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CHAPTER ONE
INTRODUCTION
1.1 	Background to the Study
Customers nowadays are bombarded with means of communication by firms and companies. Companies in an effort to access and have presence on customers mind, they make use of a range of advertisements. There is a intense competition in all sectors of the market for promoting various products and services by firms working in order to influence consumers during their purchasing behavior. For that reason, companies attempt to use an integrated marketing communication in an attempt to require an attention by their existing and potential prospects. This makes the majority of them to result to billboards for their advertising, marketing and promotion(Williams, 2019). 
Advertising is the process of bringing products, services, opinions, or causes to the attentionof the general public with the intention of persuading them to act in a particular way towardthem. The majority of advertising focuses on promoting a product that can be purchased (Barry, 2020).
However, similar strategies are also used to encourage people to drive safely, give to variouscharities, and vote for political candidates, among other things. Advertising is the primarymeans by which media outlets like newspapers, magazines, and television stations makemoney in many nations. Advertising has emerged as a significant and significant servicesector in the post-communist world. Advertising is any communication that is paid for,identified by a sponsor, and directed at a target audience through various mass media, such asradio, television, billboards, newspapers, and magazines, in order to raise awareness of goodsand services. Making people aware in order to sell or buy goods and services is the essence ofadvertising. To achieve its goals, advertising relies on the application of creative and planningabilities (Arens, 2014).
According to Kenechukwu, Asemah, and Edegeoh (2013), advertising is the process ofconvincing potential customers to purchase a product or promote a service. The practice ofproviding customers with information about products, brands, and services is the subject ofthis subfield of marketing.
Asemah and Edegoh (2012) define advertising as "a form of communication used to persuadean audience (viewers, readers, or listeners) to take some kind of action with respect toproducts, ideas, and services." Advertising promotes ideas, products, and services to potentialcustomers through a variety of traditional, new, and outdoor media, as well as traditionalmedia like newspapers, magazines, television, and radio.
Billboards are captivating and appealing marketing vehicles. The meaning universality of the messages, images and graphics, which are made use of in Billboards are essential and many firms make use of billboards for advertising and marketing and it is effective for the perception of the consumer purchase decision. Consumer Purchase choice is the decision-making process and physical activity individuals engage in when assessing, acquiring, using or dealing with products and services (Duyen, 2016). Customer purchase decision focuses on how people make decisions to spend available resources (time, money, effort) on consumption related products (Ayanwale, Alimi, &Ayanbimipe, 2005). According to Mark and Owusu, (2017), the consumer goes through a process before making a purchase choice. Through communication the marketer has the ability to get the attention of the customer which is later turned into a set of observable buyer reactions, product choice, brand choice, dealership choice, purchase timing and purchase quantity. This clarifies the crucial function that advertising plays in impacting the purchasing decisions of consumers.
The success of billboard advertising design is mainly connected to understanding the qualities and restrictions of this advertising medium. The essential characteristic is that viewing the advertisement takes place in motion mode and the short time available for individuals to absorb and place the advertisement in a surrounding environment with lots of sensory stimuli (Celsi & Olson, 1988). Consequently, an advertiser's capacity to be successful in meeting the objectives of billboard advertising is mainly associated with his ability to know the specificity and limitations of billboard advertising. These functions need distinct techniques for communicating advertising messages and an innovative design method (Lopez-Pumarejo & Bassell, 2009). It at the same time needs cautious selection of billboard locations and billboard high quality checks. The primary advertising elements are designed very effectively and comprehensively complement and support each other. They form a complete, innovative, and unified image capable of attracting attention and maintaining the interest of passers-by and therefore, efficiently presenting a high advertising claim in a short time and from the farthest distance (Chan & Cheng, 2012; Till & Baack, 2005).
Billboard advertising medium has a unique character of using the spacious surface given by the medium to creatively present properly designed images and boldly printed words to attract the attention of highly mobile audience in the cities to the product they promote. People are so much engaged in lots of tasks, because of this spend the majority of their time outside their homes, and this makes them have bit or no time to update themselves with required business information. As a result of this, whatever they are exposed to during the hustling of the day captures their attention, centers on their sub-consciousness and affects their purchase decisions (Mustapha, Karaca &Kitapci, 2010).
Advertising has an interest in assisting to increase the value credited to a product, as when it comes to completing brand products. There is the typical existence of a number of brands of the exact same products all priced competitively. Nevertheless, before the purchase of competing brands, choice in between items should be made initially. The role of advertising in establishing customer behavior has been under studies for a number of years. Nevertheless, a few of the arguments, assumptions and policy options recommended are not based on a detailed understanding of the way advertising works with consumers and its influence on markets. 
This study will consider how actually advertising manipulate language to suite their function and potentially attempt to make consumers aware of this confused state, which advertisers have put them. It will likewise be able to look on how advertising of goods using a persuasive language impacts the consumer purchasing behaviour.
1.2 	Statement of the Problem
Billboards do not offer room for feedback from advertisers or brand owners. As a result, they have no clear way of understanding how effective billboard advertising is for their brand. Although it has long been understood that advertising influences people’s behavior and choices, little consideration is given to which medium has the most impact. The inability of billboards to target specific groups makes it difficult for them to serve distinct segments of the market. Additionally, billboard advertising is expensive, and advertisers need to know whether their campaigns are having a significant impact on their target audiences. This knowledge helps them ensure their investment is not wasted.
There is a high volume of billboard advertisements from various firms, which indicates intense competition among brands. These brands are eager to know whether their intended messages are reaching their audiences. No brand wants to be left behind in this competitive landscape. Moreover, billboards offer limited space for product information. This limitation has led to the role of billboard advertising being underestimated for many years. Some brands also struggle to identify the most effective medium for reaching their target market, often resulting in disorganized and ineffective campaigns.
This study aims to evaluate the effectiveness of billboard advertising on consumer behavior and preferences. It will also help brands understand the potential advantages billboard advertising can offer.
1.3 	Aim and Objectives of the Study
Aim:
	The primary aim of this study is to examine the influence of billboard advertising on customer buying behavior among students of Kwara State Polytechnic.
Specific Objectives:
i) To explore the techniques used in billboard advertising that affect the purchase intentions of Kwara State Polytechnic students.
ii) To assess the impact of billboard advertising on the buying behavior of students at Kwara State Polytechnic.
iii) To identify the challenges associated with billboard advertising in influencing the purchase decisions of Kwara State Polytechnic students


1.4 	Research Questions
The following research questions were addressed in the course of this study:
i) What are the techniques used in billboard advertising that influence the purchase intentions of Kwara State Polytechnic students?
ii) What is the impact of billboard advertising on the buying behavior of students at Kwara State Polytechnic?
iii) What challenges are associated with billboard advertising in influencing the purchase decisions of Kwara State Polytechnic students?
1.5	Significance of the Study 
This study aims to examine the impact of billboard advertising and consumer purchase behaviour. Understanding of variables such as social factors, cultural, environment, psychological, societal status among others will be able to help further understand how these variables affect the decision making of consumer. 
This study is significant to managers of organization, government and students of higher learning or researchers. It is significant to managers of organization i.e., management at strategic level because it will assist them to verify the economic implication involved with advertisement and compare the cost-plus benefit on the enhanced sales and profit level. This study is also significant to government because the economic importance of advertisement is it contribution to the growth or expansion of most businesses. As such it contributes to the economic growth and stability to the Nigerian economy due to tax accrued to the government as revenue generated. Finally, manufacturers and large retailers will benefit from this study, as it will depict the need to go beyond the mentality of merely brand experience. Companies will be able to use the new findings of the study to customer brand experience into their products to innovate bottom up. This may lead to more efficient budget allocation for design and marketing, resulting in greater customer retention and improved brand equity.
1.6 	Scope of the Study
This study is specifically focused on examining the influence of billboard advertising on customer buying behavior, using students of Kwara State Polytechnic as the case study. The research covers various billboard advertising techniques and assesses how they affect the purchase intentions and decisions of students. It also identifies the challenges associated with the effectiveness of billboard advertisements in this context.
The study is limited to the student population within Kwara State Polytechnic, Ilorin, and does not extend to other institutions or the general public. Only billboard advertisements promoting consumer goods, especially those targeted at young adults and students, are considered. The findings of this research will be based on the perceptions, attitudes, and behavioral responses of the selected respondents within the institution.


1.7 	Limitations of the Study
This study is subject to several limitations that may affect the generalizability and depth of its findings. Firstly, the research is restricted to Kwara State Polytechnic students, which may not fully represent the buying behavior of the broader population or consumers in other regions or institutions. Secondly, the study focuses solely on billboard advertising, excluding other forms of advertising such as digital, radio, or print media, which may also influence consumer behavior.
Another limitation is the reliance on self-reported data from respondents, which may be affected by bias, misunderstanding of questions, or lack of full disclosure. Time constraints and limited financial resources also posed challenges in conducting a more extensive survey and gathering more comprehensive data. Despite these limitations, the study provides valuable insights into the influence of billboard advertising within the chosen context.
1.8	Definition of Terms 
The following terms were used in the process of carrying out this study: 
Consumer: theseare people or organizations that purchase products or services. The term also refers to hiringgoods and services. They are humans or other economic entities that use a good or service. Furthermore, they do not sell on that item that they bought. They are the end users in the distribution chain of goods and services. In fact, sometimes the consumer might not be the buyer.
Consumer Buying Behaviour: this is the attitude, intentions and decisions i.e., the consumer’s behaviour in the market place before buying a product (Belch & Belch, 2017).
Billboard: Billboards are a huge outdoor advertising structure that is found mainly in areas with heavy traffic, such as on busy roads. Billboards are big ads for pedestrians and drivers to pass through
Advertising: Researchers have defined advertising differently and there is a need to establish an interpretation that all people at all locations understand.
Promotion: Promotions refer to the entire set of activities, which communicate the product,brand or service to the user. The idea is to make people aware, attract and induce them to buythe product, in preference over others.


CHAPTER TWO
LITERATURE REVIEW
2.0	Introduction
This chapter presents a comprehensive review of existing literature on the influence of billboard advertising on customer buying behavior, with a particular focus on students of Kwara State Polytechnic. It begins by providing an overview of billboard advertising and its relevance within the broader context of marketing and consumer behavior. The chapter then examines previous studies and theoretical frameworks that highlight the role of billboard advertising in shaping consumer awareness, attitudes, and purchasing decisions. Lastly, the chapter concludes with a summary of key insights from the literature and identifies gaps that this current study seeks to address, particularly within the context of student consumers in a tertiary institution setting.
2.1	Conceptual Review
In today's fast-paced world, advertising has become essential for companies to communicate with consumers, as there are countless channels and viewers to reach. Billboards are acost-effective way to advertise products and brands while effectively conveying messages tothe masses. According to Hussain and Nizamani (2011) and Mitchell (1986), advertisementsfor two products with the same attributes can have a different impact due to the combinationof images, colors, and text used in the ad, which distinguishes it from other ads. The visualcomponents of an ad are responsible for drawing attention and generating positive emotions,which are based on cultural and biological factors. Messaris (1996) suggests that individualstranslate visual elements of ad design into verbal information about the product. The findingsof Hussain and Nizamani (2011) indicate that the size of the billboard, the colors used, thelocation, and the images chosen significantly impact the audience's attention. As advertisingtrends continue to evolve rapidly, it is crucial to use these variables adequately to attracttarget markets. Therefore, billboard advertising is an attractive medium due to itsconvenience, accessibility, and cost-effectiveness.
2.1.1	Advertising Media
Advertising media refers to the various channels and platforms through which advertisers promote their products, services, or messages to a target audience. It encompasses a widerange of mediums that are strategically selected to reach and engage potential customerseffectively. 
Television, a powerful and influential medium, captivates viewers with its audiovisualstorytelling. Advertisements aired during popular shows, sporting events, or news broadcastscan reach millions of households simultaneously. The combination of sight, sound, andmotion allows advertisers to create compelling narratives and visually appealing content,leaving a lasting impression on viewers. Radio, with its widespread accessibility, offers adynamic platform for advertisers to convey messages through audio. Be it catchy jingles,engaging voice-overs, or informative discussions, radio advertisements have the ability topenetrate daily routines, reaching people during their commutes, work hours, or leisure time.The theater of the mind comes alive as listeners imagine the advertised products or services (Bandura, 2019)
Print media, comprising newspapers and magazines, remains an enduring advertisingmedium. Advertisements placed in relevant publications enable advertisers to target specificdemographics or interest groups. The tactile experience of flipping through the pages allowsreaders to engage with advertisements at their own pace, providing a tangible presence thatcan be revisited (Hussain, 2011)
Outdoor advertising, also known as out-of-home (OOH) advertising, encompasses a varietyof formats such as billboards, posters, transit ads, and digital screens. These strategicallyplaced displays capture attention in public spaces, from busy city streets to highways,airports, and shopping centers. OOH advertising leverages the power of visual impact,making impressions on commuters, pedestrians, and travelers(Hussain, 2011).
2.1.2	Billboard Advertising
Billboard advertising is a powerful marketing tool that involves placing large, eye-catchingdisplays in strategic locations to deliver messages to a diverse audience. These billboards canbe found alongside highways, in busy urban areas, near shopping centers, and otherhigh-traffic locations where they can capture the attention of pedestrians and motorists (Messaris, 2016).
Billboard advertisements are designed to catch a person's attention and create a memorableimpression very quickly, leaving the reader thinking about the advertisement after they havedriven past it. They have to be readable in a very short time because they are usually readwhile being passed at high speeds. Thus, there are usually only a few words, in large print,and a humorous or arresting image in brilliant color. Some billboard designs spill outside theactual space given to them by the billboard, with parts of figures hanging off the billboardedges or jutting out of the billboard in three dimensions.
One of the key benefits of billboard advertising is its ability to create brand awareness. Withtheir prominent size and placement, billboards have a high visibility factor that allows brandsto reach a large number of people. This exposure helps to familiarize consumers with a brand,making it more likely to be top-of-mind when they make purchasing decisions. Billboardscan effectively increase the visibility of a product or service, especially when strategicallypositioned in areas where the target audience is likely to frequent (Allen, 2018)
Billboards also play a significant role in influencing consumer behavior. By showcasingappealing visuals and compelling messages, they have the power to capture attention andspark interest. A well-designed billboard can convey key information, evoke emotions, orhighlight unique selling points, thereby influencing consumers' perceptions and preferences.
When executed effectively, billboard advertising can drive potential customers to take action,such as visiting a store, making a purchase, or seeking more information about a product orservice.
2.2	Empirical Review
The study conducted by Gupta and Lord (2008) aimed to investigate the effectiveness ofbillboard advertising in promoting a new product compared to other forms of advertising. Theresearchers conducted a field study in a large metropolitan area in the United States, usingbillboards, television, and print ads to promote a new product, a mobile phone service. Thestudy found that billboards were effective in creating brand awareness and increasing salesfor the new product. Specifically, the researchers found that billboards had a significantpositive impact on the recall of the brand name and the product features compared totelevision and print ads. The study concluded that billboards are an effective andcost-efficient way to promote a new product, especially when compared to other forms ofadvertising such as television and print ads. However, the study did not examine thelong-term effects of billboard advertising on brand awareness and sales, and further researchis needed to investigate this aspect.
Thurau et al. (2004) that investigated the effectiveness of billboards compared to other forms of advertising. The study was conducted in Germany and used a survey method to collect data from 516 respondents. The respondents were shown a range of advertisements, including billboards, television ads, radio ads, and print ads. The researchers then measured the effectiveness of each type of advertising in terms of creating brand awareness and a positive brand image. The results of the study showed that billboards were the most effective form of advertising for creating brand awareness. Specifically, the study found that billboards were33% more effective at creating brand awareness than television ads and 42% more effective than radio ads. Print ads were found to be the least effective form of advertising for creating brand awareness.
Overall, the study by Hennig-Thurau et al. (2004) suggests that billboards are a highly effective form of advertising for creating both brand awareness and a positive brand image. These findings have important implications for marketers, as they suggest that billboards may be a more cost-effective and impactful advertising medium compared to other forms of advertising.
Barwise and Strong's (2002) study is an empirical review that examined the effectiveness of billboards in creating brand awareness, reinforcing brand image, and establishing emotional connections with consumers. The study was based on an analysis of existing research studies and included both qualitative and quantitative data. The study found that billboards are effective at creating brand awareness, as they are often strategically placed in high-traffic areas where they can be easily seen by many people. This visibility can help to increase the visibility of a brand and its message, which in turn can increase consumer awareness and familiarity with the brand. In addition to creating brand awareness, billboards were found to be effective at reinforcing brand image for established brands. This is because billboards are often used to display eye-catching and memorable images, slogans, and messages that can help to reinforce the existing image and messaging of a brand. This can help to strengthen brand loyalty and create a sense of familiarity and trust with consumers.
Obonna (2003) states that to attract audience, media supply important information to advertisers about their audience. This information is the information of media planning by advertisers agencies and provides an essential service, the descriptive information that media collect include data on the number of people exposed to their content as well as description of readers and viewers of demographic characteristics and in other categories of useful advertisers. In some cases, these data are compiled by the media themselves and substantiated by some outside firm.
Hussain and Nizamani (2011) conducted a study on the factors affecting consumer attention in billboards advertising in Karachi, Pakistan with the aim to understand the consumer attention towards billboards, whether the target audience gives importance to the billboards or not. Non- probabilistic sampling technique was used to collect data from a sample of 300 respondents and T-test was employed to evaluate the hypotheses in the study. It was found that a number of factors in the billboards advertising attract the customer.
A customer gives proper attention to billboards advertising due to billboards advertising Size, Colour, Location, Celebrity and Images. All these segments were found to have a positive impact on the customer's attention. This study was conducted in India, an emerging economy with different economic settings and culture from a developing country perspective.
Mustafa et al, (2010) carried a study on the effects of outdoor advertisements on consumers in Turkey with the purpose to determine the influence ratio of outdoor advertisements on consumers living in Sivas city and to measure the effects on participants' purchasing behavior. The research also attempted to specify the different characteristics of outdoor advertisements in comparison to other advertising instruments. A face-to-face interview survey was conducted on 400 persons selected with non-random sampling technique. Data were analyzed by using T-test, variant analysis and factor analysis.
It was found that people generally have positive opinions about outdoor advertisements. It was also found that respondents liked outdoor advertisements as they contribute to the cityscape in terms of variety and beauty, and they do not pollute the environment. However, awareness of outdoor advertisement amongst some people was found to be relatively low. It was further found that outdoor advertisements, which create different ideas, which are effective in informing and persuading people and which are sensitive to the environment can be viewed positively by consumers. In particular, amongst consumers with higher educational and income levels, outdoor advertisements were found striking and their visibility is increasing.
Cunningham and Coleman (2003) conducted a study on the effectiveness of billboard advertising. A telephone survey of 517 residents was undertaken in Baton Rouge, Louisiana. It was found that 32.0 per cent of the respondents reported unaided recall of at least one billboard advertisement, while 36.0 per cent had aided recall. The study also revealed that advertisements of products or services with high awareness had higher recall and the longer the campaign length the better the recall.
Furthermore, on demographic attitudes towards advertisements the study established that women were more likely than men to have more positive attitudes toward billboardadvertising and to pay more attention to advertisements. Younger people seemed more likely to have better attitudes towards advertisements, but there was no relationship between age and attention. When it came to the boards in the study, women were more likely to pay attention to these particular boards, as were for people with children.
2.3	Theoretical Framework
In every discipline, study or research, there is a body of existing theories that provides an explanation for the observable phenomena in that area. For this reason, the theories which have been concluded to be relevant to this research are:
2.4	Elaboration Likelihood Theory
The Elaboration Likelihood Model (ELM) is a theoretical framework developed by Richard E. Petty and John T. Cacioppo in the field of persuasion and communication. It explains the process by which individuals are influenced by persuasive messages and how they engage in cognitive processing to form attitudes and make decisions. The ELM suggests that there are two routes of persuasion: the central route and the peripheral route. These routes represent different levels of cognitive elaboration or thinking involved in processing persuasive messages. They are:
Central Route: When individuals have the motivation and ability to carefully process and evaluate a persuasive message, they are more likely to take the central route. In this route, people engage in systematic and thoughtful processing of the information, focusing on the quality and strength of the arguments presented. They critically evaluate the message, weigh the pros and cons, and form attitudes based on the central merits of the message.
Peripheral Route: When individuals lack the motivation or ability to engage in central processing, they are more likely to rely on peripheral cues in the persuasive message. Peripheral cues are non-argument-related factors such as the source attractiveness, credibility, or the presence of emotional appeals. Instead of focusing on the content of the message, people are swayed by superficial aspects and make decisions based on peripheral cues.
2.5	Relevance of the theory to this study
Billboard advertising is primarily a peripheral cue-based medium. It offers limited space and time for conveying a message, making it challenging to present detailed arguments. Thus, individuals exposed to billboards are more likely to process the message through the peripheral route. They may rely on peripheral cues such as the visual appeal of the ad, brand familiarity, or emotional appeals associated with the brand. Peripheral cues which include the design, color scheme, and visual elements of the billboard can attract attention and create positive associations with the brand. Brand colors, coupled with attractive visuals, can evoke positive emotions and catch the viewer's eye. The use of celebrities or well-known personalities in the advertisement can also serve as a peripheral cue, leveraging their credibility and attractiveness to influence viewers' attitudes. Also, Source credibility of billboards prominently displays trusted symbols or endorsements, such as awards or certifications, which can enhance the credibility of the brand. The presence of these cues can lead individuals to form positive attitudes towards the product based on peripheral processing. 
2.6	Uses and Gratification Theory
The Uses and Gratification Theory is a communication theory that seeks to understand why and how people actively seek out and use media to fulfill their specific needs and desires. It focuses on the motivations and gratifications that individuals derive from media consumption, emphasizing that audiences are active and purposeful in their media choices. This theory suggests that people are not passive recipients of media messages but ratheractive participants who actively select and engage with media based on their individual needs.
The history of the Uses and Gratification Theory can be traced back to the 1940s and 1950s when scholars began to question the traditional media effects theories that portrayed audiences as passive and vulnerable to media influences. Instead, researchers like Elihu Katz, Jay Blumler, and Michael Gurevitch proposed that individuals actively choose media to fulfill their social and psychological needs. They argued that media consumption is driven by four key motives: information-seeking, personal identity, social interaction, and entertainment.
2.7	Relevance of the Theory to the Study
The Uses and Gratification Theory is highly relevant to this study as it provides a useful framework for understanding how and why consumers, particularly students of Kwara State Polytechnic, engage with billboard advertisements. The theory emphasizes that individuals are active participants in their media consumption, seeking out content that fulfills specific personal and psychological needs. This aligns with the objective of the study, which is to examine how billboard advertisements influence consumer buying behavior.
In the context of billboard advertising, students may engage with these advertisements to satisfy various needs such as acquiring product information (information-seeking), identifying with a brand or lifestyle (personal identity), connecting with peers through shared consumer trends (social interaction), or simply enjoying the visual appeal and creativity of the advert (entertainment).
By applying the Uses and Gratification Theory, the study acknowledges that students are not passive viewers of billboard messages; rather, they interpret and respond to these messages based on their individual preferences, experiences, and motivations. This theoretical perspective helps to explain the varied responses to billboard advertising and offers insight into how such media can effectively influence buying decisions within the student demographic.


CHAPTER THREE
METHODOLOGY
3.0	Introduction
This chapter focuses on the research methodology that was used in this study. Research methodology refers to the specific techniques or procedures used to identify, select, process and analyze information about a topic. It demonstrates how researchers formulate the problem and objective as well as present the findings based on the data obtained during the research period (Sileyew, 2019). This chapter will consist of the research design, research method, population of study, sample size, sampling technique, instrument for data collection and data analysis procedure.
3.1	Research Design
According to Malhotra (2010), research design refers to a framework for implementing a research project and it provides the procedures that must be followed in obtaining the necessary information for achieving the research objectives. It is the framework or plan for a study that is used in collecting and analyzing a set of data (Tejumaiye, 2017). Research designs can be exploratory, descriptive or casual in approach.
For this study, a quantitative research design with a descriptive approach was adopted. The goal of a descriptive research design is to systematically gather data to describe a phenomenon, circumstance, or population. More specifically, it helps in addressing the research problem what, when, where, and how questions. Also, the descriptive design approach uses visual aids like charts, tables, and graphs to make the data distribution easier to understand for the reader and to provide a clearer explanation. Hence, the reason that descriptive research is thought to be appropriate for this study is that it enables the researcher to generate data through standardized data collection procedures based on highly structured and carefully constructed research instruments put to achieve the research objectives.
3.2	Research Method
The survey research method was used in carrying out this study. A survey involves the collection of data through a questionnaire and it is considered to be a great tool for gathering, comparing, and analyzing data among specific demographics. Due to the fact that this study used a large number of units for its research, the survey method was considered to be the best research method to use because as Babbie (2012) opined, the survey method allows for questions to be asked of a population that may be too large to observe directly. In addition, the survey method was used to answer the research questions raised earlier.
3.3	Population of the Study
The population of this study comprises all students of Kwara State Polytechnic, Ilorin. The institution has a diverse student body spread across various Institutes and departments, including the Institute of Finance and Management Studies, Institute of Applied Sciences, Institute of Environmental Studies, Institute of Technology, and others. These students represent a key demographic for advertisers, particularly due to their active lifestyle, exposure to outdoor media, and consumer decision-making behavior.
As billboard advertisements are commonly placed in strategic locations around the campus and within the city of Ilorin, students are frequently exposed to them, making them a suitable population for assessing the influence of billboard advertising on buying behavior. The choice of this population allows for the collection of relevant data to evaluate how billboard messages impact awareness, interest, and purchasing decisions among young consumers.
3.4	Sampling Technique
Sampling is the act, process, or technique of selecting a suitable sample for the study (Tejumaiye, 2017). For this study, purposive sampling, which is a type of non-probability sampling technique, was used. According to Babbie (2012), purposive sampling is a method whereby units in the sample are selected based on characteristics predetermined by the researcher. This means that the sampling method relies on the researcher's judgment in selecting individuals who are most likely to provide relevant and reliable information to achieve the study objectives.
Purposive sampling was used to select students from Kwara State Polytechnic who are regularly exposed to billboard advertisements within and around the institution. These students were considered suitable respondents due to their frequent interaction with billboard messages and their active role as consumers of various products and services. This approach ensures that the study focuses on participants who have firsthand experience and are most likely to offer meaningful insights into how billboard advertising influences their buying behavior.
3.5	Sample Size 
Sample size simply refers to the number of observations that is used to estimate a particular population. In other words, a sample is part of the population. Studying the entire population for this study is almost impossible and too cumbersome, which may lead to inaccuracies in the research process. Therefore, a sample size is needed to ease the research process and to also represent the population. Serekan and Bougie (2010) opined that an appropriate sample size must range between 30 and 500 respondents. Hence, a total of 200 respondents were used for this study.
3.6	Instrument for Data Collection 
Astructured questionnaire was adopted for this study in order to obtain adequate and accurate responses. Okunna (2002) defines a questionnaire as a device for securing answers to a set of questions using a form, which respondents fill personally.
Burns and Bush (2010) stated reasons why the questionnaire is considered to be the most suited for data collection for this study. The reasons are: 
i. Questionnaires can provide a substantial amount of information. 
ii. Questionnaires are easy to distribute to tourists, which are the respondents in the study. 
iii. Questionnaires can be used to obtain information on attitude, perception and opinions of the individual. 
The data collection instrument is regarded as the best means of collecting unbiased, precise and relevant information for this study. Thequestionnaire was identified to be a cost-effective method for this study. 
In addition, the questionnaire was divided into two sections: the first section featured the respondent’s bio-data in order to gather demographic details, while the second section featured questions related to the research questions.
3.7	Data Analysis Procedure 
Simple descriptive statistics with frequency tables and percentages were used to analyze and interpret the data to ensure conciseness, simplicity and easy understanding.



CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0	Introduction
This chapter presents the analysis of data collected to assess the influence of billboard advertisement on customer buying behavior among students of Kwara State Polytechnic, Ilorin. Responses from the administered questionnaires are systematically organized and examined in relation to the study’s research questions and objectives. The analysis focuses on identifying key patterns and relationships between billboard advertising techniques, their impact on consumer purchase intentions, and the challenges associated with using billboards as an advertising medium. This approach provides an evidence-based evaluation of how billboard advertisements shape consumer awareness, preferences, and buying decisions within the context of the selected student population.
4.1 Data Presentation and Analysis
This section systematically organizes, presents, and analyzes the data collected from the questionnaire responses administered to students of Kwara State Polytechnic, Ilorin. Quantitative data derived from the questionnaires are displayed using simple percentage tables to facilitate clear visualization of trends and patterns related to billboard advertising and consumer buying behavior. The analysis focuses on three key areas aligned with the study objectives: techniques used in billboard advertising, the impact of billboard advertising on consumer purchase intentions, and the challenges associated with billboard advertising in influencing buying decisions. This approach ensures a comprehensive and balanced examination of the data, enabling the identification of significant relationships and insights that address the research questions. The findings presented in this section form the basis for the subsequent discussion and conclusions on the effectiveness of billboard advertising as a promotional tool within the context of student consumers.
Table 4.1: Demographic Data
	S/N
	Statement
	Respondents
	Percentage (%)

	1.
	Gender 

	
	Male 
	80
	

	
	Female 
	120
	

	
	Total 
	200
	100

	2
	Age Group
	
	

	
	16 – 20 years 
	60
	

	
	21 – 25 years
	120
	

	
	26 – 30 years
	15
	

	
	30 years and above 
	5
	

	
	Total 
	200
	100

	3
	Institute?

	
	Institute of Finance and Management Studies
	70
	

	
	Institute of Applied Science
	40
	

	
	Institute of Technology
	10
	

	
	Institute of Environmental Studies
	15
	

	
	Institute of General Studies
	5
	

	
	Institute of Information and Communication Technology
	60
	

	
	Total
	200
	100

	4
	Level of Study

	
	ND 1
	60
	

	
	ND 2
	80
	

	
	HND 1
	40
	

	
	HND 2
	20
	

	
	Total
	200
	100


Source: Researcher’s field Survey, 2025
The demographic profile of the respondents reveals a higher representation of females (60%) compared to males (40%), indicating a noticeable gender imbalance within the sample. This distribution may reflect the gender composition of students at Kwara State Polytechnic or the accessibility and willingness of respondents during data collection.
Regarding age distribution, the majority of respondents fall within the 21–25 years age bracket, constituting 60% of the sample, followed by those aged 16–20 years (30%). Only a small proportion of respondents are within the 26–30 years (7.5%) and above 30 years (2.5%) categories. This indicates that the student population is predominantly young, which is consistent with the typical demographic of tertiary institution students, and suggests their consumer behavior may be more influenced by trends and visual advertising such as billboards.
In terms of institutional affiliation, the largest group of respondents belongs to the Institute of Finance and Management Studies (35%) and the Institute of Information and Communication Technology (30%). Other institutes such as Applied Science (20%), Technology (5%), Environmental Studies (7.5%), and General Studies (2.5%) are represented in smaller proportions. This suggests that students from business and technology-related disciplines form the bulk of the respondents, which may reflect a higher interest or awareness of advertising practices among these groups.
With respect to level of study, ND 2 students make up the largest group (40%), followed by ND 1 students (30%), HND 1 students (20%), and HND 2 students (10%). This distribution indicates that lower-level students are more represented in the sample, which could imply that awareness and responsiveness to billboard advertising is being shaped early in their academic and consumer experience.
Table 4.2: Techniques of Billboard Advertising
	Statements
	SA
	A
	N
	D
	SD

	Billboard advertisements around the campus use creative techniques that catch my attention
	45%
	35%
	10%
	7%
	3%

	The design and placement of billboards make me consider the products advertised
	40%
	38%
	12%
	7%
	3%

	Billboard advertisements are visually appealing and easy to understand
	50%
	33%
	9%
	6%
	2%


Source: Researchers’ field survey, 2025

The data in Table 4.2 reveal that a substantial majority of respondents perceive billboard advertisements around the campus as employing creative techniques that effectively capture their attention. Specifically, 80% of respondents (45% strongly agree and 35% agree) affirm that the creative approach of billboards draws their interest, while only a small minority (10%) remain neutral and less than 10% (7% disagree and 3% strongly disagree) express dissent.
Similarly, 78% of respondents agree or strongly agree that the design and placement of billboards influence their consideration of the products advertised. This indicates that strategic positioning and appealing design elements play an important role in shaping consumer perceptions and purchase intentions, as suggested in outdoor advertising literature (OAAA, 2023). The presence of 12% neutral responses may reflect that not all students are equally observant of billboard locations or designs, or that some products advertised do not align with their interests.
Furthermore, 83% of respondents concur that billboard advertisements are visually appealing and easy to understand. This suggests that the clarity and aesthetic quality of billboard messages significantly contribute to their effectiveness in engaging consumers. The relatively low disagreement rates across all three statements indicate a strong consensus among students that creative techniques, proper design, and placement enhance the appeal and impact of billboard advertising on their awareness and purchase decisions
Table 4.3: Impact of Billboard Advertising
	Statements
	SA
	A
	N
	D
	SD

	1. Billboard advertisements influence my decision to try out new products.
	42%
	37%
	11%
	7%
	3%

	2. I often remember products because I saw them on a billboard.
	48%
	36%
	9%
	5%
	2%

	3. Billboard advertisements make me more aware of brands and their products.
	51%
	34%
	8%
	5%
	2%


Source: Researchers’ field survey, 2025
The data in Table 4.3 reveal that a significant proportion of respondents perceive billboard advertising as influencing their decision to try out new products. Specifically, 79% of respondents (42% strongly agree and 37% agree) affirm that billboard advertisements play a role in shaping their trial behavior toward new products, while only 11% remain neutral and less than 10% express disagreement. This highlights the persuasive potential of billboard advertising in encouraging product experimentation among students.
Similarly, 84% of respondents agree or strongly agree that they often remember products because they saw them on a billboard. This finding underscores the role of billboard advertising in enhancing brand recall and product memorability, which aligns with existing literature on outdoor advertising as an effective medium for maintaining top-of-mind awareness (Nielsen, 2023). The relatively low neutral (9%) and disagreement (7%) responses suggest that most students view billboard advertising as a strong contributor to their product memory.
Furthermore, 85% of respondents concur that billboard advertisements make them more aware of brands and their products. This indicates that billboards serve as an important channel for raising brand awareness and informing consumers about available offerings. The low disagreement rates across all three statements reinforce the idea that billboard advertising has a meaningful impact on student consumers’ awareness, memory, and willingness to try new products, making it a valuable promotional tool within the campus environment.
Table 4.4: Challenges of Billboard Advertising
	Statements
	SA
	A
	N
	D
	SD

	1. I feel billboards do not provide enough information about the products advertised.
	44%
	36%
	10%
	7%
	3%

	2. Sometimes, billboard advertisements are located in areas where I hardly notice them.
	46%
	34%
	11%
	6%
	3%


Source: Researchers’ field survey, 2025

The data in Table 4.4 reveal that a notable proportion of respondents perceive billboards as limited in the amount of information they convey about advertised products. Specifically, 80% of respondents (44% strongly agree and 36% agree) feel that billboards do not provide enough detailed information to fully inform their purchase decisions, while only 10% remain neutral and less than 10% disagree. This reflects a common critique of billboard advertising as being constrained by space and format, which often forces advertisers to prioritize brevity and visual appeal over detailed messaging.
Similarly, 80% of respondents agree or strongly agree that billboard advertisements are sometimes located in areas where they hardly notice them. This suggests that poor placement or visibility of certain billboards diminishes their effectiveness, a challenge often cited in outdoor advertising research (Popova, 2022). The relatively low neutral (11%) and disagreement (9%) responses indicate broad agreement among students that both message limitation and suboptimal placement are significant challenges associated with billboard advertising.
4.2 	Discussion of findings
The findings of this study provide compelling evidence on the significant role of billboard advertising in shaping the buying behavior of students at Kwara State Polytechnic, Ilorin. Across the various dimensions examined—techniques of billboard advertising, impact on purchase intention, and challenges associated with billboard use—the data consistently highlight the influence of billboard advertising on consumer awareness, attitudes, and decisions.
Firstly, the majority of respondents affirmed that billboards around the campus employ creative techniques, proper design, and strategic placement, which capture their attention and enhance their engagement with advertised products. This finding aligns with existing literature, which emphasizes that creativity, visibility, and clarity are crucial factors in outdoor advertising effectiveness (OAAA, 2023; Nielsen, 2022). The high level of agreement among respondents on the attractiveness and ease of understanding of billboards underscores their role in creating consumer awareness and encouraging product consideration.
Secondly, the study revealed that billboard advertising significantly impacts students’ purchase intentions. Respondents indicated that billboards influence their decisions to try out new products, improve their recall of brands, and increase their overall awareness of products and services. This corroborates the theoretical expectation, rooted in the Uses and Gratification Theory, that consumers actively engage with media that meets their informational and entertainment needs (Katz, Blumler& Gurevitch, 1974). The findings reflect the effectiveness of billboards in reinforcing brand recognition and shaping consumer preferences, particularly among young and visually-oriented audiences.
Thirdly, the data suggest that certain challenges limit the full potential of billboard advertising. A substantial proportion of respondents believe that billboards do not provide enough detailed information about products, highlighting the medium’s inherent constraint of space and brevity. Additionally, poor or suboptimal placement was identified as a barrier, as some billboards are located in areas with limited visibility or accessibility. These challenges are consistent with observations in outdoor advertising literature, which caution that improper placement and oversimplified messaging can undermine campaign effectiveness (Popova, 2022).
Finally, the findings indicate a generally positive perception of billboard advertising as a useful promotional tool among the student population. However, they also underscore the need for advertisers to complement billboard campaigns with other media to provide more detailed product information and to ensure strategic placement for maximum exposure. The overall consensus that billboards enhance brand awareness and influence consumer decisions reflects confidence in the medium’s role as a valuable component of the marketing communication mix.
CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary Of Findings
The study revealed that billboard advertising significantly influences the buying behavior of students at Kwara State Polytechnic, Ilorin. Respondents generally agreed that creative techniques, attractive designs, and strategic placement of billboards around the campus effectively capture their attention and encourage engagement with the advertised products. The findings show that students perceive billboard advertisements as visually appealing, easy to understand, and capable of stimulating interest in trying out new products.
The findings also indicate that billboard advertising has a notable impact on consumer purchase intentions. Respondents reported that they often remember products and brands because they saw them on billboards, and that such advertisements increase their awareness of available products and services. This underscores the role of billboard advertising in enhancing brand recall, awareness, and influencing students’ decisions to consider and purchase products.
Additionally, the study identified certain challenges associated with billboard advertising. Many respondents felt that billboards do not provide enough detailed information about the advertised products, likely due to the medium’s inherent limitations in space and message length. Furthermore, some respondents pointed out that poor placement of billboards in less visible areas reduces their effectiveness and limits their reach.
Overall, there is a strong perception among respondents that billboard advertising is an effective promotional tool for creating awareness, shaping preferences, and influencing buying behavior. However, advertisers need to address placement issues and complement billboards with other communication channels to provide more comprehensive information and maximize their impact.
5.2	Conclusion 
This study has demonstrated that billboard advertising plays a significant role in influencing the buying behavior of students at Kwara State Polytechnic, Ilorin. The findings reveal that creative techniques, appealing designs, and strategic placement of billboards effectively attract students’ attention, enhance brand awareness, and influence their willingness to try out new products. The ability of billboard advertising to stimulate interest and improve brand recall underscores its importance as a vital component of modern marketing communication strategies.
The study affirms that billboard advertising is an effective promotional tool for shaping consumer preferences and driving purchase intentions, especially among young, visually-oriented audiences. However, challenges such as insufficient information and poor placement of billboards limit their full potential. Advertisers are therefore encouraged to complement billboard campaigns with other media to provide more detailed product information and to ensure optimal visibility of their messages.
It is imperative for advertisers and marketers to adopt a balanced approach in utilizing billboard advertising—emphasizing creativity, clarity, and strategic positioning—while integrating it with other channels for maximum impact. This synergy between creative advertising practices and audience needs will foster more effective communication, greater brand loyalty, and enhanced consumer engagement within the target market.
5.3	Recommendation
Based on the findings of this study, several recommendations are proposed to enhance the effectiveness of billboard advertising as a promotional tool and improve its influence on consumer buying behavior, particularly among students at Kwara State Polytechnic, Ilorin.
First, advertisers and brand owners should continue to design billboard campaigns that emphasize creativity, clarity, and visual appeal to capture consumer attention and improve brand recall. Messages should be concise yet impactful, making use of bold visuals and clear calls-to-action to resonate with young and visually-driven audiences.
Second, greater attention should be given to the strategic placement of billboards in high-traffic and highly visible locations within and around the campus. Poorly placed billboards undermine their effectiveness, so advertisers should conduct visibility assessments and consider student movement patterns when selecting locations.
Third, advertisers should complement billboard campaigns with other media platforms, such as digital and social media, to provide more detailed information about products and reinforce the messages conveyed through billboards. This integrated approach will help bridge the information gap identified in the study and ensure that consumers are better informed about product features and benefits.
Finally, regular evaluation of billboard campaigns through feedback and consumer research should be conducted to understand changing preferences and improve the relevance and effectiveness of future advertisements. By aligning advertising strategies with audience needs and behaviors, marketers can maximize the impact of billboard advertising and foster stronger brand-consumer relationships.
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APPENDIX
Questionnaire
Kwara State polytechnic, Ilorin,
Institute of Information and
Communication Technology,
Department of Mass Communication,

Dear Participant,
I am a student of the above-named department conducting a research work on the topic “The influence of billboard advertisement on customer buying behavior (a case study of Kwara State Polytechnic students)
 I shall be happy if you fill the questionnaire as sincerely as possible Your identity shall be kept confidential as possible; and the data gathered therein will be used strictly for academic purpose.
Thank you for your valuable contribution.
INSTRUCTION: Please (✓) the answer you consider appropriate. 
Section A: Demographic Information
1. Gender? 
□ Male □ Female
2. What is your age group?
□ 16–20 □ 21–25 □ 26–30 □ 30 and above
3. Institute?
☐ Institute of Finance and Management Studies☐ Institute of Applied Science☐ Institute of Technology☐ Institute of Environmental Studies☐ Institute of General Studies☐ Institute of Information and Communication Technology
4. Level of Study?
 □ ND 1 □ ND 2 □ HND 1  □ HND 2
Section B: Research Questions
(Please indicate your level of agreement with each statement by ticking one option.)
SA = Strongly Agree | A = Agree | N = Neutral | D = Disagree | SD = Strongly Disagree
Objective 1: Techniques of Billboard Advertising
	Statements
	SA
	A
	N
	D
	SD

	Billboard advertisements around the campus use creative techniques that catch my attention
	
	
	
	
	

	The design and placement of billboards make me consider the products advertised
	
	
	
	
	

	Billboard advertisements are visually appealing and easy to understand
	
	
	
	
	


Objective 2: Impact of Billboard Advertising
	Statements
	SA
	A
	N
	D
	SD

	1. Billboard advertisements influence my decision to try out new products.
	
	
	
	
	

	2. I often remember products because I saw them on a billboard.
	
	
	
	
	

	3. Billboard advertisements make me more aware of brands and their products.
	
	
	
	
	


Objective 3: Challenges of Billboard Advertising
	Statements
	SA
	A
	N
	D
	SD

	1. I feel billboards do not provide enough information about the products advertised.
	
	
	
	
	

	2. Sometimes, billboard advertisements are located in areas where I hardly notice them.
	
	
	
	
	



