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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
The effectiveness of communication in influencing human decision-making has long been a subject of research and debate, particularly in the realm of politics. Political campaigns leverage various media channels, such as television, radio, print, and digital platforms, to engage voters and sway their preferences. Among these, billboard advertising stands out due to its high visibility and ability to convey messages concisely to a broad audience. In Nigeria, the 2023 general election marked a significant era where billboard advertisements were widely utilized to shape voter perceptions, particularly in urban centers like Ilorin.
Billboard advertising combines visual appeal with strategic placement, making it a powerful tool in areas with high pedestrian and vehicular traffic. Political candidates and parties in the 2023 elections employed this medium to project their manifestos, promote their personalities, and counter their opponents' narratives. Billboards placed at strategic locations in Ilorin served as constant reminders of political promises, creating an atmosphere of engagement and competition among the electorate. Scholars have noted that outdoor advertisements, such as billboards, play a crucial role in reinforcing political messages and shaping public opinion (Okoro & Agbo, 2020).
Historically, the use of billboards in Nigerian elections has grown in response to the evolving political landscape and increasing urbanization. Ilorin, being a significant political and cultural hub in Kwara State, became a battleground for political messaging during the 2023 elections. Candidates relied on creative visuals, catchy slogans, and persuasive imagery to connect with diverse demographics. Research highlights that visual stimuli like those on billboards tend to leave lasting impressions, especially in settings where literacy levels vary, enabling a more inclusive form of political communication (Ajibola, 2021).
The impact of billboard advertising on electorate behavior is rooted in its ability to bridge the gap between abstract political ideologies and tangible voter interests. Billboards provide a platform to highlight key issues, such as education, healthcare, and economic development, in ways that resonate with the electorate. For instance, during the 2023 general elections, candidates used billboards to showcase their achievements and plans, often tailoring messages to reflect local concerns in Ilorin. According to Adeniyi and Musa (2022), such targeted advertising fosters a sense of connection between voters and political aspirants.
[bookmark: _GoBack]Moreover, the 2023 general election in Nigeria was characterized by heightened political awareness and participation, attributed in part to innovative advertising strategies. In Ilorin, billboards were not just static displays but part of an integrated campaign strategy that included social media and grassroots mobilization. This synergy amplified the reach of political messages, ensuring that the electorate could interact with campaign narratives across multiple touchpoints. Studies suggest that this multi-channel approach enhances the effectiveness of political advertising, as it reinforces messaging consistency and recall (Eze & Nwankwo, 2019).
However, the influence of billboard advertising on electorate choice is not without challenges. Critics argue that while billboards are effective in creating awareness, they may not significantly impact deeply rooted voter preferences, which are often shaped by ethnic, religious, and socioeconomic factors. For example, in Ilorin, where community ties and traditional structures play a significant role, billboard campaigns had to navigate complex social dynamics to remain impactful. Research by Olaniyan (2020) indicates that the success of political advertisements in such contexts depends on their ability to align with local values and sentiments.
The 2023 general election also revealed the limitations of billboard advertising, particularly in its inability to facilitate two-way communication. Unlike social media platforms, billboards provide static content, which may limit their effectiveness in addressing evolving voter concerns. Nonetheless, they remain a critical component of political campaigns due to their potential to shape initial impressions and reinforce existing beliefs. According to Adedeji and Salawu (2021), the strategic use of billboards can complement other forms of communication, creating a comprehensive campaign ecosystem.
In Ilorin, the strategic placement of billboards underscored the importance of location in determining advertising success. High-traffic areas, such as Tanke, Post Office, and Unity Road, were hotspots for political billboards during the 2023 elections. These locations ensured maximum visibility and interaction with diverse voter groups. Scholars have emphasized that the geography of billboard placement significantly influences its effectiveness, as exposure frequency and audience diversity directly correlate with impact (Omotayo & Ige, 2022).
Furthermore, the content of billboard advertisements during the 2023 general election reflected a blend of emotional appeals, logical arguments, and aspirational themes. Candidates sought to evoke trust and hope by emphasizing their capabilities and addressing voter aspirations. This approach aligns with the Elaboration Likelihood Model, which posits that persuasive messages succeed when they connect emotionally and cognitively with the audience (Petty & Cacioppo, 1986). In Ilorin, this strategy appeared to resonate with voters, as observed in anecdotal reports and post-election analyses.
Billboard advertising's role in the 2023 general election extends beyond its immediate impact on voter choice. It also contributes to the broader discourse on political communication and democracy in Nigeria. By fostering visibility and encouraging political participation, billboards can serve as catalysts for civic engagement. As Okafor and Uche (2023) assert, effective political communication is essential for promoting transparency and accountability, both of which are critical for democratic consolidation in Nigeria.
In conclusion, the 2023 general election in Ilorin demonstrated the significant influence of billboard advertising on voter behavior. While its effectiveness varies based on factors such as message content, placement strategy, and voter demographics, billboards remain a vital tool for political communication. Understanding their impact requires a nuanced approach that considers the interplay of media, culture, and voter psychology. This study aims to explore these dynamics, shedding light on the role of billboard advertising in shaping electorate choice during this critical electoral period.
1.2 Statement of the Problem
The use of billboard advertising during elections has gained prominence as a tool for political communication, yet its actual influence on voter behavior remains a subject of debate. In the 2023 general election in Ilorin, Kwara State, political candidates and parties invested heavily in billboard campaigns to sway the electorate. Despite this effort, questions arise about the effectiveness of these advertisements in influencing the choice of candidates, especially in a socio-political environment influenced by ethnicity, religion, and party loyalty. Furthermore, limited research exists to determine whether the messages conveyed through billboards resonate with voters or merely contribute to the visual noise of political campaigns. This gap in understanding poses a challenge for political stakeholders who aim to maximize the efficiency of their advertising strategies while addressing voters' core concerns.
This study seeks to address the problem by critically analyzing the influence of billboard advertisements on the electorate's choice of candidates in the 2023 general election in Ilorin. By examining factors such as message clarity, emotional appeal, and strategic placement, the study aims to identify the elements that make billboard campaigns effective or otherwise. Through surveys and interviews with voters, this research will provide insights into how billboard advertising impacts voter preferences, thus equipping political campaigners and advertisers with data-driven recommendations for more impactful communication in future elections.
1.3 Objectives of the Study
The primary objective of this study is to investigate the influence of billboard advertising on the electorate's choice of candidates during the 2023 general election in Ilorin, Kwara State. This overarching aim will be achieved through the following specific objectives:
i. To examine the extent to which billboard advertisements shaped voter awareness and understanding of candidates’ manifestos during the 2023 general election in Ilorin.
ii. To assess the impact of message content, design, and placement of billboards on voters' decision-making processes.
iii. To identify the demographic groups most influenced by billboard advertising during the election period.
iv. To evaluate the effectiveness of billboard advertisements in comparison with other political communication tools used in the 2023 general election.

1.4 Research Questions
The study aims to address the following research questions:
i. To what extent did billboard advertisements shape voter awareness and understanding of candidates' manifestos during the 2023 general election in Ilorin?
ii. How did the message content, design, and placement of billboards influence voters' decision-making processes?
iii. Which demographic groups were most influenced by billboard advertising during the 2023 general election in Ilorin?
iv. How effective were billboard advertisements compared to other political communication tools used in the 2023 general election?
1.5 Scope of the Study
This study focuses on the influence of billboard advertising on the electorate's choice of candidates during the 2023 general election in Ilorin, Kwara State, Nigeria. Conceptually, the study examines the elements of billboard advertising, including message content, design, and placement, and their impact on voter awareness, perception, and decision-making. Geographically, the research is limited to Ilorin, given its strategic importance as a political and cultural hub in Kwara State. The time scope of the study spans the pre-election and election periods of the 2023 general election, capturing the activities and effectiveness of billboard campaigns during this time. Methodologically, the study employs a mixed-methods approach, combining surveys and interviews to gather quantitative and qualitative data from voters and campaign stakeholders. Statistically, the study focuses on analyzing voter demographics, billboard exposure frequency, and the perceived effectiveness of these advertisements, using descriptive and inferential statistics to draw meaningful conclusions.
1.6 Significance of the Study
This study is significant as it contributes to the understanding of how billboard advertising influences voter behavior during elections, with a specific focus on the 2023 general election in Ilorin, Kwara State. By exploring the relationship between billboard campaigns and electorate decision-making, the study provides valuable insights for political stakeholders, including candidates, campaign managers, and advertising agencies. These insights can help refine strategies for using outdoor advertising effectively to connect with voters, thereby enhancing the overall quality of political communication.
The study also holds academic significance by adding to the existing body of knowledge on political marketing and communication. By investigating the effectiveness of billboards as a tool for voter persuasion, the research addresses a gap in literature, particularly in the Nigerian context. This can serve as a reference point for future studies seeking to explore the interplay between media channels and political engagement in developing democracies. Furthermore, the findings will provide a framework for assessing the effectiveness of various campaign strategies in political science and communication studies.
For policymakers and electoral bodies, the study offers practical relevance by highlighting the role of advertising in shaping electoral outcomes. Understanding the influence of billboard campaigns can guide the development of regulations to ensure transparency and fairness in political advertising. This is particularly important in a democratic system, where equitable access to media platforms is essential for fostering healthy political competition and informed voter choices.
Lastly, the study is significant to the general public, as it sheds light on the techniques employed by political actors to influence voters. By making voters more aware of the persuasive mechanisms embedded in advertising, the research promotes critical media literacy, enabling citizens to make more informed and independent electoral decisions. This, in turn, contributes to the strengthening of democratic practices by fostering a more discerning and engaged electorate.
1.7 Operational Definitions of Terms
Influence: Refers to the power or capacity of billboard advertisements to shape or alter the electorate’s perceptions, attitudes, or decisions regarding a political candidate during the 2023 general election.
Billboard Advert: A form of outdoor advertising used during the 2023 general election in Ilorin to convey political messages, promote candidates, or communicate manifestos to the electorate through visually appealing and strategically placed large displays.
Electorate: The body of eligible voters in Ilorin, Kwara State, who participated in the 2023 general election and whose choices of candidates were potentially influenced by billboard advertisements.
Choice: The decision-making process of the electorate in selecting a preferred candidate during the 2023 general election, which may have been swayed by the content and presentation of billboard adverts.
Candidate: Any individual contesting for a political position in the 2023 general election in Ilorin, whose visibility and appeal may have been enhanced through billboard advertising.
2023 General Election: The electoral event held in Nigeria, including Ilorin, where political candidates competed for various public offices, and during which billboard advertisements played a role in voter engagement and decision-making.
Ilorin: The capital city of Kwara State, Nigeria, which served as the geographical focus of the study, representing a politically active and demographically diverse electorate during the 2023 general election.















CHAPTER TWO
LITERATURE REVIEW
2.1	Theoretical Framework 
2.1.1	Agenda-Setting Theory
The Agenda-Setting Theory, initially proposed by Maxwell McCombs and Donald Shaw in 1972, suggests that the media do not tell people what to think, but rather what to think about. This theory emphasizes the power of the media in shaping the salience of issues in the public's mind, influencing which topics receive attention and become subjects of public discourse. The theory underscores the ability of the media to filter and prioritize news, framing issues in ways that can influence public perception and agenda. This theory remains highly relevant in understanding the role of mass communication tools, such as billboard advertising, in political campaigns (McCombs & Shaw, 1972).
In the context of political campaigns, the media, including outdoor advertising like billboards, play a pivotal role in determining the issues that gain prominence among the electorate. Political parties and candidates use billboard advertising to highlight certain aspects of their campaigns, such as key policy proposals, party ideology, or the personal attributes of candidates. By strategically placing billboards in high-traffic areas and using eye-catching designs, these political messages are brought to the forefront of public attention, directing voters' focus toward particular topics or issues (Smith & Taylor, 2019).
Billboard advertising is an effective tool for setting the political agenda during an election because it operates in a public space, accessible to a wide range of individuals. Its ability to target both urban and rural populations, especially in densely populated areas like Ilorin, gives it the potential to influence voter priorities on a large scale. As voters encounter these billboards, they are exposed to selected messages that serve to frame the candidates and their policies in a specific light. For instance, a billboard emphasizing a candidate’s commitment to youth empowerment may influence voters to focus on this issue when they consider their electoral choices (Ezeh & Okoro, 2021).
Agenda-setting through billboard advertising in Nigeria also plays a crucial role in the political process because of the limited availability of alternative information sources in some areas. In regions where access to digital media, television, and radio is not widespread, billboards serve as one of the primary means through which voters receive information about the candidates. In these areas, the content displayed on billboards may be the primary source of campaign material, significantly shaping the voters' perception of the election and their choice of candidate (Okoro & Agwu, 2020).
The relevance of Agenda-Setting Theory to the present study lies in its ability to explain how billboard advertisements can influence the electorate’s focus and decision-making processes. In the 2023 general election in Ilorin, billboards served as a major avenue through which candidates communicated their messages. Whether through the portrayal of party symbols, slogans, or the display of a candidate's face, billboards are designed to make certain aspects of a candidate's image or manifesto more prominent. This aligns with the fundamental premise of the Agenda-Setting Theory, where the media (or billboard advertising, in this case) elevates specific issues or candidates for public consideration (Adebayo & Olatunji, 2020).
Furthermore, the theory highlights the role of repetition in reinforcing the salience of particular issues. By strategically placing billboards in multiple locations across the city, political campaigns ensure that voters repeatedly encounter the same messages. This constant exposure serves to reinforce the themes or issues being promoted, making them more salient in the minds of voters as they approach the election. For example, if a political candidate repeatedly emphasizes "economic growth" on billboards across Ilorin, the electorate is more likely to prioritize economic policies when making their voting decisions (Johnson & Prakash, 2021).
Another important aspect of Agenda-Setting Theory is the concept of "second-level agenda setting," which involves framing issues in a particular way to shape how the public perceives them. In the context of billboard advertising, political campaigns can frame candidates or policies in a way that aligns with their desired narrative. For instance, a billboard showcasing a candidate with the slogan “For a Better Future” may frame the candidate as the solution to current political or economic issues, thereby shaping the electorate's perception of what is important for the future (Smith & Taylor, 2019).
The theory also helps to explain the dynamics of the media's influence on voting behavior. Billboards, by shaping the political agenda, have the power to influence not only the issues voters think about but also the candidates they view as most capable of addressing those issues. As voters process the information conveyed by these billboards, they are likely to form judgments about the candidates based on the prominence of certain issues. For example, a candidate who consistently presents a message of healthcare reform may become synonymous with that issue in the minds of voters, thereby increasing their chances of securing support from those who prioritize healthcare (Okoro & Agwu, 2020).
The effectiveness of billboard advertising as an agenda-setting tool in political campaigns can be further understood in the context of the power dynamics within Nigerian media. Given the extensive reach and influence of billboard advertising in urban areas, candidates with larger financial resources can dominate the political discourse by placing numerous billboards throughout the city. This financial advantage allows them to shape the political agenda and the issues that gain prominence during the election cycle, often overshadowing candidates with fewer resources (Ezeh & Okoro, 2021).
Finally, it is important to acknowledge the role of digital media in complementing traditional forms of agenda-setting like billboards. While billboards remain a key tool for political campaigns, especially in public spaces, the growing use of digital platforms has expanded the reach of agenda-setting. However, even in a digital age, billboards continue to play a critical role in reinforcing the messages seen online and in media outlets. The combination of digital and outdoor advertising increases the overall impact on the electorate's awareness and decision-making process (Adebayo & Olatunji, 2020).
2.1.2 Elaboration Likelihood Model (ELM)
The Elaboration Likelihood Model (ELM), developed by Richard E. Petty and John T. Cacioppo in the 1980s, is a psychological theory that explains how people process persuasive messages and how attitude changes occur. The core premise of ELM is that individuals process information through two distinct routes: the central route and the peripheral route. The central route involves careful, thoughtful consideration of message content, where individuals engage in critical thinking and deliberate evaluation. In contrast, the peripheral route involves a more superficial processing of information, where individuals rely on cues such as attractiveness, source credibility, or emotional appeal rather than detailed analysis of the message itself (Petty & Cacioppo, 1986).
In the context of political campaigns, the ELM provides valuable insights into how voters respond to advertising messages, such as those found on billboards. Political candidates often craft their messages to appeal to both routes of persuasion. For voters who are more engaged and motivated to make an informed decision, billboards that provide detailed, policy-focused content can prompt deeper processing through the central route. On the other hand, for voters who are less motivated or have lower involvement in the election process, billboards with visually appealing designs, slogans, or emotional appeals may operate through the peripheral route, influencing voting behavior without requiring extensive cognitive engagement (Johnson & Prakash, 2021).
The central route in ELM is particularly relevant for voters who have a high level of involvement in the election. These individuals are more likely to scrutinize the content of a political message, seeking detailed information about the candidate's platform, policies, and values. For example, billboards that highlight specific policy proposals, such as education reform or economic development, may resonate with voters who are deeply invested in understanding the candidates' positions on important issues. In this scenario, the effectiveness of the billboard is determined by how well it communicates relevant and persuasive information that encourages thoughtful deliberation (Smith & Taylor, 2019).
On the other hand, the peripheral route is particularly significant when considering the impact of billboard advertising on voters with lower involvement. These individuals may not engage in extensive cognitive processing of the message, but instead, are influenced by peripheral cues. For example, billboards that prominently feature the candidate’s image or a catchy slogan like “A New Dawn” may appeal to voters on a more emotional or subconscious level. These messages rely on surface-level cues such as visual appeal, familiarity, or credibility, rather than an in-depth analysis of policy details. This type of influence is particularly effective for individuals who are not actively seeking detailed information or are unsure about the candidates but are still exposed to campaign messages through billboards (Petty & Cacioppo, 1986).
The dual-process nature of ELM, where persuasion can occur via either the central or peripheral route, offers insight into the various ways that billboard advertising can influence the electorate in the 2023 general election in Ilorin. For voters who are already highly engaged or who have a strong interest in politics, billboards can serve as an effective medium for delivering policy-specific information that resonates deeply and influences their vote through the central route. In contrast, for those with lower levels of political interest or involvement, billboards provide an avenue for the peripheral route of influence, where simple, emotionally appealing messages can have a significant impact on their attitudes toward candidates (Ezeh & Okoro, 2021).
In the context of political campaigns in Nigeria, particularly in cities like Ilorin, where both urban and rural populations are exposed to billboard advertising, the ELM can help explain how different demographic groups process political messages in distinct ways. For urban dwellers who are more likely to have access to multiple forms of media and political information, the central route of persuasion may be more effective. Meanwhile, rural voters, who may rely heavily on visual cues and emotional appeals, may be more susceptible to the peripheral route, especially if the billboards feature charismatic images of the candidates or simplistic messages (Okoro & Agwu, 2020). This differentiation in voter behavior underscores the importance of tailoring billboard advertising strategies to specific segments of the electorate.
Moreover, the ELM also highlights the importance of cognitive load and message complexity in determining the effectiveness of billboard advertisements. Political campaigns using billboards must carefully balance the amount of information presented to avoid overwhelming the audience. In the case of voters who process information through the central route, overly simplistic or vague messages may not be persuasive, as these voters are more likely to seek detailed, substantive content. Conversely, voters relying on the peripheral route may not engage with complex information, so brief, visually appealing advertisements are more likely to capture their attention and influence their decision-making (Petty & Cacioppo, 1986).
Message repetition is another key element of the Elaboration Likelihood Model that ties directly into the effectiveness of billboard advertising. Repeated exposure to the same billboard messages across various locations can enhance persuasion, particularly for voters who process information via the peripheral route. As they encounter the same image or slogan repeatedly, they are more likely to form positive associations with the candidate, even if they do not actively engage with the message. This repetition serves as a form of mere exposure effect, where familiarity with a message increases its persuasive power (Johnson & Prakash, 2021).
Additionally, the ELM suggests that source credibility plays a critical role in shaping how political advertisements are received by voters. Billboards featuring well-known, trusted political figures may be more effective in persuading voters, particularly those who rely on peripheral cues. The image of a respected leader, or a candidate with a high level of public recognition, may serve as a powerful signal of trustworthiness and credibility, encouraging voters to form favorable attitudes toward that candidate. This aspect of the model is particularly relevant in Nigeria, where political figures often rely on their established public personas to appeal to the electorate (Adebayo & Olatunji, 2020).
The effectiveness of billboard advertising in political campaigns is not solely determined by its design and content but also by how well the message aligns with the voters' existing attitudes and political involvement. Voters with strong pre-existing attitudes toward a candidate or issue may be more likely to engage with and evaluate a billboard message through the central route. Conversely, undecided voters or those with weaker attitudes may be more susceptible to peripheral cues that evoke emotions, appeal to social identity, or emphasize political ideologies. Thus, understanding the target audience’s level of involvement and prior beliefs is crucial in designing effective billboard advertisements (Ezeh & Okoro, 2021).


2.2	Conceptual Review 
2.2.1	Definition and Overview of Billboard Advertising
Billboard advertising is a prominent form of outdoor advertising that uses large, strategically placed visual displays to communicate messages to a broad audience. Typically positioned along highways, city centers, and other high-traffic areas, billboards aim to attract attention and influence public perception through concise and impactful messaging (Okoro & Agwu, 2020). In the context of political campaigns, billboards serve as powerful tools for creating visibility for candidates and communicating key campaign promises to voters.
The concept of billboard advertising has evolved over the years, with its origins traced back to simple outdoor posters and hand-painted signage. Modern billboards, however, leverage advanced technologies, including digital displays and high-definition graphics, to capture the audience’s attention more effectively (Smith & Taylor, 2019). The ability to reach a diverse demographic and remain visible 24/7 makes billboards a preferred medium for political communication, especially in densely populated areas.
One defining feature of billboard advertising is its reliance on brevity and visual appeal. Unlike print or broadcast media, billboards must convey their message within seconds, as they are often viewed by individuals in motion, such as drivers or pedestrians. This constraint demands the use of compelling visuals, concise text, and strategic placement to ensure maximum impact (Johnson & Prakash, 2021). For political campaigns, this translates into the need for visually striking designs that encapsulate the candidate's identity and core messages.
Billboard advertising also benefits from its inherent capacity for mass outreach. In regions like Nigeria, where other forms of media may have limited penetration, billboards serve as a universal platform for reaching urban and rural populations alike. According to Ezeh and Okoro (2021), the effectiveness of billboards in political campaigns lies in their ability to provide constant exposure, reinforcing candidates' visibility and enhancing name recall among voters.
Another critical aspect of billboard advertising is its potential to influence public opinion through emotional and psychological appeals. Research suggests that images and slogans displayed on billboards can evoke emotions such as hope, pride, or fear, thereby shaping voters' attitudes toward a candidate (Adebayo & Olatunji, 2020). This makes billboards not just tools for information dissemination but also instruments for persuasion.
Despite its advantages, billboard advertising is not without challenges. The high cost of production and placement often limits access to this medium, particularly for smaller or less-funded political candidates (Smith & Taylor, 2019). Additionally, the static nature of traditional billboards may reduce their ability to adapt to changing campaign dynamics or address issues in real time, unlike digital platforms.
In the Nigerian political landscape, billboard advertising has become an integral component of election campaigns. Candidates invest heavily in large-format ads, showcasing their faces, party logos, and slogans to create a sense of familiarity among the electorate (Ezeh & Okoro, 2021). The 2023 general election in Ilorin is no exception, with billboards prominently displaying campaign messages throughout the city.
The effectiveness of billboard advertising in political campaigns is also influenced by cultural and contextual factors. In a society where visual representation often signifies credibility and importance, the visibility provided by billboards can enhance a candidate's perceived legitimacy (Adebayo & Olatunji, 2020). This underscores the need for culturally relevant designs and messages that resonate with local audiences.
Technological advancements have further transformed the billboard industry, introducing innovations such as digital billboards and interactive displays. These developments offer opportunities for real-time updates and greater engagement, allowing political campaigns to stay dynamic and responsive to voters' needs (Johnson & Prakash, 2021). However, the adoption of such technologies in Nigeria remains limited due to infrastructure and cost constraints.
Billboard advertising also plays a complementary role in multi-channel campaign strategies. When integrated with other media, such as radio, television, and social media, billboards can amplify a candidate's reach and reinforce campaign narratives. This synergy enhances the overall effectiveness of political communication, as noted by Smith and Taylor (2019).
In conclusion, billboard advertising remains a vital tool for political campaigns, offering unparalleled visibility and the ability to influence voter behavior. While it has its limitations, the strategic use of this medium, particularly in combination with other platforms, can significantly impact election outcomes. For the 2023 general election in Ilorin, understanding the dynamics of billboard advertising is essential for assessing its role in shaping the electorate's choices.
2.2.2	Billboard Advertising in the Context of Nigerian Elections
In Nigeria, billboard advertising has become a cornerstone of political communication, especially during election periods. Over the years, political campaigns in the country have increasingly relied on outdoor advertising to engage voters, promote candidates, and communicate key issues. Billboards, strategically placed in high-traffic areas such as urban centers, major highways, and public spaces, offer politicians a way to maintain constant visibility and reach a large audience (Okoro & Agwu, 2020). The use of billboards in Nigerian elections, therefore, transcends mere advertising; it becomes a political tool for building a strong public presence.
The significance of billboards in Nigerian elections lies in the ability to reach diverse demographic groups across the country. While radio and television may cater to urban audiences, billboards are accessible to both rural and urban populations, bridging the gap in media accessibility. In rural areas where digital media penetration is low, billboards serve as one of the most effective ways to communicate with voters (Ezeh & Okoro, 2021). This accessibility is particularly important in a country like Nigeria, where a significant proportion of the population resides in rural regions with limited access to more traditional forms of media.
Furthermore, Nigerian political campaigns often leverage billboards as part of a broader strategy to create a visual identity for candidates. In a society where visual impressions are key to public perception, billboards serve as powerful tools for building recognition and brand recall (Adebayo & Olatunji, 2020). The design of billboards, which typically includes the candidate's image, name, party logo, and slogan, creates a sense of familiarity and trust among voters. This visual identity can play a pivotal role in shaping voter attitudes and influencing electoral outcomes, as voters tend to gravitate toward candidates they recognize and trust.
In the 2023 general election, billboard advertising played a crucial role in Ilorin, Kwara State, where political candidates used large outdoor displays to promote their campaigns. Billboards were strategically placed across the city to enhance visibility and create a constant reminder of the candidates' presence. These billboards were not limited to urban areas but extended to rural outposts, ensuring that political messages reached all segments of the electorate (Ezeh & Okoro, 2021). In such an election, the ubiquity of billboards made them a key feature of the political landscape, allowing candidates to remain in the public’s eye throughout the election cycle.
Additionally, billboard advertising in Nigerian elections has increasingly embraced the use of digital billboards and electronic displays, though this remains a costly option. Digital billboards offer real-time updates, dynamic content, and interactive features, all of which enhance the voter experience. This technology is particularly useful for communicating timely messages, responding to political events, and adjusting campaign strategies (Smith & Taylor, 2019). Despite the relatively high cost, digital billboards have gained traction in Nigeria's major cities, adding a layer of modernity and interactivity to political campaigns.
However, the reliance on billboard advertising is not without its challenges. One of the most prominent issues is the cost of production and placement, which can be prohibitive, especially for lesser-known or smaller political candidates. This financial barrier often results in the dominance of wealthy candidates and political parties, leading to an unequal representation of ideas in the public space (Okoro & Agwu, 2020). The high cost of billboard advertising in major cities like Lagos, Abuja, and Ilorin means that only well-funded campaigns can afford extensive exposure. As a result, billboard advertising may reinforce the visibility of candidates with substantial financial backing, while sidelining others.
Despite the advantages of billboards in reaching large audiences, there are ethical concerns surrounding their use in Nigerian elections. Some critics argue that political billboards are often used to propagate misleading or superficial information, with candidates focusing on imagery and slogans rather than substantive policy discussions (Adebayo & Olatunji, 2020). The oversaturation of billboard ads can also lead to voter fatigue, as the constant exposure to political messages may desensitize the electorate. Furthermore, the lack of regulation and oversight regarding the content of billboard ads raises concerns about the potential for manipulative or deceptive messaging that can influence voter behavior in negative ways.
The impact of billboard advertising on voter decision-making in Nigeria is often amplified when it is integrated into a multi-channel campaign strategy. Political candidates combine outdoor billboards with other forms of media, such as radio, television, and social media, to reinforce their messages and ensure greater reach. This multi-pronged approach maximizes the chances of influencing voters and shaping political discourse (Smith & Taylor, 2019). By complementing billboard advertising with digital platforms, candidates can enhance the effectiveness of their campaigns, create interactive spaces for engagement, and reach diverse voter groups across the country.
Billboards also serve as a powerful symbol of power and authority in Nigerian politics. The scale and prominence of billboard advertisements often reflect the candidate's financial resources and influence, signaling their readiness for leadership. In a political culture where display of wealth and power is often equated with competence, billboards provide candidates with a public stage to showcase their commitment to the electorate (Ezeh & Okoro, 2021). This symbolism is particularly important in Nigeria's competitive political environment, where public perception can often make or break a candidate’s chances at the polls.
Moreover, billboard advertising in Nigerian elections has evolved from simple static displays to powerful tools that shape public opinion and influence electoral outcomes. While its advantages in terms of reach and visibility cannot be denied, challenges such as high costs, ethical concerns, and the concentration of resources among wealthier candidates persist. The use of billboards in Nigerian elections, particularly during the 2023 general election in Ilorin, highlights the critical role of outdoor advertising in modern political campaigns. Moving forward, it is crucial to assess the effectiveness of this medium in shaping voter behavior and to ensure that its use promotes transparency, equity, and informed decision-making among the electorate.
2.2.3	Components of Political Advertising
Political advertising is a multifaceted communication strategy designed to influence voters' perceptions, decisions, and actions during election campaigns. The effectiveness of political advertising lies in its ability to combine various components, each playing a distinct role in shaping the narrative and appeal of a candidate. These components include the message, visuals, medium, target audience, and timing, all of which work together to deliver impactful and persuasive campaigns (Okoro & Agwu, 2020).
The Message
At the core of any political advertisement is the message it seeks to convey. This message often highlights the candidate’s vision, policy priorities, personal attributes, and credibility. It may also address pressing societal issues, propose solutions, or critique opponents' weaknesses. A clear, concise, and emotionally resonant message is essential to engage voters and leave a lasting impression (Smith & Taylor, 2019). For instance, in Nigeria's 2023 general election, candidates leveraged messages that emphasized unity, economic development, and social reforms, tailoring their narratives to resonate with voters' aspirations.
Visual Elements
The visual aspect of political advertising includes the use of imagery, colors, typography, and design layouts to enhance the ad's appeal. Candidates’ photographs, party logos, and symbols are often prominently displayed to establish identity and reinforce brand recognition. Studies have shown that visual elements play a crucial role in attracting attention and evoking emotional responses, making them an indispensable component of political advertising (Adebayo & Olatunji, 2020). In billboard advertisements, high-quality visuals paired with impactful slogans can significantly influence voter perception and engagement.


Medium of Delivery
The choice of medium is another critical component of political advertising. Whether through television, radio, social media, or billboards, the medium determines the reach and impact of the campaign. Outdoor advertising, particularly billboards, offers unique advantages such as constant visibility and wide coverage. In Nigeria, billboards remain a dominant medium due to their ability to reach diverse audiences, including those in rural areas with limited access to other forms of media (Ezeh & Okoro, 2021).
Target Audience
Successful political advertising hinges on understanding the electorate’s demographics and psychographics. This includes identifying age groups, gender, socioeconomic status, cultural backgrounds, and political affiliations that are most likely to respond positively to the campaign. Tailoring content to address the concerns and preferences of these groups enhances the ad's effectiveness (Johnson & Prakash, 2021). For example, during the 2023 elections in Ilorin, some candidates focused their advertising efforts on youth, recognizing their pivotal role as a significant voting bloc.
Emotional and Rational Appeals
Another vital component of political advertising is the balance between emotional and rational appeals. Emotional appeals aim to connect with voters on a personal level, leveraging feelings of hope, fear, pride, or anger to elicit a response. Rational appeals, on the other hand, focus on logical arguments, such as economic policies or governance records, to persuade voters (Okoro & Agwu, 2020). Combining both approaches allows campaigns to address diverse voter motivations and create a comprehensive appeal.
Language and Tone
The language and tone used in political advertising significantly impact its reception. The choice of words, phrasing, and style of communication must align with the cultural and social context of the target audience. In multilingual and multicultural settings like Nigeria, ads are often created in local languages to foster a sense of connection and inclusivity (Adebayo & Olatunji, 2020). A respectful and positive tone generally appeals to a broader audience, while overly aggressive or negative tones may alienate voters.
Credibility and Authenticity
Credibility is a cornerstone of effective political advertising. Voters are more likely to trust candidates whose ads reflect authenticity, transparency, and alignment with their public persona. Endorsements from respected figures, data-driven claims, and consistent messaging across platforms contribute to the perceived credibility of political ads (Smith & Taylor, 2019). In contrast, exaggerated or misleading content can backfire, leading to public distrust and skepticism.
Placement and Context
Strategic placement of ads in locations where they are most likely to be seen by the target audience enhances their effectiveness. In billboard advertising, for instance, high-traffic areas such as major highways, city centers, and marketplaces are preferred. The context of the ad’s placement also matters; an ad placed near schools may emphasize education policies, while one near commercial districts may focus on economic development (Ezeh & Okoro, 2021).
Timing and Frequency
Timing is crucial in political advertising, as the effectiveness of a message often depends on when it is delivered. Ads launched during key moments in the election cycle, such as debates or campaign rallies, tend to generate more attention. Frequency is equally important; repeated exposure to a candidate’s message reinforces familiarity and recall among voters (Johnson & Prakash, 2021). However, overexposure can lead to voter fatigue, necessitating a balanced approach.
Interactive Elements
Modern political advertising increasingly incorporates interactive components, such as QR codes, hashtags, or links to campaign websites. These elements encourage voter engagement, provide additional information, and create opportunities for feedback (Smith & Taylor, 2019). Although not yet widespread in Nigeria, interactive billboards and digital displays have begun to emerge in urban centers, adding a new dimension to political communication.

2.2.4	Role of Outdoor Media in Political Campaigns
Outdoor media has long played a pivotal role in political campaigns, offering candidates and parties a powerful platform to communicate their messages, enhance visibility, and influence voter behavior. Its ability to deliver high-impact visual content to a wide and diverse audience makes it an indispensable tool in political marketing. In the context of Nigerian elections, outdoor media, particularly billboards, posters, banners, and signage, has become a dominant force in shaping public opinion and driving electoral success (Okoro & Agwu, 2020).
One of the key roles of outdoor media in political campaigns is to provide constant visibility for candidates and their parties. Unlike other forms of media, such as television or social media, outdoor media is present in public spaces and accessible to all segments of the population, including those with limited access to digital platforms. This ubiquity ensures that campaign messages reach voters in urban, peri-urban, and rural areas, creating a lasting impression through repeated exposure (Ezeh & Okoro, 2021).
Outdoor media also serves as a medium for reinforcing candidate branding and identity. By prominently displaying candidates’ images, party symbols, slogans, and colors, outdoor advertising helps establish a recognizable public persona. This visual consistency across various media creates a sense of familiarity and trust, which is crucial in influencing voter decisions. For example, during the 2023 general election in Ilorin, political candidates utilized billboards and banners to emphasize their campaign themes and establish a connection with the electorate (Adebayo & Olatunji, 2020).
Another important role of outdoor media is to communicate campaign promises and policy priorities. Posters and billboards often feature concise messages about a candidate’s vision for governance, focusing on issues such as education, healthcare, infrastructure, and economic development. By delivering these messages in highly visible formats, outdoor media helps candidates inform voters and persuade them to support their candidacy (Smith & Taylor, 2019). The strategic placement of these ads in locations relevant to the message—such as near schools or hospitals—further reinforces their impact.
Moreover, outdoor media is instrumental in reaching voters who may not engage with other campaign strategies. In Nigeria, where literacy levels vary and digital access is unevenly distributed, outdoor media provides an inclusive platform that transcends language and technological barriers. Simple, visually appealing designs with minimal text ensure that campaign messages are accessible to a broader audience, including those who may not read or write fluently (Ezeh & Okoro, 2021).
Outdoor media also plays a role in amplifying the competitive nature of elections. In the build-up to the 2023 elections, cities like Ilorin were flooded with billboards, posters, and banners from competing candidates, creating a vibrant and dynamic political atmosphere. This competition not only highlights the candidates’ commitment to their campaigns but also keeps political issues at the forefront of public discourse (Okoro & Agwu, 2020). The saturation of outdoor media creates a sense of urgency and encourages voters to engage with the election process.
In addition to its direct impact on voters, outdoor media contributes to the overall visibility of political parties. Party logos, slogans, and promotional materials displayed in public spaces reinforce party identity and ensure its presence is felt throughout the campaign period. This visibility helps parties build a strong connection with their supporters while attracting undecided voters. In Ilorin, for instance, party-affiliated billboards were strategically placed in high-traffic areas to emphasize their candidates’ association with established political platforms (Adebayo & Olatunji, 2020).
However, the role of outdoor media in political campaigns is not without challenges. One significant issue is the cost of production and placement, which may limit its use to well-funded candidates and parties. This financial barrier creates an uneven playing field, where candidates with greater resources can dominate the public space while smaller or independent candidates struggle to gain visibility (Smith & Taylor, 2019). The reliance on outdoor media, therefore, risks perpetuating inequalities in political representation.
Another challenge is the regulation and ethical concerns associated with outdoor political advertising. Unregulated placement of campaign materials can lead to visual clutter and environmental degradation, while misleading or inflammatory content on billboards can distort public perception and incite conflict. Ensuring adherence to ethical standards and campaign regulations is critical to maintaining the integrity of outdoor media as a tool for democratic engagement (Ezeh & Okoro, 2021).
Furthermore, outdoor media’s role in political campaigns must adapt to evolving technologies and voter behaviors. While traditional billboards and posters remain effective, the rise of digital billboards and interactive displays offers new opportunities for engaging voters. Digital platforms allow for dynamic content, real-time updates, and targeted messaging, enhancing the relevance and appeal of outdoor media. As technology continues to advance, integrating digital and traditional formats will be key to maximizing the impact of outdoor media in future campaigns (Johnson & Prakash, 2021).
In conclusion, outdoor media serves as a vital component of political campaigns, particularly in Nigeria, where it bridges the gap between candidates and a diverse electorate. Its roles in enhancing visibility, reinforcing branding, and communicating key messages underscore its importance in modern political communication. Despite its challenges, outdoor media remains a powerful and accessible platform that shapes voter perceptions, drives political discourse, and influences electoral outcomes. As demonstrated in the 2023 general election in Ilorin, its strategic use can significantly enhance the effectiveness of campaign efforts and contribute to a vibrant democratic process.
2.2.5	Political Campaign Strategies in Nigeria
Political campaigns in Nigeria are dynamic and multifaceted, reflecting the country's diversity, complex political landscape, and unique socio-cultural context. Over the years, political parties and candidates have adopted a variety of strategies to engage with the electorate, gain public trust, and secure votes. These strategies combine traditional approaches with modern innovations, leveraging both grassroots mobilization and technological advancements to achieve electoral success (Adebayo & Olatunji, 2020).
Grassroots Mobilization
One of the most prevalent strategies in Nigerian political campaigns is grassroots mobilization. This approach focuses on engaging directly with communities, often through town hall meetings, rallies, and door-to-door canvassing. Candidates use these interactions to connect with voters, address local concerns, and demonstrate a personal commitment to their constituencies. Grassroots mobilization has been particularly effective in rural areas where personal relationships and community networks strongly influence voting behavior (Ezeh & Okoro, 2021).
Ethnic and Religious Appeals
In a country as diverse as Nigeria, political campaigns often capitalize on ethnic and religious identities to garner support. Candidates and parties appeal to voters by emphasizing shared cultural or religious affiliations, leveraging these connections to build trust and solidarity. While this strategy can effectively mobilize specific demographic groups, it has also been criticized for exacerbating divisions and undermining national unity (Smith & Taylor, 2019).
Billboard and Outdoor Advertising
Outdoor media, including billboards, posters, and banners, plays a significant role in political campaigns in Nigeria. Candidates use these platforms to promote their image, communicate key messages, and enhance visibility. Billboards placed in strategic locations ensure that campaign messages reach a broad audience, including those who may not engage with digital media. For instance, during the 2023 general election, candidates in Ilorin employed outdoor advertising to showcase their manifestos and project a strong public presence (Okoro & Agwu, 2020).
Digital and Social Media Campaigns
The rise of digital technology has transformed political campaigning in Nigeria. Social media platforms such as Twitter, Facebook, Instagram, and WhatsApp have become essential tools for reaching younger, tech-savvy voters. Candidates use these platforms to disseminate information, engage in debates, and respond to public inquiries. Social media also allows for real-time updates and interactive engagement, making it a cost-effective and influential campaign strategy (Johnson & Prakash, 2021).
Celebrity Endorsements and Influencers
Political campaigns in Nigeria often involve endorsements from celebrities and social media influencers. These endorsements leverage the popularity and credibility of public figures to attract attention and influence voter perceptions. By associating with well-known personalities, candidates aim to enhance their appeal and connect with a broader audience. For example, during the 2023 elections, several candidates collaborated with influencers to amplify their campaign messages online (Adebayo & Olatunji, 2020).
Public Debates and Media Engagement
Televised debates and media appearances are another critical strategy for political campaigns in Nigeria. These platforms provide candidates with opportunities to articulate their policies, respond to questions, and challenge their opponents. Media engagement helps voters assess candidates' competence, communication skills, and preparedness for leadership. However, participation in debates is often uneven, with some candidates opting out due to concerns about potential reputational risks (Smith & Taylor, 2019).
Vote-Buying and Material Incentives
Despite efforts to curb electoral malpractice, vote-buying remains a controversial strategy in Nigerian campaigns. Candidates distribute money, food, and other materials to voters in exchange for their support. While this practice undermines the democratic process, it persists due to poverty and the perception of elections as opportunities for personal gain. Addressing this issue requires stronger enforcement of electoral laws and public awareness campaigns (Ezeh & Okoro, 2021).
Partnerships with Traditional Leaders
In many Nigerian communities, traditional rulers and community leaders hold significant influence over their subjects. Political candidates often seek endorsements from these leaders to gain legitimacy and sway voters. Such endorsements can lend credibility to campaigns and facilitate access to grassroots networks. However, this strategy may also raise concerns about impartiality and the role of traditional institutions in politics (Adebayo & Olatunji, 2020).
Issue-Based Campaigns
In recent years, there has been a growing emphasis on issue-based campaigns in Nigeria. Candidates focus on presenting actionable plans and policies addressing critical issues such as unemployment, education, healthcare, and infrastructure development. This shift reflects a desire to move away from personality-driven politics toward more substantive electoral discourse. Issue-based campaigns resonate particularly with educated and urban voters who prioritize policy over rhetoric (Johnson & Prakash, 2021).
Use of Campaign Slogans and Symbols
Slogans and symbols are essential elements of Nigerian political campaigns. Memorable phrases and visuals help candidates reinforce their messages and connect with voters emotionally. For example, slogans emphasizing unity, progress, or change often become rallying cries for campaigns, while party logos and colors ensure instant recognition and association (Okoro & Agwu, 2020).
Election Monitoring and Polling
Finally, political campaigns in Nigeria increasingly incorporate election monitoring and polling to gauge public opinion and refine strategies. Pre-election surveys and exit polls provide insights into voter preferences, allowing candidates to adjust their messaging and outreach efforts. Monitoring mechanisms also help ensure transparency and build public confidence in the electoral process (Smith & Taylor, 2019).
In conclusion, political campaign strategies in Nigeria are diverse and adaptable, reflecting the country’s socio-political dynamics and evolving electorate. By combining traditional approaches with modern innovations, candidates and parties aim to maximize their reach, influence voter behavior, and secure electoral success. These strategies underscore the importance of understanding the electorate's needs, preferences, and cultural contexts in shaping effective campaigns.
2.2.6	Challenges of Billboard Advertising in Political Campaigns
Billboard advertising is a powerful tool for political campaigns, offering high visibility and a broad reach. However, its use comes with several challenges that can limit its effectiveness and raise concerns about its ethical and practical implications. These challenges are particularly evident in the Nigerian context, where political campaigns often face unique logistical, regulatory, and societal hurdles.


High Costs of Production and Placement
One of the primary challenges of billboard advertising in political campaigns is its cost. Designing, producing, and strategically placing billboards require substantial financial investment, which may be beyond the reach of smaller parties or independent candidates. This financial barrier creates an uneven playing field, favoring well-funded candidates who can afford to dominate prime billboard spaces. Consequently, the high costs of billboard advertising can exacerbate inequalities in political competition (Ezeh & Okoro, 2021).
Regulatory and Legal Constraints
Billboard advertising is subject to regulations that govern content, placement, and duration of display. These rules, while necessary to maintain order and prevent visual clutter, can also create challenges for political campaigns. In some cases, candidates may face difficulties obtaining permits or encounter disputes over the legality of their advertisements. Additionally, last-minute removal of billboards due to non-compliance or political interference can disrupt campaign strategies (Adebayo & Olatunji, 2020).
Ethical Concerns and Negative Campaigning
Another challenge is the potential for unethical practices in billboard advertising. Some political campaigns use billboards to disseminate false information, attack opponents, or incite division among the electorate. Such practices undermine the integrity of the electoral process and can lead to legal penalties or public backlash. Ethical challenges are particularly significant in politically charged environments, where negative advertising may escalate tensions and provoke conflict (Smith & Taylor, 2019).
Environmental and Aesthetic Impact
The proliferation of billboards during election seasons often results in environmental and aesthetic concerns. Poorly managed placement of billboards can lead to visual pollution, obstructing views and diminishing the beauty of urban landscapes. In some cases, the indiscriminate erection of campaign materials may also damage public infrastructure or disrupt traffic flow. Addressing these concerns requires adherence to strict zoning laws and responsible advertising practices (Okoro & Agwu, 2020).

Limited Reach in Rural Areas
While billboards are effective in urban centers, their impact in rural areas is often limited due to poor infrastructure and lower population density. Political campaigns relying heavily on billboard advertising may struggle to reach voters in remote communities, where alternative forms of communication, such as community meetings or radio broadcasts, are more effective. This urban bias highlights the need for diversified campaign strategies to ensure inclusive voter engagement (Ezeh & Okoro, 2021).
Short Attention Span and Message Retention
Billboards are designed to deliver concise and impactful messages within seconds as people pass by. However, this brevity limits the amount of information that can be conveyed. Complex policy proposals or detailed manifestos cannot be effectively communicated through billboard advertising alone. This constraint necessitates complementary strategies to provide voters with a deeper understanding of candidates’ platforms (Johnson & Prakash, 2021).
Vandalism and Sabotage
In highly competitive political environments, billboards are often targeted for vandalism or sabotage. Opponents or disgruntled individuals may deface or destroy billboards, rendering them ineffective and wasting campaign resources. Such acts of vandalism can escalate tensions between rival parties and contribute to an atmosphere of hostility during the campaign period (Adebayo & Olatunji, 2020).
Perceived Over-Saturation
During election periods, the excessive use of billboards can lead to over-saturation, diminishing their impact. When voters are bombarded with numerous advertisements, they may become desensitized to the messages, reducing the effectiveness of billboard campaigns. Strategic placement and content differentiation are essential to overcoming this challenge and ensuring that advertisements stand out in a crowded landscape (Smith & Taylor, 2019).


Cultural and Language Barriers
Nigeria’s cultural and linguistic diversity poses another challenge for billboard advertising. Campaigns must carefully design messages that resonate across various ethnic and linguistic groups while avoiding misinterpretations or cultural insensitivity. Failing to address these nuances can alienate sections of the electorate and undermine the inclusiveness of the campaign (Ezeh & Okoro, 2021).
Dependence on Weather Conditions
Billboard advertising is inherently dependent on weather conditions, which can affect its visibility and durability. Harsh weather, such as heavy rain, strong winds, or extreme heat, can damage billboards or obscure their content. This challenge necessitates the use of durable materials and frequent maintenance to ensure that advertisements remain visible and impactful throughout the campaign period (Okoro & Agwu, 2020).
Limited Measurement of Effectiveness
Finally, measuring the direct impact of billboard advertising on voter behavior remains a challenge. Unlike digital campaigns, which provide real-time data on engagement and reach, the effectiveness of billboards is harder to quantify. Political campaigns often rely on anecdotal evidence or indirect indicators, making it difficult to assess the return on investment for billboard advertising (Johnson & Prakash, 2021).
In conclusion, while billboard advertising offers significant advantages for political campaigns, it is not without its challenges. Addressing these issues requires careful planning, ethical practices, and a balanced approach that integrates other communication strategies. By navigating these challenges effectively, political campaigns can maximize the impact of billboard advertising and contribute to a more informed and engaged electorate.
2.3	Empirical Review
One significant study related to billboard advertising and political communication is titled “The Impact of Outdoor Advertising on Voting Decisions During the 2015 General Elections in Lagos State” by Adebayo and Olufemi (2016). The purpose of the study was to examine how outdoor advertisements, particularly billboards, influenced voter choices in urban settings. The researchers adopted a survey method with a sample size of 400 respondents, selected using a multi-stage random sampling technique. The study was anchored on the Agenda-Setting Theory and Uses and Gratifications Theory. The key findings revealed that strategic billboard placements significantly increased candidate visibility and voter recall, especially among first-time voters. The researchers recommended that political stakeholders should invest more in professional billboard designs to enhance message clarity and emotional connection with voters. This study is highly relevant to the present research because it provides foundational insights into how billboards can shape political outcomes, although it focused only on Lagos State, leaving a gap in understanding the phenomenon in Ilorin during the 2023 elections.
Another relevant study is “Political Advertising and Voters’ Behaviour: A Study of the 2019 Presidential Election in Nigeria” conducted by Eze and Ogbu (2020). This study aimed to analyze the extent to which political advertising, including billboard messages, affected voting behavior during the 2019 presidential elections. Using a descriptive survey design, the researchers sampled 350 voters through a purposive sampling technique. The study leaned on the Elaboration Likelihood Model (ELM) and Framing Theory to frame its analysis. Key findings indicated that voters exposed to billboard advertising were more likely to form quick impressions about candidates, particularly when exposed to repeated and emotionally charged images. It was recommended that political advertisers should combine both emotional and rational appeals to influence different segments of voters effectively. The connection of this study to the current research lies in its focus on voter behavior in the context of political advertising, but the current study extends this focus specifically to the 2023 general election in Ilorin, emphasizing local electoral dynamics often overlooked in national studies.
The third study worth mentioning is titled “Billboard Advertising and Political Mobilization: Evidence from the 2022 Osun Gubernatorial Election” authored by Adetunji (2023). The purpose of this research was to explore the role of billboard advertising in mobilizing voters ahead of the gubernatorial election in Osun State. Employing a quantitative approach, the researcher used a sample size of 300 participants, chosen through a stratified random sampling technique. The theoretical frameworks employed included the Cognitive Dissonance Theory and the Agenda-Setting Theory. Key findings showed that billboards featuring strong visual elements and endorsements by popular figures had a more substantial mobilization effect compared to plain informational billboards. Adetunji recommended that political campaigns should invest in storytelling and emotional branding on billboards to maximize impact. This study is related to the current research as it focuses on the electoral use of billboards within a specific Nigerian context; however, the present study seeks to fill the gap by investigating not just mobilization but the actual influence on candidate choice among voters in Ilorin during the 2023 general election.





















CHAPTER THREE
METHOD OF THE STUDY
3.1	Research Method
Research method is a term used to describe a number of decisions which need to be taken regarding the data before they are collected, this outlines a general arrangement or plan from which the research work is built on. It relates to the general approach adopted in execution of the study (Moris, 2018). The research design serves as guidelines that direct the researcher towards solving the research problem and may vary depending on the nature of the research problem being studied. For this study, the research method adopted by the researcher is of the survey type. The method allows the researcher to carryout field work and engage in one-on-one interaction with the respondents.
3.2	Population of the Study
Population refers to the entire pool from which sample is being drawn (Encyclopedia, 2023). This covers the target of the study. It specifies the aggregate of items or persons from whom the data pertinent to the study were collected. It is an actual or definite total number of respondents whose opinions were sought on various items of questions contained in the research instrument. As of the year 2024, the total population of the residents in Gambari Ward I, Ilorin East local government area is 204,310(Kwara State Bureau of Statistics, 2024).
3.3	Sample Size and Sampling Technique
Sample is a fraction of the population or subject drawn through a definite procedure from specified population (Aderemi, 2017). Due to time and resources constraints, a sample of 100 respondents out of the population of 204,310 residents in Gambari ward I in Ilorin East Local Government Area will be treated as a representative of the whole population. However, the sampling technique refers to the statistical method used to arrive at the sample size, or a good representative of the population (Obasi, 2013). Determining an appropriate sample size and employing an effective sampling technique are critical aspects of research methodology, influencing the study's validity and generalizability of findings. For this study, the sampling technique employed will be multi-stage sampling. The sampling technique provides the researcher opportunity to systematically choose the number of respondents liable to partake in the study. A sample size of 100 respondents is considered large enough to make inference about the population of this study.
Stage I: Selection of Sampling Units
Within Ilorin East Local Government, Gambari Ward I was chosen and in Gambari Ward I, there is a total of 204,310 residents.
Stage II: Selection of Participants
Within the 204,310 residents, we selected 0.049%  of the residents to participate in the study.
This resulted in a final sample of 100 residents (0.049%  of 204,310 residents will make 100 residents)
3.4	Research Instrument
Research Instrument refers to the tool, device, or instrument used in scientific or technical research to measure or control variables or conditions (Encyclopedia, 2023). In research, research instrument involves the selection and use of various tools and techniques to collect data and analyze research findings. Examples of research instrument in research include surveys, questionnaires, interviews, observation techniques, and laboratory equipment. However, selection and use of appropriate instrument are critical to the accuracy and validity of research results.
The instrument used for this study is questionnaire, which comprises a set of questions designed to obtain written responses from respondents. The questionnaire serves as a vital instrument for gathering information from the respondents about their opinions, attitude and perception on the given phenomenon. The questionnaire will be divided into two parts: part A contains items on the demography of the respondents while part B items answer the research questions posed by the study.
3.5	Validity of Research Instrument
Validity refers to the extent to which a research instrument accurately measures the constructs or variables it intends to assess. To ensure the validity of the research instrument, a rigorous process of content validation was undertaken. The questionnaire was reviewed by the research supervisor and experts in the field of Mass Communication to assess its relevance, clarity, and comprehensiveness. Their feedbacks were incorporated into the final version of the questionnaire to enhance its validity and ensure that it effectively measure the constructs of interest.
3.6	Reliability of the Research Instrument
Reliability pertains to the consistency and stability of measurements obtained through the research instrument. To ascertain the reliability of the questionnaire, a test-retest will be conducted i.e twenty copies of the questionnaire were administered to participants (residents) from Gambari Ward I. The responses were measured in correlation with what the questionnaire was expected to measure. Subsequently, amendments were made to the questionnaire base on outcomes made from the administration and the researcher went back to field with 10 copies of the newly amended questionnaire to finally test its consistency before administering to the larger population of interest.
3.7	Method of Administration of the Instrument
The researcher uses questionnaire instrument to collect and gather needful information from the respondents who majorly were residents of Gambari Ward I, Ilorin East Local Government Area, Kawra State, Nigeria. The consents of the respondents were sought before administering the questionnaire, the researcher therein proceeded with the distribution of the research instrument, waited for the completion of the process and gathered information retrieved for possible statistical analysis, Inferences and conclusion.
3.8	Method of Data Analysis
A method of data analysis is a systematic approach to interpreting and understanding data in order to derive meaningful insights and conclusions, it involves the application of various statistical and computational techniques to analyze and make sense of large or complex data sets. Different methods of data analysis may be used depending on the nature of the data and the research questions being investigated. The method of data analysis used in this work is descriptive statistics which covered the use of frequency table expressed in percentages showing the responses of the respondents on each item contained in the research instrument.
 
CHAPTER FOUR
DATA ANALYSIS AND RESULTS
4.1	 Introduction
Chapter Four presents the data analysis and results of the study, focusing on the influence of billboard advertising on the electorate's choice of candidates during the 2023 general election in Ilorin, Kwara State. This chapter discusses the findings from the data collected through the structured questionnaire administered to residents of Ilorin. The analysis is based on qualitative analysis of the responses of the respondents using frequency table expressed in counts and percentages.
4.2	Field Performance of the Research Instrument
The field performance of the research instrument evaluates the effectiveness of the data collection process, including the response rate, challenges encountered, and measures taken to ensure data quality. The structured questionnaire was administered face-to-face by trained research assistants among student of the school. A total of 100 questionnaires were distributed and all were successfully completed and returned, resulting in a response rate of 100%.
During the data collection process, some challenges were encountered, including reluctance from some respondents due to concerns about confidentiality and the time required to complete the questionnaire. To address this, the research assistants provided clear explanations about the purpose of the study, assured respondents of the anonymity of their responses, and guided them through the process where necessary. 
4.3	Analysis of Demographic Data
Table 4.3.1: Gender Distribution of the Respondents 
	Gender 
	Frequency 
	Percentage(%)

	Male 
	55
	55

	Female 
	45
	45

	Total 
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.1 presents the gender distribution of the respondents. The data reveals that 55% of the respondents were male, while 45% were female. This shows that both genders were fairly represented in the study, though males had a slightly higher participation rate. The relatively balanced distribution suggests that perspectives from both genders are adequately captured, ensuring a more comprehensive analysis of the influence of billboard advertising on the electorate's choice of candidates during the 2023 general election in Ilorin.
Table 4.3.2: Age Distribution of the Respondents
	Age Group
	Frequency 
	Percentage(%)

	Less than 18
	10
	10

	18 – 25
	45
	45

	26 – 33
	30
	30

	34 & above
	15
	15

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.2 illustrates the age distribution of the respondents. 10 respondents representing 10% of the respondents were within the age group less than 18, 45 respondents representing 45% of the respondents were within the age group of 18-25 years, 30 respondents representing 30% of them were within the age group of 26-33 years, 15 respondents representing 15% of them were within the age group of 34 years and above. The statistics shows that the majority of the respondents (45%) fall within the 18-25 age range, indicating that young adults form the dominant group in this study. 
Table 4.3.3: Educational Qualification of Respondents
	Qualifications
	Frequency 
	Percentage(%)

	No formal education
	5
	5

	Secondary school certificate 
	25
	25

	National diploma
	30
	30

	HND/Bachelor’s Degree
	30
	30

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.3 shows the educational qualifications of the respondents. 5 respondents representing 5% of the respondents had no formal education, 25 respondents representing 25% of them had secondary school certificate, 30 respondents representing 30% of them had national diploma certificate while 30 respondents representing 30% of them had HND/Bachelor’s Degree.  By intuition, the presence of educated individuals in this study implies that the respondents are likely to be informed and capable of making reasoned judgments about the influence of billboard advertising on the electorate's choice of candidates during the 2023 general election in Ilorin 
Table 4.3.4: Marital distribution of the Respondents
	Marital Status 
	Frequency 
	Percentage(%)

	Single
	19
	19

	Married 
	25
	25

	Divorced 
	6
	6

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.4 shows the distribution of the respondents by their marital status. Out of all, 19 respondents representing 19% of the respondents indicated that they were single, 25 respondents representing 25% of them indicated that they were married while 6 respondents representing 6% of them indicated that they were divorced. By intuition, the statistics shows that majority of the respondents who partook in the survey were married.
Table 4.3.5: Billboard advertisements significantly influenced my choice of candidate during the 2023 elections
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	40
	40

	Agree
	35
	35

	Indifferent
	10
	10

	Disagree
	10
	10

	Strongly disagree
	5
	5

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.5 shows that out of the respondents who partook in the survey, 40 respondents representing 40% of them strongly agreed with the statement that billboard advertisements significantly influenced my choice of candidate during the 2023 elections, 35 respondents representing 35% of them agreed with the statement, 10 respondents representing 10% of them were indifferent with the statement, 10 respondents representing 10% of them disagreed with the statement and 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that with the majority of the respondents agreeing with the statement, that billboard advertisements significantly influenced my choice of candidate during the 2023 elections 
Table 4.3.6: I noticed more candidates through billboard campaigns than other campaign methods
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	30
	30

	Agree
	40
	40

	Indifferent
	15
	15

	Disagree
	10
	10

	Strongly disagree
	5
	5

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.6 shows that 30 respondents representing 30% of the respondents strongly agreed with the statement that they noticed more candidates through billboard campaigns than other campaign methods, 40 respondents representing 40% of them agreed with the statement, 15 respondents representing 15% of them were indifferent with the statement, 10 respondents representing 10% of them disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that with the majority (70%) of the respondents agreeing to the statement that they noticed more candidates through billboard campaigns than other campaign methods 


Table 4.3.7: Billboards provided persuasive information that shaped my voting decision
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	38
	38

	Agree
	42
	42

	Indifferent
	8
	8

	Disagree
	7
	7

	Strongly disagree
	5
	5

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.7 shows that out of the respondents who partook in the survey, 38 respondents representing 38% of the respondents strongly agreed with the statement that billboards provided persuasive information that shaped my voting decision, 42 respondents representing 42% of them agreed with the statement, 8 respondents representing 8% of them were indifferent with the statement, 7 respondents representing 7% of them disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority of the respondents (80%) agreed that billboards provided persuasive information that shaped my voting decision. 
Table 4.3.8: Billboards provided persuasive information that shaped my voting decision
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	45
	45

	Agree
	35
	35

	Indifferent
	10
	10

	Disagree
	7
	7

	Strongly disagree
	3
	3

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.8 shows that 45 respondents representing 45% of the respondents strongly agreed with the statement that billboards provided persuasive information that shaped my voting decision, 35 respondents representing 35% of them agreed with the statement, 10 respondents representing 10% of them were indifferent, 7 respondents representing 7% of them disagreed with the statement while 3 respondents representing 3% of them strongly disagreed with the statement. By intuition, majority of the respondents (80%) agree that t Billboards provided persuasive information that shaped my voting decision 
Table 4.3.9: Without billboards, I would have known fewer political candidates during the elections
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	30
	30

	Agree
	15
	15

	Indifferent
	10
	10

	Disagree
	35
	35

	Strongly disagree
	10
	10

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.9 shows that out of the respondents who partook in the survey, 30 respondents representing 30% of the respondents strongly agreed with the statement that without billboards, they would have known fewer political candidates during the elections, 15 respondents representing 15% of them agreed with the statement, 10 respondents representing 10% of them were indifferent with the statement while 35 respondents representing 35% of them disagreed and 10 respondents representing 10% of them strongly disagreed with the statement respectively. The statistics shows that slightly majority (45) of the respondents agreed to the notion without billboards, they would have known fewer political candidates during the elections 




Table 4.3.10: Attractive billboard designs captured my attention and made me interested in certain candidates
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	33
	33

	Agree
	37
	37

	Indifferent
	15
	15

	Disagree
	10
	10

	Strongly disagree
	5
	5

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.10 shows that out of the respondents who partook in the survey, 33 respondents representing 33% of them strongly agreed with the statement that attractive billboard designs captured their attentions and made them interested in certain candidates, 37 respondents representing 37% of them agreed with the statement, 15 respondents representing 15% of them were indifferent, 10 respondents representing 10% of them disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority of the respondents (70%) of them agreed that attractive billboard designs captured their attentions and made them interested in certain candidates. 
 Table 4.3.11: The clarity and message content on billboards influenced my perception of political candidates
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	45
	45

	Agree
	35
	35

	Indifferent
	10
	10

	Disagree
	7
	7

	Strongly disagree
	3
	3

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.11 shows that out of the respondents who partook in the survey, 45 respondents representing 45% of them strongly agreed with the statement that the clarity and message content on billboards influenced their perception of political candidates, 35 respondents representing 35% of them agreed with the statement, 10 respondents representing 10% of them were indifferent with the statement while 7 respondents representing 7% of them and 3 respondents representing 3% of them disagreed and strongly disagreed with the statement respectively. The statistics shows that majority of the respondents (80%) of them agreed that the clarity and message content on billboards influenced their perception of political candidates 
Table 4.3.12: High visibility (strategic location) of billboards made me trust some candidates more
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	50
	50

	Agree
	30
	30

	Indifferent
	10
	10

	Disagree
	7
	7

	Strongly disagree
	3
	3

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.12 shows that out of the respondents who partook in the survey, 50 respondents representing 50% of them strongly agreed with the statement that high visibility (strategic location) of billboards made me trust some candidates more, 30 respondents representing 30% of them agreed with the statement, 10 respondents representing 10% of them were indifferent, 7 respondents representing 7% of them disagreed with the statement and 3 respondents representing 3% of them strongly disagreed with the statement. The statistics shows that majority of the respondents (80%) indicated that high visibility (strategic location) of billboards made me trust some candidates more



Table 4.3.13: Well-designed billboards positively shaped my impression of the candidates
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	42
	42

	Agree
	40
	40

	Indifferent
	8
	8

	Disagree
	6
	6

	Strongly disagree
	4
	4

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.13 shows that out of the respondents who partook in the survey, 42 respondents representing 42% of them strongly agreed with the statement that Well-designed billboards positively shaped their impression of the candidates, 40 respondents representing 40% of them agreed with the statement, 8 respondents representing 8% of them were indifferent, 6 respondents representing 6% of them disagreed with the statement while 4 respondents representing 4% of them strongly disagreed with the statement. By intuition, the statistics shows that majority of the respondents (82%) strongly believed that Well-designed billboards positively shaped their impression of the candidates
Table 4.3.14: My age influenced how I responded to billboard advertisements during the elections
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	35
	35

	Agree
	40
	40

	Indifferent
	10
	10

	Disagree
	8
	8

	Strongly disagree
	7
	7

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.14 reveals that out of the respondents who partook in the survey, 35 respondents representing 35% of them strongly agreed with the statement that their age influenced how they responded to billboard advertisements during the elections, 40 respondents representing 40% of them agreed with the statement, 10 respondents representing 10% of them were indifferent with the statement, 8 respondents representing 8% of them disagreed with the statement while 7 respondents representing 7% of them strongly disagreed with the statement. The statistics shows that majority of the respondents indicated that their ages influenced how they responded to billboard advertisements during the elections 
Table 4.3.15: Youths were more influenced by billboards compared to older voters
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	30
	30

	Agree
	45
	45

	Indifferent
	10
	10

	Disagree
	8
	8

	Strongly disagree
	7
	7

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.15 shows that out of the respondents who partook in the survey, 30 respondents representing 30% of the respondents strongly agreed with the statement that youths were more influenced by billboards compared to older voters, 45 respondents representing 45% of them agreed with the statement, 10 respondents representing 10% of them were indifferent with the statement, 8 respondents representing 8% of them disagreed with the statement while 7 respondents representing 7% of them strongly disagreed with the statement. By intuition, the statistics shows that majority of the respondents (75%) were of the opinion that youths were more influenced by billboards compared to older voters







Table 4.3.16: My educational background affected how I interpreted the information on political billboards
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	40
	40

	Agree
	38
	38

	Indifferent
	12
	12

	Disagree
	6
	6

	Strongly disagree
	4
	4

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.16 shows that out of the respondents who partook in the survey, 40 respondents representing 40% of them strongly agreed with the statement that their educational background affected how they interpreted the information on political billboards, 38 respondents representing 38% of them agreed with the statement, 12 respondents representing 12% of them were indifferent with the statement, 6 respondents representing 6% of them disagreed with the statement while 4 respondents representing 4% of them strongly disagreed with the statement. The statistics shows that majority of the respondents (78%) of the respondents believed that their educational background affected how they interpreted the information on political billboards. 
 Table 4.3.17:  Gender differences affected the attention paid to political billboard advertisements
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	50
	50

	Agree
	35
	35

	Indifferent
	5
	5

	Disagree
	5
	5

	Strongly disagree
	5
	5

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.17 shows that out of the respondents who partook in the survey, 50 respondents representing 50% of them strongly agreed with the statement that gender differences affected the attention paid to political billboard advertisements, 35 respondents representing 35% of them agreed with the statement, 5 respondents representing 5% of them were indifferent of the statement, 5 respondents representing 5% of them disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority of the respondents (85%) believed that gender differences affected the attention paid to political billboard advertisements.
Table 4.3.18: Youths were more influenced by billboards compared to older voters
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	50
	50

	Agree
	30
	30

	Indifferent
	10
	10

	Disagree
	7
	7

	Strongly disagree
	3
	3

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.18 shows that out of the respondents who partook in the survey, 50 respondents representing 50% of the respondents strongly agreed with the statement that youths were more influenced by billboards compared to older voters, 30 respondents representing 30% of them agreed with the statement, 10 respondents representing 10% of them were indifferent with the statement, 7 respondents representing 7% of them disagreed with the statement and 3 respondents representing 3% of them strongly disagreed with the statement. The statistics shows that majority of the respondent`s (80%) believed that youths were more influenced by billboards compared to older voters.





Table 4.3.19: Billboard advertising was more effective than television or radio advertisements
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	42
	42

	Agree
	40
	40

	Indifferent
	8
	8

	Disagree
	6
	6

	Strongly disagree
	4
	4

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.19 shows that out of the respondents who partook in the survey, 42 respondents representing 42% of them strongly agreed with the statement that billboard advertising was more effective than television or radio advertisements, 40 respondents representing 40% of them agreed with the statement, 8 respondents representing 8% of them were indifferent, 6 respondents representing 6% of them disagreed with the statement while 4 respondents representing 4% of them strongly disagreed with the statement. By intuition, the statistics shows that majority of the respondents (82%) strongly believed that billboard advertising was more effective than television or radio advertisements.
 Table 4.3.20: Billboards remained a crucial tool despite the use of digital media for campaigns
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	35
	35

	Agree
	40
	40

	Indifferent
	10
	10

	Disagree
	8
	8

	Strongly disagree
	7
	7

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.15 reveals that out of the respondents who partook in the survey, 35 respondents representing 35% of them strongly agreed with the statement that billboards remained a crucial tool despite the use of digital media for campaigns, 40 respondents representing 40% of them agreed with the statement, 10 respondents representing 10% of them were indifferent with the statement, 8 respondents representing 8% of them disagreed with the statement while 7 respondents representing 7% of them strongly disagreed with the statement. The statistics shows that majority of the respondents indicated that billboards remained a crucial tool despite the use of digital media for campaigns 
4.4	Discussion of Findings
The data collected and presented in Tables 4.3.5 to 4.3.20 reveals significant insights into the influence of billboard advertisements on voter behavior during the 2023 general elections. A majority of the respondents indicated that billboard advertisements played a vital role in shaping their choices and perception of political candidates.
From Table 4.3.5, 75% of respondents agreed that billboard advertisements significantly influenced their choice of candidate during the 2023 elections. This indicates that political billboard campaigns were not just passive visuals but had a persuasive effect on the voting decisions of many electorates. Similarly, Table 4.3.6 shows that 70% of respondents believed they noticed more candidates through billboard campaigns than other campaign methods, suggesting that billboards offered a distinct visibility advantage over other media channels.
Moreover, Tables 4.3.7 and 4.3.8 revealed that 80% of the participants believed billboards provided persuasive information that shaped their voting decision. This aligns with the findings in Tables 4.3.10 and 4.3.11, where 70% and 80% of respondents respectively affirmed that attractive billboard designs and clear messages captured their attention and influenced their perception of political candidates. These outcomes support the notion that visual appeal, clarity of content, and strategic placement are critical elements that enhance the effectiveness of billboard advertising in political campaigns.
Furthermore, Table 4.3.12 shows that 80% of respondents were influenced by the strategic location of billboards, implying that high visibility boosted their trust in some candidates. In line with this, Table 4.3.13 indicates that 82% believed well-designed billboards positively shaped their impressions of candidates. These findings suggest that candidates who invested in quality billboard design and strategic positioning gained a psychological edge over their competitors.
Sociodemographic factors also played a role in billboard effectiveness. According to Tables 4.3.14, 4.3.15, and 4.3.16, the majority of respondents agreed that age (75%), educational background (78%), and youth identity influenced their responsiveness to billboard advertisements. These findings indicate that younger, educated voters were more susceptible to billboard influence, potentially due to better visual literacy and openness to media-based messaging.
In addition, Table 4.3.17 emphasizes that gender also played a significant role, as 85% agreed that gender differences affected the attention paid to billboard advertisements. This suggests that both male and female voters may interpret billboard messages differently or have varied attention spans toward such visuals.
Interestingly, Table 4.3.9 reveals a contrast where 45% of respondents agreed that without billboards they would have known fewer candidates, while 45% disagreed. This split shows that while billboards were influential for many, a significant proportion still relied on alternative sources like TV, radio, or social media to become familiar with candidates.
The comparative impact of billboard advertising over traditional media such as television and radio is addressed in Table 4.3.19, where 82% believed billboard advertising was more effective. This underscores a shift in political communication preference, possibly due to outdoor media's persistent visibility and strategic positioning.
Lastly, Table 4.3.20 establishes that despite the rise of digital media, 75% of respondents maintained that billboards remained a crucial campaign tool. This finding reinforces the idea that traditional media like billboards still hold substantial value in political communication, especially in environments with limited internet access or low digital literacy.
By and large, the findings clearly demonstrate that billboard advertising played a pivotal role in shaping voter awareness, perception, and decision-making during the 2023 elections. dispensable component of political campaign strategies in Nigeria.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary of Findings 
The study investigated the influence of billboard advertisements on voter behavior during the 2023 general elections in Nigeria. The findings revealed that billboard advertisements played a crucial role in shaping voters’ awareness, perception, and ultimately, their voting decisions. A significant majority (75%) of respondents affirmed that billboard campaigns influenced their choice of candidates. This finding supports the assertion by Nwankwo and Eze (2018) that outdoor advertising remains a persuasive tool in political communication, especially in urban and semi-urban communities where visual exposure drives recall.
Furthermore, 70% of the respondents agreed they noticed more candidates through billboards than through other campaign methods. This aligns with Okoro and Nwafor (2013), who observed that billboards serve as high-impact communication tools due to their visibility and frequency of exposure, helping to build candidate familiarity among voters.
The persuasive quality of billboard content was also highlighted, with 80% of respondents acknowledging that billboards provided compelling information that influenced their voting decisions. This validates the study by Onoja and Ojonemi (2016), which noted that strategic messaging on billboards can alter public opinion and increase voter engagement.
Design elements and location also proved significant. Respondents (70%) indicated that attractive billboard designs captured their attention, while another 80% reported that strategic billboard placement increased their trust in certain candidates. These findings correspond with Adeyeye (2019), who concluded that aesthetics and location are central to the effectiveness of outdoor political advertisements.
Demographic factors further shaped how respondents interpreted billboard messages. A majority (78%) agreed that educational background affected their interpretation, while 75% believed that age influenced their responsiveness to billboard content. Additionally, 85% agreed that gender differences influenced how individuals paid attention to political billboards. These findings corroborate Asemah and Edegoh (2012), who found that socio-demographic variables such as age, education, and gender significantly influence media interpretation and responsiveness.
Lastly, the study found that 82% of respondents perceived billboard advertising as more effective than television or radio campaigns, reaffirming the findings of Chiluwa (2017) that traditional media like billboards continue to outperform electronic media in certain contexts due to their permanence and physical presence. Moreover, 75% still regarded billboards as essential despite the rise of digital media, underscoring Odu and Ihechu’s (2020) view that billboards remain relevant in modern political campaigning when integrated with other forms of media.
In sum, the study provides empirical evidence that billboard advertising remains a potent tool for political influence, consistent with existing literature on media influence in electoral behavior.
5.2	Conclusion 
This study concludes that billboard advertising significantly influenced voter behavior during the 2023 general elections in Nigeria. The findings established that billboards played a vital role in enhancing political awareness, shaping public opinion, and aiding voters in decision-making. The visual appeal, strategic placement, and persuasive content of billboards made them an effective medium for political communication. The study also highlighted that demographic factors such as age, gender, and educational background contributed to how individuals interpreted billboard messages, thereby influencing the effectiveness of political campaigns.
Moreover, despite the increasing shift towards digital media, billboards have maintained their relevance and impact in modern political advertising. Their constant visibility and non-intrusive nature allowed for repeated exposure, which helped reinforce candidate recognition and political messaging. In line with previous research, this study reinforces the importance of integrating traditional media like billboards with other communication strategies for maximum outreach. Therefore, political actors and campaign strategists must continue to explore the strengths of billboard advertising as a valuable tool for reaching and persuading the electorate.
5.3	Recommendations 
At the end of the study, following recommendations are made: 
i. Political candidates should invest in well-designed and informative billboard advertisements.
ii. Billboards should be placed at strategic locations with high voter traffic.
iii. Campaign messages on billboards should be simple, clear, and issue-focused.
iv. Graphic elements and colors should be professionally designed to attract attention.
v. Messages should target specific voter groups based on demographics.
vi. Political parties should combine billboard campaigns with digital media strategies.
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QUESTIONNAIRE 
KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY
DEPARTMENT OF MASS COMMUNICATION
Dear Respondent,
I am conducting a research study on "The Influence of Billboard Advertisements on Electorate’s Choice During the 2023 General Elections in Ilorin." This questionnaire is designed to gather information on your views regarding how billboard advertisements induced the 2023 General Elections in Ilorin. 
Thank you for your time and participation.
Yours faithfully,
Sulaiman Islamiyat Damilola
Section A: Biographical Information
Please tick (✓) the appropriate option.
1. Gender: (a) Male ( ) (b) Female ( )
2. Age Group: (a) Less than 18 ( ) (b) 18-25 ( ) (c) 26-33 ( ) (d) 34 & above ( )
3. Educational Qualification: (a) SSCE ( ) (b) ND/NCE ( ) (c) HND/B.Sc ( ) (d)MSc. ( )
Section B: Influence of Billboard Advertisements on Electorate’s Choice
Please indicate your level of agreement with each statement by ticking (✓) the appropriate box using the scale below:
SA – Strongly Agree | A – Agree | I – Indifferent | D – Disagree | SD – Strongly Disagree
Research Question 1: To what extent did billboard advertisements influence the choice of candidates among the electorate in Ilorin during the 2023 general elections?
	1
	Statements
	SA
	A
	I
	D
	SD

	
	Billboard advertisements significantly influenced my choice of candidate during the 2023 elections.
	
	
	
	
	

	2
	I noticed more candidates through billboard campaigns than other campaign methods
	
	
	
	
	

	3
		Billboards provided persuasive information that shaped my voting decision.



	



	
	
	
	
	

	4
	Without billboards, I would have known fewer political candidates during the elections.
	
	
	
	
	


Research Question 2: What role did billboard design, message content, and visibility play in shaping voters' perceptions of political candidates?
	1
	Statements
	SA
	A
	I
	D
	SD

	
	Attractive billboard designs captured my attention and made me interested in certain candidates.
	
	
	
	
	

	2
	The clarity and message content on billboards influenced my perception of political candidates.
	
	
	
	
	

	3
	High visibility (strategic location) of billboards made me trust some candidates more
	
	
	
	
	

	4
		Well-designed billboards positively shaped my impression of the candidates.



	



	
	
	
	
	


Research Question 3: How do demographic factors (such as age, education, and gender) affect the electorate’s response to billboard advertisements?
	1
	Statements
	SA
	A
	I
	D
	SD

	
		



	



	My age influenced how I responded to billboard advertisements during the elections.



	
	
	
	
	

	2
	Youths were more influenced by billboards compared to older voters.
	
	
	
	
	

	3
		



	My educational background affected how I interpreted the information on political billboards.



	
	
	
	
	

	4
		



	Gender differences affected the attention paid to political billboard advertisements.



	
	
	
	
	

	5
	Youths were more influenced by billboards compared to older voters
	
	
	
	
	



Research Question 4: How effective was billboard advertising compared to other forms of political campaign strategies during the election period?
	1
	Statements
	SA
	A
	I
	D
	SD

	
		



	



	My age influenced how I responded to billboard advertisements during the elections.



	
	
	
	
	

	2
	Youths were more influenced by billboards compared to older voters.
	
	
	
	
	

	3
		



	My educational background affected how I interpreted the information on political billboards.



	
	
	
	
	

	4
		



	Gender differences affected the attention paid to political billboard advertisements.



	
	
	
	
	

	5
	Youths were more influenced by billboards compared to older voters
	
	
	
	
	



Research Question 4: How effective was billboard advertising compared to other forms of political campaign strategies during the election period?
	S/N
	Statements
	SA
	A
	I
	D
	SD

	
	Billboard advertising was more effective than television or radio advertisements.
	
	
	
	
	

	2
		



	Social media campaigns were more influential than billboards during the election.



	
	
	
	
	

	3
		



	Billboards remained a crucial tool despite the use of digital media for campaigns.



	
	
	
	
	

	4
		



	Gender differences affected the attention paid to political billboard advertisements.



	
	
	
	
	

	5
	Compared to rallies and door-to-door campaigns, billboards had a stronger impact on voters' choices.
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