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PROPOSAL
This research work is carried out on the topic “Challenges of Digitalization of the Broadcast Media in Nigeria”. This topic is centered on the challenges of digitalization faced by the broadcast media in Nigeria. This research work is divided into five chapters in order to enhance effective reading. Thus as follows; the chapter one consist of general introduction, statement of the problem, objectives of the study, significance of the study, scope of the study, limitation of the study, definition of the terms and research method. Chapter two consist of literature review this involves the various ideas of authors, ideas of authors reviewed on the chosen topic. It also contain the relevant materials used for the review, meaning of digitalization, challenges of digitalization in broadcast media in Nigeria, the system at which digitalization is sued in the broadcast media and the need for digitalization in broadcast media. The chapter three is written on the methodology used in carrying out the research work the primary and secondary method used in gathering the information on the topics. This chapter contains population and sampling procedures, data and analysis technique and the decision or criteria for validating the null hypothesis. The chapter four entails the presentation and analysis of data discussion on challenges of digitalization in broadcast media and brief historical background of the case study. The chapter five which is the final chapter contains introduction, summary of findings, conclusion, recommendations and references and appendix.     
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CHAPTER ONE
INTRODUCTION
1.1 	Background of The Study
	Advertising in business is a form of marketing communication used to encourage,persuade, or manipulate an audience [viewers readers or listeners, sometimes of specific group] to take or continue to take some action. Mostly, the desired result is to drive consumer behavior with respect to a commercial offering.
	This type of work belongs to a category called affective labor, In Latin advert means “to turn toward”. The purchase of advertising messages are usually paid for by sponsors and viewed via various old media: including mass media such as electronic billboard, newspaper, magazine, television advertisement, radio advertising, outdoor advertising, or direct mail, or new media such as blogs, websites or text messages.
	Commercial advertising often seek to generate increase consumption of their products or service through “branding” which involves associating a product name or image with certain qualities in the minds of consumers product or non-commercial advertisers who spend money to advertise items other than a consumer product or service include political parties, interest group, religion organization and government agencies. Non-profit organization may rely on free mode of persuasion such as public services announcement. 
	Modern advertising was created with the innovative techniques introduced with tobacco advertising in the 1920s, most significantly with the campaigns of Edward Bernays, who is often consider the founder of modern.
	The oldest and standard definition of advertising is the one given by DAVID keened quoted by ALBERT LASKA of “sales man ship in print”. It means how industries [manufacture] publicize their product, as well as their features, area location and sales. They build brand preference and royalty billboard advert has been used to battle against competitors by introducing distinctive color. Advertisement must attract inspire confidence and influence actions.
1.2 	Statement of The Problems
	There has been controversy for some time about the effectiveness of electronic billboard as made towards promoting buying habit of consumer.  However some people alone believe that commercial in other communication media like the radio or television will affect the behavior of the people alone.
	Ina country like America where advertisement on electronic billboard produce more gross impression than any other outdoor medium during a given electronic billboard display period. Advertising on electronic billboard signage is the most popular outdoor advertising type among advertisers ready to reach the general public.
1.3 	Objectives of The Study
	These are the following objectives of the study:
* To know if electronic billboard catch the individual attention, provide information or promote new product and also leave memorable impression.
* To know if electronic billboard delivering advertisement is more effective than other media advertisement.
* To know if electronic billboard delivered high impact campaign to build brands and create awareness.
* To examine if electronic billboard bring your message to a more local audience.
 * To know whetherelectronic billboard advert has any effect on the buying habit, that is to identify what actually motivates the consumer in making choices.
* To find out if electronic billboard advert aids in gaining initial attention and promoting product identification.
1.4 	Research Questions
	The research questions in this study are:
1. Does repetition of an advert create desire on consumer toward product purchase?
2. Are they influence by the advertisement than the quality?
3. Product seen in electronic billboard advert is purchased than other media advert?
4. Are consumer more likely to remember the impact of the advert?
1.5 	Scope of The Study
	The study adopts survey method to sample the opinion of the selected population [A case study of Ilorin west L.G.A]   through the use of questionnaire techniques to gather information on required on the research. However, the sample size of 100 people will be selected through stratified and random sampling techniques to the buying habit of the entire population. The research covered a period between November and January, 2014 in order to have an intensive study on how people can be influence through billboard on consumer choice.
1.6 	Significance of the Study
	The research will show the need for unique selling appeal and reputation of electronic billboard messages for a product. It will also enable the producers and advertisers of products to understand the best method to reach their prospective consumer and also to know why billboard is mostly proffered to other media.
	There is a serious competition of different product in the market today it is a result of different means of advertising in the country. The advertisers are trying their best to see that their products create awareness through the best means of advertising, is a non-personal sales man operating through the print media. This definition though can be regarded as a product of history because it came to being when print was the only media to mass communication. A typical businessman and woman believe that advertising his company by making the consumer aware of the existence of both and by conveying information about the qualities product and the company of the consumers.
	A lot of people tend to have misconception of what advertisement is all about some people say it is a propaganda, public relation, publicity and marketing.
	With companies that do not have the money to spend on TV, radio commercials, electronic billboard are the cheapest and it reaches for more people than any other advertising medium. An advertisement became aware of behavior characteristics they can use, these characteristics features to define new market and develop advertising features to define a new market and develop advertising campaign for those markets. Consumer behavior is affected by both internal and individual influence which includes the consumers perception of the world, the consumer learn a habit they have developed.
	External and individual influences include the consumers’ family social structure and culture. These influencing factors integrated determine consumers’ reaction towards a particular advert. The incitation of an instance of modern time advertising, it can be said that advert or practice of advert is as old as man. The oldest method of advertisement used by the early craft man was town crying and songs.
	Therefore, influencing it is necessary to carry out this study to know whether billboard advertisement really has any effect in the buying habit of consumers.
1.7 	Operational Definition of Terms
· Electronic billboard: a large outdoor board for displaying electronic advertisement.
· Advertisement: it is a notice or announcement in a public medium promoting product and services.
· Media: according to oxford advance learner dictionary a defined medium which intend for a large audience.
· Consumer: someone who buys and uses product and services.
· Minors: according to oxford advance learner dictionary minor is something that is not important or serious.
· Communication: is the art of communicating a letter or message.
· Branding: may refer to making a mark by charring wood branding permanently marking by way of heat, wood also plastic, crock, leather etc.


CHAPTER TWO
LITERATURE REVIEW
	
	This chapter discusses relevant textbook that were used to establish the influence of electronic billboard advertisement on consumers’ choice of product in Nigeria. The review will follow the other of conceptual empirical and theoretical review.
2.1 	Conceptual Framework
	This section explicitly discusses the concepts of this study are:
Origin of Billboard Advertising
     The practice of advertising, dated as far back as the existence of man as Oloyede [2014:5] gave credence to the fact that billboard advertising is as old as the creation of man when he humorously referred to the biblical billboard advertising to eve the wife of ADAM with the communication message that read thus:  “eat Eden apples, best for you, they open your eyes and make you see like God”
      From the world perspective according to ASEMAH [2010:8], said began advertising began in the nineteenth century and develop with industrialization brought expansion in the society,  As companies started mass production of products. Billboard advertising became the vehicle to sell mass consumption in the new consumer oriented society.
	Before the advent of industrialization, the society was complex as it is today. It was easier for people to reach one another but as the urban areas are getting filled up due to unemployment in rural areas there ease mass consumption of goods and services but as the society started expanding due to industrialization there was mass production and mass consumption, and the need for billboard and electronic billboard advertising arouse.
	John [1992] as cited in ASEMAH [2010:8] says that advertising is the products of great forces that have shaped modern society begin with GUNTERBERGS movable type which made candidate message possible.
	William caxton issued the first billboard advertising in 1468 to promote one of his book when Benjamin franklin established the Philadelphia gazette in 1729, it so became a favorite medium of advertisers, a lot for early advertising was deceptive and exaggerated when pretend medicine claimed to cure all kind of illness from cancer to baldness.
	The product was sold to billions but cured very few in 1906, congress passed the pure food and drug act to control such advertising and the federal trade commission [FCT] was formed in 1913 to regulate untruthfulness claims in advertisement, which brought about advertising law and ethics that ensure advertising agency represented by the client service department to gather brief from the advertisers to show truthfulness and sanction.
History of Billboard And Electronic Billboard
	According to capital outdoor.com, it observed that human have been creating wall art since the time, we were living in caves what the art was used for, and at what point it crossed from artistic display to market for a business is an interesting question during the time of the ancient Egyptians the government was using image carved into stone of post of the law regulation.
I. This is not the time for direct respondent
ii. Billboard should smart, nut not to clever
iii. The more billboard the better
Advantages and Disadvantages Of Electronic Billboard
     According to YANYAROBERTONS demand media 1999/2004 observed that electronic billboard and billboard are primary form of look to find new ways to advertise and promote their product and service. Effective advertising methods vary among different types business and industries so there is not just one right for your business weight both the advantages and disadvantages.
Advantages of Electronic Billboard
I. electronic billboard generally placed along high way commercial area and busy streets.
ii. You will be guaranteed that consumer will see your product advertising.
iii. You can place your electronic billboard advertisement where ever you feel.
iv. It will have the most impact.
V. you will greatly increase your visibility.
Disadvantages of Electronic Billboard
I. Electronic billboard do better when they focus more on image than text
ii. Electronic billboard are often rarely seen by people driving by.
iii. Electronic billboard must be large enough for them to read easily.
Effective Electronic Billboard Advertising
Consumer usually gets just a fleeting glimpse at a billboard. A picture showing the biggest benefit of your product or service along with up to seven words makes the most effective billboard.
The Role of Advertising in Business
I. sources of revenue for publishers.
Ii. crucial for a lunch or announcement.
iii. Promote goods service ideal and event.
Iv. Creates consumer awareness.
V. educate society.
vi. Targeted oriented.
vii. Demand monitoring of demand and supply
viii. Generate employment
The Major Tactics Used In Modern Advertising Reach Consumers
     According to fail BUGGET advertising has evolved into a vastly complex way for a business to get a message to the consumer. It could be said that cave painting in some way represented the first for advertising although the earlier recognized the version of the land. This carving into stones may in a way have been the oldest form of the outdoor advertising.
      The modern day electronic billboard and billboard advertising approach can trace its cost to lithography, which was an invention of the late 1708 as many posters and announcement as a business needed. There was a major limitation to the outdoor billboard being produce at the time and that was the quality of the posters. They did not stand up when exposed to the element of prolong period at time.
The circuses were one of the first business to profit from this new form of mass marketing and so outdoor advertising underwent a major innovation which through us the major advertising that we know today is the earliest use of the electronic billboard by the circuses dates back to 1835, prior to the invention of lithography, electronic billboard could only be produced on a small scale which make it significantly less effective as a marking tool than it is today.
Significance of Electronic Billboard in Advertising
       American is at the move of spending more time in transit and less time in the home, as such as our mobile society makes outdoor advertising an important and effective means of getting message in front of people eyes electronic billboard can be effective way to generate name or product recognize with traveling consumer. A electronic billboard that include a company name and a memorable image of the week, as of 2010 more than 90 percent of American have at least one interstate trip each weekend.
       According to outdoor advertising association American, this mobile consumer see electronic billboard everyday while traveling for business or pleasure with your market you can find out how they pretend to sell the best quality and reliable product but don’t fulfill does requirement [CHARKRABORTY and HARBAUGHTY, 2012] persuasive advertisement also affect the human habit as they are many persuasive messages in one day through television commercials billboard and also they use the internet.
Historical of Television
	According to Alexandra laris todonovic (2006) in the first year  of the twenty first century . we take for granted a number of technology marvels that are for granted a number of technology marvels that are irreplaceable component of our everydays life, having lived in the century that witness the development marvel such as aviation  telecommunication ,car and television . we tend to forget that almost all the discoveries were to forget that almost all the discoveries were made during that fascinatingly entrepreneur nineteen century. Television is undoubtedly one of 14th marvel Simplest definition of television is that it is the transmission of moving images at a distance and that working can be compare to that of the human visual system. The eye capturing reflected of an object in the surrounding world and transformed that photo energy into neutral impulses travel to the brain where there are diapered and through process still any partially understood transformed onto a mutual production of the original object in television, as in human vision the first the first step in the process of achieving transmission is to transform the light reflected from the world around into another form of energy.
2.2    	Theoretical Frame Work
	This theory is being guided in a frame work of two ways of communications theories which are listed and discussed below:
1. Social learning theory 
2. Agenda setting theory
1.	Social Learning Theory
	Defleur [1988] emphasize the important of observing the modeling behavior, attributes and emotions of others. This theory occurs when an observer’sbehavior can be affected either negatively or positively. According to ALBERT bending, a Canada scholar most behavior is learned observationally through proceeding and through observing others can form idea of new behavior and performed and later people can learn what to do through example before they plan topreform any behavior, by this they do not have to make mistake, Observation theory has become grinding principle behind. 
	It is important to note that a model behavior can initiate it such model possess some characteristics that the observer find attractive or desirable. That a consume learn by paying attention to what is happening around most which come from environmental resources such as billboard, television, radio, newspaper and magazine. This theory as applied in the study shows the extent of which consumer emulate what they view on billboard because they always buy or practicalise what type of product they see through the billboard advert.
2.	Agenda Setting Theory
	According to Maxwell MC comb and BERNAD, show consumer behavior perceived on as issue or event is determined by the media. Another  scholar, COHEN [1963:13] cited in DARAMOLA [2003:60] craves the conclusion to agenda setting power of the press may not be successful most of time in telling consumer what to think but they are stunning successful in telling them what to think about.
	Agenda setting theory come as scientist perspective because it predicts that if consumers are exposed to the same media, they will place important on some issue. According to CHAFEE and BERGER in [1997] criteria for scientist the agenda setting theory is a good theory.
· It has productive power, because it predicts that if some issues are important.
· It has explanatory power because it explain why most consumer as priorities over some important issued.
· It spring board for further research.
· It has organizing power because it helps organized existing knowledge of media effect.
2.3 	Empirical Review
	According to ALIU OLABODE [2008] effect of electronic billboard advertisement on children research procedure observed that eating and spending of the children and parent as well prompt parent to buy product they never intend to buy but because of their children interest in them they purchase them, the romance and entertainment are what the children like watching and it is the children towards electronic billboard.
	He also conclude that parent and teachers are supposed to work hard observing and selecting the type of electronic billboard advert their children will be looking in other to achieve the position of the program because it is during such program that advertisement are show and also stated that electronic billboard advert have great influence on their behavior especially in the area of awareness that values of human being are fully describe during advertisement. Electronic billboard advertisement, however influence behavior enlightens point of view because during adverts, both words and action are later explain which easily influence one behavior.
	In order word to attract the consumer the organization introduce new product advertisement in order to attract the consumer choice. This is considered to be one of the most influential ways of attracting consumer choice since advertising not only creates awareness about the product among the consumer but also give them information, even though post studies have agreed that advertisement especially electronic billboard advertisement is the most effective sources of promoting attention, advertisement affect the perception of the consumer and it can influence the consumer choice of product making.
	According to a research aimed to determine the effect of electronic billboard advertisement  on product “BELLO ANUOLUWA(2001) cited on how consumer usually consult advertisement in position researching manner and how they seek out when a product is designed. The sale of product affect advertisement when competing brand are physically alive, the consumer the consumer must base his selection on physical know difference between brands therefore billboard advertisement influence perception of brand.
Electronic billboard advertisement brings the consumer out of problem unidentified brand of product and also influence the consumer choice from enlighten of this point. In today’s competition world it is very it is very difficult for company to compete with each other, therefore competition has be given rise to various  ways through which organization can compete with each other. Information reaches people in split second and people become aware of every company goods and service and the activities that are being rendered by them in order to promote the sale product or service, as a result the competition get fiercest, it is here that companies decided of adopting and sometimes introducing effective marketing strategies in order to sell it goods and services. So it must be able to attract the consumer, advertisement campaign must be able to communicate the information to the consumer in such a way that the awareness about the product is increased, hence increasing their choice towards a particular product. Identified sponsor through advertisement ensure a relationship is build between the manufacturer /product and the ultimate consumer.



CHAPTER THREE
RESEARCH METHODOLOGY
3.1 	Research Method
	This study is a quantitative research in which questionnaire survey method has been used, the scale was use in which rating was done from (S.A) to strongly agree (S.D) strongly disagree the respondent were the regular, billboard viewers of the sampling which was done randomly and the result were generated, since quantitative research has been used, the paradigm to study positivist, the validity and reliability measure were taken through cran back alpha value which have been discussed below the site selected for this study was ILORIN west in which random sampling was adopted in order for the data 100 respondent were asked for the data collection to filled the questionnaire.
3.2 	Research Design
	According to David Land Ronald J. (2010) a research design is the determination and statement of the general research approach the strategy adopted for the particular project it is the heart of planning the design adheres to the research.
	Green, T And Tull, B. described that “A research design is the specification of method procedure for acquiring the information needed, it is the overall operation pattern frame work of the project that stipulate what procedure to design and also useful for testing with a specific theory and model actually applies to phenomenon is the real world. Research design is the plan structure and strategy of investigation employed so as to obtain answers to research question.
3.3 	Population of The Study
	The population of this study is derived from the educated resident of Ilorin west in order to complete the investigation of the study. The population from which sample was drawn for this research question may not be more than 100 questionnaire which will be contributed to the above concerned personnel on the case study of ILORIN west.
3.4 	Sample Size and Sampling Techniques
	This study is a determination by set of choosing the3 number of observation  or replicate to include statistical sample size is an importance features of empirical study in which the goal is to make inference about a population from a sample in practice of the sample size involve in the study. For example in a survey sampling involved stratified sampling there would be different sample size for each population in a census data are collected on the entire population hence the sample size is equal to the population in size. 
	Sampling is a short cut method for investigating a whole data gathering on a small part of the whole resident population or sampling frame and used to inform what the whole picture is like, in reality there is simply not a enough time, energy, money labor/ manpower, equipment, access to suitable site to measure every single item on side within the resident interrelated and the problem encounter not the research process will be solved it is the frame work specified the types of data collection procedure.


3.5 	Instrumentation
	The research instrument for the purpose of this study is questionnaire, the question comprise of question drawn from the research question objective and the research problem. In the course of gathering data for this study the researchers used questionnaire and simple percentage for easier understanding. The percentage (%) score was represented in a table. This is done to provide a lucid and clear interpretation of the responses, all judgment were based on the responses gathered from the field.
3.6 	Method of Data Collection
	This research work used close ended questionnaire which was self-administered on the respondent, the researcher collect data from the respondent immediately they finished with them, this kind of procedure enable the researcher to avoid high incidence questionnaire.
3.7 	Validity and Reliability of The Instrument
	Reliability and validity are very vital to this study that at generalizing its findings, ORCHER (2005:179) referred to validity as the ability to generalize the result of an experiment to individual within and outside the population. KUMAR (2005:140) on the other hand stated, the greater the degree of consistency and stability in an instrument the greater its reliability. In achieving this researcher carried out pilot test on 200 respondents from post office and in some other area of Ilorin west.

3.8 	Method of Data Analysis
	Data presentation is the processing of inspection clearing transforming and method of data with the goal of discovering useful information suggestion conclusion and supporting decisions making data analysis has multiple appropriate encompassing diverse techniques under a variety of names in different business, science and social domain.






				



CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 	Data Presentation
	This chapter present data analysis which indicates the focus of the evaluation has been on the size and social composition of the respondent which comprise the view and non-viewing on the impact of electronic billboard on consumer choice of product.
	It explain the research question whether electronic billboard have effect on consumer choice.
The questionnaire used in the process of the research study were presented using the open and close ended. The researcher structured the questionnaire comprehensively and the total number is 100 questionnaire. 
Section A
The following are result of the study.
TABLE1. Distribution of Respondent By Sex
	Response
	Frequency
	Percentage

	Male
	58
	58

	Female
	42
	42

	Total
	100
	100


Source:Researcher’s field survey 2025
The above table show that the male has the highest number of respondent representing 58% while the opposite sex female has 42% respondent. However based on this figure it can be concluded that the male has the highest percentage of sex distribution.
TABLE 2Distribution of Respondent By Age
	Respondent
	Frequency
	Percentage

	16  -  24
	80
	80

	25  -  30 
	12
	12

	30  -  and above
	8
	8

	Total 
	100
	100


Source: Researcher’s field survey 2025
The above table shows that 80 respondent representing 80% were within the age of 16-24 while 12 respondent representing 12% are between the age of 25-30 and 8 respondent within 30 and above representing 8%. This shows that 16-24 has the highest percentage.
TABLE 3 Marital Status
	Respondent 
	Frequency
	Percentage

	Single 
	84
	84

	Married
	16
	16

	Separated
	0
	0

	Total
	100
	100


Source: Researcher’s field survey 2025
The above table show that 84% of the respondent are single while 16% are married and non were separated. This mean many of the respondent are single.


TABLE 4 RELIGION
	Respondent 
	Frequency
	Percentage

	Muslim
	76
	76

	Christian
	24
	24

	Other
	0
	0

	Total
	100
	100


Source: Researcher’s field survey 2025
The above table that 76% of the respondent were muslim while 24% were Christian which means muslim has the highest number of respondent.
TABLE 5 Occupation
	Respondent
	Frequency
	Percentage

	Student
	89
	89

	Employee
	7
	7

	Self employed
	4
	4

	Total
	100
	100


Source: Researcher’s field survey 2025
The above table show that 89% of the respondent are student, while 7% are employed and 4% of the respondent are self employed student has the highest range of respondent.





SECTION B
TABLE 1: Electronic Billboard Is a Useful Tool In Passing Message To The Public
	Variable
	Frequency
	Percentage

	Strongly agree
	74
	74

	Agree
	18
	18

	Neutral 
	4
	4

	Disagree
	0
	0

	Strongly disagree
	4
	4

	Total 
	100
	100


Source: Researcher’s field survey 2025
The above table show shows that 74% of the respondent strongly agree that electronic billboard is a useful tool in passing message to the public 18% of the respondent also agreed, 4% are neutral o% disagree while 4% strongly disagree,. This table shows that strongly agree has the highest range.
TABLE 2: Repetition Of Electronic Billboard Advert Creates Desire On Consumer Towards Product.
	Variable
	Frequency
	Percentage

	Strongly agree
	46
	46

	Agree
	36
	36

	Neutral
	9
	9

	Disagree
	7
	7

	Strongly disagree
	2
	2

	Total
	100
	100


Source: Researcher’s field survey 2025
The above table shows that 46% of the respondent strongly agree that repetition of electronic billboard advert creates desire on consumer choice of product 36% 0f the respondent also agreed 9% are neutral, 7% disagree and 2% strongly disagree this shows that strongly agree has the highest range.
TABLE 3: Electronic Billboard Advert Are Purchased More Than Other Media Advert
	Variable 
	Frequency
	Percentage

	Strongly agree
	39
	39

	Agree
	29
	29

	Neutral
	11
	11

	Disagree
	14
	14

	Strongly disagree
	7
	7

	Total
	100
	100


Source: Researcher’s field survey 2025
The above table shows that 39% of the respondent strongly agree that electronic billboard advert are purchased more that other media advert, 29% of the respondent also agree 11% of the respondent are neutral while 14% disagree and 7% strongly disagree, the table shows that 39% as strongly agree as the highest range.
TABLE 4: Consumer Are Likely To Remember Product Seen On Electronic Billboard Advert
	Variable
	Frequency
	Percentage

	Strongly agree
	41
	41

	Agree
	29
	29

	Neutral
	13
	13

	Disagree
	10
	10

	Strongly disagree
	7
	7

	Total
	100
	100


Source: Researcher’s field survey 2025
Theabove table shows that 41% of the respondent  strongly agree that consumer are likely to remember product seen on electronic advert 29% also agreed, while 13% are neutral  while 10% disagree and 7% strongly disagree. The table shows that 41% has the highest range has strongly agree.
TABLE 5: Electronic Billboard Advert Promote Product
	Variable
	Frequency
	Percentage

	Strongly agree
	44
	44

	Agree
	34
	34

	Neutral
	12
	12

	Disagree
	6
	6

	Strongly disagree
	4
	4

	Total 
	100
	100


Source: field survey 2025
The above table shows that 44% of the respondent strongly agree that electronic billboard advert promote product, 34% also agree 12% are neutral while 6% disagree and 4% strongly disagree. The table shows that 44% has the highest range.
TABLE 6: Consumer See Electronic Billboard Advert Interesting And Educative
	Variable
	Frequency
	Percentage

	Strongly agree
	42
	42

	Agree
	32
	32

	Neutral
	11
	11

	Disagree
	8
	8

	Strongly disagree
	7
	7

	Total
	100
	100


Source: Researcher’s field survey 2025
The above table shows that 42% of the respondent strongly agree that consumer see electronic billboard advert interesting and educative, 32% also agree, 11% are neutral while 8% disagree and 7% strongly disagree. The tables shows that 42% has the highest range has strongly agreed.
TABLE 7: Electronic Billboard Are Effective To Consumer Choice
	Variable
	Frequency
	Percentage

	Strongly agree
	26
	26

	Agree
	33
	33

	Neutral
	22
	22

	Disagree
	10
	10

	Strongly disagree
	9
	9

	Total
	100
	100


Source: Researcher’s field survey 2025
The above table shows that 26% strongly agree that electronic billboard influence you than other media advert, 33% also agreed, while 22% are neutral 10% disagree, while 9% strongly disagree the table shows that 33 has the highest range agree.
TABLE 9: Electronic Billboard Are Able to Communication to MoreLocal audience.
	Variable
	Frequency
	Percentage

	Strongly agree
	30
	30

	Agree
	20
	20

	Neutral
	29
	29

	Disagree
	8
	8

	Strongly disagree
	13
	13

	Total
	100
	100


Source: Researcher’s field survey 2025
The above table shows that 30% of the respondent strongly agree that electronic billboard are able to communicate to more local audiences, 20% also agreed, while 13% strongly disagree the table shows that 30% has the highest range.
TABLE 10:Electronic Billboard Has Persuaded You Into Buying a Product Without Considering The Quality.
	Variable
	Frequency
	Percentage

	Strongly agree
	31
	31

	Agree
	28
	28

	Neutral
	16
	16

	Disagree
	19
	19

	Strongly disagree
	6
	6

	Total
	100
	100


Source: Researcher’s field survey 2025
	The above table shows that 31% of the respondent strongly agree that electronic billboard has persuaded you into buying a product without considering the quality 28% agreed, while 8% are neutral, 19% disagree and 6% strongly agreed.
TABLE 11: Electronic Billboard Advert Get To The Public Than Any Other Media Advert.
	Variable
	Frequency
	Percentage

	Strongly agree
	33
	33

	Agree
	26
	26

	Neutral
	13
	13

	Disagree
	17
	17

	Strongly disagree
	11
	11

	Total
	100
	100


Source: Researcher’s field survey 2025
The above table shows that 33% of the respondent strongly agree that electronic billboard advert get to the public than any other media advert, 26% also agreed while 13% are neutral 17% disagree and 11% strongly disagree. The above table shows that strongly agree has the higher percentage as 33%.
TABLE 12:You Are Familiar With Electronic Billboard Advert
	Variable
	Frequency
	Percentage

	Strongly agree
	55
	55

	Agree
	19
	19

	Neutral
	10
	10

	Disagree
	12
	12

	Strongly disagree
	4
	4

	Total
	100
	100


Source: Researcher’s field survey 2025
The above table show that 55% of the respondent strongly agree that they are familiar with electronic billboard advert, 19% also agreed while 10% are neutral 12% disagree and 4% strongly disagree the table above shows that 55% has the highest range with strongly agree.
4.2 	 Analysis of Research Questions
Research Question 1
	Does Repetition Of An Advert Create Desire On Consumer Towards Product Purchase?
	The above question was answered in question 7 which was represented in table 2. The highest respondent strongly agreed that repetition of electronic billboard advert creates desire on consumer towardsproduct.
Research Question 2
Are They Influenced By The Advertisement Than The Quality Of The Product?
This question was answered in question is which was represented in table 10. Majority of the respondents strongly agreed to the fact that electronic billboard has persuaded people into buying a product without considering the quality.
Research Question 3
Product Seen In Electronic Billboard Advert Are Purchased Than Any Other Product?
The answer to the above question was answered in question 13 which was represented in the table 8 it was gathered there that 33% of the respondents agreed that electronic billboard influence people than any other media adverts.
Research Question 4
Are Consumers More Likely To Remember The Impact Of The Advert?
The above question was gathered in table 4. It was gathered that 41% of the respondents strongly agreed that consumer are likely to remember products seen on electronic billboard adverts.
4.3	Discussion of Findings
	The research shows the need for unique selling appeal and reputation of electronic billboard messages for a product. It show that majority of Ilorin west local government area residents consider the quality of products on electronic billboard and also electronic billboard has persuaded them into buying products.
	It is also enable producers and advertisers of products to understand the best method to reach prospective consumers. Electronic billboard adverts are preferred to other media adverts by Ilorin west local government area.
	It was gathered in the research that majority of consumer are likely to remember products seen on electronic billboard adverts than any other media adverts. This will help in realizing the fact that electronic billboard advert attracts the people of Ilorin west residents.
	Also, it was revealed in the research that repetition of electronic billboard advert creates desire on consumer toward product. This help in realizing that people are addicted to seeing and believing what they see on electronic billboard and this can be achieved if they see it frequently in their area.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMEDATIONS
5.1	Summary
	The study focused on the impact of electronic billboard on consumers choice of product in Nigeria (A case study of Ilorin west L.GA).
	It was observed in the research that electronic billboard has impact in consumer choice of product.
	The chapter one contained the background of the study with the introduction about the impact of electronic billboard advert in consumer choice of product, this is competitive world and must never forget that customers have a choice if they are not satisfied with the product, this is competitive world and must never forget that customer have a choice if they are not satisfied with the product life style, they will switch to another brand.
	The pursuit of highest quality at any price is no  guarantee for success nor is a single minded cost cutting approach lasting competitive advantage is gained for an electronic billboard search for optimal value to customers by Simu Haneous improvement of quality and reduction cost.
	Success can never be taken for granted electronic billboard most watch and learn from its competitive, if they do something better billboard must improve its own perform once billboard can achieve competitive and advantage through quality.
	The chapter two was the review of literature through consultation of books, journal, with scholars perception in the work and its audience two theories, were used to justify, the study agenda setting theories and social learning theory. It is now believe that electronic billboard has impact in consumer choice of product. The chapter three was the review of research methodology, the study adopt sampling size, and sampling techniques and structured questionnaire as the primary instrument of gathering the data, a total of 100 questionnaire were distributed by the research to the respondent at the spot and was retrieved back immediately.
      Chapter four was the analysis of data collection through questionnaire that was analyzed and interpreted with discussion of findings that shows the impact of electronic billboard in consumer choice of produce. The significance of the study show that electronic billboard has impact in consumer choice of produce.
5.2 	Conclusion
	This study unfolds the definition of electronic billboard board and its effect on the buying habits of consumers with relation to a particular medium billboard. It has also revealed listeners attitude or acceptance to it.
	Moreover, this study will guide the producers and advertisers to understand the best techniques to reach their prospective consumers. It shows the significance for unique selling appeal and repetition of electronic billboard message. This study also considers billboard effectiveness or failure on realizing its set objectives.
	We have observed from our extensive handwork to compile these page and electronic billboard is eager to serve consumer at every possible level. Consumer services department is the evidence of such a pursuit from the organization point of view. Presently electronic billboard is market leader in it category but it should not take it complacent attitude rather capitalize on its good brand equally and to improve its quality of product to reap not only more profit for share holder.
5.3 	Recommendations
	Electronic billboard should be provided in all community in Nigeria, rendering the advertisement services null and void. Commercial billboard like other mass media should be geared or prepare towards catching the attention of the person (Listeners) exposed to entertainment result, follow the pleasure and gratification of electronic billboard produce listeners of the ability to stimulate self enhancing fantasy those attribute are ignored with the result than apart from the promotion of goods and services advertiser should be familiar with the Nigeria way of life.
	Electronic billboard should be prepare in a way that will attract interest in some action from potential audience or listeners.
	Government should encourage electronic billboard advertisement with possible unites such as rapid development and social change because it is only when enough people own electronic billboard that consumer will be more familiar with the product and the need or how to get more goods on a particular product.
	Government should place their own adverts also on this electronic billboard to encourage other company to also persuade electronic billboard advertisement, government should provide agencies that will monitor what is being displayed on this billboard and they should supervise the media organizations. Every advert display must first be censored to ensure that electronic billboard is not against the ethics of journalism.
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QUESTIONNAIRE
Department of mass communication 
Institute of information and Communication technology
Kwara state polytechnic
Ilorin.

Dear respondent,
	We are student of the department of mass communication conducting a research on the topic “THE IMPACT OF ELECTRONIC BILLBORAD IN CONSUMER CHOICE OF PRODUCT IN NIGERIA 9a case study of ILORIN west LGA)
SECTION A
1.  Gender: male(     )         female (	)
2.  Age: 16-24 (	  )   38-47   (      )    48 and above (     )
3.  Marital status: single (     )   married (     )     separated (    )
4. Religion: Muslim (     )   Christian (     )   others (     )
5. Occupation: student (     )   employed (    ) self-employed (     )
SECTION B
SA=STRONGLY AGREE, 
A= AGREED
N= NEUTRAL
D= DISAGREE
SD= STRINGLY DISAGREE

	6
	Electronic billboard is a useful tool in passing message to the public.
	SA
	A
	N
	D
	SD

	7
	Repetition of billboard advert creates desire on consumer towards product. 
	
	
	
	
	

	8
	Electronic billboard advert are purchased more than other media advert.
	
	
	
	
	

	9
	Consumer are likely to remember product seen on electronic billboard advert.
	
	
	
	
	

	10
	Electronic billboard advert promote product.
	
	
	
	
	

	11
	Consumer see electronic billboard interesting and educative.
	
	
	
	
	

	12
	Electronic billboard advert are effective to consumer choice.
	
	
	
	
	

	13
	Electronic billboard influence you than other media avert.
	
	
	
	
	

	14
	Electronic billboard are able to communicate to more local audience.
	
	
	
	
	

	15
	Electronic billboard has persuaded you into buying a product without considering the quality.
	
	
	
	
	

	16
	Electronic billboard advert get to the public than other media advert.
	
	
	
	
	

	17
	You are familiar with electronic billboard advert.
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