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ABSTRACT

This study investigates the impact of billboard advertising as a communication tool in the campaign against cultism in Nigerian higher institutions. Cultism has remained a persistent threat to peace, safety, and academic excellence within tertiary institutions. Given the strategic and visual power of billboards, this research explores their effectiveness in creating awareness, shaping students' attitudes, and discouraging cult-related activities on campus. A survey research method was employed using structured questionnaires distributed among students across selected higher institutions. The findings revealed that billboards play a significant role in sensitizing students about the dangers of cultism. Most respondents acknowledged seeing anti-cultism billboard messages and agreed that these messages influenced their perceptions and behavioral decisions. However, challenges such as poor maintenance, lack of interactivity, and limited coverage were identified as factors affecting the overall effectiveness of billboard campaigns. The study concludes that while billboards are a powerful awareness tool, they should be complemented by other communication platforms—such as social media, radio, seminars, and counseling—to achieve a holistic approach to anti-cultism campaigns. Recommendations were made for better message design, broader placement, and institutional support for sustained and impactful billboard usage in Nigerian higher institutions.
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CHAPTER ONE
INTRODUCTION
1.1       Background to the Study
            Cultism has been a longstanding issue in Nigerian tertiary institutions, posing significant challenges to the academic environment, student safety, and societal development. To address this menace, various anti-cultism campaigns have been launched, employing different strategies, including the use of billboards. This study examines the impact of billboard anti-cultism campaigns among students in Nigerian tertiary institutions, highlighting their effectiveness in creating awareness, promoting deterrence, and fostering a culture of peace and academic excellence (Akpan, 2021).
            Billboards serve as powerful visual tools to capture the attention of students and the general public. They are strategically placed in prominent locations on campuses, ensuring high visibility and maximizing their impact. The inclusion of eye-catching graphics, concise slogans, and relevant statistics on these billboards helps to raise awareness about the dangers and consequences associated with cultism. According to a study by Oyedele and Osinulu (2019), billboard campaigns significantly increase students’ knowledge and understanding of cultism-related issues.
            The primary goal of anti-cultism campaigns is to deter students from engaging in cult activities. Billboard campaigns play a crucial role in achieving this objective by conveying powerful messages that discourage participation in cultism. These messages often emphasize negative outcomes such as expulsion, violence, loss of life, and the disruption of academic pursuits. A study conducted by Akpan (2018). found that the presence of anti-cultism billboards on campuses resulted in a significant reduction in reported cult-related incidents, indicating a deterrence effect.
            Billboard’s anti-cultism campaigns also aim to promote a culture of peace and unity among students. By highlighting the importance of academic excellence, cooperation, and positive values, these campaigns foster an environment where students can thrive without the fear of intimidation or violence. The visual impact of billboards, combined with persuasive messages, helps to create a sense of collective responsibility and encourages students to reject cultism in favor of peaceful coexistence. A study by Obi (2018) reported an increase in students’ positive attitudes towards peace and non-violence as a result of exposure to anti-cultism billboards.
            Billboard campaigns are often a result of collaborative efforts between tertiary institutions, student organizations, non-governmental organizations (NGOs), and law enforcement agencies. These collaborations enhance the effectiveness of the campaigns by pooling resources, expertise, and knowledge. By working together, these stakeholders can develop comprehensive anti-cultism strategies that address the root causes of cultism and promote long-term behavioral change among students (Okonkwo & Nwankwo, 2019).
            By and large, billboard anti-cultism campaigns have proven to be effective in creating awareness, promoting deterrence, and fostering a culture of peace among students in Nigerian tertiary institutions. The visual impact and strategic placement of billboards ensure that the messages reach a wide audience, increasing knowledge about the dangers associated with cultism (Oyedele & Osinulu, 2017).  Moreover, the campaigns serve as a deterrent, dissuading students from engaging in cult activities due to the awareness of the severe consequences. 
          By promoting a culture of peace, these campaigns contribute to the overall improvement of the academic environment and the well-being of students. Collaborative efforts among stakeholders further enhance the impact of these campaigns. Continuous evaluation and refinement of billboard campaigns, along with complementary initiatives, are essential to sustain positive outcomes and create lasting change in the fight against cultism. To this end, the research is on the thrust to investigate the impact of billboard anti-cultism campaigns among students with a particular focus on students of Kwara State University, Malete.
1.2       Statement of the Problem
            Cultism remains a significant challenge among students of Nigerian tertiary institutions, posing threats to their safety, academic environment, and overall well-being. Billboard anti-cultism campaigns have been introduced on the campus as part of anti-cultism campaigns. However, no study or only a few studies effectiveness examined these campaigns specifically within the context of Kwara State University, Malete, to determine their efficacy in raising awareness, changing attitudes, and reducing cult-related activities among the students. The basic conditions for sustained academic environment have been eroded in Kwara State University (KWASU). The institution has fallen into disrepute and the products of the institution are no more what they used to be. Cult activities are seriously affecting all academic activities. Sometimes students are attracted in hostiles classrooms, bus stops etc. daylight and gang raping becomes the order of the day; killing of students by members of cult is no longer news, therefore the need to eradicate this problem in Kwasu through various media, public relations and other campaign becomes imperative. Advertising campaign through billboards, radio, television and public relations as problems solving devices are expected to create the necessary enlightenment for the students and awaken them on what is expected of them in an academic community like KWASU.
1.3       Objectives of the Study
The main objective of this study is to investigate the impact of billboard anti-cultism campaigns among students of Kwara state university, Malete. However, the specific objectives are:
1. To assess the effectiveness of billboards in raising awareness about the dangers of cultism among students in Nigerian institutions.
2. To examine how billboard campaigns influence students' attitudes and behaviors toward cultism.
3. To investigate the role of billboards in supporting university policies and initiatives aimed at eradicating cultism.
4. To explore how billboard campaigns can facilitate collaborations between universities, law enforcement agencies, and the community in addressing cultism.
1.4    Research Questions
In order to explicate the aforementioned objectives, the listed questions provide answers to the research problem:
1. How effective are billboard campaigns in raising awareness about the dangers and consequences of cultism among students in Nigerian institutions?
2. To what extent do billboard campaigns influence students' attitudes and behaviors toward cultism?
3. What role do billboards play in supporting and reinforcing the anti-cultism policies of Nigerian universities?
4. How do billboard campaigns foster collaboration between universities, law enforcement, and the wider community in the fight against cultism?
1.5       Significance of the Study
The significance of the study on the impact of billboard anti-cultism campaigns among students of Kwara state university, Malete, lies in its potential contributions to the following areas:
Prevention of Cultism: Cultism is a significant problem in Nigerian tertiary institutions, including Kwara state university, Malete. By investigating the impact of billboard anti-cultism campaigns, the study can provide valuable insights into effective prevention strategies. Understanding the effectiveness of these campaigns can help improve existing measures and develop targeted interventions to discourage students from engaging in cult-related activities.
Student Safety and Well-being: Cultism poses risks to the safety and well-being of students, affecting their academic performance and overall campus environment. The study can shed light on how billboard anti-cultism campaigns influence students’ attitudes and behaviors, potentially leading to a safer and more conducive learning environment at Kwara state university, Malete.
Awareness and Attitude Change: Billboard’s anti-cultism campaigns aim to raise awareness among students about the dangers and consequences of cultism. The study can evaluate the extent to which these campaigns effectively raise awareness and promote a change in students’ attitudes towards cultism. It can also identify specific aspects of the campaigns that resonate with students and contribute to attitude change.
Policy and Intervention Development: The findings of the study can inform policy decisions and interventions targeted at addressing cultism within Kwara state university, Malete. By understanding the impact of billboard anti-cultism campaigns, policymakers and administrators can make informed decisions about the allocation of resources, the development of educational programs, and the implementation of preventive measures.
Generalizability and Replicability: While the study focuses on Kwara state university, Malete, the findings can have broader implications for other tertiary institutions facing similar challenges. The insights gained from this study can serve as a basis for comparative analysis and replication of effective strategies in other educational institutions in Nigeria or even globally.
            Overall, the study’s significance lies in its potential to contribute to the body of knowledge on cultism prevention, student safety, and the effectiveness of billboard anti-cultism campaigns. The findings can guide the development and implementation of evidence-based interventions, fostering a safer and more conducive learning environment for students at Kwara state university, Malete and beyond.
1.6       Scope of the Study    
            The study investigates the impact of billboard anti-cultism campaigns among students was narrowed in scope of Kwara state university, Malete. Thus, the geographical scope of this study shall be within Kwara State. The choice of Kwara state university, Malete students is due to its proximity to the researcher, and inadequate time to study all students in Kwara state among other logistics. However, the demographical variables of students of Kwara state university, Malete were carefully examined before the administration of the data collection instrument (questionnaire).
1.7       Operational Definition of Terms 
Impact: This means the effect or contributions of billboard anti-cultism campaigns in eradicating cultism on the Kwara state university, Malete.    
Billboard Advert: These are various billboards erected on the campus of Kwara state university, Malete with the view to educate and enlighten students to shun cultism and violence.  
Campus Cultism: These are groups of secret people creating some socio vises on campus such as the Eiye, Vikings, Amazons






















CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPTUAL REVIEW
Cultism in Nigerian institutions, particularly in universities and colleges, has become a significant social issue. Cult groups, often associated with violence, intimidation, and illicit activities, have disrupted academic environments and caused fear among students and faculty. In response, various anti-cultism campaigns have been launched to curb the spread of cultism and raise awareness about its harmful consequences. One prominent medium used in these campaigns is the use of billboards, which have played a critical role in spreading anti-cultism messages across campuses and communities. This literature review explores the impact of billboard campaigns on the fight against cultism in Nigerian educational institutions
2.1.1 CONCEPT OF BILLBOARDS IN PUBLIC AWARENESS CAMPAIGNS
Billboards are one of the most widely used traditional advertising methods in Nigeria, with significant potential to raise public awareness. According to Akinmoladun (2015), billboards serve as highly visible and effective mediums for disseminating messages to a broad audience. They are often strategically placed in locations with high foot traffic, such as campuses, roads, and major public spaces, ensuring maximum exposure. In the context of anti-cultism campaigns, billboards are used to communicate the dangers of cultism, encourage students to resist peer pressure, and reinforce the consequences of engaging in cult activities (Ekwunife, 2017). Studies by Igbokwe-Ibeto (2018) indicate that billboard campaigns have been effective in heightening awareness about social issues, including anti-cultism. The visibility and accessibility of billboards make them a unique tool for education, especially in urban areas where many students live and study.
Billboards are a prominent form of outdoor advertising and have become an essential tool in public awareness campaigns, including anti-cultism efforts in Nigerian institutions. A billboard, in the context of an anti-cultism campaign, is typically a large, visually striking poster placed in strategic locations such as university campuses, along major roads, or in public spaces with high foot traffic. These billboards are designed to convey a strong, clear message aimed at educating, influencing, and alerting the public especially students about the dangers of cultism and its detrimental effects on individuals and society.

2.1.2 ENVIRONMENTAL IMPACT OF OUTDOOR ADVERTISEMENT BILLBOARDS AND POSTERS 
Every billboard structure mounted or posters pasted at whatever location has its own potential consequences; either positive or negative. This study by implication shall be looking at the negative consequences in line with town planning practice with particular reference to Calabar. The impact of outdoor advertisement media is not only limited to traffic safety and visual impacts.
i. Visual Distortion: 
There is a general distortion of what would have been a beautiful or aesthetically perceived urban scene due to the indiscriminate mounting of outdoor billboards and posters. The streetscape in particular, is the worst hit by this development. The major streets in the city of Calabar appear dull and unsightly due to the indiscriminate mounting and pasting of posters, especially from the Nigerian made home video film dealers, churches, politicians and other advertisement agencies. These posters and banners are found on walls of residential and public buildings, fences, bust stands, electric poles, kerosene tanks and even previously mounted advertisement boards; helping to cover part of the description on them. Structures with the inscriptions like “Post No Bill”, one still finds them. After a long time, the wear and tear of these posters due to rain and sunlight create unsightly appearance. The sizes, lettering, colors and heights of the billboards are often not in harmony with each other, particularly at road intersections. While some are standing tall and erect, others are either slanting or almost falling off. Also most of them are covering the visibility of others. All these have robbed the streets and the entire built urban environment of their aesthetic quality.
ii. Information Overload: 
Most often the over-concentration or excessive clustering of advertisement media in one location in the study area could lead to information overload. Information overload leads to confusion, disorientation, distortion of reality, extreme irritability and therefore a decrease in the effectiveness of outdoor advertisement messages. 

iii. 	Destruction of a Sense of Place: 
Placeness can be seen as the innate ability of a place or setting to form vivid image in the minds of the observer. The proliferation of outdoor advertising may very easily result in the destruction of a sense of place which may result to loss of placeness with its negative consequences. 
iv. Impact on Traffic Flow and Safety: 
Outdoor advertising media may also impair traffic flow by distracting the attention of motorists. By their very nature outdoor advertisements are designed to pull the eyes of motorists and pedestrians off the road and onto roadside displays. The number and size, written messages, images or colors may be such that are eye-catching nature that they confuse or overawe drivers and even over-ride the messages conveyed by existing traffic signs and signals; thereby concealing their signs and signals. Also, posters and other advertising media displayed on sidewalks force pedestrians onto the roadway and pose serious hazard to pedestrians. Distracting the attention of the motorists and pedestrians has been the main focus of the controversy surrounding traffic flow and safety and outdoor advertising.
v. Devaluation of Property Values and Urban Decay: 
The proliferation of billboards and other signs may result in the devaluation of property values in both residential and public places. Such billboards and signs can be seen as both a symptom and a cause of urban blight. Apart from the issue of proliferation, they lack proper maintenance and by their very nature, after a long time, they loss their aesthetic appeal thereby contributing to urban decay. They also contribute to creating untidy and unsafe environments, especially from street vandals. This in a nutshell, proliferation of outdoor advertisements and posters could devaluate and even degrade the integrity of such places. 
vi. Direct Ecological Impact: 
Although the direct ecological impact of outdoor advertisement media seems insignificant compared to its impact on visual resources, it cannot be completely ignored. Vegetation may be destroyed in the process of erecting billboards structures or in order to improve the visibility of such billboards. Several trees by the roadsides are cut down or trimmed, in order to improve the public views of these billboards. By this, the functional performance of the trees and other roadside plantings will be completely ignored.
2.1.3	KEY CONCEPTS IN THE BILLBOARD-BASED ANTI-CULTISM CAMPAIGN
i. Visual Messaging and Communication Billboards are a visual medium, meaning they rely heavily on imagery, text, and design to communicate their message quickly and effectively. In an anti-cultism campaign, these billboards often feature bold and attention-grabbing visuals (such as images of violence, disrupted student lives, or law enforcement action) alongside direct, concise messages about the dangers of cultism. The messages are typically simple, impactful, and geared towards provoking emotional responses, such as fear, guilt, or empathy, to discourage students from engaging in cult activities.
ii. Public Awareness The primary role of billboards in anti-cultism campaigns is to raise awareness about cultism, its risks, and its consequences. By positioning these billboards in visible, high-traffic areas on and around university campuses, the campaigns aim to ensure that students are constantly exposed to information that challenges the perception of cultism as glamorous or prestigious. These billboards work as educational tools, making students aware of the illegal, violent, and destructive nature of cult groups.
iii. Deterrence and Prevention The goal of anti-cultism billboard campaigns is not only to inform but also to prevent students from joining cult groups. Through powerful visuals and messages, billboards create a deterrent effect. By highlighting the severe consequences of cultism—such as arrest, expulsion from school, and physical harm—billboards seek to discourage students from engaging in cult-related activities or associating with cult members. The fear of legal and social consequences becomes an important psychological barrier to potential recruits.
iv. Reinforcement of Institutional Policies Billboards also serve as a reinforcement of institutional policies against cultism. Universities and other educational institutions in Nigeria often have strict regulations prohibiting cult activities, and billboards serve to communicate these rules to the student body in a public and accessible way. They act as a visual reminder that the institution is committed to maintaining a safe and secure environment free from cult influence, signaling to students that cultism is not tolerated.
v. Promotion of a Safer Campus Environment By constantly reminding students about the dangers of cultism, billboards aim to foster a safer and more peaceful campus environment. Anti-cultism billboards contribute to shaping campus culture by promoting values such as non-violence, respect, and academic focus. They encourage students to prioritize their education and well-being over the allure of gang-based violence and criminal activities. Additionally, the collective visibility of these billboards on campuses can serve to normalize anti-cultism sentiments, further reducing the cultural acceptance of cult groups.
vi. Collaboration with Other Anti-Cultism Efforts The effectiveness of billboard campaigns is enhanced when they are part of a broader, coordinated strategy involving universities, law enforcement agencies, student organizations, and NGOs. In this context, billboards often complement other educational programs, security measures, and counseling services designed to address the root causes of cultism and offer alternative forms of support to at-risk students. Billboards can thus serve as one of many integrated tools in the fight against cultism, helping to create a united front against campus violence and illegal cult activities.
vii. Reinforcing Social Norms and Values Billboards in anti-cultism campaigns also work to reinforce positive social norms. By constantly presenting the dangers of cultism and promoting ethical behavior, these campaigns aim to change the collective mindset of the student body. They emphasize values such as peace, unity, and academic achievement, while positioning cultism as a destructive force that goes against the fabric of academic and social success. Through repeated exposure, these messages can shape the attitudes of students and promote a culture of non-violence and mutual respect.
2.2	THEORETICAL FRAMEWORK
In examining the impact of billboards on anti-cultism campaigns in Nigerian institutions, several communication and psychological theories can provide a strong theoretical basis for understanding how billboards influence awareness, attitudes, and behavior. Below is the key theoretical frameworks that can be used to explore the role of billboards in such campaigns:
Agenda-Setting Theory
Theory Overview: The Agenda-Setting Theory, proposed by McCombs and Shaw (1972), posits that the media has the power to influence the salience of topics in the public agenda. Essentially, the media doesn't tell people what to think but rather what to think about. Through repeated exposure to certain issues, the media (and other communication channels) can shape public discourse and perceptions.
Application to Anti-Cultism Billboard Campaigns:
· Billboards act as a medium that sets the agenda in the context of anti-cultism, as they focus attention on the problem of cultism and make it a more prominent issue in the minds of students. By placing billboards on campus and in surrounding areas, the campaign ensures that cultism remains a key topic of discussion and concern.
· The framing of cultism in these campaigns (such as portraying it as dangerous, illegal, and detrimental to students' futures) influences how students perceive the issue, contributing to the normalization of anti-cultism sentiments.
In this way, billboards serve to prioritize anti-cultism as an issue worthy of attention, which can contribute to broader social change.
Social Cognitive Theory (SCT)
SCT emphasizes the interplay between personal factors, environmental influences, and behavior. Key concepts include:
· Observational Learning: People can learn behaviors by observing others, including anti-cultism behaviors depicted on billboards.
· Self-Efficacy: Messages on billboards can boost confidence in the ability to resist cultism.
· Outcome Expectations: Highlighting the negative consequences of cultism and the benefits of avoiding it can shape behavior.
Application:
Billboards depicting role models or scenarios that demonstrate the positive outcomes of avoiding cultism can reinforce desirable behaviors.
2.3    REVIEW OF RELATED STUDIES
The issue of cultism in Nigerian institutions has garnered significant attention from scholars, policymakers, and the public due to its negative impact on campus life, student safety, and academic performance. Billboards, as a medium of mass communication, have been increasingly utilized to raise awareness about the dangers of cultism, discourage student involvement in cult activities, and reinforce institutional policies. Below is a review of related studies focusing on the use of billboards in anti-cultism campaigns in Nigerian universities and colleges.
Study: "The Role of Billboards in Raising Awareness of Social Issues Among Nigerian Youth" Author(s): Olayiwola, F., & Agunbiade, D. (2018)
· Focus: This study explored the role of billboards in increasing public awareness on various social issues, including cultism, in Nigerian urban centers and educational institutions.
· Findings: The study found that billboards are effective in reaching large audiences, particularly in urban areas where students and the general public are frequently exposed to them. The study highlighted that while billboards effectively raise awareness of cultism, the depth of understanding about the dangers of cultism depends on the clarity and directness of the message presented.
· Conclusion: The study suggested that for billboards to be more impactful in anti-cultism campaigns, they should not only provide visual cues but also contain simple yet informative text that educates students on both the consequences and preventive measures.
Study: "The Impact of Outdoor Advertising on Youth Attitudes Toward Social Issues: A Case Study of Anti-Cultism Billboards"Author(s): Akinwunmi, A. (2017)
· Focus: This research investigated how outdoor advertising, specifically billboards, affected Nigerian youth's attitudes toward cultism.
· Findings: The study concluded that billboards had a moderate impact on changing students’ attitudes towards cultism. While billboards made students more aware of the issue, the study also found that they were most effective when complemented by other forms of media such as workshops, seminars, and peer influence.
· Conclusion: The study recommended a more integrated approach, combining billboards with digital platforms and student-oriented outreach programs to enhance their effectiveness in combating cultism on campuses.
Study: "Visual Communication and Student Behavior: The Role of Billboards in Cultism Awareness" Author(s): Ojo, L., & Bakare, O. (2016)
· Focus: This study focused on how the visual design of billboards influences students' emotions and behaviors in relation to anti-cultism messages.
· Findings: The study showed that the most successful anti-cultism billboard campaigns employed strong visual imagery (such as pictures of violence, police raids, and academic failure) to elicit strong emotional reactions. These reactions, particularly fear and guilt, led to increased discussions about cultism among students and were associated with a reduction in cult-related activities on campus.
· Conclusion: The researchers suggested that to enhance the effectiveness of billboards, the emotional appeal of images should be used carefully to provoke reflection without causing undue distress, while maintaining a focus on informative content that empowers students to avoid cultism.
Study: "Affective Impact of Billboards on Student Decision-Making: Evidence from Nigerian Universities" Author(s): Nwoye, S. (2019)
· Focus: This study looked at how different billboard campaigns, using emotional and rational appeals, affected students’ decision-making processes regarding cultism.
· Findings: The study found that billboards that combined both emotional appeals (e.g., shocking visuals) and rational information (e.g., legal consequences, academic risks) had a more substantial effect on students' decision-making. This combination made students reconsider the risks associated with joining cults and encouraged a more cautious approach.
· Conclusion: It was recommended that anti-cultism billboard campaigns incorporate both emotional and logical elements to maximize their impact. Furthermore, there was an emphasis on the importance of strategic placement and timing of billboard messages to align with critical periods such as orientation week and exam periods.
Study: "The Role of Universities in Combating Cultism Through Public Campaigns" Author(s): Olamide, A. & Okojie, D. (2021)
· Focus: This research assessed the role of Nigerian universities in curbing cultism through collaborative efforts with external organizations and the use of mass media, including billboards.
· Findings: The study found that when universities partnered with law enforcement agencies, government bodies, and non-governmental organizations (NGOs) in anti-cultism campaigns, billboards became a critical tool for promoting safety on campus. Collaborative campaigns that involved billboards, radio programs, and seminars were most effective in creating a well-rounded anti-cultism message.
· Conclusion: The study highlighted the importance of university support for billboard campaigns, particularly in terms of funding, content creation, and strategic placements on and around campuses to maximize visibility.
Study: "Campus-Based Anti-Cultism Strategies in Nigerian Universities: The Role of Billboards in Policy Enforcement" Author(s): Akpan, T., & Ijoma, M. (2020)
· Focus: The research examined the integration of billboards in broader anti-cultism policies in Nigerian institutions.
· Findings: The research suggested that billboards were an essential visual reinforcement of university policies on cultism. They acted as constant reminders of institutional rules and the consequences of engaging in cult activities. However, the study also pointed out that the effectiveness of billboards was diminished when students were not actively involved in the creation of these messages or when the messages were perceived as top-down rather than community-driven.
· Conclusion: The study recommended that universities involve students in the process of designing anti-cultism campaigns, including billboards, to make the messages more relatable and impactful. Student involvement also helps to foster a sense of ownership and responsibility in preventing cultism on campus.
Study: "Evaluating the Effectiveness of Anti-Cultism Billboards in Nigerian Campuses: A Critical Assessment" Author(s): Ibrahim, M. & Chinedu, O. (2022)
· Focus: This study critically assessed the effectiveness of anti-cultism billboards in Nigerian universities.
· Findings: The study identified several challenges associated with billboard campaigns, including insufficient funding, inadequate message targeting, and the limited lifespan of billboards. Additionally, the study noted that while billboards were effective in raising awareness, they often failed to engage students at a deeper level, particularly those already involved in cultism.
· Conclusion: The researchers suggested that for billboard campaigns to have lasting impact, there should be a continuous evaluation of their effectiveness, with adjustments made based on feedback from students and campus communities. They also called for a more holistic approach, combining billboards with counseling services, peer education, and social media campaigns.


CHAPTER THREE
RESEARCH METHODOLOGY
3.0	Introduction
This chapter presents the method and techniques that will be employed to collect and analyze data on Impact of Billboard on Anti-Cultism Campaign in Nigeria Institution in Kwara State University students to be precise. This chapter will cover the following:  research design, location of study, study population, sampling technique, method of data collection and methods of data analysis.
3.1 RESEARCH DESIGN 
Research design is a complete scheme that summarizes how a research enterprise will be accomplished with minimum problems. Hence, a research design essentially maps out the plan, the structures and strategies of a scientific investigation to ensure that a study completely achieve its set objectives. for the purpose of this study, the Cross-sectional survey research method will be adopted for the purpose of this study. The method is found to be appropriate for this study because it is suitable for a research with both small and large population. Sulaiman (2022) stated that survey research method allows the researcher to gather data from the respondents who constitutes sample of the study. he stated that, the purpose of survey is not only the collection of data but the discovery of meaning in the data collected, so that facts and events can be better understand, interpreted and explained.
3.2 POPULATION OF THE STUDY
The population of this study shall comprise of male and female students in various institute at Kwara State University main campus. This is because they are central to the issue under investigation. Hence, they will be able to have some information useful to the researcher in line with the objectives of the study.
3.3	INSTRUMENTATION
The questionnaire, interview and personal observation will be used for the collection of the data. The instrument used for the collection of data are meant for Kwara State University as a case study of the research
3.4 SAMPLE SIZE AND SAMPLING TECHNIQUE
	A multi-stage cluster sampling procedure shall be used to select Two Faculties (2) in Kwara State University, Main Campus, namely; Faculty of Information Communication Technology and Faculty of Management and Social Sciences. The areas of study are chosen because there is the availability of male students that are liable of experiencing Cultism challenges. Out of the two (2) Faculty, fifty (50) students will also be selected respectively from each of the two selected institute This is because the numbers of respondents were sufficient enough to enable the researcher to compile questionnaire for this study.
3.5	VALIDITY AND RELIABILITY OF THE INSTRUMENT
The concurrent validity method will be used to ensure that the instrument measured what they are expected to measure
	The instruments used are valid because it enables the researcher to obtain quick and accurate information data.
	The instrument will make straight effort to reach the selected group and the sample member will be given the required information needed for concrete conclusion of the research work.  
3.6 METHOD OF DATA COLLECTION
The method of data collection for this study shall be the quantitative and qualitative methods. For the quantitative method, the instrument that will be used to collect information will be the questionnaire, which is one of the primary sources of data.
 The total of one hundred (100) questionnaires will be administered to the students in the various faculties. The structured questionnaire would comprise of both open and close-ended questions in order to cover the demographic data of the respondents as well as the objectives of the study. The questionnaire is closed-ended and a few open-ended designed by the researcher basically on the topic of the study. In closed-ended questions, the respondents will be given alternative options to each question which will cover the complete range of probable responses from which they are to choose. While the open–ended questions will allow the respondents the choice to express his/herself as pleases without being restricted to choosing from a number of options.
In-dept-interview
	In-dept interview (IDIs) refers to unstructured, direct, personal interview in which a single respondent probed by a highly skilled interviewer to uncover underlying motivations, beliefs, attitude, and feelings on a topic. In dept interview are more flexible than any other research method. They can be used to ask people about their past attitudes, their past, present and future behavior, their motives, feelings and other emotions that can observed directly. In-depth interview explores each question and issue in as much depth a superficially as they wish (Haralambos and Holborn, cited in Muhammad Z., 2020). With the use of in-dept- interview, the lecturers, student affairs and security officers shall be at liberty to express their feelings in a more accurate and simplified manner. The interviews for this study shall be done with a tape recorder to record the conversation on every session of the in-depth interview in order to avoid loss of information.
3.7	METHOD OF DATA ANALYSIS
The simple proportion and percentage method of data analysis will be adopted and for easy application and understanding the work will be analyzed by using these methods. The statistical method will be equally adopted as a result of the fact that the population and samples were not too large. But it is viewed that the method will be accurate in the analysis and presentation of data obtained.



CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 Data Presentation
	The study sets out to analyze the “THE IMPACT OF BILLBOARD ON ANTICULTISM CAMPAIGN IN NIGERIAN HIGHER INSTITUTIONS (A CASE STUDY OF KWARA STATE UNIVERSITY MALETE)".
	To carry out the study 100 students of Kwara State Polytechnic students were sampled randomly and questionnaire containing relevant questions were administered by the researchers to acquire useable data.  
	This chapter deals with the analysis of data obtained from the field work through the questionnaire.
	Each question on the questionnaire would be presented in separate table and analyzed for each comprehension  
ANALYSIS OF RESPONDENT DEMOGRAPHICS
SECTION A
TABLE 1- DISTRIBUTION OF RESPONDENTS BY SEX
	S/N
	Sex
	No. of Respondents
	Percentages %

	
	
	
	

	1
	Male
	46
	46%

	
	
	
	

	2
	Female
	54
	54%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Sources: Field Work 2025 
The table above shows that 46 respondents representing (46%) are Males while 54 of the representing (54%) are females.




TABLE 2: AGE RANGE OF RESPONDENTS
	S/N
	Age
	
	No. of Respondents
	Percentages %

	
	
	
	
	

	1
	Below 20
	
	5
	5%

	
	
	
	
	

	2.
	21-30
	
	77
	77%

	
	
	
	
	

	3.
	31-40
	
	16
	16%

	
	
	
	
	

	4.
	41 above
	
	2
	2%

	
	
	
	
	

	6.
	Total
	
	100
	100%

	
	
	
	
	


Sources: Field Work 2025 
	The above table shows the distribution of the respondents by age. It states that 5 respondents representing (5%) are within age range of 16-20, 77 representing (77%) are representing the age range of 21-30, 16 representing (16%) are representing the age range of 31-40 while 16 representing (2%) are representing the age range of 2 above


TABLE 3: DISTRIBUTION OF RESPONDENTS BY EDUCATIONAL 
	S/N
	Educational Level
	No. of Respondents
	Percentages %

	
	
	
	

	1
	SSCE
	1
	1%

	
	
	
	

	2
	NCE/ND
	24
	24%

	
	
	
	

	3
	HND/BSC
	67
	67%

	
	
	
	

	4
	POST DEGREE
	8
	8%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025
	The above table shows the distribution of respondents by educational qualification, 1 respondents (1%) is SSCE holders, 24 respondents (24%) are ND/NCE holders, 67 respondents (67%) are HND/BSC holder while 8 respondents (8%) are PGD holder.


TABLE 4: DISTRIBUTIONOF RESPONDENTS BY RELIGION
	S/N
	OCCUPATION
	No. of Respondents
	Percentages %

	
	
	
	

	1
	ISLAM
	24
	24%

	
	
	
	

	2
	CHRISTIAN
	71
	71%

	
	
	
	

	3
	TRADITIONAL
	5
	5%

	
	
	
	

	4
	TOTAL
	100
	100
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Source: Field Work 2025 
	The above table shows the distribution of respondents by religion 24 respondents representing (24%) are Islam, 71 respondents representing (71%) are Christian while 5 respondents representing (5%) are Traditional.


TABLE 5: DISTRIBUTIONOF RESPONDENTS BY OCCUPATION
	S/N
	OCCUPATION
	No. of Respondents
	Percentages %

	
	
	
	

	1
	STUDENTS
	52
	52%

	
	
	
	

	2
	BUSINESS PERSON
	22
	22%

	
	
	
	

	3
	CIVIL SERVANT
	26
	26%

	
	
	
	

	4
	TOTAL
	100
	100



Source: Field Work 2025
	The above table shows the distribution of respondents by occupation. 52 respondents representing (52%) are students, 22 respondents representing (22%) are business persons and 26 respondent representing (26%) are civil servants.

TABLE 6: DISTRIBUTIONOF RESPONDENTS BY MARITAL
	S/N
	OCCUPATION
	No. of Respondents
	Percentages %

	
	
	
	

	1
	SINGLE
	66
	66%

	
	
	
	

	2
	MARRIED
	29
	29%

	
	
	
	

	3
	  DIVORCE
	5
	5%

	4
	WIDOW/WIDOWER
	-
	-

	5
	SEPERATED
	-
	-

	6
	TOTAL
	100
	100



Source: Field Work 2025
	The above table shows the distribution of respondents by Marital. 66 respondents representing (66%) are single, 2 respondents representing (29%) are married while 5 respondents representing (5%) are Divorce.

TABLE 7
[bookmark: page59]MESSAGES ON THE BILLBOARDS ARE EFFECTIVE IN DISCOURAGING STUDENTS AGAINST CULTISM?
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	41
	41%

	
	
	
	

	2.
	Agree
	49
	49%

	
	
	
	

	3.
	Neutral
	9
	9%

	
	
	
	

	4.
	Disagree
	1
	1%

	
	
	
	

	5.
	Strongly Disagree
	-
	-

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025
The table shows that 41 respondents which made up 41% strongly agreed, those who agree with this claim made up 49% which is 49 respondents, those who disagree made up 1% which is 1 respondents, while those with neutral opinion made up 9% which is 9 respondents.
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TABLE 8
BILLBOARDS ARE MORE EFFECTIVE THAN OTHER FORMS OF ANTI-CULTISM CAMPAIGNS?
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	34
	34%

	
	
	
	

	2.
	Agree
	50
	50%

	
	
	
	

	3.
	Neutral
	13
	13%

	
	
	
	

	4.
	Disagree
	3
	3%

	
	
	
	

	5.
	Strongly Disagree
	-
	-%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025
The table shows 34 respondents representing (34%) strongly agreed, 50 respondent representing (50%) agree, 13 respondent representing (13%) are Neutral, 3 respondents representing (3%) disagree.





TABLE 9
MOST STUDENTS JOINED CULTISM BECAUSE OF LACK OF AWARENESS ON CAMPAIGN ON ANTI-CULTISM?
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	38
	238%

	
	
	
	

	2.
	Agree
	52
	52%

	
	
	
	

	3.
	Neutral
	5
	5%

	
	
	
	

	4.
	Disagree
	-
	-

	
	
	
	

	5.
	Strongly Disagree
	5
	5%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025
The table shows 38 respondents representing (38%) strongly agreed that social media can be used to grow business, 52 respondents representing (52%) agreed, 5 respondent representing (5%) are Neutral, while 5 respondents representing (5%) Strongly disagree.



TABLE 10
CLEAR AND UNDERSTANDABLE ARE THE MESSAGES ON THE ANTI-CULTISM BILLBOARDS?
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	32
	32%

	
	
	
	

	2.
	Agree
	25
	25%

	
	
	
	

	3.
	Neutral
	16
	16%

	
	
	
	

	4.
	Disagree
	16
	16%

	
	
	
	

	5.
	Strongly Disagree
	11
	11%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025
The table shows 32 respondents representing (32%) strongly agreed, 25 respondents representing (25%) agreed, 16 respondent representing (16%) are Neutral, 16 respondents representing (16%) disagree while 11 respondents representing (11%) Strongly disagree.
.


[bookmark: page62]TABLE 11
MANY STUDENTS HAVE BEEN CONFUSED OR MISLED TO JOIN CULTISM DUE TO LACK OF ANTI-CULTISM CAMPAIGN
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	21
	21%

	
	
	
	

	2.
	Agree
	21
	21%

	
	
	
	

	3.
	Neutral
	24
	24%

	
	
	
	

	4.
	Disagree
	21
	21%

	
	
	
	

	5.
	Strongly Disagree
	13
	13%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025 
	 The table shows 21 respondents representing (21%) strongly agreed, 21 respondents representing (21%) agreed, 24 respondent representing (24%) are Neutral, 21 respondents representing (21%) disagree while 13 respondents representing (13%) Strongly disagree.
.



TABLE 12
ORIENTATION PROGRAMS SHOULD BE HELD WITHIN ALL FRESH STUDENTS IN THE INSTITUTION FOR EFFECTIVE IN FIGHTING CULTISM?
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	29
	29%

	
	
	
	

	2.
	Agree
	34
	34%

	
	
	
	

	3.
	Neutral
	24
	24%

	
	
	
	

	4.
	Disagree
	8
	8%

	
	
	
	

	5.
	Strongly Disagree
	5
	5%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025 
The table shows 29 respondents representing (29%) strongly agreed, 34 respondents representing (34%) agreed, 24 respondent representing (24%) are Neutral, 8 respondents representing (8%) disagree while 5 respondents representing (5%) Strongly disagree.
.


TABLE 13
STUDENTS JOIN CULTISM DUE TO INFLUENCE OF PEER PRESSURE AMONG OTHER STUDENTS?
	S/N
	Options
	No. of Respondents
	Percentages %
	

	
	
	
	
	

	1.
	Strongly Agree
	24
	24%
	

	
	
	
	
	

	2.
	Agree
	28
	28%
	

	
	
	
	
	

	3.
	Neutral
	23
	23%
	

	
	
	
	
	

	4.
	Disagree
	13
	13%
	

	
	
	
	
	

	5.
	Strongly Disagree
	12
	12%
	

	
	
	
	
	

	
	Total
	100
	100
	

	
	
	
	
	


Source: Field Work 2025
The table shows 24 respondents representing (24%) strongly agreed, 28 respondents representing (28%) agreed, 23 respondent representing (23%) are Neutral, 13 respondents representing (13%) disagree while 12 respondents representing (12%) Strongly disagree.




TABLE 14
ANTI-CULTISM CAMPAIGN CAN REDUCE UNTIMELY DEATH AMONG STUDENTS

	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	25
	25%

	
	
	
	

	2.
	Agree
	25
	25%

	
	
	
	

	3.
	Neutral
	24
	24%

	
	
	
	

	4.
	Disagree
	17
	17%

	
	
	
	

	5.
	Strongly Disagree
	9
	9%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025 
The table shows 25 respondents representing (25%) strongly agreed, 25 respondents representing (25%) agreed, 24 respondent representing (24%) are Neutral, 17 respondents representing (17%) disagree while 9 respondents representing (9%) Strongly Disagree.




4.2 ANALYSIS OF RESEARCH QUESTIONS
Research Question 1: 
How effective are billboard campaigns in raising awareness about the dangers and consequences of cultism among students in Nigerian institutions?
In the cause of the study, in answering these questions, it was encapsulated in The table shows 38 respondents representing (38%) strongly agreed that social media can be used to grow business, 52 respondents representing (52%) agreed, 5 respondent representing (5%) are Neutral, while 5 respondents representing (5%) Strongly disagree.
This entails that majority of students are aware of the dangers of cultism through the effective of billboard
Research Question 2: 
To what extent do billboard campaigns influence students' attitudes and behaviors toward cultism?
The question is being answered in table 14, which shows 25 respondents representing (25%) strongly agreed, 25 respondents representing (25%) agreed, 24 respondent representing (24%) are Neutral, 17 respondents representing (17%) disagree while 9 respondents representing (9%) Strongly Disagree.
4.3	DISCUSSION ON FINDINGS
The findings showed that billboards play a significant role in raising awareness among students about the dangers of cultism. A majority of respondents agreed that they had seen anti-cultism messages on billboards within or around their campus and that the messages were often clear, bold, and impactful. This confirms that billboards are an effective medium for visibility and message dissemination, especially in locations with high student traffic.
The visual appeal, strategic placement, and frequency of billboard messages help keep the anti-cultism campaign alive in the minds of students. This supports the communication theory of reinforcement, where repeated messages lead to attitude and behavioral change.
Billboards are not only raising awareness but are also influencing students’ decisions. This aligns with the Persuasion Theory, which posits that well-crafted messages can lead to a change in attitude and eventually behavior, especially when targeted at a vulnerable population like youths in higher institutions.
Findings revealed that the location of billboards significantly impacts their effectiveness. Respondents agreed that billboards placed at school entrances, lecture halls, hostels, and major roads are more likely to be seen and remembered. Strategic positioning increases the chances of students encountering the message multiple times, which boosts message retention. This supports the principle of media reach and frequency in mass communication.
Some respondents noted that while billboards are helpful, their impact can be limited by several factors including poor maintenance, outdated content, and insufficient distribution across campuses. Additionally, a few respondents mentioned that billboards alone may not be enough to completely eradicate cultism without enforcement and other media support. This finding suggests that billboard campaigns should be part of a broader anticultism strategy that includes counseling, seminars, social media engagement, and law enforcement. Relying solely on billboards may limit the scope and effectiveness of the campaign. Billboards serve best as awareness tools but are less effective for two-way communication or in-depth education. This highlights the need for media integration and a multi-channel approach in combating cultism in higher institutions.



CHAPTER FIVE
SUMMARY, RECOMMEDNATION AND CONCLUSION
5.1	 SUMAMRY 
This study examined the effectiveness of billboards as a tool in the campaign against cultism in Nigerian higher institutions. The research aimed to determine how well billboard messages raise awareness, influence student attitudes, and contribute to the reduction of cult-related activities on campuses.
Findings revealed that billboards are a powerful medium for disseminating anti-cultism messages due to their visibility, strategic placement, and repeated exposure. Most students acknowledged seeing billboard messages warning against cultism and agreed that such messages helped shape their perceptions and discourage involvement in cult activities.
However, while billboards were recognized for their role in creating awareness, the study also highlighted limitations such as poor maintenance, outdated messages, and lack of interactivity. Additionally, respondents emphasized that billboards alone may not be sufficient to tackle cultism unless supported by other forms of communication and enforcement measures.
5.2	 CONCLUSION 
Based on the findings of this study, it is evident that billboards have a significant impact on the anticultism campaign in Nigerian higher institutions. The visibility and strategic placement of these billboards contribute greatly to raising awareness about the dangers of cultism among students. Many students have become more conscious of the consequences of cult-related activities through consistent exposure to bold and direct messages displayed on campus and its surroundings. The study concludes that billboard campaigns are effective in sensitizing students, shaping their attitudes, and discouraging involvement in cultism. However, their effectiveness can be limited if they are not properly maintained or updated regularly. Furthermore, while billboards are helpful for passive awareness, they lack interactivity and should not be relied upon in isolation. For billboard campaigns to yield maximum results, they should be combined with other communication efforts such as seminars, peer education programs, radio jingles, social media campaigns, and active law enforcement. A multi-channel approach will not only enhance message penetration but also provide a more comprehensive strategy for addressing cultism in Nigerian higher institutions.

 5.3	RECOMMENDATION
Based on the findings and conclusion of this study, the following recommendations are made to improve the effectiveness of billboard campaigns in the fight against cultism:
1. Regular Update of Billboard Content: Authorities and stakeholders should ensure that the messages on billboards are updated regularly to reflect current realities and maintain student interest. Outdated or repetitive messages may reduce their effectiveness.
2. Strategic Placement of Billboards: Billboards should be placed in high-traffic areas such as campus entrances, lecture halls, hostels, cafeterias, and recreational centers to ensure maximum visibility to the student population.
3. Use of Creative and Appealing Designs: The design of billboard messages should be eye-catching, youth-friendly, and message-focused. Use of compelling graphics, slogans, and relatable language can improve engagement and retention.
4. Integration with Other Media Platforms:To enhance reach and effectiveness, billboard campaigns should be supported by other media such as radio, social media, seminars, and workshops. This integrated approach will ensure a wider and more interactive communication strategy.
By implementing these recommendations, billboards can serve as a more effective communication tool in the ongoing efforts to eradicate cultism from Nigerian higher institutions.
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