
IMT  INTERNATIONAL  JOURNAL  OF  THE  ARTS  AND  SCIENCES, VOL. 1 NO. 2 
 

71 
 

 

ASSESSMENT OF THE SLOGANS, PHOTOGRAPHS AND COMMUNICATIVENESS OF 

GOVERNOR OKOROCHA’S POLITICAL MESSAGES ON BILLBOARDS: A 

STUDY OF OWERRI ELECTORATE 

 

Nkem Fab-Ukozor, Ph.D 

Department of Mass Communication, Imo State University, Owerri 

Email: fabukozor2000@yahoo.com 

& 

Agwu A. Ejem 

Department of Mass Communication, Maurid Polytechnic, Mbiaso, Akwa Ibom State 

                                                            Email: ejem135@gmail.com 

 

Abstract 

This study examined Owerri electorate‟s perception of Governor Rochas Okorocha‟s political 

messages on the billboards in Imo State, in terms of the headlines, photographs, slogans and the 

communicativeness of the messages on the billboard. The visual perception theory and reinforcement 

theories were used to underpin the study and explain the findings.  The study adopted the survey 

design. A total of 384 persons were sampled in a population of 937042. The questionnaire was used 

as the instrument for collecting data from the respondents. It was found, among others, that: (i) there 

is sufficient exposure to Okorocha‟s political messages on billboards among Owerri residents; (ii) 

Owerri residents have mixed perceptions about the slogans used headlines, USP and the 

communicativeness of Okorocha‟s political messages on billboards; and (iii) it is generally believed 

that the slogans, headlines, USP and, especially, the communicativeness of Okorocha‟s political 

messages on billboards are capable of shaping the perception of Rochas Okorocha among Owerri 

residents. It is recommended that the aptness of the slogans, headlines and USP should form the basis 

of most outdoor political advertisements, instead of the emphasis on the size of the outdoor 

advertisements and the photographs in them. 
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*USP here means unique selling point 

 

Introduction 

The use of billboard as a medium of political advertising is a popular campaign strategy. Reece 

(2004) explains that the term „billboard advertising‟ relates to the usage of signs along the waysides 

for the purpose of advertising and promoting a range of products and services. Billboard 

advertisements are designed to catch a person‟s attention and create a memorable impression very 

quickly, leaving the reader thinking about the advertisements after they have driven or walked past it. 

Billboard advertising is a seemingly effective method of reaching out to the consumers. Since these 

advertisements can be viewed by the consumers at any point of time, the principal aspects of its 

effectiveness are cost saving and greater market coverage. Billboards are arguably efficient methods 

to publicize products and services anywhere and anytime. 

Billboard has been used as a popular medium for political advertising in Nigeria, especially 

since the re-introduction of democracy in Nigeria in 1999. Nigeria witnessed an unprecedented 
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increase in the number and style of political advertising in the national and state elections held in 

2011. Most of the political parties in the land mounted one form of political advertising or the other, 

to bring to the attention of the voting public the party‟s political philosophy (manifesto) as well as 

the party‟s contestants for the various elective offices in the country. Many political office seekers 

also used political advertising to market themselves to the prospective voters. Several media of 

political advertising were employed during the electioneering campaigns. Most notable of these 

media include the radio, television, Internet, newspapers, magazines, billboards, posters and others. 

Madueke (2013) says that political parties and their flag bearers used various conventional and non-

conventional media, particularly the billboards, to their advantage in a bid to out-wit one another in 

the 2011 elections battle. 

In 2015, the story is fairly the same, especially in Imo State. Various aspirants for different 

political positions, representing various political parties, display their photographs and political 

messages on billboard and these billboards are glaring on all the major streets of the state. One of the 

persons that have used the billboard to great effect across the length and breadth of the state is the 

APC governorship candidate in the Imo State in the immediate past gubernatorial election, Mr. 

Rochas Okorocha.  

Rochas Okorocha‟s billboard messages come in various sizes, colours and contents and bear 

a variety of messages from a variety of sponsors. All his billboard messages are characterized by 

unique slogans (such as: “IT IS TRUE!”, “APC, Change”, “Rochas 2015” “Rochas We Know”, etc), 

headline and USP, which often present them as very communicative. They are all intended to 

persuade people to vote for Mr. Rochas Okorocha. This study, therefore, attempts to critically 

investigate the Owerri residents‟ perception of them, as political messages. 

 

The Research Problem 

In a study that evaluated the influence of political advertising on electorate‟s attitude towards voting, 

with a bias on television as a medium of advertising, Anoruo (2013) found that the various 

conventional media of mass communication, which include radio, television, newspaper and 

magazine, are very effective media of political advertising. What that finding translates to is that 

political advertising has some consequence on the electorate‟s voting decisions. In the case of 

billboards, which are unconventional media of mass communication, this paper seeks to discover if 

the political messages on them will have similar consequence or even greater consequence as the 

conventional media of mass communication, because of their ease of access and their ubiquitousness 

on every street. The kind of consequence the billboards have may depend on how the voters perceive 

them and the candidates they project. Voting decision is preceded by the perception of the candidate 

and his political messages by the electorate (Schater, 2000, p.34). Therefore, the initial subject of 

enquiry here is to ascertain if the billboards play a significant role on the electorate‟s perception of 

the political candidates.  

In Imo State, for instance, the APC governorship candidate in the 2015 gubernatorial 

election, Mr. Rochas Okorocha, has garnered plenty billboard presence across the state. Mr. 

Okorocha‟s billboard messages come in various sizes, colours and contents and bear a variety of 

photographs and messages from a variety of sponsors. How is this massive billboard presence 

perceived among Owerri residents? How do Owerri residents perceive the slogan, headline, USP and 

communicativeness of Rochas Okorocha‟s political messages on billboards? 
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Research Questions 

The study will be guided by the following questions: 

1) To what extent are Owerri residents exposed to Rochas Okorocha‟s political messages on 

billboards? 

2) Do Owerri residents positively perceive Rochas Okorocha‟s political messages on billboards, 

in terms of the USP, headlines and slogans used? 

3) Are slogans, headlines, USP and communicativeness of Rochas Okorocha‟s political 

messages on billboards capable of shaping the perception of Rochas Okorocha among Owerri 

residents? 

4) Which message elements, including headlines, USP, slogans or communicativeness of the 

billboard advertising, mostly attract positive perception of Rochas Okorocha in Owerri? 

5) What are the factors that inform perception of Rochas Okorocha‟s political messages on 

billboards among Owerri residents, in terms of their slogans, headlines, USP and their 

communicativeness? 

 

Review of Literature 

 

Theoretical Foundation 

This study is anchored on the visual perception and reinforcement theories.  

 

Visual Perception Theory 

Gibson (1966) argues that perception relies directly on the information present in the stimulus. He 

argues that perceptual processes are not direct, but depend on the perceiver‟s expectations and 

previous knowledge as well as the information available in the stimulus (in this case, billboard 

advertising) itself. That is the basic hypothesis of the visual perception theory. The theory further 

proposes the use of contextual information in pattern recognition. For example, understanding 

political messages on billboard is easier in the context of the individual‟s awareness of the situation 

that inspired the billboard or the candidate being advertised in the billboard. 

It is, therefore, proposed that the perception of Rochas Okorocha‟s political message on 

billboard by Owerri residents is facilitated by the individual perceiver‟s experiences, training, socio-

political awareness and, sometimes, the medium. According to the visual perception theory, audience 

perceptions are based on past experiences and stored information. 

 

The Reinforcement Theory 

Reinforcement theory was propounded by Joseph Klapper in 1960. According to Dominick (2005), 

reinforcement means the strengthening or support of existing attitudes and opinions. The theory is of 

the idea that the mass media have little or nothing to do with people‟s attitudes, choice making and 

behaviours; rather, the main effects of the media are the reinforcement of existing attitudes of the 

people. This theory is almost related to the individual difference theory. The reinforcement theory 

assumes that the media might not be necessarily effective in influencing the perception of 

individuals. The effectiveness of the mass media is often limited to reinforcement of already held 

attitudes and opinions of individuals, 

As it relates to this study, the theory holds that the residents in Owerri might have had various 

perception of Rochas Okorocha, and the billboard messages can only contribute to strengthening the 

individual‟s perception of the Rochas Okorocha brand. It, however, does not rule out that those 
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billboard messages can shape perception of Owerri residents; the assumption is that when it does, it 

happens only in minimal proportion. The reinforcement theory tends to be useful in this research in 

the sense that it says that the media only reinforce pre-existing attitudes of the audiences.  

 

Political Advertising 

Political advertising is the marketing of ideas, attitudes and concerns about public issues, including 

political concepts and political candidates (West, 2004, p. 25). The essential task of political 

advertising is to gain the confidence of the people for their acceptance of ideas, in this case political 

campaign advertising differs from commercial advertising in that the product is a person or a 

philosophy rather than goods and services. Also, political advert carries a moral implication, because 

the results have potentially far-reaching effects on the population at large. Nwosu (2003) defines 

political advertising as the deliberate, systematic and sustained efforts to promote the cause of a 

political party, political organization, group or individual political actors or other interest groups 

(including voters or the electorate) involved in any form in the furtherance of the political process or 

achieving the political objectives of any local government, state, nation or the international 

community. 

Inornem (2005) says that political advertising combine all the features of product 

advertisements to promote candidates and woo voters. The adverts ensure organized dissemination of 

information about candidates and parties based on their programme and methods of implementing 

them if they eventually get to power. However, the success of this venture will depend on how 

effective and persuasive the adverts are in marketing the candidates.  

West (2004) observes that communication plays an important role in political campaigns; 

candidates communicate messages to various constituencies, which these audiences receive and 

interpret. Political advertisements which entered into election campaigns around 1952 (Reece, 2004) 

have since grown in size and style of presentation both in the print and electronic media. It is the use 

of paid media (newspaper, radio, television, internet, etc) to influence the political decisions made 

for and by groups. The advertising message is designed by political consultants and campaign staff; 

it can include several different media and span several months over the course of the political 

campaign. Commenting on the concept of political advertising, Olujide, Adeyemi and Gboyega 

(2010, p. 2) state that “political advertising is the use of the media by political candidates to increase 

their exposure to the public”. 

 

 

Billboard Advertising 

Billboard is a branch of outdoor media, but, in most cases, some scholars who distinguish it from 

outdoor media see it as a form of advertising (Anna, 2006). Duncan (2013, p. 41) writes: “Billboards 

take two forms. The most common definition of a billboard is an outdoor sign or poster you usually 

see on freeways, highways and streets. A billboard is also an announcement of a sponsor or sponsors 

at the beginning, middle or end of a radio or television broadcast. A billboard that is an outdoor sign 

or poster is also known as outdoor advertising”.  

The term billboard advertising relates to the usage of signs along the waysides for the 

purpose of advertising and promoting a range of products and services. Billboard usage has been in 

existence for some decades now. Before the arrival of automobiles, primitive models of billboards 

were occasionally employed to inform people travelling on foot, or horseback that an inn can be 
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found ahead within a particular distance. The outdoor advertising medium came into existence in 

3200BC as means of communication by the Egyptians (Bidemi, 1999).  

Bovee and Arens (1985, p. 653) posit that “outdoor advertising is the oldest form of 

advertisement and a medium with high impact rate. It attracts attention to itself through location, 

colour and boldness of its copy‟‟.  Billboard advertising relates to the usage of signs along the 

roadways for the purpose of advertising and prompting a range of products and services.   

Billboard advertisements are designed to catch a person‟s attention and create a memorable 

impression very quickly, leaving the reader thinking about the advertisement after they have driven 

past it. Billboard advertising continues to be an effective method of reaching out to the consumers. 

Since these advertisements can be viewed by the consumers at any point of time, the principal 

aspects of its effectiveness are cost saving and greater market coverage. Billboards are surely an 

efficient method to publicize products and services anywhere and anytime. 

Ariyibi–Oke (2007) aptly captures the importance of billboard advertising when he asserts 

that another great benefit of outdoor advertising is that it does not interrupt consumers in any way. 

There is no obnoxious sound, smell or any type of negative attention grabber. Billboard got noticed 

because of their messages, bright bold colour and creative graphics”. In his own contribution, Okoro 

(1998) states that the importance of billboard includes: high visual impact, low cost, high product 

visibility, high frequency, and immediate message delivery.  Another important contribution which is 

hard to ignore is that of Simcoe (2008, p.19), which asserts that “one of the most effective ways to 

strengthen your company‟s brand recognition is billboard advertising. If placed in the right location, 

billboard advertising can increase traffic to your business, familiarize customers with your 

brand/product/service, and attract new customers who make impulse buying”. 

Anna (2006) affirms that “billboards are here to help us and be tangible reminder of what we 

have become and what we have achieved. Not only do they improve the visual quality of the area 

where they are placed, they also serve as beautiful reminders of our past and the future”.\ Still on the 

importance of billboard advertising, Plumely (2000, p.13) states that “one most important advantage 

of billboard over other advertising media is that it has the potential to capture the attention of the 

audience on the go”. 

Another benefit of billboards is that messages on them can be viewed and reviewed as many 

times as possible. Nwabueze (2006, p.77) postulates that this provides high frequency of audience 

exposure to the message which is necessary in order to make an impression on the audience.  Arens 

and Bovee (1994, p.471) say that the billboard is a cost effective medium. It cost less to reach a 

greater number of people over a period of time than it would cost in other media. Just like other 

outdoor media, billboards offer the lowest cost per exposure of any major advertising medium. 

 

Methodology 

 

Research Design  

As a study that investigates audience perception of a given medium of communication, the survey 

design is the most appropriate.  Survey probes the attitudes and disposition of the subject towards a 

given phenomenon. It studies subject in their natural setting; studies a sample of the population, after 

which the findings would be used to generalize on the entire population (Glasgow, 2008, p.2). 

 

Sample Size and Sampling Technique  
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It is not practicable to study the whole population of Owerri; it is therefore important to draw a 

sample from the population, which is as representative as possible. That is the hallmark of the survey 

research method. Using the Yamani formula for deriving a representative sample size, 399 persons 

were drawn from a population of 937042. Stratified sampling procedures were adopted as the 

procedures for sample selection in this study since Owerri has a geographically dispersed population. 

The version of stratified sampling used is area sampling. Owerri was stratified into 4 axes, namely, 

Douglas, Okigwe, Ikenegbu and Wetheral from where data were collected. In each of those strata, 

respondents were sampled on a simple random basis. 

 

Reliability of Research Instrument 

The questionnaire was used. A reliable instrument presents no difficulty for the respondents and is 

easily understood, as well as being well structured. A test-retest method of reliability was used for 

this study. The test was done by administering the same test twice over a period of time to a group of 

students.  The scores from Time 1 and Time 2 were correlated in order to evaluate the test for 

stability over time. The Spearman's Rank Correlation Coefficient formula was used for the 

evaluation. The value of R was 0.92177. By normal standards, the association between the two 

results would be considered statistically significant. Which means our instrument was reliable.  

 

Method of Data Collection and Analysis 

The questionnaire was distributed personally by the researchers with the help of an assistant who was 

duly instructed on how to go about it. The administration of the instrument was done in a sampling 

period of three days. Out of the 399 copies of the instrument administered on the respondents, 

(96.7%) were retrieved and valid for use. 

Upon collation, the data were prepared in tables and analyzed using frequency scores and 

sample percentages. Responses with the highest frequencies were used to make generalizations, and 

answer the research questions. 

 

Discussion of Findings 

In this section, the researcher discussed the findings of this study by answering the research 

questions posited earlier in this study. 

 

 

Research Question One: To what extent are Owerri residents exposed to Rochas Okorocha’s 

political messages on billboards? 

Following the analysis of data from the respondents, the researcher concludes that there is sufficient 

exposure to the slogan, USP and headlines of Rochas Okorocha‟s political messages on billboards 

among Owerri residents. 100% of the respondents in Owerri metropolis have been exposed to the 

slogan, USP and headlines billboard bearing Rochas Okorocha‟s political message.  However, they 

do some with varying frequency. Analysis indicates that the majority (94.8%) are regularly exposed 

to the slogan, USP and headlines of billboards bearing Rochas Okorocha‟s political message; 4.7% 

are occasionally exposed to the slogan, USP and headlines of billboards bearing Rochas Okorocha‟s 

political message; and 0.5% are rarely exposed to the slogan, USP and headlines of billboards 

bearing Rochas Okorocha‟s political message. 
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Hence, the data above do not only confirm exposure but it also confirms sufficient exposure 

to the slogan, USP and headlines of Rochas Okorocha‟s political messages on billboards in Owerri 

metropolis.  

 

Research Question Two: Do Owerri residents positively perceive Rochas Okorocha’s political 

messages on billboards in terms of the USP, headlines and slogans used? 

Following the analysis of data from the respondents, the researcher concludes that majority of 

Owerri residents have a positive perception of the political messages on billboards of Rochas 

Okorocha, especially in terms of their USP, headlines, slogans and communicativeness. Analysis 

shows that 61.7% of the residents have positive perceptions of the USP, headlines, slogans and 

communicativeness of the political message on Rochas Okorocha‟s billboard.  

On the other hand, 26.4% perceive the USP, headlines, slogans and communicativeness of 

the billboard messages negatively. That is an indication that a sizable proportion of Owerri residents 

still do not like the billboards of Rochas Okorocha, even though it has been confirmed that the 

majority of them like it and have positive opinion about it, especially in terms of the USP, headlines, 

slogans and communicativeness. 

 

Research Question Three: Are slogans, headlines, USP and communicativeness of Rochas 

Okorocha’s political messages on billboards capable of shaping the perception of Rochas 

Okorocha among Owerri residents? 

Following the analysis of data from the respondents, the researcher concludes that Rochas 

Okorocha‟s political messages on billboards, especially in terms of their slogans, headlines, USP and 

communicativeness, are capable of shaping the perception of Rochas Okorocha among Owerri 

residents. Analysis shows that 72.5% express that political messages on billboards, especially in 

terms of their slogans, headlines, USP and communicativeness, help in perception of Rochas 

Okorocha.  

However, the connection between exposure and perception of Rochas Okorocha‟s brand was 

further explored, and it could not be absolutely confirmed that the slogans, headlines, USP and 

communicativeness of Rochas Okorocha‟s political messages on billboards lead to positive 

perception of the Rochas Okorocha brand among Owerri residents. While majority (38.9%) of the 

respondents expressed that there is a connection between exposure and perception of Rochas 

Okorocha‟s brand, a sizable proportion (32.1%) of the respondents said there is no connection. The 

percentage of those who said there is no connection cannot be ignored, because they are significant.  

From all the analysis, there is no doubt that Rochas Okorocha‟s political messages on 

billboards, especially in terms of their slogans, headlines, USP and communicativeness, will lead to 

positive perception of the Rochas Okorocha brand among Owerri residents. The reinforcement 

theory already assumes that the media might not have a wholesale effect on the perception of 

individuals, but they are capable of exerting some kind of influence on how the audience perceives 

events in society.  

 

Research Question Four: Which message elements including headlines, USP, slogans or 

communicativeness of the billboard advertising mostly attracts positive perception of Rochas 

Okorocha in Owerri? 

With Inornem (2005, p. 2) saying that political advertising “combines all the features of product 

advertisements to promote candidates and woo voters,” the researcher examined which feature of the 
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billboard message that usually attracts Owerri residents to Rochas Okorocha‟s billboard campaign. It 

was confirmed that it is the communicativeness of the billboard message that mostly usually attracts 

Owerri residents to Rochas Okorocha‟s billboard campaign, and not just manifest observable 

features like headline, photographs, etc. 

Data analyzed had 20.7% say that headlines of the billboards usually attract them to Rochas 

Okorocha‟s billboard campaign; 20.2% suggested that unique sales proposition of the billboards 

usually attracts them to Rochas Okorocha‟s billboard campaign; 38% said that communicativeness of 

the billboard message usually attracts them  to Rochas Okorocha‟s billboard campaign; 16.3%  said 

that the slogans of the billboards usually attract them to Rochas Okorocha‟s billboard campaign; and 

4.7% said that photographs of the billboards usually attract them to Rochas Okorocha‟s billboard 

campaign. However, one cannot ignore the role of headline, USP, slogan, etc. as Bovee and Arens 

(1985, p. 653) maintain that “outdoor advertising attracts attention to itself through location, colour 

and boldness of its copy‟‟.  

   

Research Question Five: What are the factors that inform perception of Rochas Okorocha’s 

political messages on billboards among Owerri residents in terms of their slogans, headlines, 

USP and their communicativeness? 

Following the analysis of data from the respondents, the researcher concludes that the aptness of the 

message and the political party inform perception of Rochas Okorocha‟s political messages on 

billboards among Owerri residents. Analysis reveals the factors influencing perception of Rochas 

Okorocha‟s billboard. 60 (15.5%) of the sampled respondents said the person of Rochas Okorocha; 

10(2.6%) of the respondents said the location of the billboard; 40 (10.4%) said the design of the 

billboard; 123 (31.9%) of the respondents said the political party; 150 (38.9%) said the aptness of the 

message, whereas 3(0.8%) of the sampled respondents said the sponsor of the billboard. 

Gibson (1966) had argued that perceptual processes are not direct, but depend on the 

perceiver‟s expectations and previous knowledge as well as the information available in the stimulus. 

The reinforcement theory already assumes that there are factors that predicate perception. By the 

assumptions of the theory, the residents in Owerri might have had various perception of Rochas 

Okorocha, and the billboard messages can only contribute to strengthening the individual‟s 

perception of the Rochas Okorocha brand. It however does not rule out that those billboard messages 

can shape perception of Owerri residents; the assumption is that when it does, it happens only in 

minimal proportion. The reinforcement theory tends to be useful in this research in the sense that it 

says that the media only reinforce pre-existing attitudes of the audiences. 

 

Conclusion and Recommendations 

The following findings were made in the study: (i) there is sufficient exposure to Rochas Okorocha‟s 

political messages on billboards among Owerri residents, (ii) the majority of Owerri residents have a 

positive perception of the slogans used, headlines, USP and the communicativeness of Rochas 

Okorocha‟s political messages on billboards, (iii) the slogans, headlines, USP and the 

communicativeness of Rochas Okorocha‟s political messages on billboards are capable of shaping 

the perception of Rochas Okorocha among Owerri residents, (iv) Rochas Okorocha‟s political 

messages on billboards will significantly lead to positive perception of the Rochas Okorocha‟s brand 

among Owerri residents, (v) the communicativeness of the political messages on Rochas Okorocha‟s 

billboards mostly attracts Owerri residents to the campaign, and (vi) the aptness of the slogans, 
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headlines and USP as well as the people‟s attitude towards the affiliated political party inform the 

perception of Rochas Okorocha‟s political messages on billboards among Owerri residents.  

         Those who design political advertising do so to “promote candidates and woo voters by 

combining all the features of product advertisements” (Inornem, 2005, p. 2). But first of all, it starts 

with the extent to which these political messages can generate positive perception, particularly, in 

terms of the slogans, headlines, USP and the communicativeness of the message. 

Regarding Rochas Okorocha‟s political messages on the billboard campaign, the majority of 

Owerri residents have a positive perception of the slogans, headlines, USP and the 

communicativeness of Rochas Okorocha‟s political messages on billboards. The slogans, such as: 

“IT IS TRUE!”,  “Rochas 2015”, “Rochas We Know”, the headlines, USP and the 

communicativeness of Rochas Okorocha‟s political messages on billboards are capable of shaping 

the perception of Rochas Okorocha among Owerri residents. These political messages on billboards 

will significantly lead to positive perception of the political brands that they advertise.  

However, the communicativeness of the political message and the aptness of the slogans, 

headlines and USP as well as the people‟s attitude towards the affiliated political party inform 

perception of political messages on billboards. 

 

The following recommendations were made: 

1. Since it is the communicativeness of the political message and the aptness of the slogans, 

headlines and USP that are most effective in shaping the perception of political messages, 

they should form the basis of most outdoor political advertisements, instead of the emphasis 

on the size of the outdoor advertisements and the photographs on them. 

2. Politicians should understand that political messages on billboards alone are not generally 

capable of conferring positive perception on them. They should endeavour to have decent 

track records in their constituencies. 

3. Future researchers should examine if positive perception of political messages eventually 

lead to support for the candidate. 
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