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Introduction 
1.1	Background to the Study 
The use of billboard in advertising has become part of the political culture of most democracies and Nigeria  as  a  democratic  nation  is  not  left  out.  Billboard  usage  has been in existence for some decades now. “Before the arrival of automobiles primitive. Models of billboards were  occasionally employed  to  inform people travelling on foot, horseback that an inn can be found ahead within a particular distance (Ezegwu and Nwankwo, 2013, p.194).
The outdoor advertising medium came into existence in 3200 BC as a means of communication by the Egyptians (Bidemi, 1999, p.136). Bovee and Arens (1994) posit that “outdoor advertising is the oldest form of advertisement and a medium with high impact rate. It attracts attention to itself through location, colour and boldness of its copy”. Billboards advertising relates to the usage of signs along the roadways for the purpose of advertising and promoting a range of products and services.
Billboards advertisement is designed to catch a person’s attention and  create  a memorable impression very quickly. They have to be readable in a very  short  time because they are usually read while  passing  at  high  speeds.  Thus,  there  are  usually only few words, in large print and arresting images in brilliant colour. If strategically placed, a motorist or pedestrian can absorb an  important  message  in a  twinkle  of  an eye. It goes a long way to persuade the masses into  voting  for a particular candidate during electioneering campaign. It is  not  surprising  while  many  politicians  employed the billboard during the 2015 general election in Nigeria.
In fact, it has become a common trend in contemporary Nigerian society for people, marketers/advertisers and politicians to use billboards in showcasing one thing or the other. 
1.2	Statement of the Problem
Billboards have become veritable tools for political campaigns. During the presidential election in Nigeria, political parties, political candidates, and other individuals made use of billboards to sell their parties and the candidates on their platform. In some parts of Nigeria and kwara state, ilorin most of the political parties and their candidates erected billboards at the various parts of the state. They were designed to in public’s attention to different campaigner’s messages.   
1.3	Objectives of the Study
This study was based on the following objectives:
i. To find out if the electorate in Kwara State were influenced by their exposure to the billboard adverts or Goodluck Jonathan and Muhammadu Buhari.
ii. To find out which of the billboards message these respondents recall more than the other.
iii. To determine which of the billboards the respondents prefer to the other.
iv. To ascertain the electorates level of exposure to preferred billboard adverts and respondents choice of candidates in the election.


1.4	Research Questions	
The study was based on the following research Questions:
i. Was the voting decision by the electorate in kwara state State influenced by the billboard adverts of Jonathan and Buhari?
ii. Which of the billboards message content between Jonathan and Buhari were recalled by these respondents?
iii. Which of the billboards did the respondents prefer to the other?
iv. What is the electorates’ level of exposure to Jonathan and Buhari adverts?
v. Is there a significant relationship between  exposure  to  preferred  billboard adverts and these respondents choice of candidate in the election?
1.5       Significance of the Study
            The significance of this research aims at revealing to advertising practitioners, advertisers, corporate organizations, advertising agencies, political parties, aspirants, electoral bodies, NOA, Security operatives and other stakeholders at large on the influence of billboards on political campaigns and mobilization.           
            The research will therefore have significance on the way the various groups and party view this tool and help them understand whether to keep investing in this or devise another strategy to go about the advertisement.
            It will assist students of mass communication, advertising, marketing and other related fields to understand the concept of advertising and particularly the potential of billboard and outdoor media as a prominent advertising channel to reach millions of people especially in the cities and rural areas. 
            However, the study will also be relevant to researchers, academicians and those who want to engage in similar research in the future. This will invariably allow such researchers to pinpoint the weak area(s) of the work and at the same time make a correction(s) for the purpose of future research. Media organisations, advertising agency and others will know what is expected of them by their clients and how to design, strategies and tactical in showcasing billboards.
1.6          Scope of the Study
            The study has been limited to the influence of billboard advertisement on electorates choice of candidate. The Unilorin Community is selected due to the proximity, time, geographical locations, fund and other logistics. The work is going to be conducted between the period of February to July, 2022. 
1.7        Definition of Terms              
There are some outstanding terms in this work with their appropriate definitions given.
Influence:  It is the impact or contribution to the advertisement on electorates choice of Candidate and awareness.
Billboard: This is a form of public placement of political advert content usually in a strategically located wall or board designed for that purpose in kwara state.
Advertisement: is a form of campaigning that allows candidates to directly convey their message to voters and influence the political debate.
Political campaign: It refers to the means through which voters and supporters are mobilized, sensitized and informed about a party or candidate.
Electorate: it simply refers to voters who participate in the 2018 general election.
Voting behaviour: This means the electorate mind set to choose a political representative.
Election: this is the act of choosing or selecting people into political positions usually through a ballot.














CHAPTER TWO
LITERATURE REVIEW
2.1	 Theoretical Framework
The purpose of the theoretical framework is to present extant theories that can aptly provide a foundation for the subject matter by showing the relationships that exist between variables of interest in a study. Theories provide theoretical foundations for understanding, planning, analysing, and designing methods to examine relationships among variables and the choice of any theory depends on its relevance, ease of application, and explanatory power. Thus, this section focuses on the specific viewpoints that have contributed to shaping the premise and conduct of this study.
2.1.1 Relationship Marketing Theory
Kotler and Armstrong (2012) see relationship marketing theory as an overall process of building and maintaining profitable customer relationships by delivering superior customer value and satisfaction. Relationship marketing theory is a multi- functional and integrative approach which views marketing as an integrative activity involving functions across the organisation, with emphasis on facilitating, building
2.1.2 Propaganda Theory
Propaganda is written or oral information which deliberately seeks to influence and/ or manipulate the opinions and attitudes of a given target group (Shultz and Godson, 1986).
Propaganda, in the view of Worlu (2010), is described as a hate word, an interest- driven, rational, and strategic minded activity in the promotion of a view point. In this connection, the definitional concern is mainly with political intrigues conducted as psychological warfare which entails all efforts to shape the opinions and attitudes of target populations through both propaganda and systematic concerns of apparent destabilization. From the above, one can deduce that propaganda is a process of manipulating other people’s beliefs, attitudes, or actions through the usage of symbols such as words, gestures, banners, movements, music, clothing, insignia, hairstyles, designs on coins and postage stamps. The fact that propaganda relies heavily on manipulation of people’s beliefs and actions, it makes it different from casual conversation or the free and easy exchange of ideas. The propagandists usually have specified goals and to achieve these goals, they deliberately select facts and arguments and present them in ways they think will have the most effect. In most cases, a propagandist may omit pertinent facts or distort them, and he may try to divert the attention of the reactors from everything in order to maximise its effect.
However, Taylor (1990) cautioned that propaganda cannot be said to be bad or good. He maintained that the most important thing is how it is utilised or exploited, that is, the consequences of its usage could either be bad or good. This is why Bernays (2005) pointed out that propaganda could be abused if it was used to over-advertise an institution or to create an artificial value in the minds of the public or when it contains a heavy emphasis on the benefits and qualities of one idea or group while simultaneously distorting the truth or suppressing the counter-argument. It was on the basis of this argument that Bannon (2005) concludes that there is need to take a deontological (intentions-based) and a teleological (consequences) perspective in the usage of propaganda.
The study, therefore, adopts relationship marketing theory because it makes a lot of senses in that it is much more efficient to build a long-term relationship with a customer (an electorate) than to pursue individual potentially unrelated exchange. The 

theory takes marketing concept a step further by adding the time dimension to the notion of the ‘customer is the king.’ As a result of this, relationship marketing theory seems to be a promising way to a competitive advantage in election process in developed and developing democracies. 
2.2	CONCEPTUAL FRAMEWORK 
2.2.1	Concept of Billboard Advertisement  
	Billboard advertisement is advertising displaying s placed on elevated boards that are typically roadside and visible to motorists and pedestrians .
	Get static (printed) and Digital/ Videos/LED billboard advertising in over 300 cities across the united states with a single billboard advertising company.
	Although digital billboard industry, static billboards have  greater numerosity. The construction of new billboard locations is prohibited in most cities in united states, thereby making the existing billboard s and locations all the more valuable. Despite this fact, billboard rental rates remain competitively price.
	Advertisers that use billboard media typically calculate the rent, a billboard cost per thousand (CPM) by dividing the monthly billboard advertising costs by the monthly gross impressions (which are first divided by 1,000)   
2.2.2	Political Advertising 
Political advertising as defined by McNair (2003), is the purchase and use of advertising space, paid for at commercial rates, in order to transmit political messages to a mass audience. It is the use of various mass media to disclose the intentions of political aspirants to get elected into government. Irrespective of the level of election (federal, state, or local), politicians engage the use of political advertising to reinforce their chances of emerging victorious at the polls. These advert messages are disseminated via print media such as: newspaper tabloids, magazines, handbills, flyers, posters placed at points were pedestrians can site them, outdoor media such as billboards for the viewing of commuters, Radio jungles, television adverts, bulk SMS, and the internet.
The internet has become a major platform for political advertising through: emailing, Pop-Up adverts, and social media: Youtube, and Facebook. It has revolutionised the electoral process around the world by increasing political awareness and amplifying the right of speech. It also serves as a more participatory source of communication which makes the political process more democratic and less elitist (Aronson, 2011). Although political advert messages are targeted at media audiences of voting age (18 years and above), it is designed to appeal to every strata of audience. This is because there are people who are not eligible to vote but have the ability to inform the voting decision of electorates. Presently, the audience of political advertising stands at 68,833,476 registered Nigerians for the 2015 elections, out of which Lagos State leads with 5,822,207 voters (Independent National Electoral Commission, 2015).
Various areas of investigations have been carried out in the past on political advertising. In a survey of which sought to examine the effectiveness of political advertising on Nigerian electorates, using ten of the sixteen councils in kwara State, Olujide, Adeyemi and Gbadeyan(2011), found that 52% of the respondents did not find political advertising believable. This is no surprise as political aspirants often make exaggerated promises of: economic transformation, provision of employment, constant social amenities, security, better health care, free education, benefits for retirees, and a host of other areas of development all of which have been point of political campaign from years, yet no incumbent government has been able to record success in any of these areas of need in Nigeria.
According to Konkwo (2011), political advertising especially through the broadcast media is merely a method of outright deception. The power of the broadcast media is such that politician can capitalise on the use of music and various techniques that easily appeal to the audience to derive a favourable response from the electorates. Edegoh, Ezebuenyi and Asemah (2013),in their study sought to find out if political advertising on television had an influence on the electorates’ preference for an advertised candidate using a sample size of 400 electorates in Anambra State of eastern Nigeria. Majority (79%) of the respondents acknowledged that television is a prominent tool in disseminating political advertising messages and political advertising via television can influence respondents’ preference for advertised candidates.
2.3.1 Review of Related Studies
In a paper work by McNair (2003p.97) on the topic “billboard advertisement” he opines that; “is the purchase and use of advertising space, paid for at commercial rates, in order to transmit political messages to mass audience. It is the use of various mass media to disclose the intentions of political aspirants to get elected into government”.
According to Aronson, 2011 pg.4, it also serves as a more participatory source of communication which makes the political process more democratic and less elitist. 
Review of related study on a survey of which sought to examine the effectiveness of political advertising on Nigerian electorates, using ten of the sixteen councils in Kwara State, OLUJIDE, ADEYEMI AND GBADEYAN 2011, found that 52% of the respondents did not find political advertising believable. 
According to Konkwo (2011), political advertising (especially through the broadcast media) is merely a method is of outright deception that politician can capitalize on the use of music and the power of the broadcast media is such various techniques that easily appeal to the audience to derive a favourable response from the electorates. 
	Diamond and Bates (1992) note that unlike political campaigns in the past, “advances in media technology have streamlined the process, giving candidates more options to reach larger groups of constituents with little effort.”
	Olujide et al., (2010) state that “political advertising is the use of the media by political candidates to increase their exposure to the public”. The authors are of the view that the extensive use of radio and television has supplanted direct appearances on campaign trial which was popularly used by politicians in the past fire decades.
Nworah (2011), further notes that “some of the messages embedded in the campaign showed in the numerous payoff lines chosen for each target audience. “There were such messages as. “The campaign promise is more than a promise.” This is a promise in action”.
However, wactenberg and Brians 1995. Research by Finkel and Grees (1998) on the effects of attack advertisements has also cats doubt on the idea that political messages demobilize the electorate.          












CHAPTER THREE
RESEARCH METHODOLOGY
3.0	Introduction 
In accordance with nature or the kind of information to be gathered for this research work on the role of broadcast media in anti cultism advocacy in Nigeria institution. The survey research method will be adopted for information gathering to put the study in a better light, the most suitable method to be adopted for information gathering  is the survey research methodology.
3.1	Research Method
This research design is import to study the view, attitude, believes, reaction, behavior and opinion of the population on the study without attempting to manipulate any variable. The research study is the influence of billboard advertisement on electorates choice of candidate. 
To examine on the influence of billboard advertisement on electorates choice of candidate. An audience survey will be carried out. This will be done to enable the research discuss findings especially as there is a widespread variables.
This research is aimed to examine the influence of billboard advertisement electorates choice of candidate, for survey research because samples of different opinion of different population that live in Ilorin south would be use.
3.2	Population of the Study
The population of the study is consisted of the respondents of the study are members of Ilorin south community who have access to billboard and questionnaire will be administered for this research work to one hundred (100). Concerned.


3.3	Sample Size and Sampling Technique
The overall selected population proportion for this research work is one hundred (100). Consequently, questionnaire will be administered to the respondent respectively for each of their view so respondent who reside in Ilorin south area for further responses towards achieving the research design or objective.
On the other hand, in accordance with the survey research, method suitable to be utilized for this research would be the random sampling technique.
Depicting the fact that random sampling technique is advantages in the sense that result of the investigation could be extended to entire population, the random sampling technique is significant in the light of this work.
3.4	Research Instrument 
The type of instrument and research instrument that would be employed in this research is the use of questionnaire because it is a survey method that is employed in the research.
The questionnaire would be administered personally to individual that live in Ilorin south a total of one hundred (100) questionnaires would be distributed to the respondents
3.5	Validity and Reliability of the Instrument
This instrument is valid because the questionnaire is presented and the questions were crossed checked by the supervisor to give the instrument validity on the basis of how to measure what it is designed to measure.
3.6	Method of Administration of Instrument 
The instrument used in this study is questionnaire and it will be distributed, collected through personal visit and consultation. We will consult various respondents at different residence. Therefore, the total of one hundred (100) questionnaire paper will be distributed and administered in a timely version.


3.7	Method of Data Analysis
In analyzing the data collected through personal analysis will be used in order to determine the influence of billboard advertisement on electorates choice of candidate. 
In analyzing the data collected through our questionnaire, simple percentage table cross tabulation will be used in the findings will follow this is one of the most adopted means of data analysis employed by many researchers.












CHAPTER FOUR
DATA ANALYSIS AND PRESENTATION
4.0	Introduction
	This chapter deals with the presentation, analysis and interpretation of the data collected by the researcher. The presences of data make no meaning to anybody unless adequate analysis is carried out. Frequency table and simple percentage are use to analyzed the data.
4.1	Data Presentation
	In this chapter all data collected from questionnaires will be presented and interpreted.
Table 4.1.1: Questionnaire Distribution and Collection
	Number of questionnaire distributed
	100

	Number of questionnaire returned
	100

	Number of questionnaire not returned
	0


Source: Field Survey, 2022
	Form the above analysis, the researcher will be making use of the number of questionnaire which is 100.
Table 4.1.2: Distribution of the Respondents by Gender
	VERIABLE
	FREQUENCY
	PERCENTAGE (%)

	Male
	60
	60%

	Female
	40
	40%

	Total
	100
	100%


Source: Research Survey 2022
The table above show 60 (60%) of the respondents are male, while 40(40%) are female
Table 4.1.3: Distribution of the Respondent by Age
	VERIABLE
	FREQUENCY
	PERCENTAGE (%)

	18-25years
	30
	30%

	26-35years
	40
	40%

	36-45yrs 
	30
	30%

	46 and above
	
	

	Total
	100
	100%


Source: Research Survey 2022
	The table shows that 30 (30%) of the respondents are of age 18-25years, while 40 (40%) of the respondent are of age 26-35years while 30(30%) of the respondents are of age 36-45 years.
Table 4.1.4: Distribution of the Respondent by Religion
	VERIABLE
	FREQUENCY
	PERCENTAGE (%)

	Islam
	60
	60%

	Christianity
	40
	40%

	Others
	
	

	Total
	100
	100%


Source: Research Survey 2022
	The table above shows that 60(60%) of the respondents are Muslims, while 40 (40%) of the respondents are Christians. 
Table 4.1.5: Distribution of the Respondent by Marital Status
	VERIABLE
	FREQUENCY
	PERCENTAGE (%)

	Single
	60
	60%

	Married
	40
	40%

	Divorced
	
	

	Total
	100
	100%


Source: Research Survey 2022
The table shows that 60(60%) of the respondents are single while 40(40%) of the respondents are married, 
Table 4.1.6: Distribution of the Respondent by Education Qualification
	VERIABLE
	FREQUENCY
	PERCENTAGE (%)

	SSCE
	25
	25%

	NCE/OND
	50
	50%

	BSC/HND
	25
	25%

	OTHER
	
	

	Total
	100
	100%


 Source: Research Survey 2022
	The table shows that 25(25%) of the respondent are SSCE certificate holders, while 50(50%) of the respondent are NCE/OND, while 25(25%) of the respondent are BSC/HND holder.
Table 4.1.7: Was the Voting Decision by the Electorate in Kwara State Influenced by Billboard Adverts?
	VERIABLE
	NUMBER OF RESPONDENTS 
	PERCENTAGE (%)

	Yes
	80
	80%

	No
	20
	20%

	Total
	100
	100%


Source: Field Survey, 2022
	The table above shows that 80(80%) respondents said that voting decision by the electorate in Kwara state influenced by billboard adverts while 20(20%) said that voting decision by the electorate  in Kwara state did not  influenced by billboard adverts. 
Table 4.1.8: What is the Level of Billboard Advertisement?
	VERIABLE
	NUMBER OF RESPONDENTS
	PERCENTAGE (%)

	Most Effective 
	29
	29%

	Effective
	24
	24%

	Ineffective 
	20
	20%

	indifference
	23
	23%

	Total
	100
	100%


 Source: Field Survey, 2022
	Form the table above analysis, it can be seen that 29 respondents representing 29% most effective , 24 respondents representing 24% is effective, 20 respondents representing 20% is ineffective, 23 respondents representing 23% is indifference.
Table 4.1.9: Does Billboard Positively Pass Messages? 
	VERIABLE
	NUMBER OF RESPONDENTS 
	PERCENTAGE (%)

	Yes 
	100
	100%

	No 
	
	

	Total 
	100
	100%


Source: Field Survey, 2022
	From the above analysis it can be seen that 100 respondents representing 100% said that they billboard positively pass massages. 


Table 4.1.10: Billboard Advertisement is Designed to Catch people Attention and Create a Memorable Impression? 
	OPTIONS
	NUMBER OF RESPONDENTS 
	PERCENTAGE (%)

	Yes
	85
	85%

	No
	15
	15%

	Total
	100
	100%


Source: Field Survey, 2022
	From the above analysis, it can be seen that 85 respondents representing 85% said that Billboard advertisement is designed to catch people attention and create a memorable impression while 15 respondents representing 15% said no.
Table 4.1.11: Does Electorates Influenced on Choice of Candidate through Exposure to Billboard Political Advertising? 
	OPTIONS
	NUMBER OF RESPONDENTS 
	PERCENTAGE (%) 

	Strongly Agree
	35
	35%

	Agree
	30
	30%

	Disagree
	20
	20%

	Strongly disagree
	15
	15%

	Total
	100
	100%


Source: Field Survey, 2022
	From the above analysis, it can be seen that 35 respondents representing 35% strongly agree that electorates influenced on choice of candidate through exposure to billboard political advertising, 30 respondents representing 30% are Agreed, 20 respondents representing 20% are Disagree while 15 respondents representing 15% are strongly disagree.
4.1.12: Does Billboard Advertisement Influence Electorates’ Choice on Candidate?
	OPTIONS
	NUMBER OF RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	72
	72%

	Agree
	18
	18%

	Disagree
	5
	5%

	Strongly disagree
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2022
	From the table above it shows that 72 respondents representing 72% strongly agree that billboard advertisement influence electorates’ choice on candidate, 18 respondents representing 18% agree, 5 respondents representing 5% said that they disagree while 5 respondents representing 5% strongly disagree.
Table 4.1.13: The Billboard Advertisement Enlighten the Population on the Political Candidate?
	OPTIONS
	NUMBER OF RESPONDENTS
	PERCENTAGE (%)

	Strongly agree
	36
	36%

	Agree
	50
	50%

	Disagree
	10
	10%

	Strongly disagree
	4
	4%

	Total
	100
	100%


Source: Field Survey, 2022
	Form the above it shows that 36 respondents representing 36% strongly agree that billboard advertisement enlighten the population on the political candidate,50 respondent representing 50% agree,10 respondents representing %  10 respondents representing 10% said that they disagree while 4 respondents representing 4% said that they strongly disagree.
Table 4.1.14: Billboard Advertisement help Electorate to Choice their Choice of Candidate?
	OPTIONS
	NUMBER OF RESPONDENTS
	PERCENTAGE (%)

	Strongly agree
	51
	51%

	Agree
	37
	37%

	Disagree
	10
	10%

	Strongly disagree
	2
	2%

	Total
	100
	100%


Source: Field Survey, 2022
	the table above shows that 51% representing 51 respondents strongly agree that billboard advertisement help electorate to choice their choice of candidate, 37% representing 37 respondents agree, 10% representing 10 respondents said that they disagree while 2% representing said that they strongly disagree.
Table 4.1.15: Does Billboard Advertisement help Candidate to Create Awareness on Electorates’? 
	OPTIONS
	NUMBER OF RESPONDENTS
	PERCENTAGE (%)

	Strongly agree
	40
	40%

	Agree
	36
	36%

	Disagree
	19
	19%

	Strongly disagree
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2022
	The table above shows that 40% representing 40 respondents strongly agree that billboard advertisement help candidate to create awareness on electorates, 36% representing 36 respondents said that they agree,19% representing 19 respondents choose disagree while 5% representing 5 respondents strongly disagree.

Table 4.1.16: Does Advertisement you see on Billboard Really Effective to 
you?
	OPTIONS
	NUMBER OF RESPONDENTS 
	PERCENTAGE (%)

	Yes
	85
	85%

	No
	15
	15%

	Total
	100
	100%








Source: Field Survey, 2022
	The table above shows that 85 respondents representing 85% said that advertisement they see on billboard really effective. while 15 respondents representing 15% said No.
4.2	Analysis of Research Questions
	The research work “influence of billboard advertisement on electorates’ choice of candidate”.
Research Question 1: what are the level of billboard advertisement?
	Table 8 answers this question 29 respondents representing 29% most effective , 24 respondents representing 24% is effective, 20 respondents representing 20% is ineffective, 23 respondents representing 23% is indifference.
Research Question 2: Does billboard advertisement is design to catch people attention and create a memorable impression? 
	Table 10 answers this question, 85 respondents representing 85% said that Billboard advertisement is designed to catch people attention and create a memorable impression while 15 respondents representing 15% said no.
Research Question 3: Does billboard influenced on choice of candidate through exposure to billboard political advertising? 
Table 11 answer this question. Table 11 shows that 35 respondents representing 35% strongly agree that electorates influenced on choice of candidate through exposure to billboard political advertising, 30 respondents representing 30% are Agreed, 20 respondents representing 20% are Disagree while 15 respondents representing 15% are strongly disagree.
4.3	Discussion of Findings
	This research work indicates that influence of billboard advertisement on electorates’ choice of candidate. So from the data presentation and analysis, findings will be discussed as follows: 
Table 4.1.8 shows that it can be seen that 29 respondents representing 29% most effective , 24 respondents representing 24% is effective, 20 respondents representing 20% is ineffective, 23 respondents representing 23% is indifference.
Table 4.1.9 shows that 100 respondents representing 100% said that they billboard positively pass massages. 
Table 4.1.10 analyzed that 85 respondents representing 85% said that Billboard advertisement is designed to catch people attention and create a memorable impression while 15 respondents representing 15% said no.
Table 4.1.11 shows that 35 respondents representing 35% strongly agree that electorates influenced on choice of candidate through exposure to billboard political advertising, 30 respondents representing 30% are Agreed, 20 respondents representing 20% are Disagree while 15 respondents representing 15% are strongly disagree.
Table 4.1.12 shows that that 72 respondents representing 72% strongly agree that billboard advertisement influence electorates’ choice on candidate, 18 respondents representing 18% agree, 5 respondents representing 5% said that they disagree while 5 respondents representing 5% strongly disagree.
Table 4.1.13 shows that 36 respondents representing 36% strongly agree that billboard advertisement enlighten the population on the political candidate,50 respondent representing 50% agree,10 respondents representing %  10 respondents representing 10% said that they disagree while 4 respondents representing 4% said that they strongly disagree.
Table 4.1.14 shows that 51% representing 51 respondents strongly agree that billboard advertisement help electorate to choice their choice of candidate, 37% representing 37 respondents agree, 10% representing 10 respondents said that they disagree while 2% representing said that they strongly disagree.


CHAPTER FIVE 
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary
This research investigated the influence of billboard advertisement on electorates’ choice of candidate. The first chapter dwells more on the widespread of billboard has become part as a political culture of most democracies and Nigeria as a democratic nation is not leftout.
The study is guided by four objectives, which are to find out if the electorate in kwara state were influenced by their exposure to the billboard adverts, To find out which of the billboards message these respondents recall more than the other, it determine which of the billboards the respondents prefer to the other, to ascertain the electorates level of exposure to preferred billboard adverts and respondents choice of candidate in the election. The research was narrowed to Ilorin south local government area, with the view to represent all other local government in Ilorin. 
	The survey research design was adopted examine the variable in their natural ways random sampling technique was used.
The result obtained showed that billboard has influence on electorates’ choice of candidate.
5.2	Limitation of the Study
This study is limited to Ilorin south local government area, due to the fact that it is not easy to ask and examine all the local government in kwara state. Constraints of time and money also difficult in current out the research extensively due to short time Limited time frame for in-depth investigation Problem of accessing information because some of the respondent refused to give response to the questions.
5.3	Conclusion 
Based on the findings, it is deduced that despite the fact that most Nigerian electorates perceive billboard advertising as deceptive, it has a positive influence on the choice of candidate, however, it is not the sole reason why they cast their votes; as the ethnicity, and the political party to which electorates belong have a higher level of influence on the electorates’ choice of candidate.
	The power of billboard and advertisement has bought a lot of changes, the world has become a global village and people can travel around the world without stepping out of their houses. This has been made possible by the power of radio or television, people who are addicted to either of this will attest to the fact that, information about events around the world has been brought to the door steps with ease.
	There is no doubt that foreign culture has pervade our society through advertisement and there is the rise of what is called “cross culturalism” meaning through television and radio programmes one can begin to learn about other people’s ways of doing things and by so doing, one get acculturated. The use of billboard in advertising has become part of the political culture of most democracies and Nigeria as a democratic nation is not left out. 
	Findings confirm that billboard usage has been in existence for some decades now, before the arrival of auto mobiles primitive. Billboards advertisement is designed to catch people attention and create a memorable impression very quickly and positively pass messages.   
5.4	Recommendations
Based on the findings of this study, it is recommended that;
a.	There is need for the Independent National Electorate Commission (INEC) in collaboration with the Advertising Practitioners Council of Nigerian (APCON) to regulate the use of political advertising by stipulating standards for political advertising in areas of: message content, and time. This will restore some sanity in the manner with which the use of deceptive and antagonistic messages is utilized.
b.	Electorates should be not allow themselves get carried away by political advertising messages; rather they should cast their vote for aspirants who have true intentions and have the potentials of developing the country. This they can determine by considering the areas of contributions made by the aspirant especially if he/she has a previous political history, and for such aspirants without political history their response at the Debates can be a good bases for judgment. 
c.	Billboard advertisement and candidates should explore, recognise and understand the relationship that exists between billboard advertisement  and electorate’s choice of candidates. Political parties could do this by placing emphasis on efficient and effective utilisation of billboard advertisement tools (i.e. social media adverts, celebrity endorsement, billboard adverts, poster adverts, TV jingles, radio jingles) in their election campaign as a means for promoting their candidates strategically in all elections.
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QUESTIONNAIRE
						KWARA STATE POLYTECHNIC, ILORIN 
		INSTITUTE OF INFORMATION AND
 COMMUNICATION TECHNOLOGY (IICT)
MASS COMMUNICATION DEPT

Dear Respondent,
	We are under graduate of the above mentioned institution carrying out a research on the “influence of bill board advertisement on electorates’ choice of candidate your responses are needed and all information supplied shall be used mainly for academic and education purposes only.
Thanks 









SECTION A
Please tick as applicable to you
1. Gender: (a) Male (   )    (b) Female (   )
2. Age:       (a) 18-25 (    )  (b)  26-35 (    )   (c) 36 -45  (    )  (d)  and above (    )
3. Religion: (a) Islamic (   ) ( b) Christianity (   ) (c) Others (    )
4. Marital status: (a) Single (    ) (b) Married  (    ) (c) Divorced (     )
5. Educational Background: (a) SSCE (   ) (b) NCE/OND (    )  (c) BSC /HND (    ) (d) Other (    )
INSTITUTION:- Please tick (v) as applicable to you
SECTION B
6. Was the Voting Decision by the Electorate in Kwara state influenced by billboard adverts?(a) Yes (     )  (b) No (    ).
7. What is the level of Billboard Advertisement? (a) Most effective (    ) (b) Effective (   ) (c) Ineffective (    ) (d) Indifference  (    ).
8. Does Billboard Positively pass Messages? (a) Yes (    ) (b) No (    ).
9. Billboards Advertisement is Designed to catch people attention and create a memorable Impression? (a) Yes (   ) (b) No (    ).
10. Does Electorates Influenced on Choice of Candidate through exposure to Billboard Political Advertising? (a) Strongly Agree (    ) (b) Agree (    ) (c) Disagree (     ) (d) Strongly Disagree (   ).
11. Does billboard advertisement influence electorates’ choice of candidate (a) strongly agree (   ) (b) Agree (    ) (c) Disagree (    ) (d) Strongly Agree (   ).
12. The Billboard Advertisement Enlighten the Population on the Political Candidates? (a) Strongly Agree (   ) (b) Agree (    ) (c) Disagree (     ) (d) Strongly Disagree (   ).
13. Billboard Advertisement help Electorate to Choose their choice of Candidate? (a) Strongly Agree (   ) (b) Agree (    ) (c) Disagree (    ) (d) Strongly Disagree (    ).
14. Does Billboard Advertisement help Candidate to create Awareness on electorates’? (a) Strongly Agree (   ) (b) Agree (    ) (c) Disagree (    ) (d) Strongly Disagree (    ).
15. Does Advertisement you see on Billboard really Effective to you? (a) Yes (  ) (b)  No (   )
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