audience with the aim of imparting information about (verbatim, question mark needed) products. Qazi (2018, as cited by Amadi and Umor, 2019) says that “advertising has a positive impact on consumer behaviour specifically on framing purchase intentions of the target viewers of the advertising” Wheeler (as cited by Edet, 2017) opines that Advertising is any form of paid non-personal presentation of ideas, goods or services for the purpose of inducting people to buy. 
Richard Buskirk (as presented by Kotler and Armstrong, 2004), sees Advertising as a paid form of non-personal presentation of ideas, goods or services by an identified sponsor. To William J. Stanton(as presented by Kotler and Armstrong, 2004), Advertising consists of all the activities involved in presenting to a group, a non-personal, oral or visual, openly sponsored message regarding a product or service; disseminated through one or more media and is paid for by an identified sponsor. O' Barr (2015) supports that Advertising is any device which first arrests the attention of the passer-by and then induces him to accept a mutually advantageous exchange. Bullmore, (2020) writing for the Advertising Association of the United Kingdom sees Advertising as any paid-for communication intended to inform and/or influence one or more people. For Umor (2017) advertising enhances patronage when properly positioned with the right media in use.
The name billboard is derived from the term “billing board”, and is a large outdoor advertising space designed to capture the attention of motorists and pedestrians. Typically placed around high traffic areas (both automotive and foot traffic), billboards are meant to be simple, striking, and creative. In fact, the creative department in any advertising agency still prizes the billboard space, as it is a golden opportunity to do groundbreaking, impactful work (Duncan, 2016). In the past, billboards were created using sections of paper posted together to form one image. Nowadays, digital printing on vinyl material allows the entire image to be printed on one sheet, and can be erected very quickly and easily. Digital billboards allow creative executions that can be personalized or swapped out with other creative ads. Sometimes, clients can choose to timeshare their ads with other companies, with the creative swapping out every few minutes. Billboard advertising, which began with sign painting and large advertisements painted on buildings, has developed rapidly in the last few years in Kwara state, particularly with partnerships of foreign advertising agencies within the sector. It has become a “major medium,” along with television, radio, newspapers, magazines, the internet, and cinema. The success of billboard advertising is due to its primary objective to gather and attract consumers’ interest and attention (Elden, 2003). Due to this reason billboard advertisements are preferred by advertisers and marketers.
Decker, (2019) sees the billboard as one of the most visible form of advertising media. It is effective for building brand awareness and broadcasting businesses (or product or campaign) to a large and heterogeneous audience. And, because of the locations they tend to have the highest number of views and impressions when compared to other media of advertisement. Billboard advertisements are meant to communicate to the public about the product or service advertised. As stimuli to the senses, they compete for attention. According to Andinet and Bougie (2018) “it is reasonable to assume that the ability of billboards to attract customers from the neighborhood and to create awareness in close proximity to the organization's location could be important”. Since the pace or life is fast, people rarely have time to stand and stare at these advertisements, so they must be able to communicate at a glance, to tell a story in a rapid, crisp form, otherwise they may serve no useful purpose. If billboards are placed at strategic locations, the target audience may be reached in an economical and effective manner. Of course, no other medium is as effective as billboards in reaching travelers and others in transit. And as Andinet and Bougie (2018) affirm, “billboards are often used with specific objectives in mind. For example, billboards can provide high reach and frequency in a localized trade area”. Some billboards advertisers in Nigeria in general and Ilorin in particular include; Afromedia, Media Network, Media Space, Colour Image, RISSA, Zenith, Jossidy Agency, Media Link, etc. In Kwara State, billboard advertisement seems to play an important role in the advertising process. A consumer cannot purchase a product or appreciate any idea if he does not know anything about it. Likewise, a manufacturer will not be able to fulfill his aim of selling his products. The interactional variable which forms the basis for this study are location, size, angle, readability and creativity. They also constitute the criteria for correct assessment of billboard advertisement.
1.2	Statement of the Problem
In recent years billboard advertising has become popular in our country, just like all over the world where major streets are dotted with billboard. The growing number of billboards has raised concerns and debates on their proliferation. Despite the criticisms by some sections of society in Kwara state regarding their proliferations, the number of billboards continues to increase especially in the main roads of urban areas. This is indicative that billboards are fast gaining acceptance among consumers as a form of media for receiving messages.  There  are  countless  of  competitive  advertisement  messages  disseminated  to  the  public  through  different  medium  of  communication,  so  is  a  huge  amount  of  money  invested  in  it.  However,  if  sales  do  not  meet  up  with  advertisement  target,  then  the  aim  is  defeated.  Over  the  years,  many  scholars  have  tried  to  find  out  the  possible  extent  to  which  advertising  influence  or  impact  people’s  attitude  and  acceptability  of  a  product.  But the findings thus far have remained dynamic. Although, the huge role played by advertising medium such as print  media and social media in advertisement, but there are still yet to be identify effects in regards to how advertisement persuade, motivate and promote likeness and desire for products. Billboard particularly is effective but lacks mobility. (Charles 2022).
Billboard advertisement is an out-of-door communication, free for all sections of the public to see. Consumers are exposed to the content at ease and almost effortlessly. However, the placement of billboards which is influenced by variables like location, angle, readability, size and creativity plays an important role in traffic accessibility and in making the ideas and goods known to the consumers. No doubt  that  many  researchers  have  been focusing on effect of new media  advertisements particularly  social  media  advertisement while  few  researchers  have taken a  turn  to  focus  below  the line. With  the  knowledge  that  certain  places  do not have access  to network  or  new  media  or even signals  for broadcast, bill board  becomes paramount  here. If researches of this kind are not carried out, not only will it affect patronage but also leave advertisers blind on their advert investment, it is in this view that the research intends to evaluate the effectiveness of bill board advertisement. This research therefore sought to establish the assessment of billboard advertising as an effective winning strategy for large scale business in Kwara state
1.3 	 Objectives of the study 
 The objective of this study is:
i. To measure the level of brand awareness generated by billboard advertising for large-scale businesses in Kwara State.
ii. To examine how consumers perceive brands promoted through billboard campaigns.
iii. To identify the demographics of the target audience for large-scale businesses using billboard advertising.
iv. To investigate whether billboard advertising influences consumer behavior and purchasing decisions.
1.4	Research Questions
i. How does billboard advertising contribute to the level of brand awareness for large-scale businesses in Kwara State?
ii. How do consumers perceive brands promoted through billboard campaigns?
iii. What are the demographics of the target audience for large-scale businesses using billboard advertising?
iv. To what extent does billboard advertising influence consumer behavior and purchasing decisions?
1.5 	 Significance of the Study 
The significance of the study on the assessment of billboard advertising as strategy for large-scale businesses in Kwara State lies in the potential insights it can provide to various stakeholders. This study will generate new knowledge that would be used by both the both product owners and consumers on effectiveness of billboard advertising. The research will also add information to the existing body of knowledge on billboard advertising.
The research findings can assist businesses in making informed decisions regarding the allocation of resources and budgeting for advertising campaigns. This is crucial for optimizing marketing expenditures and achieving better returns on investment. Large-scale businesses in Kwara State can benefit from a deeper understanding of the effectiveness of billboard advertising. The study can provide insights that inform marketing strategies, helping businesses allocate resources effectively.
Regulatory bodies and government agencies can use the study's findings to assess the impact of billboard advertising on the local business landscape. This information may be valuable in shaping or refining policies related to outdoor advertising. Professionals in the advertising industry can gain insights into the specific challenges and opportunities associated with billboard advertising in Kwara State. This knowledge can guide the development of more advertising campaigns. The study contributes to the academic understanding of advertising effectiveness in regional contexts. It may serve as a foundation for future research and academic discussions on outdoor advertising strategies. The study contributes to the field of media and communication studies by providing practical insights into the effectiveness of a specific advertising medium. This can be valuable for academics and students interested in this area.
1.6 	 Scope of Study 
	The scope of this study is on assessment of billboard advertising as an strategy for large scale business in Kwara state.  No  research  work  carried  out  in  any  field  of  human  endeavour  could  be  said  to  be  perfect  or  without  limitation,  thus,  this  research  will  limited  to  Kwara  State  Ilorin  alone  due  to  time  frame  and  academic  related  task  to  cover  other  state. This is done based on researcher’s limitation.
1.7 	Definition of key terms  
· Advertisement :  Advertising  is a   form  of marketing   communication used   to promote   or  sell  something,  usually  a  business's  product  or  service.  Advertising  by  a  government  in  favor  of  its  own  policies  is  often  called  propaganda.  Advertisement  is  also  a  paid  announcement,  as  of  goods  for  sale,  in  newspapers  or  magazines,  on  radio  or  television,  etc. 
· Billboard advertising: refers to the use of large outdoor structures, typically placed in high-traffic areas, to display visual advertisements with the aim of promoting products, services, or brands. These structures can be static or digital and are designed to capture the attention of passersby.
· Large Scale Business:A large-scale business, also known as an enterprise or corporation, is an organization characterized by a significant level of operations, revenue, and workforce. Large-scale businesses typically have a wide market presence and substantial resources compared to smaller businesses.
· Assessment:Assessment, in the context of this study, involves a systematic and thorough evaluation or examination of the various aspects of billboard advertising as a strategy for large-scale businesses. It includes analyzing its impact, effectiveness, challenges, and opportunities.
· Brand Awareness:is the degree to which a target audience is familiar with and recognizes a brand. In the context of billboard advertising, it represents the effectiveness of this medium in enhancing the visibility and recognition of brands among consumers.
· Digital billboards: are a type of billboard that uses electronic displays, often LED or LCD technology, to showcase advertisements. Unlike traditional static billboards, digital billboards can change content dynamically and may include interactive features.
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CHAPTER TWO
LITERATURE REVIEW
2.0 	 Introduction 
	Literature review or narrative review is a type of review article .  A literature  review  is  a scholarly paper ,which  includes  the  current  knowledge  including  substantive  findings,  as  well  as  theoretical  and  methodological  contributions  to  a  particular  topic.  Literature  reviews  are secondary sources ,  and  do  not  report  new  or  original  experimental  work.  Most  often  associated  with  academic-oriented  literature,  such  reviews  are  found  in academic journals ,  and  are  not  to  be  confused  with book reviews that  may  also  appear  in  the  same  publication.  Literature reviews are a basis for research in nearly every academic field. 
 A  narrow-scope  literature  review  may  be  included  as  part  of a  peer-reviewed journal  article  presenting  new  research,  serving  to  situate  the  current  study  within  the  body  of  the  relevant  literature  and  to  provide  context  for  the  
reader.  In such a case, the review usually precedes the methodology and results sections of the work. 
 Producing  a  literature  review  may  also  be  part  of  graduate  and  post-graduate  student work,  including  in  the  preparation  of  a thesis ,dissertation,  or  a  journal  article.  Literature  reviews  are  also  common  in  a research proposal or  prospectus  (the  document  that  is  approved  before  a  student formally begins a dissertation or thesis). 
 2.1 	 Conceptual Framework 
2.1.1 	 Brief history of advertising in Nigeria 
	The  historical  development  of  advertising  in  Nigeria  as  given  by  Asemah  (2010)  is  as  old  as  Nigeria  as  an  entity.  The  earliest  recorded  advertising  activities  in  Nigeria  include  town  criers,  storytelling,  gong,  signals  and  through  many  other  traditional  media  that  were  used  to  alert  the  villagers  about  an  impending  event.  This  means  that  traditional  media  were  so  instrument in the process of advertising in the primitive days that they could not be ignored. 
 In  1946,  the  first  printing  was  established  in  Calabar  by  Reverend  Hope  Waddell  with  the  purpose  of  evangelism  and  in  1859  iweiroyin  fun  awonara Egba,  newspaper  was  established  in  Ogun  state  former  western  region  by  Reverend  Henry  Townsend,  the  two  newspapers  or  national  dailies  was  used  to  advertise  goods  and  services,  births,  wedding,  death,  church  activities  and  vacancies for house boys and girls and other events. 
 The  horizon  of  newspaper  advertising  in Nigeria  was however  broadened  when  more  newspapers  were  established,  e.g.  The  Anglo-African ,  which  was  set-up  by  Robert  Campbell  who  visited  Reverend  Henry  Townsend  in  Abeokuta  and  gave  him  helping  hand  before  he  set-up  Anglo-African  newspaper  in  1963  in  Lagos,  newspaper  that  were  set-up  after  Anglo-African  are  Lagos  observer,  Gaskiya TafiK wabo  for  northern  side  also  published  in  Hausa  language  meant  to  communicate  effectively  to  their  fellow  northerners  and  also  get  them  equipped  about  their  happenings  in  the  society,  the  guardian  newspaper  was  also  set-up  and  so  on.  These  newspaper  engage in serious competition in terms of who gets advertisement from government. 
 As  the  commercial  activities  in  Nigeria  were  on  the  increase,  the  need  for  the  proper  advertising  became  so  pressing  and  this  motivated  the  United  African  company ( UAC),  which  was  then  known  as  Royal  Niger  Company  to  set-up  the  first  advertising  agency  in  Nigeria,  it  was  called West-Africa publicity, but now known as Lintas. 
 In  1935  radio  broadcasting  was  officially  launched  in  Nigeria,  while  television  was  launched  in  1959  which  gave  rise  to  broadcast  medium  advertising.  After  the  deregulation  of  broadcast  media  in  1992  more  privately  owned  media  was  established  in  which  different  organisations,  political  parties  and  so  on  could  effectively  express  their  view  towards  their  competitors  or  opposition.  So  it  allows  i.e  Advertising  and  editorial  which  certain  organisation,  agency or political parties do sponsor to express their view. 
 The  need  to  establish  an  institution  to  regulate  advertising  practice  became  apparent.  This  gave  rise  to  the  establishment  of  advertising  practitioner’s  council  of  Nigeria  (APCON)  by  decree  of  55  of  1988  constitutions,  and  later  renamed  ACT  55  of  1988  by  the  civilian  administration in November 1989 to regulate the practice of advertising in Nigeria. 
 2.1.2 	 Concept of Billboard Advertising 
	The  advantages  of  using  billboards  are  many  and  among  them  is  potential  placement  of the advertisement  close  to  the  point  of  sale.  This ensures high frequency of  exposure  to  regular commuters. The  aspect  of  24-hour  presence  for  billboards  underpins  their  utility  as a  high  reach  tool  of  advertising.  Geographic  flexibility  for  local  advertisers  ensures economic efficiency in terms of  low  production  costs  and  low  cost  per  thousand  exposures. Visual  impacts  from  advertisement  size  and  message  creativity  are  very  important  in  advertising  and  create  high  brand awareness. 
 Billboards  however  have  their  disadvantages  that  range  from  the  need  to  limit  the  number  of  words  in  the  message  to  short  exposure  to  the  advertisement.  Low demographic  selectivity  and  measurement  problems  are  also  critical.  (Achien’g  2009).Blasko  (n.)  observed  in  Achien’g  (2009)  highlighted  five  main  principles  of  effective  billboard  advertising:  One  of  them  is  a  short  copy  (eight  or  fewer  words  in  copy).  Simple  background  is  important  to  bring  out  the  advertisement  more  clearly.  Product  identification  (billboard  clearly  identifies  product  or  advertiser)  is  one  of  the  key  goals  of  advertising.  Simple  message  (single  message  communicated)  and  creativity  (use  of  clever  phrases  and/or  illustrations)  are  important  in  effective billboard advertising. 
 Textbook  authors  and  academic  researchers  have  identified  a  variety  of  distinctive  characteristics  of  billboards  and  outdoor  advertising.  The  advantages  of  using  billboards  are  many  and  among  them  is  potentialplacement  of  the  advertisement  close  to  the  point  of  sale.  This  ensures  high  frequency  of  exposure  to  regular  commuters.  The  aspect  of  24-hour  presence  for  billboards  underpins  their  utility  as  a  high  reach  tool  of  advertising.  Geographic  flexibility  for  local  advertisers  ensures  economic  efficiency  in  terms  of  low  production  costs  and  low  cost  per  thousand exposures. 
 Visual  impacts  from  advertisement  size  and  message  creativity  are  very  important  in  advertising  and  create  high  brand  awareness.  Billboards  however  have  their  disadvantages  that  range  from  the  need  to  limit  the  number  of  words  in  the  message  to  short  exposure  to  the  advertisement.  Low  demographic  selectivity  and  measurement  problems  are  also  critical. 
 (Achien’g 2009). 
 2.1.3 	Impact of Advertising 
 Advertising  is  advantageous  because  it  could  reach  mass  of  people  at  the  same  time  and  at  a  reduced  cost  per  individual  potential  customer.  Advertising  could  further  be  augured  from  the  mass  communication  mix  as  a  form  of  paid  mass  communication  intended  to  persuade  prospects  to  prefers  a  brand  type  of  certain  goods  and  services  or  ideas  to  all  of  others  in  the  same category in the case of political advert make competing with other candidate. 
 Advertising  should  be  made  to  reach  the  target  market  especially  those  in  the  rural  areas.  This  is  because  almost  all  the  media  for  promoting  the  product  through  radio  for  those  in  the  rural  areas,  television  of  these  in  the  urban,  newspapers  and  magazines  for  literate  ones.  How  much  advertising  a  product  requires  depends on  the newness  of the  product  to  the  consumers  and  the scope of its market and of course the nature or type of products. Also  to  a  large  extent  it  depends  on  the  location  of  the  target  market  whether  the  market  is concentrated or scattered all over the country etc. 
 McCarthy  (1981)  identified  four  kinds  of  consumers  goods  namely:  convenience  goods,  shopping  goods,  special  goods,  and  unsought  goods.  Shoprite  goods  are  of  course  convenience  goods  and  according  to  McCarthy  convenience  goods  should  be  promoted  by  intensive  for  shopping  goods.  Within  the  marketing  mix,  advertising  has  various  strengths  unlike  the  high  cost  of  a  sales  call,  once  all  relevant  cost  are  considered,  advertising  is  a  much  cheaper  way  to  reach  target  consumers  since  it  uses  mass  media.  Also  unlike  sales  calls,  advertising  can  use  complex  visual  and  emotional  device  to  increase  the  persuasiveness  of  the  message.  However,  sales  people  can  often  communicate  more  complex  information  better  than  advertising  can.  It  can  tailor  the  nature  of  the  message  recipient  and  are  much  more  likely  to  “close”  the  sale  by getting an order. 
 2.1.4 	Advertising Objectives 
In  planning  for  advertising,  gals  should  be  described  and  stated  as  clearly  and  specifically also,  it  serves  as  a  guide  to  creative  team  in  developing  effective  copy,  advertising  objectives  can  be  described  be  specific  communication  task.;  it  has  to  be  accomplished  within  a  stated  time  period. 
 Advertising  may  not  bring  immediate  sale  results  but  there  is  a  strong  belief  and  indication  that  it  measures  with  time.  The  valuable  contribution  of  advertisement  in  terms  of  specific  advertising  objectives  is  useful  to  managers  because  they  furnish  actual  promotion  target  information  and  lend  themselves  to  measurement.  It  is  believed  that  with  advertising  objectives,  a  company  would  make  greater  in  route  in  its  territories,  increase  buyers’  preference  with  the  general aim of increased sales return. 
 Based  on  the  company  corporate,  marketing  promotional  objectives  and  the  understanding  gained  from  the  situation  and  market  analysis  the  company  advertising  campaign  goals  or  objective  can  now  be  determined.  Since  objectives  help  to  direct  the  company’s  advertising  and  to  measure  the  effectiveness  of  the  advertising  campaign.  There  is  no  complete  agreement  on  the  tasks  in  respect  of  frequently  recommended  bases  are  sales,  communication  affects and variable that interfere between the advertisement and the intended behaviour. 
2.1.5 	Candidates Billboard as Mobile Market Commodities 
	Candidates  are  restrained  from  articulating  their  platform  in  conjunction  with  the  parties’ vision  and  mission.  The  phenomenon  of  the  candidate’s  billboard  marked  the  freedom  as  well  as  the  candidate’s  inadequate  capabilities  in  expressing  their  platforms.  This  can  be  seen  from  the  way  the  candidates  present  themselves  on  the  billboards  which  are  dominated  by  their  close-up  pictures without sufficient visual/written expression that illustrates their platforms. 
 In  order  to  conceal  this  insufficiency  candidates  use  the  parties  key  figures  no  merely  to support  their  image,  but  more  importantly  to  reinforce  their  opposition  as  a  party  candidates  e.g.  APC, PDP, SDP among  others.  The  absence  o  these  figures  on  candidates  billboard  advertisement  cannot  been  seen  as  a  complete  negation  of  the  candidate’s  reliance  as  the  key  figures are perceived and the embodiment of the parties ideology. 
Gudis  (2004)  argues  that  the  challenges  in  the  billboard  marketing  art  likes  on  how  the billboards  are  able  to  capture  the  spectator’s  attention  during  their  rapid  mobility.  She  asserts  that  the  logic  of  the  candidate’s  billboard  operates  like  the  mechanism  of  the  mobile  market  or  the  “buying”.  Not  only  does  the  bill  board  trespass  the  political  boundaries  or  provinces,  but  it  also  allows spectators to conduct self-analysis. 
Gudis  (2004),  also  stated  that  due  to  rapid  mobility  of  spectators  in  the  public space.  The  billboard  conveying  the  candidate’s  message  hold  a  temporary  psychological  status  in  the  spectator’s  mind  that  distracts  their  attention.  Candidate  billboard usually  communicate  message  quickly  and  silently.  Their  ubiquity,  especially  beside  the  roads  during  election  time  becomes  a  market  of  habituation  as  people  pass  the  billboard  at  all  times. This consciously  forgets  a  certain  impression  on  the  intellectual  attention.  At the same  time,  this  also  reinforces  the argument that Nigeria politics is more symbolic in nature than substantive. 
 Cronin  (2005)  “Suggested  that  billboard  advertisement  should  contain  contrasting  colour  schemes  clear  and  concise  branding  in  a  simple  proposition”.  Thus,  placing  the  advertisement  in  many  places  and  putting  them  in  various  roads  becomes  the  best  possible  ways  to  attend  spectator’s  attention.  Strategic  locations  contribute  to  determine  the  level  of  their  electability.  “The  more  you  place  your  advertisement  i.e.  (the  billboards  conveying  candidate  message  on  the  street),  the  more  likely  spectators  are  to  be  exposed  to  candidates  image  specific  locations  in  which  billboard  are  to  be  exposed  to  candidates  image  specific  location  in  which  billboard  are  scattered  to  determine  market segmentation  and also  becomes  the  core  factor  for  capturing potential voters. 
2.1.6 	Candidate Billboard as Cultural/Visual Artifact 
Reading  the  candidate  billboard  ensure  reading  the  narrative  of  it’s  visually.  It  is  about  arrangement  as  signs  as  a  unit  to  codify  the  knowledge  of  sight  to  power.  Barthes  (1980)  implicitly  recognize  that  the  practice  of  looking  represent  the  act  of  seeing  the  candidates  disposition,  especially  at  the  moment  of  transmitting  the  social  meaning  through  the  candidate  photograph  on  the  billboard.  It  is  transmitted  through  deep  motives,  the  styles  of  life,  the  ideology as reflected on the billboard. 
Candidate’s  billboard  entails  reading  the  narrative  of  its  visualise  and  also  as  visual artefacts  which  represent  Nigeria’s  political  realm.  This  at  the  same  time  saliently  affirms  the  significance  of  the  candidate’s  billboard  as  a  visual  artefact  to  refer  to  the  discursive  practice  in  political realm during the election. 
Barthes(1977)  explained  that  the  photograph  is  eclipse  of  the  language,  a  condensation of  the  social  whole,  for  it  suggest  not  merely  physical  fetishism,  a  way  of  dressing,  a  set  of  daily  choice,  a  posture,  the  social  setting  but  more  voter’s  disposition  to  perceive  the  candidate’s  veritable physical transference to delegate himself to reflect voter’s aspiration. 
2.1.7 	Billboard Utility 
 Relatively  few  studies  have  attempted  to  examine  executional  factors  associated  with  the  effectiveness  of  billboard  advertising.  However,  a  few  have  provided  very  specific  advice  for  outdoor  advertisers.  In  examining  the  outcomes  of  outdoor  advertising,  some  studies  found  that  a  novel  or  very  creative  execution  could  improve  recall  or  attention  to  billboards.  Thus,  use  of  a  clever  creative  execution  is  one  factor  that  has  been  hypothesized  to  correlate  with  effective  outdoor  advertising.  (Fitts  and  Hewett  1977;  Hewett  1975  cited  in  Khan,  Hussainy,  Khan&  Khan  2016). Meanwhile, Sharma, Galgotias&Noida, Pradesh (2019) have that: 
Billboard  advertising  remains  a  successful  apparatus  for  advertisers  in  light  of  its immense  reach  and  cost  adequacy.  It  is  presently  clear  through  this  examination  that  Color  and  Size,  Celebrity  Image,  Brand  Image  and  Logo,  and  Texture  and  Messages  are  the  critical  essentials of any board advertising and strongly affect the consideration of a client.
 This  is  in  line  with  one  research  that  demonstrates  that  picture,  texture  and  place  are  the  main  elements  of  every  billboard  advertisement  and  does  have  a  strong  effect  on  consumer  interest.  Companies  can analytic  hierarchy  billboards  across  highways,  main  roads  with  high-traffic  regions  where  pedestrians  and  prospective  buyers  can  quickly  see  them.  (James  2020). 
 More  so,  billboard  messages  can  influence  one  or  more  of  response  stages.  The  typical  sequence  is  awareness,  comprehension,  conviction  and  action.The  billboard  or  outdoor  is  basically  a  communication  for  people  in  a  hurry,  people  moving  at  high  speed  but  whose  attention  must  be  caught  and  held  instant.  This  medium  shows  the  advertiser’s  art  at  its  best.  The  basic  design  principles  fully  apply  here,  layout  and  illustration  have  to  be  very  well  balanced.  Only  the  basic  essentials  should  be  included,  everything  appearing  on  the  poster  must  contribute  to  its  effectiveness.  Every  advertising  design  must  have  something  to  say.  This  has  to  be  important  and  should  be  said  straight,  plain  and  simple.  The  audience  does  not  have  time  to  stop  and read between lines for hidden meanings. (Brown 2020). 
 Studies  conducted  by  Donthu,  Cherian,  and  Bhargava  (1993)  and  Bhargava,  Donthu,  and  Caron (1994) as cited in Achien’g (2009) found recall of billboards to be:  positively  related  to  a  variety  of  factors,  including  brand  differentiation,  emphasis  on  product  performance,  inclusion  of  price,  use  of  a  photograph,  use  of  humor,  use  of  color,  and  a  good  location  for  the  billboard.  The  1993  study  emphasized  that  advertising  recall  can  be  enhanced  by  using  fewer  words  or  unusual  executions.  As  with  the  key  advantages  of  outdoor  advertising,  there  have  been  many  discussions  of  strategic  and  executional  factors  related  to  the  success  of  billboards,  but  little  systematic  investigation  of  the  underlying  factors  that  drive  successful  billboard advertising.
2.1.8 	Candidate Billboard as the Representation of the Political Branding 
	Candidate’s  billboard  represent  the  political  branding  of  the  candidate’s,  of  the  parties  key  figures  and  most  likely  of  the  parties  themselves.  The  candidate  and  the  key  figures  images  are sole tangible, symbolic political product are value heavy. O’shaughnessy (2001). 
 The  aforementioned  two  discrepant  views  cannot  be  seen  as  contradicting  each  other.  Holt  arguable  the  candidate  from  denotative  level  which  make  the  candidate  appear  signifier  in  the  first  level  of  signification  while  O’shaughnessy  on  the  other  hand  transcends  this  while  values.  However,  these  perspectives  go  in  the  same  direction.  They  both  argue  that  this  products  value  play  a  significant  role  in  transforming  product  into  a  brand  i.e  candidate  into  political  parties emerge from. 
 Holt(2004:9)  assert that  in  other  to gain  visual  credibility,  the  identity  myth  constructed  by  the  candidate  billboard  should  be  set  in  a  populist  world  which  illustrate  the  life  of  real  people  who  share  the  same  ideology  belief.  Many  billboard,  especially  from  the  same  political  parties/  however, adopt similar forms, patterns and content in the narratives. 
 2.1.9 	Criticism of Billboard Advertising
Despite  the  importance  of  advertising  in  creating  awareness  of  political  candidate.  There are  still  some  people  who  do  not  believe  of  the  advertising.  In  fact  they  have  criticized  it  based  on  several  arguments.  It  is  in  this  sense,  that  O’Gunin  et  all(2006)  stated  the  sense,  that  the  criticism of advertising and argues that: 
1. Billboard  advertising  does  not  provides  good  information  about  the  candidate  but  rather,  its  pervasive  and  intrusive  to  daily  life  that  it  become  impossible  to  escape  the  information gives are bias, limited and inherently descriptive. 
2. [bookmark: _GoBack]Billboard  advertising  perpetuate  stereotype  by portraying  people   in  a  certain  way  that  looms  line  member of   target audience   with  the  hope  that  people  who  are  expose to   advertisement will be more prone to advertisement and attend to the messages. 
3. Billboard   advertisement promotes   desire  by  making  people  (electorate)  choose  a  particular candidate with the text inscribed on the advertising message. 
From  the  aforementioned,  it  could  be  deducted  that  people  have  different  perception  about  billboard  advertising.  Therefore,  it  could  not  be  said  categorically  that  advertising  alone  influence  electorate’s  choice  of  candidate  unless  electorate  opinion  survey  is  carried  out,  which  is  the study has set out to do. 
2.1.10 The Challenge of Billboard advertisement as an strategy for large scale business 
Scholars  have  also  argued  in  the  disadvantage  of  billboard,  billboards  can  excel  at  making  their  presence  known.  But  everyone  knows  that  not  all  attention  is  positive  or  engenders  a  favorable  response.  Scholars  like  Evans,  Molly,  Eva  &  Miles  (2020)  submits  that  billboards  present some drawbacks and they are as thus: 
 Billboards  are  stationary  objects  that  require  consumers  to  rely  on  their  recall  ability.  In  this  way,  they  are  markedly  different  from  online  ads,  which  consumers  can  revisit  time  and  again, and print advertising that consumers can read at their leisure and return to later. 
 Billboard  provide  people  with  precious  little  information.  In  fact,  depending  on  who  you  consult,  it’s  recommended  that  billboard  type  be  confined  to  no  more  than  10  words.  Such  a  pithy  message  might  not be  enough  to sustain  sales  from  consumers  who  crave  for  more  information.  On  the  other  hand,  it  could  be  enough  to  plant  a  seed  or  make  an  impression,  similar  to some carmaker billboards that feature a single adjective. (Achien’gs2009). 
Billboard  offer  an  extremely  brief,  if  not  fleeting,  exposure  time  to  absorb  the information.  But  again,  depending  on  the  message,  speed  could  be  part  of  the  allure.Usually  they  are  a  short-term  advertising  tool,  unless  you  make  a  commitment  to  change  the  message  on  a  monthly  basis.  Its  static  position  makes  it  impossible  to  target  a  specific  group  of  people  (the  flip-side  of  reaching  that  large  and  diverse  audience).  it  is  limited  to  a  location.  (Brewees,  2009). 
 Billboard  advertising  remains  an  effective  tool  for  the  marketers  because  of  its  vast  reach  and  cost  effectiveness.  It  is  now  evident  through  this  research  that  Color  &  Size,  Celebrity  Image,  Brand  Image  &  Logo  and  Texture  &  Messages  are  the  key  fundamentals  of  any  billboard  advertising  and  have  strong  impact  on  the  attention  of  a  customer.  
2.2.1	 Perception theory 
This  theory  was  propounded  by  Burleson  and  stein  in  1964  with  the  assumption  that mass  communicator  want  audience  to  pay  attention  to  their  messages  learn  message  and  make  appropriate  changes  in  attitude  or  belief  or  product  the  desired  behavioural  response.  According  to  Burleson  and  Steiner  (1964)  as  cited  in  Anaet  etl  al  (2008)  “perception  is   complex  process  by  which  people  select  organize  and  interpret  sensory  stimulation  into  meaningful  coherent picture of the world. 
 Also,  Lahlry(1991)  as  cited  in  Anaeto  et  al  (2008)  viewed  that  perception  “as  a  process  by  which  we  interpret  sensory  data”.  He  further  stated  that  sensory  data  come  to  us  through  our  five  sense  band  research  has  identified  two  types  of  research  influence  on  our  perception  which  are  structural  and  functional.  The  functional  influence  s  are  psychological  factor subjectivity into the process. 
 SELECTIVE  PERCEPTION:  this  is  a  term  applied  to  the  tendency  of  people  perception  to  be  influenced  by  want,  needs  attitude  and  other  psychological  factor  (Anaeto  et  al  2009).  They  further  stated  that  selective  perception  plays  an  important  role  in  communication  of  any  sort  and  that,  it  means  that  different  people  can  react  to  the  same  message  differently  and  so,  no  communicator  can  assume  that  a  message  would  have  the  intended  meaning  for  all  receiver  or  even that it will have the same meaning to all receiver. 
SELECTIVE  EXPOSURE:  this  is  the  tendency  for  in  evidence  to  expose  themselves  with communications that are in agreement with the existing attitude and those that are not. 
 SELECTIVE  ATTENTION :  this  is tendency for  individual  to  pay  attention  to  this  part of  messages  that  are  constant  with  strongly  held  attitudes,  beliefs  or  behaviours  and  to  avoid  those part of the message that go strongly held attitude, beliefs or behaviour. 
SELECTIVE  RETENTION:  this  is  the  art  of  recalling  or  retaining  message  one  is  exposed to and has paid proper attention to. There  however,  concluded  that  selective  process  can  be  thought  of  as  four  rings  of  defense,  with  selective  exposure  as  the  outermost  ring.  Followed  by  selection  attention,  perception  and  selective  retention.  i.e.  undesired  information  to them  can  sometime  be  headed  off  at  the  outermost  ring.  If  a  person  expects  a  mix  of  information  in  a  message,  he  or  she  can  pay attention to only part of the message that are agreeable. 
 In  relating  this  theory  to  the  influence  of  billboard  advertising  on  electorate’s  choice  of  candidate,  it  can  be  deducted  that,  for  an  advertising  messages  have  to  have  influence  on  electorate  or  move  them  into  predetermined  action  by  the  advertiser  (candidate),  the  message  would  have  been  exposed  to  the  producers’  advertisement,  which  or  would  have  aimed  to  create  awareness the candidate or remind them of the existence of the candidate. 
 2.3 	 Review of related studies 
 Ajidarma  (2009),  on  the  other  hand,  offers  an  in-depth  semiotic  reading  of  the  candidate’s  billboards  in  Indonesia  2009  legislative  elections  and  finds  that  they  are  merely  about  the  morphology  of  structure  which  represent  the  sociolinguistic  erosion  of  what  is  untold  in  the  social  world  (in  order  to  achieve  the  socio-moral  status  that  co-exits  in  the  political  arena).  As  Ajidarma  concentrate  on  seeing  the  candidates  billboard  as  a  new  phenomenon  detached  from  the  ideological  polarization  in  Indonesia,  he  does  not  see  that  the  social  linguistic  erosion  represents the emulation of the polarizations. 
	He  expansiated  more,  that  candidate’s  billboard  played  a  significant  role  for  the  candidate to  promote  themselves  and  their  image  during  elections.  However,  they  are  not  aware  of  strategic  locations  determined  their  success  in  capturing  voters  as  these  locations  indirectly  defined  the  segmentation of the electorate. 
 Thus,  the  candidate  engages  in  exploring  the  politics  of  the  parties  central  figure’s  image  construction  and  mapping  of  Indonesian  politics.  Diena  putra  (2010:  2011)  offers  an  investigation  regarding  the  parties’  logo.  He  also  found  out  that  the  dynamic  of  the  visual  transformation  of  the  parties  logo  to  represent  their  political  identities  in  general  election  from 1955-2004  was  due  to political  constraint  and  amendment  of  political  government  policies  in  accordance  with  social-political  changes.  He  also  fails  to  symbolize  how  the  symbol  is  reflected  to  delineate  the  party’s  ambiguous  position  and  also  the  use  of  famous  and  by  image  of  their  political party to fully recognize them as a political candidate/aspirant. 
 While  Adeogun  (2011)  focus  on  (the  significance  of  political  advertisement  in  2011  general  ejection:  a  semiotic  analysis  of  PDP  political  branding  in  the  newspapers  during  the  201.1  general  election.  They  merely  found  out  that  the  advertisement  did  not  offer  sufficient  understanding for the electorate to choose PDP (Peoples Democratic Party). 
 They  merely  sold  Goodluck  (PDP’s  key  figure)  image  as  the  man  who  was  believed  to  have succeeded in different. A  recent  study  of  billboard  users  found  that  compared  with  other  media,  billboards  were  rated  higher  in  terms  of  ability  to  communicate  information  affordably,  attract  new  customers,  and  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  truly  are  advantages  that  are  important to billboard users. 
 (Usaini  2021).  Findings  of  Hussain  &Nizamani  (2011)  cited  in  Khan,  Hussainy,  Khan&  Khan  (2016)  have  revealed  that:  size  of  boards,  colors  used  in  the  board,  locations  and  the  images  selected  in  the  boards  does  matters  for  gaining  the  attentions  of  the  audience/customers.  The  research  concluded  that  advertising  is  now  moving  towards  modern  trends  with  rapid  growth,  therefore  the  variables  such  as  size,  locations,  images  used  in  the  board  and  color  schemes  of  the  billboards  that  have  a  positive  impact  on  attention  should  be  used  adequately.  Thus,  the  research  provides  the  evidence  that  as  cheaper,  convenient  and  accessible  medium  billboard  advertising  comes  out  to  be  one  of  the  most  attractive  ways  to  the  target  market.Anzah  have  that  "Empirical  evidence  has  proven  that  billboard  advertising  increases sales revenue of firms. 
Advertising  provides  a  platform  for  firms  to  create  awareness  about  their  products  or  services  and  how  consumers  could  make  the  best  out  of  such  products."  This  is  in  line  with  a  research  by  Akanbi  and  Adeyeye,  (2011)  cited  in researchconsult,  that:  in  Nigeria,  bill  board  advertising  is  more  prominent  among  manufacturing  firms,  especially  those  in  the  food  and  beverages  sector  as  awareness  regarding  their  products  can  reach  the  consumers  more rapidly  through  this  channel.  They  also  argued  further that  the  companies  listed  under  food  and  beverages  sector  stand  distinct  as  a  model  for  the  use  of  advertisement  to  rapidly  reach  out  to  consumers.
 Previous  researches  have  shown  that  exposure  to  bill  board  commercials  positively  impacts  consumers  from  a  business  perspective.  As  research  showed,  bill  board  advertising  increases  the  willingness  to  pay,  in  a  direct  and  indirect  manner.  It  positively  affects  the  customer  engagement  with  the  brand  as  it  is  considered  as  the  most  credible  and  relevant  means  of  advertising  according  its  consumers.  Bill  board  has  become  an  integral  part  of  our  lives,  being  one  of  the  key  modes  of  entertainment  and  information.  Despite  the  growing  trend  for  broadcast  medium  consumption,  various  demographic  characteristics and situations can either enhance bill board utility.
Olufayo,  Ladipo&  Bakare  (2012)  study  found  that  “there  is  positive  and  significant relationship  between  billboard  advertising  and  patronage  of  a  new  product,  despite  the  fact  that  advertising  effectiveness  is  sometimes  difficult  to  established,  (and  there  is  relationship  between  advertising  and  consumer  patronage)  this  study  concludes  that  bill  board  advertising  spending  is  significantly  related  to  sales  volume.  Another  empirical  research  by  Becker  and  Murphy  (1993)  cited  in  Conjointly have  that:  Bill  board  advertising  increases  directly  and  indirectly  consumers’  marginal  willingness  to  pay  for  a  brand.  This  effect  is  associated  with  the  impact  of  advertisement  on  the  flattening  of  the  demand  curve.  The  direct  effect  automatically  leads  to  an  increased  willingness  to  pay  for  the  particular  advertised  goods  or  services.  Its  impact  (also)  derives  from  the  advertising  influence  on  the  perception  of  product  quality  which  grows  exponentially as the advertisement continues to be projected on display boards. 
Afinotan  survey  report  reveals  that,  millions  of  Nigerians  regularly  view  bill  board,  it  is an  attention  grabber  and  sequel  to  this  notion  that  virtually  all  businesses  now  employ  diverse  media  networks  as  an  attention  grabber  for  consumer's  and  part  of  their  enlisting  corporate  marketing  strategies  especially  the  retail  industry  in  order  to  capture  and  serve  customarily  those  active  users  with  a  broad  range  of  lifestyle  and  brands  of  products  across  the  universe.  in  the  light  of  this  many  firms  in  Nigeria  also  have  started  plunging  into  using  billboard  platforms.  (Afinotann). 
 A  'related'  study  by  Uchechi  evaluates  the  effect  of  bill  board  advertising  on  customers’  purchase  attention  of  firms/company.  This  study  was  based  on  primary  data  collected  to  know the  effect  of  advertising on  customers’  patronage  of  firms’  products.  the  study  concludes  that  bill  board  advertising  is  one  of  the  most  important  medium  of  communication  influencing  companies’  performance  in  more  than  one  way.  But  its  influential  strategic  importance  could  be  suppressed  by  other  factors  which  also  try  to  receive  equal  attention  at  time  of  deciding  any  sales  and  profitability  strategy.  The  research  therefore  recommends  that  not  only  bill  board  advertising  should  be  given  adequate  attention  while  formulating  strategies  relating  to  sales  revenue  and  profitability  promotion  policy.  Other  factors  which  are  important  to  increasing  sales  revenue  and  profitability such as sales promotion, and publicity are paramount. (Uchechin). 
A  research  work  done  by  Abdulfatai  Olosehinde  (2013),  review  on  advertisement  as  a strategy  medium  to  improve  good  patronage,  the  review  of  work  is  relevant  to  our  research  work  “The  impact  of  radio  adverts  on  sale  of  consumer  products  in  Nigeria”.  Advertising  most  often  characterized  by  many  as  a  means  of  selling  to  the  masses,  leads  to  the  misconception  that  advertising should be addressed to everyone. 
However,  in  his  view  he  said  that  since  the  main  objective  of  advertising  is  to  stimulate sales  and  discount  for  a  particular  product,  it  will  only  be  natural  to  evaluate  the  result  of  the  promotion. By  varying  the  volume  of  sales  at  different  levels  of  the  advertising,  that  is,  trying  to  vary 
 the  volume  of  sales  before,  during  and  after  advertisement  again,  vary  the  effect  of  advertising  on  the  consumer  behaviour.  This  will  help  in  ascertaining  the  effect  of  advertising  on  consumer’s  preferences. 
 He  added  that  for  an  efficient  and  effective  marketing  of  a  product  to  be  achieved,  that  sellers  in  a  competitive  market  most  be  able  to  communicate  message  about  the  availability  of  the products and services through various media with the aim of selling them. 
He  was  of  the  opinion  that  in  every  population  that  was  composed  of  different  individuals 
 with  diversified  needs  and  wants,  different  life  styles  and  tasks  that  he  most  effective  strategy  is  this  to  single  out  those  segment  of  the  population  who  are  best  prospects  and  address  the  advertising to them. 
 He  made  use  of  300  customers  made  up  of  mainly  students  and  civil  servants.  From  the  same  made  the  researcher  found  out  that  customers  complained  of  lack  of  awareness  of  an  existing  product  in  the  market,  as  one  of  the  main  problems  affecting  demand  and  sale  of  a  product. 
 He  concludes  that  market  for  consumer  goods is  known  to  be  consumer  market  therefore 
 the  nature  of  the  goods  as  well  as  the  market  must  be  understood.  Also,  since  it  is  good  to  carryout  advertising,  it  is  also  pertinent  to  take  stock  at  the  end  of  the  week/month  to  promoted  product.
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CHAPTER THREE
RESEARCH METHODOLOGY
3.1 	 Research Design 
	The  section  of  the  study  describes  the  research  procedure  as  much  as  possible:  bearing  in  mind  that  research  finding  should  be  valid  and  reliable.  The  research  method  adapted  for  this  study  is  descriptive  survey  design.  It  is  a  research  design  in  which  the  entire  population  or  a  subset in selected. 
 Survey  is  a  method  of  sociological  investigation  that  uses  question  based  or  statically  survey to collect information about how people think and act. Saadudeen (2015) described survey at studying specific characteristic, behaviour and attribute common to the element of study. 
	The model will seek together large scale data from as representative a sample population as possible.  The problem under investigation is the role exerted by advertising over the marketing of insurance policies in Nigeria. This project is aimed at specifying to assess billboard advertising as a strategy for large scale business in Kwara State. 
 3.2 	 Population of the study 
	Population is a collection and list of subject or object in which a study is carried on. They provide the necessary data needed in a report. Saadudeen (2016). The research population refers to individual whom the research is concerned. Therefore,  the  population  used  is  comprised  of  person  who  buys  or  subscribe  to  a  particular  product  through  what  they  see  online  and  how  effective  the  advert  is.  The  population  for  this  study  will  be  students  of  Kwara  State  Polytechnic  Ilorin and residents in Kwara State. 
Shobowale  (2014)  sees  population  as  the  total  number  of  objects,  units  or  individuals used  for  research.  It could be finite/limited or infinite/uncountable. It could be the total people occupying a particular geographical environment. Olayiwola (2007) also describes population as a group of interest to the researcher. It comprises a group to which the result or outcome of a study becomes generally stable. It is selected purposively due to accessibility and proximity to sample size. For this research, Institute of Information Communication Technology Departments will select for representation. The researcher will randomly select one hundred (100) respondents. Seventy (70) respondents will be select among students while thirty (30) respondents will be select among civil servants; this is done based on researcher limitation. 
 3.3 	 Sample size and Sampling Technique 
	According to Saadudeen (2015), sample size it is the collection of individuals, subjects, elements, and so forth that a researcher intends to use for their study. The aim of using sampling methods is to adequately manipulate the large number and reduce the cost of producing the questionnaire to the entire population. Sampling  is  a technique  of  selecting  individual  members  or  a  subset  of  the  population  to  make statistical inferences from them and estimate the characteristics of the whole population.
	The sample procedure to be used for the study is probability  sampling  techniques,  the  sampling  method  is to be use in other to conduct investigation is  random sampling  method  of 100  respondents  both  the  married,  unmarried, civil  servants, to assessment of billboard advertising as a strategy for large-scale businesses in Kwara State.
One hundred (100) respondents are selected for the research through non-probability sampling  technique,  males and female respondents were  selected  Ilorin  metropolis  and  students  of  Kwara  State  Polytechnic.  A  sample  is  a  subject  of  any  sub-group  which  is  fair  representation  of the entire population interest. 
 3.4 	 Instrumentation 
	The data collection instrument included the questionnaire. Farinde  et  al  (2015)  defines questionnaire  as  a  series  of  carefully  prepared  questions  aimed  at  collectively  providing answers that  constitute part of or the main data  required  in  a  statistical enquiry or research. It is thus, noted to be the most commonly used method of data generation from large sample. However, the questionnaire basically comprises close ended questions. 
	The questionnaire will divide into two sections. Section A which deals  with  questions  that  are  related  to  the  socio-demographic  profile  of  the  respondents  such  like  age,  religion,  marital  status  and  academic  level  while  section  B  requires  the  respondents  to  provide unbiased  information  on  billboard advertising as a strategy for large-scale businesses in  Kwara State. 
However, the questionnaire consists of relevant items and questions drafted from the research objective and questions.It shall be distributed to the selected sample size, the question shall contain rating scales such as the nominal, ordinal (Likert scale) and interval etc. 
 3.5 	 Validity and reliability of the instrument 
The word  reliability in the content of this research work is the extents to which  the research  can  depend  confidently on  the information  collected  through  the  questionnaire.  The  instrument  will  be  cross  examined  by the supervisor, a lecturer  in  the  department  of  mass  communication in the Kwara State Polytechnic, Ilorin Kwara State. Therefore, the method will be employed by researcher to determine the reliability of the instrument domain.  The degree to which the contents of the questionnaire respond fits to the idea of research topic. 
 3.6 	 Data Collection Process 
	The researcher personally visited the students of Kwara State Polytechnic Ilorin and residents in Ilorin to carry out the field work, the questionnaire will be used by the researcher to elicit relevant information from the  students, the questionnaire will administered personally, so as to ensure maximum cooperation of the  respondents  and  to  ascertain  complete  return  of  the  questionnaire distributed. 
 3.7 	 Method of Data Analysis 
A  descriptive  statistical  analysis  was  employed  to  analyze  the  data  gathered  through questionnaire  using  percentage  and  frequency  count.  And  a  correlation  analysis  will  also  use  to  assess  billboard  advertising  as  a strategy  for  large  scale  business  in  Kwara  State.  The  data  gathered  from  the  distributed  questionnaire  will  be  coded  and  sorted  into  table  template and shall be used to calculate both aforementioned types of data analysis.
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[bookmark: _Toc199847639]DATA PRESENTATION,ANALYSIS AND INTERPRETATION
[bookmark: _Toc199847640]4.1	Introduction
Data analysis is the most crucial part of any research. Data analysis summaries collected data. It is a process used by researchers for reducing data to a story and interpreting it to derive insights. In this chapter, data are organized into tables so that statistical and logical conclusions can be gotten frills the collected data and merit will be discussed. In this research work, the simple percentage tabular presentation is used in presenting the primary data generated from the field. Doing this would enable easy, convenience, clarity, and vetted comprehension. The researcher presents all the questionnaire items that would provide answers to the researchers’ identified problem, and all presentations and analysis shall be in conformity with questionnaire items and responses.
[bookmark: _Toc199847641]4.2	Analysis of Research Instrument
Data presentation is defined as the process of using various graphical formats to visually represent the relationship between two or more data sets so that an informed decision can be made based on them. It also refers to the organization and presentation of data into tables, graphs, charts, etc. However, the organization and presentation of data shall be according to questionnaire items and responses. In the (10) Ten questionnaire items developed from the three framed research questions, the researcher aims at using them to provide an answer to his topic problem. A total of one hundred (100) copies of the questionnaire were produced and distributed to the researcher’s sample populace. All presentations are done in simple percentage tabular mode, while simple descriptive analysis technique was used to describe what items were contained in the tables.
DISTRIBUTION TABLE
Table 1
	Description
Respondents
Number of questionnaires distributed
Number of questionnaires returned
Number of questionnaires discarded
Number of questionnaires presented and analyzed
Number of questionnaires not returned 
	Value
100
100
100
Nil
100
Nil


Source: Field Work, 2025
From the above table, it can be seen that the respondents were youths in Ilorin Metropolis. Number of questionnaires distributed were 100, number of questionnaires returned was 100, none of the questionnaires was discarded, number of questionnaires not returned was Nil, and number of questionnaires presented and analyzed are 100.
[bookmark: _Toc199847642]4.2	Analysis of Research
SECTION A: PERSONAL DATA OF THE RESPONDENTS
Table 2
	Respondent Demographic Profile
	Frequency
	Percentage

	Age of Respondents 
	
	

	15–20   
	30
	30%

	21–25
26-30
31-35
	20
25 
15
	20% 
25% 
15%

	36 and above  
	10
	10%

	Total 
	100
	100%

	Gender 
	
	

	Male
	55.4
	55.4%

	Female 
	44.6
	44.6%

	Total
	100
	100

	Academic Qualification
	
	

	HND 
	35
	35%

	ND 
	55
	55%

	Others
	10
	10%

	Total
	100
	100


Source: Field Work, 2025
The demographic profile of the respondents reveals key insights into the composition of the study sample. The age distribution indicates that the majority of respondents (30%) fall within the 15–20 age range, followed by 25% within the 26–30age group, 20% fall within the 21–25 age group and also 10% falls within 36 and above. This distribution suggests a predominantly youthful population, reflecting the typical age demographic of students at Kwara State Polytechnic, where social media use is expected to be high. The gender distribution is fairly balanced, with 55.4% of respondents identifying as male and 44.6% as female. In terms of Academic qualification, 35% of respondents hold an HND, followed by 55% with a ND, while 10.1% fall into the “Others” category, which may include diploma holders, vocational training, or professional certifications. This educational spread suggests a well-educated sample with varying levels of academic attainment. These demographic characteristics suggest a youthful, fairly gender-balanced, and academically inclined sample, which is significant as it may influence the respondents’ communication behaviors, digital literacy, and engagement with social media platforms within the context of the study.
SECTION B: How does billboard advertising contributes to the level of brand awareness for large-scale business in kwara state
Table 3
	Items
	Frequency
	Percentage

	Which of the following brand elements are most memorable to you when viewing billboard advertisements ?
	
	

	Brand Name 
logo 
Product image
	25
25 
35
	25% 
25% 
35%

	Slogan or Tagline
Contact information or location
	10
5
	10%
5%

	Total 
	100
	100%

	How influential are billboard advertisement in shaping your awareness or perception of a particular brand or company?
	
	

	Very influential
	50
	50%

	Influential 
Neutral 
Slightly Influential
Not influential
	20
5
10 
15
	20%
5%
10% 
15%

	Total
	100
	100

	To what extent do you notice billboard advertisement for large scale business within kwara state?

	
	

	Very frequently
	65
	65%

	Frequently 

	35
100
	35%
100%


Source: Field Work, 2025
The findings from Section B of the study provide insights on How billboard advertising contributes to the level of brand awareness for large-scale business in kwara state. Firstly, an overwhelming majority of respondents (25%) reported that knew through brand name 25% through logo,35% through product image,10% through slogan or tagline,5% through contact information or location. Which of the following brand elements are most memorable to you when viewing billboard advertisements . When respondents were asked How influential are billboard advertisement in shaping your awareness or perception of a particular brand or company, Very influential 50%. Influential 20%,neutral 5% slightly influential 15%,not influential 10%. Lastly, when asked To what extent do you notice billboard advertisement for large scale business within kwara state, 65% of respondents said very frequently, 35% said frequently. Overall, these findings underscore how billboard advertising contributes to the level of brand awareness for large-scale business in kwara state. The station’s widespread listenership, consistent programming, and positive audience perception indicate a high level of trust and influence, essential for driving behavioral change in sanitation practices
SECTION C: Influence of Advertisement on Buying Decision
Please indicate your level of agreement with the following statements
Key:  SA = Strongly Agree, A = Agree, D = Disagree, SD = Strongly
Table 3
	Items
	Frequency
	Percentage

	Billboard advertisements make brands appear more credible and trustworthy.
Strongly Agree 
Agree
Strongly Disagree 
Disagree 
Total
	

50
30
15
05
100
	

50
30%
15%
5%
100%

	
I am more likely to recognize a brand if I have seen it on a billboard.
Strongly Agree
Agree 
 Disagree 
Strongly Agree
Total
	


40
53
7
0
100
	


40%
53%
7%
0%
100%

	Billboard campaigns help me associate certain qualities (e.g., quality, reliability) with a brand.
Strongly Agree 
Agree
Strongly Disagree 
Disagree 
Total 
	

40
15
10
35
100
	

40%
15%
10%
35%
100%

	Billboard campaigns help me associate certain qualities (e.g., quality, reliability) with a brand. 
Strongly Agree 
Agree
Strongly Disagree 
Disagree 
Total 
	

15
40
35
10
100
	

15%
40%
35%
10%
100%

	I tend to remember brands I see on billboards more than those advertised through other media
Strongly Agree 
Agree
Strongly Disagree 
Disagree 
Total
	

50
30
15
05
100
	

50
30%
15%
5%
100%


Source: Field Work, 2025
The findings from Section C of the study shed light on Billboard advertisements make brands appear more credible and trustworthy. Firstly, the majority of respondents (50%) strongly agree that Billboard advertisements make brands appear more credible and trustworthy, while 30% agree,15 Disagree and 5% strongly disagree. I am more likely to recognize a brand if I have seen it on a billboard., 40% of respondents strongly agree, 53% agree, and only 7% disagreed. Notably, no respondents for strongly disagreed. However, Billboard campaigns help me associate certain qualities (e.g., quality, reliability) with a brand. While 40% of respondents strongly agree and 15% agree with this statement, a notable 10% disagreed. Interestingly, a significant 35% strongly disagree. This indicates that there are concerns about the accuracy or credibility of the information shared concerning the billboards. These findings suggest that assessment of billboard advertising  as strategy for large scale business in Kwara State is widely regarded as effective in creating awareness and reaching a large audience, there may be a need for the station to improve the perceived accuracy and factual nature of its content. Ensuring that environmental sanitation information is evidence-based and trustworthy could enhance the overall impact of the campaigns and further strengthen audience confidence in the station’s programs.
4.4    Analysis Of Research Questions
This section presents a structured analysis.
Research Question One: How does billboard advertising contribute to the level of brand awareness for large scale businesses in kwara state?
· Table 3 reveals that 50% of the respondent contributed to the level of brand awareness for large scale business in kwara state.
· Table 4 showed that majority also agrred that billboard is best for recognizing a brand real quick
[bookmark: _Toc199847643]Research Question Two: how do consumer perceive brands promoted through billboard campaigns?
· Table 6 showed that majority (50%) strongly agreed that brands seen on billboards are more than that seen on other medials
Research Question Three: what are the demographics of the target audience for large scale business using billboard advertising
· Table 5 reveales that 40% strongly agreed that billboard campaign helps in getting to the target much more easier than any other related medias.
Research Question Four: to what extent does billboard advertising influence consumer behavior and purchasing decisions?
· Table four also talked about how influential billboards are with 50% saying it’s very influential
4.5	Discussion of Findings
The study titled “An Assessment of Billboard Advertising as a Strategy for Large-Scale Business in Kwara State” aimed at investigating the effectiveness, perception, and challenges of billboard advertising as a promotional strategy for large-scale enterprises within the state. The findings obtained from the administered questionnaires, interviews, and observational methods revealed significant insights into the role and impact of billboard advertising on business visibility, consumer awareness, and purchasing decisions in Kwara State.
One of the primary findings from this research is that billboard advertising remains a highly visible and influential medium of advertisement for large-scale businesses in Kwara State. The majority of respondents, both consumers and business owners, acknowledged that billboards attract attention due to their size, strategic placement, and constant visibility. This finding is consistent with the assertions made by Kotler & Keller (2016), who emphasized that outdoor advertising, especially billboards, plays a crucial role in shaping consumer perceptions and awareness due to its persistent exposure. In Kwara State, particularly in urban centers such as Ilorin, billboards are strategically positioned along major roads, intersections, and commercial areas, making them difficult to ignore. The study found that about 82% of consumer respondents admitted to noticing billboard adverts frequently, with a significant portion confirming that these billboards influenced their purchasing intentions and brand recognition.
Another key finding relates to the effectiveness of billboard advertising in enhancing business competitiveness and market positioning. Business managers interviewed during the study affirmed that billboards serve as a means of asserting brand dominance and reminding the public of their business presence. Many of these businesses, especially in sectors like telecommunications, banking, food and beverage, and hospitality, consider billboard advertising as a vital part of their integrated marketing communication (IMC) strategy. They believe that billboards provide a platform for repeated brand exposure, which contributes to building a strong brand identity over time. This finding aligns with the works of Arens et al. (2013), who noted that consistent and creative billboard advertising can improve a company's market share by keeping the brand fresh in the minds of consumers.
Furthermore, the study discovered that the content and design of billboards significantly influence their effectiveness. Respondents highlighted that billboards with clear, bold texts, captivating images, and concise messages tend to attract more attention and are easier to recall. The research revealed that 76% of consumers found well-designed billboards memorable, while poorly designed billboards with overcrowded or unclear messages were largely ignored. This supports the principles of visual communication which state that simplicity, clarity, and visual appeal are essential in outdoor advertising to capture viewers' attention within a short span of time.
In terms of cost implications, findings indicated that while billboard advertising is relatively expensive compared to other advertising forms such as radio, social media, and print, it offers good value for large-scale businesses because of its extensive reach and long-lasting visibility. Business managers agreed that although the initial cost of leasing billboard spaces and producing quality materials is high, the continuous exposure it provides without recurrent costs (as is the case with media slots) makes it a worthwhile investment. This finding resonates with the argument of Ogechukwu (2011), who observed that outdoor advertising delivers sustained brand exposure, often surpassing the reach of intermittent adverts on other platforms.
However, the research also uncovered several challenges associated with billboard advertising in Kwara State. One prominent issue is the problem of regulatory constraints and multiple taxation by local government authorities. Business owners lamented the high rates charged for billboard permits, renewal fees, and other levies, which sometimes discourage continuous investment in outdoor advertising. Additionally, there were complaints about the lack of maintenance of public spaces and billboards being obscured by growing trees or new constructions, thereby reducing their visibility and effectiveness.
Another challenge identified is the limited appeal of billboard advertising among younger, tech-savvy audiences who spend more time engaging with digital and social media platforms. The study found that while billboards remain effective among older demographics and middle-income earners, a growing portion of the youth population, particularly those aged 18-30, rely more on online advertising for product and service information. This finding highlights the need for businesses to adopt a more integrated advertising approach, combining traditional and digital media to effectively reach diverse audience segments.
Moreover, environmental concerns were also raised during the course of the study. Some respondents expressed worry over the proliferation of billboards in certain parts of Kwara State, which they believe contributes to urban clutter and aesthetic degradation of the cityscape. This sentiment suggests that while billboard advertising is effective for large-scale businesses, it must be balanced with urban planning considerations and environmental standards.
In summary, the findings of this research confirm that billboard advertising remains an impactful and viable marketing strategy for large-scale businesses in Kwara State. Its advantages in terms of high visibility, brand reinforcement, and wide audience reach make it an indispensable part of business promotion efforts, particularly for enterprises seeking to establish a strong physical presence in the market. However, the study also points to the necessity of addressing regulatory, environmental, and audience segmentation challenges to optimize the benefits of billboard advertising in the contemporary business environment.
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CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
Chapter One: This chapter introduced the study, highlighting the background, problem statement, research questions, objectives, and significance of assessing billboard advertising as a strategy for large-scale business in Kwara State. The chapter explained that in an era of intense competition, large businesses are increasingly using outdoor media like billboards to create awareness, increase visibility, and drive sales. The objectives focused on evaluating the effectiveness of billboards in attracting consumer attention, influencing buying decisions, and reinforcing brand identity.
Chapter Two: This chapter reviewed existing literature and theoretical frameworks relating to advertising, especially billboard advertising. It examined concepts such as the AIDA model (Attention, Interest, Desire, Action), consumer behavior theories, and previous empirical studies on billboard effectiveness. The chapter established that billboard advertising is a crucial element in integrated marketing communication, especially for businesses targeting a mobile, urban audience.
Chapter Three: Chapter three discussed the research design, population, sample size, data collection instruments, and method of data analysis. The study adopted a descriptive survey design using structured questionnaires to gather data from residents and consumers in key commercial areas of Kwara State (e.g., Ilorin metropolis). The sample included both business operators and consumers who are exposed to billboard advertisements regularly. The data was analyzed using frequency tables and simple percentages.
Chapter Four: This chapter presented and analyzed the collected data. Key findings showed that billboard advertising plays a significant role in creating brand awareness and influencing consumer decisions for large-scale businesses. Respondents noted that billboards are highly visible, often positioned in strategic locations, and capable of making lasting impressions. However, some respondents also indicated challenges such as message clutter and short attention spans due to fast-paced commuting.
5.2 Conclusion
The study concludes that billboard advertising is a highly effective marketing strategy for large-scale businesses in Kwara State. It enhances brand visibility, supports product awareness, and complements other advertising channels. The strategic placement of billboards in high-traffic areas, attractive visuals, and brief but impactful messages help businesses engage with a broad audience.However, the study also found that to maximize effectiveness, businesses must consider content clarity, location, and timing. A well-designed billboard may not achieve its full potential if it is poorly located or contains too much information.
Ultimately, billboard advertising remains a viable and impactful tool for large-scale businesses aiming to remain competitive and visible in the Kwara State market. The research concluded that billboard advertising remains a powerful tool for large-scale business strategy in Kwara State. It plays a crucial role in building brand awareness, increasing visibility, and driving customer engagement. Despite the emergence of digital platforms, billboards maintain their relevance due to their consistent exposure and strategic placements in high-traffic areas. Businesses that utilize well-designed and strategically located billboards are more likely to influence consumer decisions and enhance market competitiveness. 
5.3 Recommendations
Based on the findings, the following recommendations are made:
1. Strategic Placement: Businesses should place billboards in high-traffic areas such as expressways, markets, shopping malls, and roundabouts to maximize exposure.
2. Creative Design: Advertisements should be visually appealing, use bold and legible text, and convey messages within a few seconds to suit mobile viewers.
3. Message Clarity: Keep messages short, memorable, and relevant to the target audience to prevent information overload.
4. Integration with Other Media: Billboard advertising should be used alongside digital and social media marketing for greater impact.
5. Audience Research: Large businesses should conduct regular audience analysis to ensure billboard content aligns with the preferences, culture, and behavior of their target consumers.
6. Maintenance: Billboards should be well maintained to preserve image quality, especially during the rainy season or in dusty areas.	
Based on the findings, it can be concluded that billboard advertising remains an effective and strategic tool for promoting large-scale businesses in Kwara State. Its capacity to reach a wide and diverse audience, reinforce brand identity, and provide continuous market exposure makes it indispensable, especially in highly competitive industries. Despite the increasing popularity of digital marketing, billboards continue to occupy a prominent place in the advertising mix of large businesses due to their physical presence and high visibility.
However, the study also established that billboard advertising is not without challenges. Regulatory bottlenecks, high operational costs, environmental concerns, and limited resonance among younger, digitally-oriented audiences present significant limitations. Therefore, while billboard advertising remains valuable, businesses must innovate and integrate it with modern digital marketing strategies to achieve comprehensive market penetration.
5.3 Recommendations
In light of the findings and conclusions, the following recommendations are proposed:
1. Enhanced Billboard Design and Strategic Placement: Businesses should invest in high-quality, visually appealing billboard designs that feature bold texts, clear images, and concise messages. They should also ensure that billboards are strategically located in high-traffic areas and commercial zones to maximize visibility and engagement.
2. Harmonization of Regulatory Policies: Local and state governments should collaborate with business associations and advertising regulatory bodies to review, harmonize, and streamline billboard advertising policies. Multiple taxation and inconsistent regulation should be addressed to create a fair and conducive environment for outdoor advertising investments.
3. Periodic Maintenance and Environmental Control: Advertising agencies and business owners should regularly maintain billboards to ensure they remain clean, visible, and structurally sound. Regulatory bodies should monitor billboard placements to prevent urban clutter and control unauthorized billboard installations.
4. Adoption of Integrated Advertising Strategies: Large-scale businesses should complement billboard advertising with digital marketing campaigns on social media platforms, websites, blogs, and mobile applications. This will help them reach a broader audience, especially younger consumers who engage more with online media.
5. Community Awareness and Public Engagement:Businesses and advertising regulatory bodies should conduct public awareness programs to sensitize communities about the importance of billboard advertising in promoting economic activities while ensuring that environmental and aesthetic standards are maintained.
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