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CHAPTER ONE
1.0 INTRODUCTION
1.1 BACKGROUND OF THE STUDY
The world of advertising has undergone significant transformations over the years, with businesses constantly seeking innovative ways to capture the attention of their target audience. Outdoor advertising, in particular, has emerged as a powerful tool for businesses to reach a large audience and create brand awareness. Ilorin metropolis, being a growing urban center, has witnessed an increase in outdoor advertising activities. However, the impact of outdoor advertising on consumer behavior in this region remains largely unexplored.
Outdoor advertising has been a cornerstone of marketing strategies for decades. From billboards to posters, signage, and digital displays, outdoor advertising has evolved to become a vital component of modern marketing. The use of outdoor advertising has been on the rise in recent years, with businesses recognizing its potential to reach a large audience and create brand awareness.
Ilorin metropolis, with its growing population and increasing economic activities, presents a fertile ground for outdoor advertising. The city’s bustling streets, busy markets, and strategic locations provide an ideal platform for businesses to showcase their products and services. However, the effectiveness of outdoor advertising in influencing consumer behavior in Ilorin metropolis remains a subject of debate.
The advent of modern technology has revolutionized the way businesses communicate with their target audience. Advertising, a crucial aspect of marketing, has evolved to become a vital tool for businesses to reach their target audience and create brand awareness. Outdoor advertising, in particular, has emerged as a powerful tool for businesses to capture the attention of their target audience and influence their purchasing decision.
Outdoor advertising has been a cornerstone of marketing strategies for decades. From billboards to posters, signage, and digital displays, outdoor advertising has evolved to become a vital component of modern marketing. The use of outdoor advertising has been on the rise in recent years, with businesses recognizing its potential to reach a large audience and create brand awareness.
Outdoor advertising has been shown to have a significant impact on consumer behaviour. Studies have found that outdoor advertising can influence consumer attitudes, preferences, and purchasing decisions. Outdoor advertising can also create brand awareness, increase brand recognition, and drive sales.
The Nigerian advertising industry has experienced significant growth in recent years. The industry has been driven by the increasing demand for advertising services, particularly from the telecommunications, banking, and fast-moving consumer goods sectors. Outdoor advertising has been a key driver of growth in the Nigerian advertising industry, with businesses recognizing its potential to reach a large audience and create brand awareness. Ilorin metropolis, the capital of Kwara State, is a growing urban center with a population of over 800,000 people. The city has experienced significant economic growth in recent years, driven by the increasing demand for goods and services. The city’s growing population, increasing economic activity, and strategic location make it an attractive market for businesses.
Despite the growing importance of outdoor advertising in Ilorin metropolis, there is a dearth of research on its impact on consumer behaviour. The lack of empirical evidence on the effectiveness of outdoor advertising in influencing consumer attitudes, preferences, and purchasing decisions creates a knowledge gap that this study aims to fill.
1.2 STATEMENT OF THE PROBLEM
Despite the growing importance of outdoor advertising, there is a dearth of research on its impact on consumer behavior in Ilorin metropolis. The lack of empirical evidence on the effectiveness of outdoor advertising in influencing consumer attitudes, preferences, and purchasing decisions creates a knowledge gap that this study aims to fill.
1.3 RESEARCH QUESTIONS
This study aims to answer the following research questions:
1. What is the level of awareness and recall of outdoor advertisements among consumers in Ilorin metropolis?
2. How does outdoor advertising influence consumer attitudes towards products and services in Ilorin metropolis?
3. What is the impact of outdoor advertising on consumer purchasing decisions in Ilorin metropolis?
4. Are there any demographic differences in the impact of outdoor advertising on consumer behavior in Ilorin metropolis?
1.4 OBJECTIVES OF THE STUDY
The primary objectives of this study are:
1. To examine the level of awareness and recall of outdoor advertisements among consumers in Ilorin metropolis.
2. To investigate the impact of outdoor advertising on consumer attitudes towards products and services in Ilorin metropolis.
3. To determine the influence of outdoor advertising on consumer purchasing decisions in Ilorin metropolis.
4. To identify any demographic differences in the impact of outdoor advertising on consumer behavior in Ilorin metropolis.
1.5 SIGNIFICANCE OF THE STUDY
This study is significant because it:
1. Provides insights into the effectiveness of outdoor advertising in influencing consumer behavior in Ilorin metropolis.
2. Offers recommendations for businesses and advertisers on how to optimize their outdoor advertising strategies to achieve better results.
3. Contributes to the existing body of knowledge on outdoor advertising and consumer behavior.
4. Provides a framework for future research on outdoor advertising and consumer behavior in Nigeria.
1.6 SCOPE OF THE STUDY
This study focuses on the impact of outdoor advertising on consumer behavior in Ilorin metropolis. The study will cover various types of outdoor advertising, including billboards, posters, signage, and digital displays. The study will also examine the demographic characteristics of consumers in Ilorin metropolis, including age, sex, income, and education.
1.7 LIMITATIONS OF THE STUDY
This study is limited by:
1. The focus on Ilorin metropolis, which may not be representative of other regions in Nigeria.
2. The reliance on self-reported data from consumers, which may be subject to biases and inaccuracies.
3. The exclusion of other types of advertising, such as online and print advertising, which may also influence consumer behavior.
1.8 DEFINITION OF TERMS
For the purpose of this study, the following terms are defined:
1. Outdoor advertising: Any form of advertising that is displayed outside of a store or business, including billboards, posters, signage, and digital displays.
2. Consumer behavior: The study of how, why, and when people buy and use products and services.
3. Ilorin metropolis: The urban area of Ilorin, including the city and its surrounding suburbs.

[bookmark: CHAPTER_TWO][bookmark: LITERATURE_REVIEW]CHAPTER TWO 
LITERATURE REVIEW
2.1 [bookmark: 2.1_Conceptual_Framework]CONCEPTUAL FRAMEWORK
Outdoor Advertising refers to any advertising done outdoors that publicizes a business's products or services. It includes billboards, posters, transit ads, street furniture ads, and more. Outdoor advertising plays a significant role in attracting attention, improving brand visibility, and influencing consumer decisions in physical environments.
Consumer Behaviour is defined as the actions and decision-making processes of individuals and households in relation to the purchase and use of goods and services. It is influenced   by   cultural,   social,   personal,   and   psychological   factors.
In Ilorin Metropolis, as urbanization and commercialization grow, outdoor advertising becomes more prominent, and its impact on how residents choose brands, develop preferences, or make buying decisions is a matter of growing academic interest.
The conceptual framework of this study is structured around the relationship between outdoor advertising stimuli and consumer behavioural responses within the urban setting of Ilorin metropolis. It draws from marketing communication theories, psychological behavior models, and socio-cultural perspectives that explain how and why consumers respond to advertisements in physical spaces.
At the core of this framework lies the Stimulus-Organism-Response (S-O-R) Model. In this context, outdoor advertising (stimulus) influences the internal states of consumers (organism), such as their awareness, perception, and attitude, which then affects their behavioral outcomes (response), including product inquiry, trial, and purchase. This relationship is dynamic and subject to moderating variables such as personal characteristics (age, income, education), cultural factors, and the frequency of exposure.
Stimulus: Outdoor advertisements serve as visual stimuli designed to attract attention and convey marketing messages quickly and effectively. The size, color, positioning, and frequency of these advertisements are critical determinants of their capacity to interrupt routines and imprint brand messages in the consumer’s mind.
Organism: This stage represents the cognitive and emotional processing that occurs after the exposure to ads. Consumers may become curious, form an impression, evaluate brand information, or develop a preference based on how the message aligns with their needs and values. For instance, a visually compelling billboard about a telecom service offering bonus airtime may trigger favorable evaluation among budget-conscious students in Ilorin.
Response: This could range from passive recognition to active behavior, such as walking into a store, asking for a product, or making a purchase. In some cases, it could result in brand advocacy or social media engagement, especially when the advertisement is novel or resonates deeply.
Furthermore, the elaboration likelihood model (ELM) explains that outdoor advertising typically operates through the peripheral route of persuasion, relying on visual appeal and repetition rather than in-depth message processing. This is particularly relevant in fast- paced environments like roadsides and bus terminals, where consumers spend little time evaluating messages deeply.
Lastly, environmental factors such as urban layout, traffic flow, and billboard positioning significantly shape the reach and effectiveness of outdoor advertising. In a city like Ilorin, where certain areas experience higher foot and vehicular traffic, strategic placement of advertisements in zones like Post Office, Challenge, and Tanke enhances message visibility and influence.
This framework not only guides the current study but also provides a basis for analyzing how and why outdoor advertising affects consumer behavior, thereby offering actionable insights for marketers, urban planners, and policymakers.
2.2 [bookmark: 2.2_The_Concept_of_Outdoor_Advertising]The Concept of Outdoor Advertising
Outdoor advertising, also known as out-of-home (OOH) advertising, is one of the oldest and most persistent forms of promotion used by businesses, governments, and organizations to reach a mass audience in public spaces. It is a traditional marketing technique that utilizes physical media formats placed in outdoor environments to convey messages, promote products, and enhance brand visibility. Unlike digital or broadcast advertising, outdoor advertising does not require active consumer engagement—its presence alone ensures continuous exposure.
According to Asemah (2011), outdoor advertising is particularly effective due to its non- intrusive nature—it does not interrupt the consumer’s daily activities—and its constant visibility, as consumers encounter these advertisements passively in their everyday movements. The advantage lies in the repetitive exposure, which leads to brand recognition and message retention over time.
Outdoor advertising thrives on strategic placement—locations with high foot or vehicle traffic ensure maximum reach. The more frequently a consumer passes by an advertisement, the greater the likelihood of message recall, which may eventually influence purchasing decisions.
Key Forms of Outdoor Advertising
1. Billboards:
These are large-scale posters typically installed along highways, expressways, rooftops, or busy junctions. Billboards are one of the most dominant forms of outdoor advertising due to their high visibility and ability to deliver succinct messages. They are designed with bold images and minimal text to quickly capture attention. For example, in Ilorin Metropolis, billboards placed at Tanke Junction or Unity Road roundabout target both pedestrians and motorists daily.
2. Posters and Banners:
Posters are medium-sized printed advertisements pasted on walls or boards, often promoting events, sales, or political campaigns. Banners, usually made from fabric or plastic, are often hung across roads or at public gatherings. They are cheaper to produce than billboards and are common among small businesses. Their effectiveness is determined by location, clarity of content, and attractiveness.
3. Transit Advertisements:
These involve placing ads on moving vehicles such as buses, taxis, tricycles (keke napep), and even bicycles. These ads move through various parts of a city, ensuring mobile visibility. In cities like Ilorin, buses branded with telecom or beverage ads cover large distances and interact with diverse audiences throughout the day.
4. Wall Paintings and Murals:
These are often colorful, hand-painted advertisements on the walls of buildings or fences. They are a cost-effective alternative to billboards in semi-urban or rural communities. Businesses like beverage companies or political parties often use this form for long-term branding in areas with limited digital media access.
5. Street Furniture Ads:
These include ads placed on public amenities like bus stops, benches, lamp posts, trash bins, and kiosks. They are usually viewed by people waiting or resting, which increases dwell time and message absorption. In Ilorin, ads placed on bus shelters along Post Office and Challenge roads are examples of this type.
2.3 [bookmark: 2.3_Consumer_Behaviour_Theories]Consumer Behaviour Theories
Understanding how outdoor advertising influences consumer behaviour requires a foundation in behavioural theories that explain why consumers act the way they do. These theories help marketers and researchers analyze the mental processes and external factors that drive consumer decision-making.
a. Theory of Reasoned Action (Ajzen & Fishbein, 1980)
The Theory of Reasoned Action (TRA) is a psychological model that suggests that an individual’s behaviour is directly influenced by their intention to perform the behaviour. This intention, in turn, is shaped by two key factors:
Attitude toward the behaviour: This reflects the individual’s positive or negative evaluation of performing the behaviour. For example, if a consumer believes that buying a product advertised on a billboard will bring satisfaction or value, they are more likely to act on it.
Subjective norms: These are the perceived social pressures or influences from people around them. For instance, if friends or society endorse a particular brand advertised on the streets, a consumer is more likely to follow the trend.
In the context of outdoor advertising in Ilorin Metropolis, this theory implies that when consumers see a well-placed, appealing advert, their intention to buy or try the product increases, especially if the ad aligns with social approval and personal values.
b. Hierarchy of Effects Model
The Hierarchy of Effects Model outlines the sequence of steps consumers go through from the moment they are exposed to a message until they make a purchase. It includes six stages:
1. Awareness – The consumer becomes aware of the product or brand.
2. Knowledge – They learn more about the product features or benefits.
3. Liking – A favorable attitude toward the product develops.
4. Preference – The consumer prefers the product over alternatives.
5. Conviction – A decision is made to purchase.
6. Purchase – The actual buying action takes place.
Outdoor advertising is most impactful in the first three stages. Large, visible ads increase awareness, well-designed visuals and clear messages improve knowledge, and emotional appeal or aesthetic beauty can drive liking. For example, a creative beverage ad in a busy Ilorin roundabout may catch a student’s eye (awareness), inform them of a new flavor (knowledge), and create a desire to try it (liking).
c. Stimulus-Response Theory (Behaviorist Learning Theory)
The Stimulus-Response (S-R) Theory, rooted in classical conditioning (Pavlov) and behaviorist psychology, suggests that behaviour is a direct result of external stimuli. In this model:
Stimulus: The advertisement (e.g., colorful billboard, catchy slogan)
Response: The consumer’s behaviour (e.g., brand recall, store visit, product purchase)
Outdoor advertisements serve as stimuli placed in strategic locations where they can interrupt or reinforce consumers’ routines. Over time, repeated exposure creates associative learning, where consumers begin to link the ad with a need or desire. For example, repeated exposure to an ad for cold drinks on a hot day can condition the consumer to feel thirsty whenever they see the brand, eventually leading to purchase behavior.
[bookmark: This_theory_supports_the_practice_of_fre]This theory supports the practice of frequent and consistent advertising in high-traffic areas, which is common in Ilorin’s commercial hubs. It explains how subconscious exposure to outdoor ads can influence decision-making without deep cognitive processing.
2.4 [bookmark: 2.4_Effectiveness_of_Outdoor_Advertising]Effectiveness of Outdoor Advertising.
Studies have shown that the visibility and placement of ads in high-traffic areas enhance brand recall and influence buying behavior. In a study by Odiboh (2002), outdoor advertising was found to create greater brand recall than radio and print advertising due to its frequent exposure and visual impact.
2.5 [bookmark: 2.5_Factors_Affecting_Outdoor_Advertisin]Factors Affecting Outdoor Advertising Impact
Outdoor advertising has a unique way of engaging the audience due to its visibility and placement in high-traffic areas. However, the effectiveness of an outdoor ad can be significantly influenced by several factors:
1. Location of the Ad:
The location of an outdoor ad plays a critical role in determining how many people will be exposed to it and the type of audience it will attract. High-traffic areas, such as busy streets, shopping malls, or near public transportation hubs, ensure that the advertisement reaches a larger, more diverse audience.
Additionally, ads placed near specific locations that align with the product or service being advertised can enhance its relevance. For example, a car advertisement placed near a highway will capture the attention of drivers, while a clothing brand ad in a shopping area will be more relevant to shoppers.
The geographic location, as well as the local context of the area, must also be considered. For example, ads placed in urban areas may need to be designed differently compared to ads in rural or suburban locations to match the preferences and lifestyles of the target audience.
2. Design & Color:
The design of an outdoor ad must be eye-catching and immediately recognizable, as people are often exposed to these ads for a short period (e.g., during a drive or a quick walk). Simple, bold designs work best as they can be seen clearly from a distance.
Color plays a vital role in the success of the advertisement. Bright, contrasting colors can help attract attention and make the message stand out. For instance, yellow, red, and orange are often used for their high visibility and ability to evoke specific emotions or actions (e.g., urgency, excitement).
The use of colors should also be aligned with the brand’s identity. Consistency in color schemes helps to reinforce brand recognition, and poor design can lead to a lack of clarity, making it difficult for the audience to connect with the message.
3. Message Clarity:
In outdoor advertising, people only have a few seconds to absorb the message, so it is crucial to keep the messaging clear and concise. The message should be short, direct, and easy to understand at a glance.
The use of large, bold fonts ensures readability from a distance, and the language should be simple and straightforward to avoid confusion. Ambiguity in messaging can cause potential customers to lose interest or misunderstand the purpose of the ad.
Effective outdoor ads often use minimal text combined with strong visuals that clearly convey the main idea. This makes the message more memorable and increases the likelihood of the audience taking action.
4. Cultural Relevance: The cultural context in which an outdoor ad is placed is essential for its impact. Ads that are culturally relevant resonate better with the audience because they reflect their values, beliefs, and everyday experiences.
Advertisements should avoid stereotypes or offensive content that could alienate or confuse the target demographic. Using local references, humor, and symbols can increase engagement and create a deeper connection with the audience.
[bookmark: Understanding_the_demographics_of_the_ar]Understanding the demographics of the area (such as age, ethnicity, and socio-economic status) allows advertisers to tailor their messages in a culturally sensitive manner, ensuring that the ad not only captures attention but also fosters positive sentiment toward the brand.
2.6 [bookmark: 2.6_Challenges_of_Outdoor_Advertising]Challenges of Outdoor Advertising
Outdoor advertising, despite its effectiveness in reaching a wide audience, faces several challenges that can hinder its full potential. Some of these challenges include:
1. Regulatory Restrictions (e.g., Content, Location Limits):
Content Restrictions: Outdoor advertising is often subject to local, regional, or national regulations that govern the content of ads. For example, certain content may be prohibited due to concerns about decency, public safety, or political neutrality. Additionally, some jurisdictions may restrict specific types of advertising, such as alcohol, tobacco, or gambling ads, to protect vulnerable populations.
Location Limits: Many cities and countries have zoning laws that limit where outdoor advertisements can be placed. These laws can restrict ads to certain areas or prevent ads from being placed in high-visibility locations, reducing the overall exposure of the campaign. Furthermore, ads placed near certain landmarks, historical sites, or residential areas may face additional scrutiny or opposition.
Permit and Compliance Costs: Outdoor advertising often requires obtaining permits and adhering to regulatory guidelines, which can be time-consuming and costly. Failure to comply with these regulations can lead to fines or the removal of the ad.
2. Environmental and Weather Damage:
Outdoor ads, particularly traditional billboards, are exposed to harsh environmental conditions. Weather factors such as rain, snow, heat, and wind can cause physical damage to the ad structures or the printed materials (e.g., fading, tearing, or peeling).
Natural disasters like hurricanes or floods can result in significant damage to outdoor advertising placements, leading to costly repairs and disruptions in campaigns.
Outdoor advertising can also contribute to environmental degradation, especially if the materials used are not eco-friendly or the ads are not properly disposed of. For example, billboards made of non-recyclable materials can generate waste, and poorly maintained ads may contribute to visual pollution in the environment.
3. Limited Engagement Compared to Digital Platforms:
Unlike digital advertising, outdoor advertising provides limited interactivity. While digital billboards may incorporate some interactive elements, traditional outdoor ads (e.g., static billboards, posters) are one-way communication tools. Viewers pass by these ads and may not engage directly with the content.
Digital platforms, such as social media, websites, and mobile apps, allow for two-way communication, enabling businesses to engage with consumers through likes, comments, shares, and direct calls to action. Outdoor ads, on the other hand, lack this level of engagement and cannot track consumer responses as easily.
Additionally, digital advertising offers the ability to tailor ads in real-time based on user behavior and demographics. Outdoor advertising is generally static and cannot be modified quickly or personalized to individual preferences, making it less adaptable than digital alternatives.
The growth of mobile advertising, which allows users to receive tailored ads on their phones, also means that outdoor advertising is facing increased competition from more interactive and personalized digital options.
[bookmark: In_conclusion,_outdoor_advertising_faces]In conclusion, outdoor advertising faces several challenges, including regulatory restrictions that limit content and placement, environmental factors that can damage ads, and the limited engagement it offers compared to the dynamic and interactive nature of digital platforms. Despite these challenges, outdoor advertising remains a valuable tool in reaching large audiences, especially when combined with digital or other media strategies.
2.7 [bookmark: 2.7_Empirical_Review]Empirical Review
The empirical review provides insight into past studies and real-world observations on how outdoor advertising influences consumer behaviour across various urban environments. It helps establish a foundation for evaluating the effects within Ilorin Metropolis by drawing from existing scholarly works, survey reports, and case studies.
Study by Oyeniyi (2009) – Lagos Metropolis
Oyeniyi conducted a quantitative study to assess the influence of outdoor advertising on consumers in Lagos. The study found that 65% of respondents admitted to being directly influenced by at least one form of outdoor advertisement in their purchasing decisions.
The research emphasized that billboards positioned at strategic junctions, such as Ojota and Ikeja Under Bridge, played a major role in increasing brand awareness and encouraging impulsive purchases. This study concluded that the frequency and consistency of exposure contributed to increased consumer responsiveness, especially for fast-moving consumer goods (FMCGs) like beverages and telecom products.
Study by Akinrosoye (2015) – Ibadan Metropolis
Akinrosoye examined how exposure to billboard advertising influenced consumers' willingness to try new products in Ibadan. The research showed that over 70% of participants had noticed and remembered billboard content within the past week. More significantly, about 60% stated they had acted on the advertisement—by either asking about the product, researching it online, or actually making a purchase. The study affirmed the role of outdoor ads in driving product trial, especially in busy areas such as Dugbe, Mokola, and Ring Road. The findings also indicated that color design, brand familiarity, and location were key factors that determined the ad's effectiveness.
Additional Studies
A study by Adegbite and Adedayo (2018) conducted in Ilorin North Local Government Area revealed that consumers aged 18–35 were more likely to be influenced by well- designed and humorous billboard messages. This demographic was more open to trying new products based on visual appeal and emotional connection. The research highlighted the importance of emotional triggers and cultural relevance in the effectiveness of outdoor ads.
In another study by Sulaiman (2020), 200 residents of Kwara State were surveyed on their responsiveness to different forms of outdoor advertising. The results showed that transit advertising (ads on buses and taxis) had a greater recall rate among middle-income earners, largely due to their constant mobility and reliance on public transportation.
Emerging Issues: Ad Saturation and Fatigue
Despite the proven effectiveness of outdoor advertising, many studies warn about the growing issue of "ad fatigue"—a condition where consumers, overwhelmed by the volume and repetition of ads, begin to ignore or mentally block them. This is especially common in urban cluttered areas, where multiple billboards are placed close together, competing for attention. According to Eze and Udeze (2019), the clutter in city centers like Lagos Island or Abuja’s Wuse Market area can lead to reduced ad impact, despite heavy investment.
This phenomenon also affects message retention and emotional engagement. When consumers are bombarded with too many similar ads in a short period, they often develop
Psychological resistance, tuning out even useful content. It highlights the need for creativity, novelty, and rotation in billboard messaging to keep the audience engaged and avoid diminishing returns.
[bookmark: CHAPTER_THREE]

[bookmark: RESEARCH_METHODOLOGY]CHAPTER THREE
RESEARCH METHODOLOGY
3.1 [bookmark: 3.1_Introduction]Introduction
This section provides an overview of the research design and methodology employed in studying the effect of outdoor advertising on consumer behavior in Ilorin Metropolis. It explains the approach taken to investigate how exposure to outdoor advertisements influences consumer choices and behaviors, with a focus on residents in the city of Ilorin.
3.2 [bookmark: 3.2_Research_Design]Research Design
The study utilizes a survey research design. This method is particularly effective in gathering quantitative data from a sample of the population and is suitable for understanding attitudes, behaviors, and opinions. Surveys are structured tools for data collection that allow researchers to reach a large number of respondents, which is important in studying consumer behavior in a diverse population like that of Ilorin. By using structured questionnaires, the study aims to quantify the effects of outdoor advertising on consumer decision-making and purchasing patterns.
3.3 [bookmark: 3.3_Population_of_the_Study]Population of the Study
The population consists of residents of Ilorin Metropolis who are exposed to outdoor advertisements. This includes people from diverse backgrounds — students, workers, business people, etc.
The population is varied, comprising students, employees, business owners, and others living in the area. This diversity is important because it ensures that the study captures a wide range of opinions and behaviors regarding the impact of outdoor advertising across different segments of the population. The inclusion of diverse groups helps in understanding how different demographics are affected by outdoor advertising.
3.4 [bookmark: 3.4_Sample_Size_and_Sampling_Technique]Sample Size and Sampling Technique
The study employs both purposive and random sampling techniques to select participants:
Purposive sampling ensures that individuals from key commercial areas such as Tanke, Post Office, Unity Road, and GRA are included. These areas are significant as they are high-traffic zones with a greater concentration of outdoor advertising and a diverse population.
Random sampling is used within the selected areas to ensure a fair representation of the population, avoiding biases that might arise if only specific groups were targeted. The sample size consists of 100 respondents, which is considered a sufficient number for obtaining statistically significant data while keeping the research manageable.
[bookmark: This_approach_ensures_that_the_sample_is]This approach ensures that the sample is representative of the broader population while also allowing for detailed analysis of the effects of outdoor advertising in specific commercial zones.
3.5 [bookmark: 3.5_Instrument_of_Data_Collection]Instrument of Data Collection
The primary data collection tool for this study is a structured questionnaire divided into two sections:
Section A: Demographic Data – This section collects information on the participants’ age, gender, occupation, education level, and other relevant background data. This helps categorize respondents and analyze how different demographics may be influenced differently by outdoor advertising.
Section B: Perceptions and Influence of Outdoor Advertising on Buying Behavior – This section focuses on the respondents' perceptions of outdoor advertising and how it influences their purchase decisions. Questions may explore how often respondents notice advertisements, how these advertisements influence their product choices, and whether they have ever made a purchase based on seeing an outdoor ad.
[bookmark: The_structured_format_of_the_questionnai]The structured format of the questionnaire allows for easier comparison of responses and statistical analysis.

3.6 [bookmark: 3.6_Validity_and_Reliability_of_the_Inst]Validity and Reliability of the Instrument
Validity ensures that the questionnaire measures what it is intended to measure. In this study, the instrument’s validity was assessed through expert review, where subject-matter experts provided feedback on the clarity and relevance of the questions. Additionally, a pre-test was conducted with 10 respondents to identify any ambiguous or unclear questions. Their feedback helped refine the questionnaire to ensure better understanding by the target population.
Reliability refers to the consistency of the instrument in measuring the same thing across different situations. The questionnaire was tested for internal consistency, meaning that similar items on the survey should yield similar results. The reliability of the instrument was assessed using methods like Cronbach’s alpha or by evaluating test-retest consistency. The results showed that the instrument was reliable for data collection.
3.7 [bookmark: 3.7_Method_of_Data_Collection]Method of Data Collection
Data were collected in two main ways:
Manual Data Collection: Trained assistants distributed physical copies of the questionnaire to respondents in high-traffic public areas like malls, parks, and business centers. This method ensures participation from individuals who may not be familiar with or have access to digital tools.
Google Forms: A digital version of the survey was distributed using Google Forms to increase accessibility and reach a broader audience. This method is particularly useful for reaching younger, tech-savvy individuals who may prefer completing surveys online.
The combination of manual and online data collection methods ensures diverse participation and helps mitigate the limitations of relying on a single data collection mode.
3.8 [bookmark: 3.8_Method_of_Data_Analysis]Method of Data Analysis
The data were analyzed using both descriptive statistics and inferential statistics:
Descriptive Statistics: Basic measures such as frequencies, percentages, and charts were used to summarize the responses and provide an overall view of the patterns in the data. For example, charts could show the percentage of respondents who have been influenced by outdoor advertisements in specific ways.
SPSS and Microsoft Excel: These tools were used for data processing and analysis. SPSS (Statistical Package for the Social Sciences) allows for more advanced statistical analysis, such as identifying correlations or trends in the data. Microsoft Excel is also useful for organizing data and creating visual representations, such as bar charts and pie charts, which help in interpreting the data.
The combination of these techniques will allow the study to draw meaningful conclusions about the relationship between outdoor advertising and consumer behavior in Ilorin Metropolis.
By employing these methods, the study aims to provide an in-depth understanding of how outdoor advertising affects consumers in Ilorin, and how such advertising could potentially be optimized for greater impact.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0.	Introduction
This chapter presents the data analysis and discussion of findings of the study. These are presented under the following sub-sections.
i. Presentation of data, analysis and interpretation
ii. Discussion of findings
4.1.	Data Presentation
The data for this study were analyzed in line with the research questions. The results are presented on the basic of The Effect of Outdoor Advertising on Consumer Behaviour in Ilorin Metropolis. The data used tables for sample frequency and percentage for analysis.
A total of 100 copies of questionnaire were administered and the 100 copies were submitted of 100 respondents.
Section A: Demographic Data
Gender Distribution
	Gender
	Frequency
	Percentage

	Male
	64
	64%

	Female
	36
	36%

	Total
	100
	100%


The table above shows that 64% of the respondents were male while 36% were female.
Age Distribution
	Age Range
	Frequency
	Percentage

	18–25
	54
	54%

	26–35
	37
	37%

	36–45
	8
	8%

	46 and above
	1
	1%

	Total
	100
	100%


The table above shows that the majority of the respondents (54%) fall between the ages of 18 and 25 years, followed by 26 to 35 years (37%).
Educational Qualification
	Qualification
	Frequency
	Percentage

	SSCE/WAEC
	11
	11%

	NCE/ND
	44
	44%

	HND/B.Sc
	42
	42%

	Postgraduate
	3
	3%

	Total
	100
	100%


From the table above, 44% of the respondents possess NCE/ND qualifications, followed closely by HND/B.Sc holders (42%). A smaller percentage had SSCE/WAEC (11%) and postgraduate degrees (3%).
Occupation
	Occupation
	Frequency
	Percentage

	Student
	50
	50%

	Civil Servant
	21
	21%

	Business Owner
	18
	18%

	Others
	11
	11%

	Total
	100
	100%


The table above shows that half of the respondents (50%) were students, 21% were civil servants, 18% business owners, and 11% engaged in other forms of employment.
Section B: Outdoor Advertising Engagement and Influence
How often do you pay attention to billboards/posters?
	Response
	Frequency
	Percentage

	Always
	21
	21%

	Often
	29
	29%

	Sometimes
	31
	31%

	Rarely
	19
	19%

	Never
	0
	0%

	Total
	100
	100%


Most respondents (81%) pay attention to outdoor advertising to varying degrees, with 21% always and 29% often.
Which type of outdoor ad attracts your attention most?
	Ad Type
	Frequency
	Percentage

	Billboards
	42
	42%

	Posters
	25
	25%

	Banners
	18
	18%

	Street Signage
	15
	15%

	Total
	100
	100%


Billboards are the most attention-grabbing outdoor ads, followed by posters and banners.
Have you ever made a purchase based on an outdoor advertisement?
	Response
	Frequency
	Percentage

	Yes
	35
	35%

	No
	65
	65%

	Total
	100
	100%


Only 35% of the respondents have made purchases based on outdoor advertisements, showing a low conversion rate from awareness to action.
Which product categories do you notice most in outdoor ads?
	Category
	Frequency
	Percentage

	Food & Beverages
	31
	31%

	Telecom Services
	17
	17%

	Fashion & Beauty
	12
	12%

	Real Estate
	8
	8%

	Others
	32
	32%

	Total
	100
	100%


Food and beverage products are the most frequently noticed, followed by telecom services.
How would you rate the influence of outdoor ads on your behaviour?
	Rating
	Frequency
	Percentage

	Very High
	37
	37%

	High
	19
	19%

	Moderate
	13
	13%

	Low
	30
	30%

	No Influence
	1
	1%

	Total
	100
	100%


A total of 56% of respondents believe outdoor ads have a high or very high influence on their behavior.
Agreement with Statements on Outdoor Advertising
	Statement
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	Outdoor advertising influences my brand choices
	6%
	15%
	26%
	52%
	1%

	I often recall products/services from billboards
	6%
	18%
	21%
	55%
	0%

	Outdoor ads create awareness about new products
	6%
	18%
	20%
	55%
	3%

	I trust brands consistently advertised outdoors
	7%
	23%
	34%
	34%
	2%

	Outdoor ads influence me to try new products
	9%
	16%
	27%
	48%
	0%

	Outdoor ads are a source of product information
	9%
	23%
	20%
	48%
	0%

	I notice colorful/well-designed ads more
	8%
	17%
	22%
	52%
	1%

	Outdoor ads are more effective in busy urban areas (e.g., Ilorin)
	0%
	3%
	23%
	56%
	18%

	Outdoor ads affect my perception of product quality
	10%
	19%
	24%
	45%
	2%

	Outdoor ads are a key factor in my buying behavior
	13%
	19%
	27%
	41%
	0%


From the table above, most respondents agree that outdoor advertising influences their brand choices, creates awareness of new products, and is more effective in urban areas. However, influence on direct buying behavior remains modest.
4.2 Analysis of Research Questions
 Research Question 1: What is the level of awareness and recall of outdoor advertisements among consumers in Ilorin metropolis?
Based on responses to the question “How often do you pay attention to billboards/posters?”:
· 81% of respondents indicated varying levels of awareness (21% always, 29% often, and 31% sometimes), while only 19% rarely noticed them.
This high level of attention reflects strong awareness and potential recall of outdoor advertisements. Most consumers in Ilorin metropolis notice outdoor ads, suggesting they are a prominent part of the visual environment.
 Research Question 2: How does outdoor advertising influence consumer attitudes towards products and services in Ilorin metropolis?
From the agreement table, several items indicate attitude influence:
 “Outdoor advertising influences my brand choices” — 53% agreed or strongly agreed.
 “Outdoor ads influence me to try new products” — 48% agreed.
 “I trust brands consistently advertised outdoors” — 36% agreed or strongly agreed.
Outdoor advertising positively shapes consumer attitudes by enhancing brand credibility, encouraging trial, and increasing product awareness. Respondents tend to associate frequent advertising with brand trust and curiosity.
Research Question 3: What is the impact of outdoor advertising on consumer purchasing decisions in Ilorin metropolis?
From the table: “Have you ever made a purchase based on an outdoor advertisement?”
· Only 35% responded Yes, while 65% said No.
Also, only 41% agreed with the statement “Outdoor ads are a key factor in my buying behavior”.
While outdoor advertising creates strong awareness and positive attitudes, the conversion rate to actual purchases is moderate. This suggests that while it contributes to the decision-making process, it is often one of several influencing factors.
Research Question 4: Are there any demographic differences in the impact of outdoor advertising on consumer behavior in Ilorin metropolis?
The demographic data from Section A reveals:
 Gender: 64% male, 36% female.
 Age: 54% are between 18–25 years.
 Education: 86% have NCE/ND or higher.
 Occupation: 50% are students.
Although the tables don’t directly compare perception differences by demographics, the dominance of young, educated individuals (especially students) suggests a likely correlation between their exposure level and receptiveness to outdoor ads.
The influence of outdoor ads may be stronger among younger, educated individuals—particularly students—who form the largest demographic group in the sample.
Thank you! Here’s the Discussion of Findings for Alagbe Elijah’s project, rewritten in the same structured format and tone as the sample you provided, but tailored to the topic: Outdoor Advertising and Consumer Behaviour in Ilorin Metropolis.

4.3. Discussion of Findings
The purpose of this study is to assess the impact of outdoor advertising on consumer behaviour in Ilorin Metropolis. The results obtained from the statistical analysis were used to provide direct answers to the research questions posed in the study.
Definite questions were asked in the questionnaire to generate answers to each of the issues addressed in the research objectives. A total of 100 questionnaires were administered to the respondents, and all copies were completed and returned. After analyzing the data collected from residents of Ilorin Metropolis, the following major findings were observed, especially on demographic characteristics: male respondents (64%) constituted the majority. Most respondents (54%) fell within the 18–25 age range. In addition, 50% of the respondents were students, and a significant number (46%) held an NCE/ND qualification, showing a youthful and educated sample population.
The Investigation revealed that there is a high level of awareness and attention toward outdoor advertising in Ilorin Metropolis. A significant number of respondents stated that they either “always,” “often,” or “sometimes” pay attention to billboards and posters in their surroundings. This suggests that outdoor advertising remains a highly visible and recognized medium, especially in high-traffic areas like Challenge, Tanke, and Post Office.
Furthermore, the study revealed that outdoor advertising plays a role in shaping consumer attitudes. Respondents acknowledged that billboard and poster designs often influence their opinions about brands and products. Many agreed that outdoor advertisements improve brand recall and sometimes increase their interest in a product, especially when the advertisement is colorful, well-placed, or humorous. However, there were some neutral and dissenting views, indicating that while some consumers are highly influenced by outdoor ads, others remain less responsive depending on personal preferences or message relevance.
The findings also showed that while outdoor advertising has high visibility, Its impact on actual purchasing decisions is moderate. Only 35% of respondents admitted to purchasing a product or service as a direct result of seeing an outdoor advertisement. This suggests that although outdoor advertising contributes to awareness and attitude development, other factors such as pricing, peer influence, or personal need may weigh more heavily on purchasing behavior.
In terms of engagement with specific outdoor advertisement formats, billboards emerged as the most effective and most noticed form of advertising, followed by posters and banners. Respondents considered billboards more eye-catching due to their size, height, and colorful design. This supports the earlier literature which emphasizes that design, location, and frequency of exposure significantly affect how impactful outdoor ads are.
Moreover, the study examined whether demographic differences influenced consumer responses to outdoor advertising. While the analysis was not deeply segmented across demographics, it was observed that younger, more educated individuals, especially students, seemed more attentive and influenced by outdoor ads. This aligns with prior studies suggesting that youth are more responsive to visual and innovative advertisement formats, especially those that are culturally relevant or trend-based.
Finally, while the majority of the respondents agreed that outdoor advertising has a significant presence in Ilorin, some respondents expressed concerns over ad saturation and message repetition, which could result in reduced attention or mental “tuning out” over time. Despite this, the overall feedback suggests that when properly designed and strategically placed, outdoor advertisements can still command attention and influence consumer perceptions in Ilorin metropolis.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
 5.1 SUMMARY
This study examined the impact of outdoor advertising on consumer behaviour in Ilorin Metropolis, focusing on how various forms of outdoor ads—such as billboards, posters, banners, and signage—affect awareness, attitudes, and purchasing decisions among consumers.
The research began with a detailed introduction and background, which established the increasing importance of outdoor advertising in urban centers like Ilorin, where economic activities are growing and businesses are competing for consumer attention. The statement of the problem identified a lack of empirical evidence on how these outdoor campaigns influence consumer choices specifically in Ilorin. The research questions and objectives sought to explore the levels of awareness, attitude shifts, purchasing impact, and demographic variations in response to outdoor advertising.
The literature review drew on conceptual frameworks such as the Stimulus-Organism-Response (S-O-R) Model, Hierarchy of Effects, and Theory of Reasoned Action, supported by empirical findings from similar urban settings like Lagos and Ibadan. These frameworks helped explain how visual stimuli like ads translate into cognitive and behavioral responses.
The methodology involved a survey of 100 respondents from various parts of Ilorin, using both random and purposive sampling. Data was gathered through structured questionnaires and analyzed using descriptive statistics via SPSS and Excel.
In Chapter Four, the findings revealed that while awareness of outdoor advertising is very high (with over 80% of respondents regularly noticing ads), the actual conversion to purchasing decisions is moderate (only 35% have made purchases influenced by such ads). Most respondents (56%) believe outdoor ads significantly influence their attitudes and brand perceptions. Billboards were found to be the most effective ad type, especially when well-designed and located in high-traffic areas like Tanke, Challenge, and Post Office.
Furthermore, young, educated consumers—particularly students—were more responsive to outdoor advertisements, aligning with existing literature that younger demographics are more visually and socially responsive.
5.2 CONCLUSION
The study concludes that outdoor advertising plays a vital role in shaping consumer behaviour in Ilorin Metropolis, especially in terms of brand awareness and attitude development. However, while these ads are successful in capturing attention and influencing brand perception, their direct impact on actual purchase behavior is less substantial.
Key highlights from the findings include: High visibility and recall of outdoor advertisements among residents. Positive influence on brand image and consumer curiosity, particularly when ads are colorful, humor-infused, or strategically placed. Moderate purchase conversion rate, showing that while ads spark interest, final buying decisions often depend on additional factors like price, need, and peer influence. Demographic patterns suggest that young, educated individuals, particularly students, are more likely to engage with and be influenced by outdoor ads.
In sum, outdoor advertising is an essential component of the marketing mix in urban environments like Ilorin but must be integrated with other media and strategies to achieve higher conversion outcomes.
 5.3 RECOMMENDATIONS
Based on the findings, the following recommendations are made to advertisers, media planners, and policymakers:
1. Prioritize High-Traffic Locations: Advertisers should focus on areas with high vehicular and pedestrian movement—such as Tanke, Challenge, and Unity Road—for billboard placement to maximize visibility.
2. Use Visually Engaging Designs: Ads should utilize bold colors, clear messaging, and culturally relevant themes to attract attention and enhance recall, especially among the youth.
3. Target Youth-Centric Messages: Given that students and young adults are most responsive, messages should be tailored to their preferences—using humor, trends, and relatable content.
4. Complement Outdoor Ads with Digital Media: Since outdoor ads mainly build awareness, they should be complemented with digital campaigns (e.g., social media) to deepen engagement and drive conversions.
5. Rotate Ad Messages to Combat Saturation: To avoid ad fatigue, creative messages should be periodically updated. Variety in design and format keeps content fresh and maintains audience interest.
6. Encourage Policy Support for Quality Outdoor Advertising: Urban planning authorities should support the installation of regulated, high-quality advertising infrastructure and prevent visual clutter that can reduce ad effectiveness.
7. Further Research: Future studies could explore the impact of outdoor advertising across other cities in Nigeria or compare its influence with digital or print advertising for a broader understanding.
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