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CHAPTER ONE
INTRODUCTION
1.1 	BACKGROUND TO THE STUDY
	Over the years, there has been a noticeable surge in political advertising strategies, with candidates and political parties increasingly relying on various mediums to disseminate their messages. Political advertisements serve as a crucial tool for candidates to convey, deliver, and elucidate their ideas and electoral agendas to the public through various communication channels ( Bon et al., 2012). In contrast, commercial advertisements are perceived as an indirect and impersonal means to raise awareness about a particular issue and persuade the target audience to favor it (Shah, 2016). From a different perspective, political advertisements aim to define, inform, and acquaint voters with electoral candidates. 
	These advertisements work to encourage and persuade voters to choose a specific candidate by highlighting their positive attributes and advantages over other candidates, along with explaining their electoral programs (Van Steenburg, 2015). Political advertisements take a comparative approach, directly emphasizing the positive aspects of a candidate and, at times, highlighting the negative aspects of opponents (Yousif & ALSamydai, 2012). Voters are cognizant of the importance of scrutinizing information disseminated by opposing candidates to make informed electoral decisions, recognizing their responsibility in the election process. The awareness stems from potential risks and threats associated with incorrect election results, which could have adverse consequences on societal, political, and economic fronts (Al Sari and Al Aloosi, 2013).
	Over the years, there has been a noticeable surge in political advertising strategies, with candidates and political parties increasingly relying on various mediums to disseminate their messages. Billboards, due to their visibility and accessibility, have become a prevalent means through which candidates can convey their messages to a diverse electorate. Billboard advertising has become a prominent and visually impactful component of political campaigns, providing candidates with a platform to reach a broad audience in both urban and rural settings. Political campaigns involve substantial financial investments, and billboards represent a significant portion of campaign expenditures. Billboard advertising goes beyond conveying information; it contributes to shaping public opinion and fostering civic engagement.
	Voters are cognizant of the importance of scrutinizing information disseminated by opposing candidates to make informed electoral decisions, recognizing their responsibility in the election process. The awareness stems from potential risks and threats associated with incorrect election results, which could have adverse consequences on societal, political, and economic fronts (Al Sari and Al Aloosi, 2013). The success of political advertising is often contingent on a substantial voter turnout or an unforeseen shift in votes on election day (Mamood, 2000).
	Professionals in advertising focus on crafting messages and selecting appropriate methods to reach target voters. Electoral advertisement campaigns are strategic processes designed to influence decision-making, encompassing various communication methods such as social media, short messages, newspapers, radio, and public seminars (Yousif & ALSamydai, 2012). These campaigns aim to disseminate information about a candidate's educational background, past experiences, and electoral program to cultivate a positive perception among voters, motivating them to cast their votes in favor of the candidate (ALSamydai et al., 2012).
	The extensive use billboards, is evident in political campaigns worldwide, making it a prominent tool for political mobilization. Mass media's coverage, diversity, and adaptability within the social context position it as an effective means of social mobilization during elections (Crispus, 2015) . Marketing principles are also applied in political contexts, with politicians relying on marketing strategies to promote themselves through advertisement campaigns. This involves understanding people's needs, personal characteristics, and tailoring electoral programs to meet those needs, presenting the candidate in a positive light (Kotler and Armstrong, 2013).
1.2 	STATEMENT OF PROBLEMS
	In Nigeria, the arena of politics has historically found expression through the vehicle of political parties, strategically organized entities aimed at attaining political power. These parties, firmly grounded in specific ideologies and societal concepts, disseminate these ideas to their members, the general electorate, and the public at large. The conduit for conveying these ideologies effectively emerges through political advertising. The 2023 general election witnessed an unprecedented surge in both the quantity and styles of political advertising messages and campaigns, particularly in Kwara State, with a specific focus on Ilorin South Electorate. Various political parties engaged in diverse forms of political advertising to spotlight their political manifestoes and endorse their candidates for different elective positions nationwide. The primary objective of these campaigns was to promote their parties and candidates among the voting populace.
	However, the mere delivery of these advertising messages does not automatically translate to their reception, comprehension, or acceptance as truthful. The psychological and cognitive processes involved in how voters perceive, internalize, and respond to billboard advertisements remain inadequately explored. As billboards increasingly incorporate multimedia elements and innovative technologies, there is a lack of research addressing how these advancements impact their effectiveness in influencing voter choices. Additionally, Billboard effectiveness may vary across regions and demographic groups, yet little research has been conducted to ascertain these potential variations.
1.3 	OBJECTIVES OF THE STUDY
	The major objective of this study is to examine the influence of billboard advertising on electorates choice of candidates. Other objectives of the study include:
1.	To evaluate the extent to billboard advertising is accessible to the electorate in Ilorin South Local Government
2.	To investigate the visual elements and design principles employed in billboard advertising 
3.	To examine whether the influence of billboard advertising varies across different demographic groups, including age, gender, education, and socio-economic status.
4.	To investigate the use of multimedia elements, such as dynamic displays, interactive features, and technology integration, in billboard advertising.
5.	To analyze the cost-effectiveness of utilizing billboards as a medium for political advertising in comparison to other forms of media.
1.4 	RESEARCH QUESTIONS
The study will answer the following questions
1.	To what extent is billboard advertising visible and accessible to the electorate in Ilorin South Local Government?
2.	What visual elements and design principles are employed in billboard advertising?
3.	Does the influence of billboard advertising vary across different demographic groups, including age, gender, education, and socio-economic status?
4.	How are multimedia elements, such as dynamic displays, interactive features, and technology integration, utilized in billboard advertising?
5.	In comparison to other forms of media, what is the cost-effectiveness of utilizing billboards as a medium for political advertising?
1.5 	SIGNIFICANCE OF THE STUDY
Political Candidates and Parties:  Political candidates and parties can benefit significantly from understanding how billboard advertising affects voters' choices. Insights from the study can guide political campaigns in optimizing their communication strategies, helping them tailor messages that resonate effectively with the electorate. Candidates can make informed decisions about allocating resources for billboard advertising based on its perceived impact. Political Strategists and Consultants:  Professionals involved in political strategy and consulting can use the findings to refine their advice and recommendations to political clients. Understanding the nuances of how billboard advertising influences electorates' decisions allows strategists to offer more targeted and effective guidance to political campaigns. Advertising Agencies and Marketers: Advertising agencies specializing in political campaigns and marketers can gain valuable insights into the effectiveness of billboard advertising in the political context. This knowledge can inform the creation of compelling and impactful political messages, potentially influencing their approach to political advertising campaigns. Election Regulators and Policymakers: Election regulators and policymakers can use the study's findings to inform the development or adjustment of regulations related to political advertising. Understanding the influence of billboard advertising on voter behavior can contribute to the creation of fair and transparent rules governing political communication during elections. Researchers and Academia: Scholars and researchers in the fields of political science, communication, and marketing can find the study significant for its contribution to the existing body of knowledge. The research may inspire further investigations into the evolving landscape of political communication, providing a basis for academic discourse and inquiry.


1.6 	SCOPE OF THE STUDY
	The study will specifically focus on the electorate within the Ilorin South Local Government Area (LGA) of Kwara State, Nigeria. The research will consider the unique socio-cultural and political dynamics within this geographical region. The study will primarily cover the period leading up to, during, and immediately following the 2023 election cycle. The scope will encompass various forms of billboard advertising, including static billboards, digital billboards, and any other emerging forms of outdoor electoral communication within the Ilorin South Electorate. The research will consider the diverse demographics of the Ilorin South Electorate, including age groups, socioeconomic backgrounds, educational levels, and occupational profiles. This approach aims to provide a comprehensive understanding of how different segments of the electorate respond to billboard advertising.
	The scope will extend to consider billboard advertising deployed by various political parties within Ilorin South LGA. The study will investigate whether certain parties or candidates employ unique strategies that resonate differently with the electorate.
1.8 	DEFINITION OF TERMS
Influence: The capacity or power of billboard advertising to affect, shape, or modify the thoughts, opinions, and decisions of the electorate regarding their choice of political candidates.
Billboard Advertising: A form of outdoor advertising that involves the display of promotional messages, including visuals and text, on large, strategically located billboards. In the context of this research, it specifically refers to political messages and visuals displayed on billboards during election campaigns.
Electorate: The body of eligible voters within a specific geographical area, such as a constituency, region, or country, who have the right to participate in the electoral process by casting their votes.
Choice of Candidates: The decision-making process through which individual voters or the electorate as a whole select and support specific political candidates during an election.
Political Campaign: A coordinated series of activities, including advertising, events, and outreach, conducted by political candidates or parties to promote their platforms, garner support, and persuade voters to choose them in an election.
Visual Impact: The degree to which the visual elements, design, and aesthetics of billboard advertising capture the attention and leave a lasting impression on the audience.
Multimedia Integration: The incorporation of various media elements, such as images, videos, and interactive features, into billboard advertising to enhance engagement and communication with the electorate.
Decision-making Process: The cognitive and emotional steps individuals go through when evaluating political information presented through billboard advertising and ultimately making choices regarding their preferred candidates.
Demographic Groups: Subsections of the electorate categorized based on shared characteristics such as age, gender, socioeconomic status, and geographical location, which may influence their responses to billboard advertising.
Resource Allocation: The strategic distribution and utilization of campaign resources, including budgetary allocations, to optimize the effectiveness of billboard advertising in reaching and persuading the target audience.
Civic Engagement: The extent to which billboard advertising contributes to fostering active participation, awareness, and involvement of the electorate in the political process.


CHAPTER TWO
LITERATURE REVIEW
2.1 	INTRODUCTION 
	To achieve the objective of this study, this section reviews extant literature on the influence of billboard advertising on electorate’s choice of candidates. It is structured into the following sub-heads; Theoretical framework, Conceptual framework, and Review of empirical studies.
2.1	Conceptual Framework
2.1.1 	The Concept of Billboard Advertising
	Two of the promotional mix elements are advertising and Advertising. According to Samaila (2003), “advertising and Advertising occupy the centrestage of promotion of political candidates and parties vying for different political positions during campaigns.” Corroborating this view, Ansolabere and Iyenga (1995) argue that Billboard Advertising has become a veritable tool for selling candidates of political parties during election campaigns”. Kaid (1999) stresses that “advertising messages do influence public perception of candidates”. According to Sandman et al. (1976), “For many people the main source of ‘news’ about political candidates is not the news at all, it is Billboard Advertising”, especially television advertising. Buttressing the above assertion, Sandman recounts a classic case of Billboard Advertising in the 1966 re-election bid of New York governor (later Vice President) Nelson Rockefeller. The incumbent Rockefeller, he notes: was extremely unpopular with the electorate and early polls indicated that, literally, any democratic candidate who contested that election with him would defeat him. Frank. D.O, Connor was picked for the job. Rockefeller did not only win the election at the end of the day, but won with 4,000,000 votes, a wide margin; this success was based on the strength of massive media Billboard Advertising campaign that he mounted. He spent over $2 million on television advertisements alone.
 	Having established the fact that advertising messages can be used as a powerful political tool to convince the electorate into voting for a particular political candidate, one may ask what actually is Billboard Advertising? It is the use of paid media (newspaper, radio, television, internet etc.) to influence the political decisions made for and by groups. The advertising message is designed by political consultants and campaign staff; it can include several different media and span several months over the course of the political campaign. Diamond and Bates (1992) note that unlike political campaigns in the past, “advances in media technology have streamlined the process, giving candidates more options to reach larger groups of constituents with little effort.” Commenting on the concept of Billboard Advertising, Olujide et al. (2010) state that “Billboard Advertising is the use of the media by political candidates to increase their exposure to the public”. The authors are of the view that the extensive use of radio and television has supplanted direct appearances on campaign trail which was popularly used by politicians in the past five decades. Advertisements, they note, have become the most commonly used technique to create a favourable image for the candidate and a negative image for the opponent, a trend which appeared to be common during the 2011 governorship election in Imo State between the contending candidates Ikedi Ohakim and Rochas Okorocha.
2.1.2 	Categories of Billboard Advertising
	There are three categories of Billboard Advertising:
•	Political advertisement: This gives only statements about the candidate and no explicit mention of the candidate’s opponent(s).
•	Contrast advertisement: This contains both positive and negative statements about the opponent(s).
•	Negative or attack advertisement: This contains only negative statements about the opponent and nothing positive about the candidate.
	All these can be lumped into two main groups which are: image advertisements (intended to humanize candidates) and issue advertisements (which show where a candidate stands on spe- cific, key issues).
2.1.3 	Billboard Advertising and Election Campaign in Nigeria
	The past two decades have witnessed an increase in Billboard Advertising in Nigeria. This is attributed to the developments in information and communication technology and the realization of the potent force of the media of mass communication in packaging not only products, but ideas and political candidates. Electoral campaigns are marketing actions employed to get votes in elections. They enable parties and their candidates to know how to al- locate their resources and develop better knowledge on how and why voters make their choices. Nwosu (2006) underscores this:
The political parties in the Third Republic, SDP and NRC, engaged the services of Advertising/PR agencies to develop campaigns for their parties. The governorship hopefuls and Presidential aspirants such as Chief M.K.O Abiola for the Social Democratic Party and Alhaji Bashir Tofa of the National Republican Convention made use of Advertising and PR in their political campaigns.
Furthermore, it is worthy to note that political parties advertised their manifestoes to their customers (the electorate) in the newspaper and on radio and television. The political candidates (that is, the “products” who were being marketed by their producers – the political parties) also advertised their qualities and other at- tributes including their cognate experience and qualifications to persuade the electorate to vote for them. In doing this, governorship aspirants and presidential hopefuls made use of jingles of memorable songs to accompany their TV and radio advertisements. Banners and leaflets were freely used in these political campaigns which featured the advertisement of parties and political candidates by groups of party faithfuls moving in convoys of vehicles, from one community to another. In addition to all these, town criers were also employed to advertise candidates and parties. The 2011 election had its own peculiarities as Nigeria witnessed, perhaps, the most varied of campaign methods. Commenting on this, Nworah (2011) notes that: “The greatest challenges on the part of PDP candidate – Goodluck Jonathan, apart from being the only ruling president that was not elected to his post, has the task of convincing all Nigerians and eliminating doubt in them as to his capability for the intended post. It also included convincing the electorate, especially the Northern electorate, that he has their interest at heart. To do all these, the campaign organizers chose their targets, forwarded their individual messages to the intended audience and deployed the best media to do this.

2.1.4 	Types of Billboards 
	Billboard advertisements are designed to catch a person's attention and create a memorable impression very quickly, leaving the reader thinking about the advertisement after they have driven past it. They have to be readable in a very short time because they are usually read while being passed at high speeds. Thus there are usually only a few words, in large print, and a humorous or arresting image in brilliant color over some billboard designs spill outside the actual space given to them by the billboard, with parts of figures hanging off the billboard edges or jutting out of the billboard in three dimensions. An example is the United States around the turn of the 21st century was the Chick-fil-A billboards (a chicken sandwich fast food chain), which had three-dimensional cow figures in the act of painting the billboards with misspelled anti-beef slogans such as "frendz don't let frendz eat beef." The first "scented billboard", an outdoor sign emitting the odors of black pepper and charcoal to suggest a grilled steak, was erected on NC 150 near Mooresville, North Carolina by the Bloom grocery chain. The sign depicted a giant cube of beef being pierced by a large fork that extended to the ground. The scents were emitted between 7–10 am and 4–7 pm from 28 May 2010 through 18 June 2010. 
Painted Billboards 
	Almost all billboards are painted in large studios. The image is projected on the series of paper panels that made up the billboard. Line drawings were done, and then traced with a pounce wheel that created perforated lines. The patterns were then "pounced" onto the board with a chalk filled pounce bag, marking the outlines of the figures or objects. Using oil paints, artists would use large brushes to paint the image. Once the panels were installed using hydraulic cranes, artists would go up on the installed billboard and touch up the edges between panels. These large, painted billboards were especially popular in Los Angeles where historic firms such as Foster & Kleiser and Pacific Outdoor Advertising dominated the industry. Eventually, these painted billboards gave way to graphic reproduction, but hand-painted billboards are still in use in some areas where only a single board or two is required. The "Sunset Strip" in Los Angeles is one area where hand-painted billboards can still be found, usually to advertise upcoming films or albums. 
Digital Billboards 
	A digital billboard is a billboard that shows varying imagery and text created from computer programmes and software. Digital billboards can be designed to display running text, display several different displays from the same company, and even provide several companies a certain time slot during the day. The constantly changing texts ensure maximum impact and wide exposure to target audiences. The ability to schedule advertisements remotely, in combination with flexible real-time scheduling, has allowed for a decrease in traditional upkeep and maintenance costs. Additionally, digital billboards are continually integrating with real-time advertisement technologies to measure audiences or serve dynamic content. In January 2015, Ooh! Media launched a campaign with Porsche that detected incoming Porsche cars and displayed a dynamic piece of relevant content to Porsche drivers. 
Mobile Billboards 
	Outdoor Advertising, such as a mobile billboard, is effective because it is difficult to ignore. According to a UK national survey, it is also memorable. Capitol Communications Group found that 81.7% of those polled recalled images they saw on a moving multi-image sign. This is compared to a 19% retention rate for static signs. Unlike a typical billboard, mobile billboards are able to go directly to their target audience. They can be placed wherever there is heavy foot traffic due to an event – including convention centers, train stations, airports and sports arenas [15]. They can repeat routes, ensuring that an advertiser's message is not only noticed, but that information is retained through repetition. 
Multi-Purpose Billboards 
	Billboards may be multi-purpose. An advertising sign can integrate its main purpose with telecommunications antenna or public lighting support. Usually the structure has a steel pole with a coupling flange on the above-fitted advertising billboard structure that can contain telecommunications antennas. The lighting, wiring, and any antennas are placed inside the structure.
Advantages of a Billboard Advertisement B Media Group maintains that ―digital billboards have brought this advertising tool into the 21st century.‖ Whether or not you agree with this assertion, there is no doubt that billboards afford some distinctive advantages as a marketing tool. Some are obvious – billboards are:  Huge, and therefore inherently attention-getting (the objective of all forms of advertising). Best at displaying simple, straightforward messages that most consumers can easily decipher. Capable of reaching a large and diverse audience, because they are usually placed in locations where they are most likely to be seen [17]. In this way, billboards provide a small business owner with maximum exposure.* Adept at fulfilling consumers' need for multiple ―touches‖ – a marketing term that speaks to the number of exposures a consumer must have with a business before responding to a call for action. This applies especially to motorists who see the same billboards every day on their way to work. Such repetition can deliver value, both in increasing awareness and spurring action. Other potential advantages of billboard advertising make sense – at least under the right circumstances. Consider that billboards

2.2 	Theoretical Framework
2.2.1	Agenda Setting Theory 
	The agenda setting theory is a theory that discusses on the influence of billboard advertising on electorates choice of candidates. The public agenda is the main focus or prime issue which the members of the society or public concern about. The term agenda setting theory is first used by McCombs and Shaw (1972). This theory elaborates the connection in term of relationships between the emphasis that the advertising put as an issue and the choice of candidates to such issue (Littlejohn and Foss: 2009). The agenda setting theory begins as an explanation on how the billboard advertisement affects to change the pattern in political behaviour during elections (Cohen: 1963). 
	With such influence from the advertisement, the choice of candidates tends to form their own opinion or focus on those issues that are considered as worthy of inclusion on their mental agendas (Littlejohn and Foss: 2009). 
2.2.2 	Elaboration Likelihood Model (ELM)
	This model argues that sometimes, the audience is active, thinking about messages and the argument in those messages. It also argues that at other times, receivers are passive, and are persuaded by peripheral route. The model identifies two conditions that determine whether the listener is doing central or peripheral processing. Central processing requires that receivers have both the ability and motivation to think about messages. The kinds of thought that listeners are likely to have include involvement, arguments quality, argument quantity, and argument credibility. According to the proponents of the theory, Petty and Cacippo (1986), centrally routed messages are much more likely to create long-term change for the recipient than a peripheral message. They are of the view that centrally routed messages succeed in long-term change only when two factors are present. These factors are: (i). The target must be highly motivated to process the information. (ii). The target must be able to process the information cognitively.
	For example, if one is not willing to sit through a two-hour televised debate between presidential candidates, then ELM suggests that one does not have the motivation required to process an elaborated message in this instance. Alternatively, imagine that you are motivated to watch the candidates’ debates but the politicians’ messages are filled with jargons or complex issues of international politics that you do not understand, ELM suggests that despite your motivation, your ability to understand is highly specific and the intricate message being offered is not present. Thus, the theory asserts that with- out motivation and ability to understand, an elaborated message is of no importance.
2.4 	Empirical Review 
	Nworah (2011) further notes that “some of the messages embedded in the campaigns showed in the numerous pay-off lines chosen for each target audience”. There were such messages as, “The campaign promise is more than a promise”; “This is a promise in action”; “Goodluck for everybody, Goodluck for Nigeria”. There were other artistic efforts from Nigerian music artistes. Such messages as “Goodluck na talk na do leader”, “Goodluck transform Nigeria” were all in the media. All these advertisements bombarded both the print and electronic media, and produced, in the long run, the success which the campaign anticipated. Although scholars and practitioners alike agree that Billboard Advertising is important for every election campaign, there seems to be no agreement on the effects of Billboard Advertising on electoral outcomes. However, in spite of the assumed effectiveness of Billboard Advertising, debates continue over the extent that 
these advertising campaigns mobilise or demobilise the electorate. For example, Ansolabere et al. (1999) argue that “negative advertising actually discourages people from going to the polls to vote, and diminishes confidence in the political sys- tem”. However, there are data that contradict such conclusions (Waltenberg and Brians 1995). Research by Finkel and Greer (1998) on the effects of attack advertisements has also cast doubt on the idea that political messages demobilize the electorate.
	Ansolabhere and Iyenga (2009) are of the view that advertising campaigns are effective as they help position the candidate positively in the minds of the electorate. They state that political advertising is persuasive and not manipulative, and that its messages inform voters about the candidates’ position and allow voters to develop differentiated images of the candidates. The study makes use of secondary data for gathering the information. They add that “although more involved and attentive voters learn more from competitive political advertising, people who do not pay close attention to campaigns, such as low- income voters, can benefit from the information in the advertising messages”. Findings of the study may go a long way in substantiating the reasons behind the land- mark victory of Chief Rochas Okorocha against the then incumbent governor, Chief Godson Ikedi Ohakim, in the 2011 governorship election in Imo State.
	The previous quantitative studies by previous scholars on dependent and independent variables used to indicate theoretical form and hypothesis were explored in Chapter II. Chapter III will further explore the theoretical methods for this analysis.























CHAPTER THREE
METHODOLOGY
3.1 	INTRODUCTION
	Research methodology refers to the specific procedures or technologies used to identify, select, process and analyze information about a topic. In a research paper, the methodology section allows the reader to critically evaluate a study’s overall validity and reliability.
	This chapter dealt with the procedure that is used to conduct this study. It included research design, area of study, sample size, sampling frame, sampling procedure, research method instruments, ethical considerations, data analysis, scope of the study, and limitation of the study respectively.
3.2 	Research Design
	Kothari (2004) states that a research design is the arrangement of conditions for collection and analysis of data in a manner that aims to combine relevance to the research purpose with economy in procedure. The choice of a research design is often determined by a number of considerations such as the research purpose, categories of data needed, data sources and the cost factor.
	This study will adopt a descriptive research design. Kothari (2004) defines a descriptive research design as that which involves ―a clear definition of what a researcher wants to measure and finds adequate methods of measuring it along a clear-cut definition of the population‘ he wants to study. This is preferred as it concerns description of characteristics of a particular group of individuals and how they interact with a specific phenomenon, in this case, the influence of billboard advertising on electorates choice of candidates. The descriptive research design also utilizes data collection and analysis techniques that yield reports concerning the measures of central tendency, variation and correlation of statistics along with its focus on specific types of research questions. This research design is chosen for this study because of its ability to ensure minimization of bias and maximization or reliability of evidence collected.
3.3 	Population of the Study
	Population of study is generally a large collection of individuals or objects that is the main focus of a scientific discovery. It is for the benefit of the population that research are done. However, due to the large sizes of populations, researchers often cannot test every individual in the population because it is too expensive and time consuming. This is the Reason why researchers rely on sampling techniques. 
	The population of this study in Ilorin metropolis, which according to ‘World Population Review’ are made up of 1,030,498 people.
3.4	Sample size and Sampling Techniques 
	Lavrakas (2008) defines a sample size as the number of units from which data is gathered by a researcher. Similarly, Osuala (2001) said sampling is the process of selecting units from a population of interest so that by studying the sample which may fairly generate results of the population from which they were chosen. The study adopted multistage sampling technique. Multistage sampling technique according Tejumoye (2003), is the process of sampling in stage.
	At the first stage of sampling, a list of all the people in Ilorin metropolis was retrieved from World Population Review which is 1,030,498. It consists of three Local Government Areas. They are; Ilorin West, Ilorin East, and Ilorin South. It has an estimated land area of 105 km. Simple random sampling techniques was used to select one local government and the selected local government was Ilorin South.
	The second stage of the sampling technique witnessed the retrieval of all people in Ilorin Metropolis. There are eleven (11) wards in Ilorin South local government wards. They are Akanbi ‐I, Akanbi ‐II, Akanbi ‐III, Akanbi ‐IV, Akanbi ‐V, Balogun‐Fulani I, Balogun‐Fulani II, Balogun‐Fulani III, Okaka I, Okaka II, Oke‐Ogun. Simple random sampling technique (ballot method) was use to select one (1) wards from Ilorin South Local Government. This is Akanbi –V.
	Stage three, a list of all the people living in Akanbi -V was obtained from the Polling Unit Office. There are forty polling units in Akanbi –V. Then a simple random sampling technique (ballot method) was used to select four polling units on ratio 1:2. Selected levels are Sobi Alagbado Polling Units, Ansarul-Islam Ogidi, Oke Andi and Gaa Osibi. At the fourth stage of sampling, the number of people in each of the four polling units according to the Polling unit Officers are: Sobi Alagbado Polling Units (1200), Ansarul-Islam Ogidi (1100), Oke Andi (1200)  and Gaa Osibi (515). Systematic Sampling was used to select 2.5% of the respondents from each levels/class.
Sobi Alagbado Polling Units
2.5/100 X 1200 	= 30 
Ansarul-Islam Ogidi Polling Units
2.5/100 X 1100 	= 28
Oke Andi Polling Units
2.5/100 X 1200	= 30
Gaa Osibi Polling Units
2.5/100 X 515	= 12
	Therefore, 2.5% respondents was selected from each of the four political units in the Office of the Local Government. Thus the sample size for this study is 100.
3.5 	Research Method Instruments
	A self administered question was served as the instruments administered to respondents for the collection of data for the study. Mugenda, O. and Mugenda, A, (2003) state that a questionnaire is a list of carefully structured questions, chosen after testing, with the view of eliciting reliable responses from a chosen sample. Kumar (2005) on the other hand describes a questionnaire as a written list of questions whose answers are provided by the respondents. The aim of using a questionnaire is to enable the researcher find out what the selected group of participants do, think or feel about the topic of study. These questionnaires will be self-administered to the respondents by the researcher. The questionnaires that will be administer will consist of open-ended and close-ended questions. The questions probed for perceptions along the four research questions thus allowed broader discussions and accommodate emerging issues from respondents.
3.6 	Validity of the Research Instrument
	The instrument for gathering data was pretested using a pilot study which was conducted in an attempts to avoid time and money been wasted. On getting the result, modifications in the instruments were made to fill the gaps and lapses that were observed in the initial instruments. Face validity was conducted and used to measure the validity of the instruments that was adopted to gather data. The validity test helped to identify potential needs for modifications of some of the questions where necessary.
3.7 	Reliability of the Research Instrument
	Since the study is an empirical one, the data for this exercise was obtained for the information gathered mainly for questionnaires which was self-administered. The respondents inclined the choice of electorates candidates.
3.8 	Method of Data Analysis
	The data collections will be analyzed using frequency method. The responses of the questionnaire will be statistically analyze by the researcher using table format. This analysis is what the researchers will use to draw up a conclusion on the influence of billboard advertising on electorates choice of candidates.



CHAPTER FOUR
DATA ANALYSIS AND DISCUSSION 
4.0 	DATA ANALYSIS
		Data analysis is the most crucial part of any research. It summarize collected data. Data analysis is the process of inspecting, cleansing, transforming and modeling data with goal of discovering useful information, informing conclusions and supporting decision making. In this chapter data are organized into table so that statistics and logical conclusion can be gotten from the collected data are merit to be discussed. In this research work, the simple percentage tabular presentation in presenting the primary data generated from the field joining this would enable easy, conveniences, clarity and vetted comprehension. The researcher present all the questionnaire items that would provide answer to the researchers identify problem and all presentation and analysis shall be in conformity with questionnaire items and responses.
	4.1 	ANALYSIS OF RESEARCH INSTRUMENT 
		Data presentation is defined as the process of using various graphical formats to visually represent the relationship between two or more data sets so that an informed decision can be made based on them. It also refers to the organization and presentation of data into tables, graph, charts etc. However, the organization and presentation of data shall be according to questionnaire items and responses in the one hundred questionnaire items developed from the three framed research question, the researcher aimed at using them to provide and answer to his topic problems. A total of 100 copies of the questionnaire were produced and distributed to the researcher populace. All presentations are done in simple percentage tabular mode while simple descriptive analysis will be used to describe what items were contained in the table.


	4.2 	ANALYSIS OF RESPONDENTS DEMOGRAPHIC
	TABLE 1: SEX OF RESPONDENT 	 	
	Option
	Frequency
	Percentage (%)

	Male
	43
	43%

	Female
	57
	57%

	Total 
	100
	100%


	Source: Field Researcher’s Survey, 2025
		The above table 1 shows that 43 respondents representing 43% are male while the remaining 57 respondents representing 57% are female. This shows that majority of the respondents are male.
	TABLE 2: AGE OF RESPONDENT	
	Option
	Frequency
	Percentage (%)

	18 – 25 years 
	26
	26%

	26 – 40 years
	59
	59%

	40 and above
	15
	15%

	Total 
	100
	100%


	Source: Field Researcher’s Survey, 2025
		The above table 2 shows that 26 respondents representing 26% are within 18-25years, 59 respondents representing 59% are within 26-40years, and 15 respondents representing 15%.
	TABLE 3: MARITAL STATUS OF THE RESPONDENTS
	Option
	Frequency
	Percentage (%)

	Single
	79
	79%

	Married 
	21
	21%

	Total 
	100
	100%


Source: Field Researcher’s Survey, 2025
The above table 3 shows that 79 respondents representing 79% are single while the remaining 21 respondents representing 21% are married. This shows that majority of the respondents are single.
	TABLE 4: EDUCATION LEVEL OF THE RESPONDENTS
	Option
	Frequency
	Percentage (%)

	OND/NCE
	31
	31%

	HND/BSC
	54
	54%

	Master Degree
	15
	15%

	Total 
	100
	100%


Source: Field Researcher’s Survey, 2025
The above table 4 shows that 31 respondents representing 31% are OND/NCE holders, 54 respondents representing 54% are HND/BSC holders while the remaining 15 respondents representing 15% are Master’s Degree holders. This shows that majority of the respondents are HND/NCE holders.


	TABLE 5: LEVEL OF THE RESPONDENTS
	Option
	Frequency
	Percentage (%)

	ND II
	20
	20%

	HND I
	50
	50%

	HND II
	30
	30%

	Total 
	100
	100%


Source: Field Researcher’s Survey, 2025
The above table 5 shows that 20 respondents representing 20% are ND II level, 50 respondent representing 50% are HND I level, while the remaining 30 respondents representing 30% are HND II level. This shows at majority of the respondents are HND I level.
TABLE 6: HAVE YOU EVER DISCUSSED BILLBOARD ADVERTISEMENTS FEATURING POLITICAL CANDIDATES WITH FRIENDS, FAMILY, OR COLLEAGUES?
	Option
	Frequency
	Percentage (%)

	Yes
	51
	51%

	No
	49
	49%

	Total 
	100
	100%


	Source: Field Researcher’s Survey, 2025
	The above table shows that 51 respondents representing 51% have been discussing billboard advertising featuring political candidates with friends, family or colleague and 49 respondents representing 49% have not been discussing billboard advertising featuring political candidates with friends, family or colleague. This shows that majority of the respondents have not been discussing billboard advertising featuring political candidates with friends, family or colleague.
TABLE 7: HOW OFTEN DO YOU NOTICE BILLBOARD ADVERTISEMENTS DURING YOUR DAILY COMMUTE OR TRAVELS?
	Option
	Frequency
	Percentage (%)

	Rarely 
	35
	35%

	Occasionally 
	15
	15%

	Frequently 
	45
	45%

	Always 
	5
	5%

	Total 
	100
	100%


	Source: Field Researcher’s Survey, 2025
The above table 7 shows that 35 respondents representing 35% rarely notice billboard advertisements during their daily commute or travels, 15 respondents representing 15% occasionally notice billboard advertisements during their daily commute or travels, 45 respondents representing 45% frequently notice billboard advertisements during their daily commute or travels while the remaining 5 respondents representing 5% always notice billboard advertisements during their daily commute or travels. This shows that majority of the respondents frequently notice billboard advertisements during their daily commute or travels.


TABLE 8: HAVE YOU EVER BEEN INFLUENCED BY A BILLBOARD ADVERTISEMENT RELATED TO POLITICAL CANDIDATES DURING AN ELECTION CAMPAIGN?
	Option
	Frequency
	Percentage (%)

	Yes
	57
	57%

	No
	27
	27%

	Not Sure
	16
	16%

	Total 
	100
	100%


	Source: Field Researcher’s Survey, 2025
	The above table shows that 57 respondents representing 57% agree that they have been influenced by a billboard advertisement related to political candidates during an election campaign, 27 respondents representing 27% have not been influenced by a billboard advertisement related to political candidates during an election campaign, 16 respondents representing 16% were not sure maybe they have been influenced by a billboard advertisement related to political candidates during an election campaign or not. This shows that majority of the respondents agree that they have been influenced by a billboard advertisement related to political candidates during an election campaign.



TABLE 9: DO YOU BELIEVE BILLBOARD ADVERTISING PLAYS A SIGNIFICANT ROLE IN SHAPING PUBLIC OPINION ABOUT POLITICAL CANDIDATES?
		Option
	Frequency
	Percentage (%)

	Strongly Believe
	29
	29%

	Somewhat Believe
	21
	21%

	Do not Believe
	43
	43%

	Not Sure 
	7
	7%

	Total 
	100
	100%


	Source: Field Researcher’s Survey, 2025
The above table shows that 29 respondents representing 29% strongly believes that billboard adverting plays a significant role in shaping public opinion about political candidates, 21 respondents representing 21% somewhat believes that billboard adverting plays a significant role in shaping public opinion about political candidates, 43 respondents representing 43% do not believes that billboard adverting plays a significant role in shaping public opinion about political candidates while the remaining 7 respondents representing 7% are not sure. This shows that majority of the respondent do not believe that billboard adverting plays a significant role in shaping public opinion about political candidates.



TABLE 10: DO YOU BELIEVE BILLBOARD ADVERTISING SHOULD BE AN IMPORTANT CONSIDERATION FOR POLITICAL CAMPAIGNS?
	Option
	Frequency
	Percentage (%)

	Yes
	51
	51%

	No
	49
	49%

	Total 
	100
	100%


	Source: Field Researcher’s Survey, 2025
	The above table shows that 51 respondents representing 51% believes that billboard advertising should be an important consideration for political campaigns and 49 respondents representing 49% does not believes that billboard advertising should be an important consideration for political campaigns. This shows that majority of the respondents believes that billboard advertising should be an important consideration for political campaigns.
TABLE 11: HAVE YOU EVER CHANGED YOUR OPINION ABOUT A POLITICAL CANDIDATE AFTER SEEING NEGATIVE OR CONTROVERSIAL BILLBOARD ADVERTISEMENTS ABOUT THEM?
	Option
	Frequency
	Percentage (%)

	Yes, Multiples times
	29
	29%

	Yes, once
	21
	21%

	No, but I’ve consider it
	43
	43%

	Unsure 
	7
	7%

	Total 
	100
	100%


	Source: Field Researcher’s Survey, 2025
	The above table shows that 29 respondents representing 29% agrees that they have changed their opinion about political candidate after seeing negative or controversial billboard advertisement multiple times, 21 respondents representing 21% agrees that they have changed their opinion about political candidate after seeing negative or controversial billboard advertisement once, 43 respondents representing 43% agrees that they haven’t consider it at all to changed their opinion about political candidate after seeing negative or controversial billboard advertisement while the remaining 7 respondents representing 7% were unsure maybe they changed their opinion about political candidate after seeing negative or controversial billboard advertisement. This shows that majority of the respondents haven’t consider it at all to changed their opinion about political candidate after seeing negative or controversial billboard advertisement.
TABLE 12: DO YOU THINK THERE SHOULD BE REGULATIONS OR RESTRICTIONS ON POLITICAL BILLBOARD ADVERTISING?
		Option
	Frequency
	Percentage (%)

	Strongly Agree 
	29
	29%

	Somewhat Agree
	21
	21%

	Do not Agree
	43
	43%

	Not Sure 
	7
	7%

	Total 
	100
	100%


	Source: Field Researcher’s Survey, 2025
The above table shows that 29 respondents representing 29% strongly agree that there should be regulations or restriction on political billboard advertising, 21 respondents representing 21% somewhat agree that there should be regulations or restriction on political billboard advertising, 43 respondents representing 43% do not agree that there should be regulations or restriction on political billboard advertising  while the remaining 7 respondents representing 7% were unsure whether there should be regulations or restriction on political billboard advertising. This shows that majority of the respondents strongly agree that there should be regulations or restriction on political billboard advertising.
TABLE 13: DOES BILLBOARD ADVERTISING INFLUENCED YOUR PERCEPTION OR CHOICE OF A POLITICAL CANDIDATE?
	Option
	Frequency
	Percentage (%)

	Yes
	51
	51%

	No
	49
	49%

	Total 
	100
	100%


	Source: Field Researcher’s Survey, 2025
	The above table shows that 51 respondents representing 51% agreed that billboard advertising influence their perception or choice of a political candidate and 49 respondents representing 49% did not agreed that billboard advertising influence their perception or choice of a political candidate. This shows that majority of the respondents agreed that billboard advertising influence their perception or choice of a political candidate.

4.3 	ANALYSIS OF RESEARCH QUESTION
QUESTION 1: DO YOU BELIEVE BILLBOARD ADVERTISING PLAYS A SIGNIFICANT ROLE IN SHAPING PUBLIC OPINION ABOUT POLITICAL CANDIDATES?
It was discovered that 29 respondents representing 29% strongly believes that billboard adverting plays a significant role in shaping public opinion about political candidates, 21 respondents representing 21% somewhat believes that billboard adverting plays a significant role in shaping public opinion about political candidates, 43 respondents representing 43% do not believes that billboard adverting plays a significant role in shaping public opinion about political candidates while the remaining 7 respondents representing 7% are not sure.
	It was noticed in the research that 51 respondents representing 51% believes that billboard advertising should be an important consideration for political campaigns and 49 respondents representing 49% does not believes that billboard advertising should be an important consideration for political campaigns.

QUESTION 2: HAVE YOU EVER CHANGED YOUR OPINION ABOUT A POLITICAL CANDIDATE AFTER SEEING NEGATIVE OR CONTROVERSIAL BILLBOARD ADVERTISEMENTS ABOUT THEM?
	The above table shows that 29 respondents representing 29% agrees that they have changed their opinion about political candidate after seeing negative or controversial billboard advertisement multiple times, 21 respondents representing 21% agrees that they have changed their opinion about political candidate after seeing negative or controversial billboard advertisement once, 43 respondents representing 43% agrees that they haven’t consider it at all to changed their opinion about political candidate after seeing negative or controversial billboard advertisement while the remaining 7 respondents representing 7% were unsure maybe they changed their opinion about political candidate after seeing negative or controversial billboard advertisement.
	The findings gathered shows that 51 respondents representing 51 % agreed that billboard advertising influence their perception or choice of a political candidate and 49 respondents representing 49% did not agreed that billboard advertising influence their perception or choice of a political candidate.
	4.4 	DISCUSSION OF FINDINGS
		The purpose of this study is to assess the influence of billboard advertising on electorate’s choice of candidates in Ilorin.  The results obtained from the statistics analysis in this study was used to provide an answer to this research study, as data were presented into tables using simple percentage tabular presentation in the chapter four of this study to provide an answer to the question raised in this study.
		Definite question were asked in the questionnaire to generate answers to each of the questions posed in this study, 100 questionnaires were administered to the respondent and all the copies of the questionnaire were returned.
	The above table shows that 51 respondents representing 51% have been discussing billboard advertising featuring political candidates with friends, family or colleague and 49 respondents representing 49% have not been discussing billboard advertising featuring political candidates with friends, family or colleague.
		Our findings confirmed that 35 respondents representing 35% rarely notice billboard advertisements during their daily commute or travels, 15 respondents representing 15% occasionally notice billboard advertisements during their daily commute or travels, 45 respondents representing 45% frequently notice billboard advertisements during their daily commute or travels while the remaining 5 respondents representing 5% always notice billboard advertisements during their daily commute or travels. This shows that majority of the respondents frequently notice billboard advertisements during their daily commute or travels.
	It was also discovered that 57 respondents representing 57% agree that they have been influenced by a billboard advertisement related to political candidates during an election campaign, 27 respondents representing 27% have not been influenced by a billboard advertisement related to political candidates during an election campaign, 16 respondents representing 16% were not sure maybe they have been influenced by a billboard advertisement related to political candidates during an election campaign or not.








CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 	SUMMARY 
	Billboard advertising significantly influences electorates' choice of candidates through several key mechanisms. It enhances candidate visibility and awareness due to its high visibility in strategic, high-traffic locations. Billboards help reinforce a candidate's brand by repeatedly showcasing key messages and visual imagery, which aids in creating strong, memorable associations with the candidate.
	The emotional appeal of billboards, achieved through compelling visuals and concise messages, can positively influence voter preferences by evoking emotions such as trust and confidence. Additionally, the strategic placement of billboards in specific areas can effectively target and sway undecided voters. However, the impact of billboard advertising is limited by its inability to convey detailed information due to space constraints, potential voter desensitization in areas with many billboards, and the high cost of such advertising.
	Overall, while billboard advertising can be a powerful tool for increasing candidate visibility and shaping voter perceptions, its effectiveness depends on strategic placement, clear messaging, compelling visuals, and integration with other campaign strategies.
5.2 	CONCLUSION 
	Billboard advertising can significantly influence electorates' choice of candidates in various ways:
1. Visibility and Awareness: Billboards provide high visibility due to their large size and strategic placement in high-traffic areas. This constant exposure can increase candidate name recognition and awareness among voters.
2. Reinforcement of Brand: Billboards can reinforce the candidate's brand by consistently showcasing their key messages, slogans, and visual imagery. This repetition helps to create a strong and memorable association with the candidate.
3. Targeting Specific Areas: Billboards can be strategically placed in regions where a candidate needs to boost their visibility or support. This localized advertising can be particularly effective in swinging undecided voters in those areas.
4. Simplicity and Clarity: The nature of billboard advertising demands simplicity and clarity, which means the candidate's message must be direct and easily understood. This can help in communicating key points quickly and effectively to the electorate.
However, the influence of billboard advertising also has its limitations:
1. Limited Information: Billboards can only convey limited information due to space constraints. This means more complex policy positions or detailed platforms cannot be effectively communicated.
2. Saturation and Ignorance: In areas with many billboards, there is a risk that voters become desensitized to the advertisements, reducing their overall impact.
3. Cost: Billboard advertising can be expensive, which may limit its use for candidates with smaller campaign budgets.
	In conclusion, while billboard advertising can play a crucial role in increasing candidate visibility, reinforcing brand identity, and eliciting emotional responses from voters, its effectiveness is moderated by its limitations in conveying detailed information and the potential for voter desensitization. When used strategically, however, it can be a valuable component of a broader campaign strategy.
5.3 	RECOMMENDATIONS 
	To maximize the influence of billboard advertising on electorates' choice of candidates, the following recommendations can be considered:
1. Strategic Placement: Place billboards in high-traffic areas where they will be seen by a large and diverse audience. Focus on key regions that need additional support or have a high density of undecided voters.
2. Clear and Concise Messaging: Use simple, powerful messages that are easy to read and understand quickly. The text should be large enough to be read from a distance, and the message should focus on a few key points.
3. Compelling Visuals: Utilize high-quality images and bold colors to grab attention. A candidate’s face, name, and slogan should be prominently featured to create strong visual recognition.
4. Emotional Appeal: Craft messages and visuals that evoke positive emotions such as hope, trust, and confidence. Highlight personal stories or endorsements that can resonate emotionally with voters.
5. Consistency Across Platforms: Ensure that billboard messaging is consistent with other campaign materials and media. This creates a cohesive brand image and reinforces the candidate’s key messages across different touchpoints.
6. Rotation and Refreshing: Change billboard designs periodically to keep the campaign fresh and prevent voter fatigue. Introduce new messages that reflect current campaign themes or respond to recent developments.
7. Integration with Digital Campaigns: Complement billboard advertising with digital strategies. Use QR codes or short URLs on billboards to drive traffic to online platforms.
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QUESTIONNAIRE
Appendix I 
Dear Respondents, 
I, Afolayan Ebenezer O., a student of the above named institution and carrying out research on “Influence of Billboard Advertising on Electorate’s Choice of Candidates in Ilorin”. This study is purely academic, devoid of any ill motive and shall not be used for illegitimate purposes. You are therefore kindly requested to answer all the questions below as your responses are extremely valuable. I solemnly promise that information given therein shall be treated with utmost confidentially.
Thank you for your cooperation.

Appendix I
Instructions: Please tick (    ) the answer you consider appropriate. The questionnaire will be in three parts Section A, B and Section C.
Section A: Demographic of Respondents
1. Sex 	 	(a) Male 	(     ) 	(b) Female 	(     )
2. Age 		(a) 18-25 	(    ) 	(b) 26-40  (     ) (c) 40 and above (   )
3. Education Qua.(a) WAEC/NECO (    ) (b) OND/NCE (     ) (c) HND/BSc (    )
4. Marital Status (a) Single  	(    ) 	(b) Married 	(     ) 	(c) Divorce (     )
5. Occupation 	(a) Civil Servant (     ) (b) Business Man (     ) (c) Students (    )
6. Level 	(a) ND II (     ) (b) HND I (      ) (c) HND II (     ) 
Section B
7. Have you ever discussed billboard advertisements featuring political candidates with friends, family, or colleagues?
(a) Yes (    ) (b) No (    )
8. How often do you notice billboard advertisements during your daily commute or travels?
(a) Rarely (     ) (b) Occasionally (    ) (c) Frequently (     ) (d) Always (     )
9. Have you ever been influenced by a billboard advertisement related to political candidates during an election campaign?
(a) Yes (    ) (b) No (     ) (c) Not Yet (     )
10. Do you believe billboard advertising plays a significant role in shaping public opinion about political candidates?
(a) Strongly Agree ( ) (b) Agree ( ) (c) Neutral ( ) (d) Disagree ( ) (e) Strongly Disagree ( )
11. Do you believe billboard advertising should be an important consideration for political campaigns?
(a) Yes (    ) (b) No (    )
12. Have you ever changed your opinion about a political candidate after seeing negative or controversial billboard advertisements about them?
(a) Yes (    ) (b) No (    )
13. Do you think there should be regulations or restrictions on political billboard advertising?
(a) Strongly Agree ( ) (b) Agree ( ) (c) Neutral ( ) (d) Disagree ( ) (e) Strongly Disagree ( )
14. Does billboard advertising influenced your perception or choice of a political candidate?
(a) Yes (    ) (b) No (    )
15. In your opinion, which aspects of Billboard advertisements are most influential in shaping electoral choices?
(a) Visual Appeal (   ) (b) Catchy slogans (   ) (c) Candidates image/appearance (    )
