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ABSTRACT: 

Outdoor advertising works well for promoting your product in specific geographic areas. While billboards, bus 

benches, and transit advertising can be very effective for the small-business owner, any successful outdoor 

campaign begins with your own location's signage. Your outdoor sign is often the first thing a potential 

customer sees. Your sign should be sufficiently bright and conspicuous to attract attention and sufficiently 

informative to let prospective customers know what's sold there. The quality of urban public space presumes, 

among other aspects, a balance between quantity, distribution and placement of the outdoor advertising. A 

modern human being lives in a world governed by different brands of goods and services consumption which 

literally become a religion of our time. This ideology is created through various promotional techniques 

designed to convince us that if we consume certain products, our life will be better, happier and more 

successful. Nowadays everyone is influenced by advertising and we do not even realize how it affects us. The 

research also attempted to specify the different characteristics of outdoor advertisements in comparison to other 

advertising instruments. The other research aims are to designate the status of outdoor advertisements among 

the advertisement instruments which are thought to have an effect on the purchasing behaviour of consumers 

and to determine the effects and dimensions of outdoor advertisements. A face-to-face interview survey is 

conducted on 500 people who live in Sivas city and who are selected with non-random sampling. The results of 

the study indicate 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 are 

becoming striking and their visibility is increasing. 
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1.0 INTRODUCTION: 

Advertising is the means of informing as well as influencing the general public to buy a 

product or services through visual or oral messages. A product or service is advertised to 

create awareness in the minds of potential buyers through various advertising mediums such 

as Newspaper, Magazines, Television, Radio, Posters, Hoardings, Billboard and in recent 

time internet and web advertising. It is a promotional activity for marketing a commodity. In 

the present day world of mass production and distribution, advertising serves as a powerful 

tool in the marketing process. Advertising is used for communicating business information to 

the present and prospective customers. It usually provides information about the advertising 

firm, its product qualities, place of availability etc. Advertising is the integral part of our daily 

life. It is a pervasive method of marketing in society which encourages people to purchase 

goods and services. Advertising contributes to bring about all round development of the 

economy by increasing demand and by encouraging economic activities which in turn 

improves the income. It motivated people to consume more material and thereby improves 

their standard of living. Effective advertising generates demand for goods and services and 
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calls for more production which requires more physical and human resources, thus creating 

employment opportunities. 

It used to be that an outdoor ad was simply a way to achieve brand awareness. It's not 

possible to convey a complex message on a medium that people will see for only a few 

seconds or for a few minutes at most. This type of advertising was seen as support for TV, 

direct mail, radio, and print campaigns. It kept the product or service in front of mind while it 

let other forms of media do the heavy lifting. But with the advent of mobile technology and 

websites, outdoor advertising can drive people to do something instantly. From QR codes to 

simple web addresses, or even apps like Snapchat and Instagram, outdoor media can be a way 

to begin a conversation with the consumer or to prompt an outdoor campaign to go viral. 

Some outdoor advertising can become the focal point of an entire campaign, especially when 

it encompasses a stunt or drives interaction with users and their cell phones. 

2.0 LITERATURE REVIEW 

Israel Kofi Nyarko, (2015) In an attempt to create awareness, inform, educate and persuade 

marketing audience to patronize products, retail companies adopt diverse forms marketing 

communication to send messages across to their targets. Billboard ads are not left out of the 

mix of above-the-line communication tools used by home appliance marketers to achieve the 

above objectives. The aim of this study is to explore the importance of billboards 

advertisements in the marketing of home appliances. Many researchers have studied and 

reported widely on Billboards ads but none has so far addressed the importance of this 

creative form of marketing promotion is the marketing of home appliances. This study will 

help pull out some of the unique ways that billboard can help advertise home appliances to a 

wide audience with its ripple effects of increased sales revenue. Data for the study was 

collected with questionnaires administered on 500 respondents in the study area. Simple 

frequency tables and bar graphs were used to analyze and report the findings of the study. 

Findings of the study revealed that most respondents are of the view that billboard advertising 

is a good tool for creating awareness and persuading customer to choose appliances of their 

choice. 

Khydija Wakil, (2016) Building the visual image is one the main characteristics of urban 

development. Thus, it is important to manage outdoor advertisements in city areas as a 

supportive component of urban design rather than a mean of visual pollution and clutter. 

Throughout the world, mix schools of thoughts exist about outdoor advertisings. But it is an 

accepted medium for many reasons. This review paper narrates relationship between boards 

and urban development, the overall evolution of this tool, the need and process of its 

standardization in developed countries, their negative and positive effects. It also highlights 

the current legislative mechanisms of advertisements in USA, UK, Asia and a peer view into 

the new dimensions which are required to inculcate with existing controlling and 

management frameworks in order to have better integration with urban planning principles 

Olga Borisova, (2017) Looking at the advertising methods that the Inetcom Company use the 

most appropriate channels of communicating the information about its products and services 

to potential customers include outdoor and internet. The rationale is as follows. First, outdoor 

advertising using posters displays still photos and most potential customers targeted can be 

able to view them properly before making their mind to purchase the products being 

promoted. They could be easily erected in targeted areas where potential customers pass or 
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spend most of their time, such as by the roadside and in social palaces respectively. In such 

palaces, the physical appeal of the advertisements could generate debate about the products 

being advertised among friends, thus enabling unaware customers to know the usefulness of 

the products and perhaps buy them. 

3.0 TYPES OF OUTDOOR ADVERTISING 

Outdoor media is a staple because it reaches hundreds of thousands of people by foot, mass 

transit, or by car. It's usually very quick and impactful. The most common forms of outdoor 

media include: 

 Billboard advertising 

 Point of sale displays 

 Street furniture, such as bus shelters, kiosks, and telephone booths 

 Transit advertising and wraps, such as on taxis, buses, subways, and trains 

 Mobile billboards 

 Guerrilla advertising also referred to as ambient media 

4.0 METHODOLOGY: 

Research Design discusses the design of the present study. It highlights the methodology of 

this study. It includes the subjects called „sample‟, tools needed for the collection of data, 

procedure followed for collection of data and its analysis. It focuses on the functions as 

mentioned below. It conveys the facts about the nature and type of data required along with 

where such data is found. The design of the study answers many questions like: what, where, 

when, how much and by what, concerning the study. 

Questionnaires: 

The format of a typical five-level Likert scale is used for this research: (“Agree” “Strongly 

agree” “Neutral” “Disagree” “Strongly disagree”). A questionnaire is „a systematic 

compilation of questions that are submitted to a sampling of population from which 

information is desired‟. 

Sample size: 

Both the online survey and the focus groups/workshops asked participants about their current 

status on outdoor advertising. Each question is explained in detail with the aim and has 

helped us to reach a conclusion based on the survey of 500 people 

Interviews: 

The second instrument exploited by the researcher in this study was interviews. A randomly 

selected group of teachers and principals were interviewed and asked about their opinions on 

outdoor advertising and establishing strategies for managing space area. 
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Graph 1: Participants Gender 

 
Graph 2: Age of Respondents 

5.0 ANALYSIS: 

According to the results of the survey, billboards more than one rank first among the most 

striking instruments, bus-stop advertisements rank second and floor (ground) signs are the 

least striking instruments among the outdoor advertisements. In province, it is uncommon to 

see indoor floor graphics -which are among indoor advertising- which are utilizing 

audiovisual design and presented in markets or shopping malls. This type of advertisement is 

largely applied to smooth floors such as subways, airports and port sides in large cities. 

1) Have You Purchased a Good/Service Under the Influence of Outdoor 

Advertisements? 

In Table 1, participants were asked whether they have purchased a good or service as a result 

of outdoor advertisements. 

Table 1: Distribution Regarding the Purchase of a Good or Service as a Result of 

Outdoor Advertisements (n=500) 

 

Gender 

Response 

Strongly Agree Neutral Disagree Strongly Total 

270

230

210

220

230

240

250

260

270

280

Male Female

Gender

180

150

100

70

0

20

40

60

80

100

120

140

160

180

200

Below 25 26 to 40 41 to 50 Above 50

Age of Respondents
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Agree Disagree 

Male 80 80 40 30 40 270 

Female 110 60 40 20 0 230 

Total 190 140 80 50 40 500 

 

 
Graph 3: The Purchase of a Good or Service as a Result of Outdoor Advertisements 

In accordance with the information gathered from the participants, while the ratio of the 

participants who have purchased a good/service under the influence of outdoor 

advertisements is 82%, the ratio of participants who have not purchased a good/service is 

18%. 

Most Striking Advertising Sector 

Table 2: Most Striking Advertising Sector, Based On Survey Responses (%) 

Advertiser Sectors Respondents 

Technology Products 95 

Furniture/ White Goods 76 

Education 65 

Communication 50 

Cosmetic and Personal Care Products 45 

Food 34 

Health – Medical 30 

Public Agencies and Political Parties 38 

Transportation and Carriage 25 

Construction and Decoration Supplies 24 

Insurance 18 

* The total response rate exceeds 100% since more than one answer can be given to this 

question. 

According to the responses of the participants, the clothing sector rank first among the most 

prominent sectors with a rate of 59%; technology products ranked second with 47 % and the 

insurance sector ranked last with a response rate of 18%. This situation reveals once again 

38%

28%

16%

10%
8%

Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree
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that the majority of people are not aware of the “insurance” sector and of its necessity, thus, 

they neither like the idea of taking out insurance nor do they find it necessary. For this 

reason, it is not surprising that the insurance sector rank last. 

Table 3: Awareness of Outdoor Advertisements while Watching Television 

 

Gender 

Response 

Strongly 

Agree 

Agree Neutral Disagree Strongly 

Disagree 

Total 

Male 90 100 50 20 10 270 

Female 90 50 50 20 20 230 

Total 180 150 100 40 30 500 

 

 
Graph 4: Awareness of Outdoor Advertisements while Watching Television 

According to the results in Table 3; the great majority of the participants (n = 500; 86%) are 

aware of outdoor advertising featured on television while only 14% of participants (n=70) 

have no awareness of this medium. The number of participants aware of such ads is nearly 

quadruple the number of participants who were not aware of such ads. Parallel to this result, 

outdoor advertisements (advertisement signs) at football stadiums attract the attention of 8 

out of 10 people, particularly during a football match on TV. 

Table 4: Most Striking Place for Outdoor Advertisements 

Particulars  %* 

Bus-stops 45 

Ads along the road 43 

Billboards 38 

Ads on Buildings 19 

Crossroads 8 

Others 4 

*The total response rate exceeds 100% since more than one answer can be given to this 

question. 
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As depicted in Table 4, the most striking places (areas) for outdoor advertisements was bus-

stops with a score of 130, followed by roadside advertising with 43 % and the option of 

“others” (such as handouts in mail boxes, outdoor advertisements on television, posters 

between two buildings) ranked last with a score of 4% 

6.0 CONCLUSION: 

Advertisement is an instrument of announcement and presentation, which is designed in order 

to persuade people voluntarily to display a certain behaviour; to lead people to a certain 

thought; to draw their attention to a certain product, service, opinion or enterprise; to inform 

them about these in order to change their opinion and attitude towards these products, 

services, opinions and enterprises; or to make them to adopt a certain opinion or attitude 

toward them Advertisements are exhibited in various communication tools via purchase of 

time or space and created against some amount of money. Advertising is feature of various 

communication media through the purchase of time or space and advertising campaigns are 

created within an overall marketing budget. The purpose of outdoor advertisement as a mass 

communication tool is to convey the desired massage to the target group in an effective and 

lasting way. Outdoor advertisements have important roles within the main media and have 

various relative advantages. For instance, when compared to television advertisements, it is 

impossible to remove outdoor advertisements using remote control, or to put them aside as 

with published material. Furthermore, another important factor of this type of medium is that 

it is not time-limited to a brief television time-slot of a few or daily copies. The lack of any 

mediator at the point where media and consumer meet indicates the chance of leaving the 

message and target group alone. 
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