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' Abstract

Increasing global competition has made many companies want to find more

innovative ways of promoting their goods and services. This has contributed to the

increased use of billboard advertisement as a communication tool to enhance the

promotional efforts of many organizattons and by extension sales revenue in many

industries. The success of companies which produce similar goods as a result of

rapidly changing market conditions and heightened competition depends largely on

the extent to which they are able to use market communication components

professionally and rationally and also. Billboard advertising plays an important role

and it should be placed on right place at right moment. It is a best way for introducing

or advertising your business products because it's an easiest marketing tool to

communicate with different people. The major objective of this study is to examine

the effect of Billboard advertisement on customer attention of traveling consumer.

Dimensions used in this study include name identificatiori, location of billboards,

readability, clarity of message, visuals, creative, infofmation and -physical aspect of

the billboard. A sample of 300 respondEipts has been takenland thJprimary data was

collected throulh the well=structured and" clos-ed ended qy.tfu*uire by using

convenience sampling method. The SPSS package was ,used in colducting the

correlation, regression, ANOVA analysis. Findings of this Study revealed that the

dimensions of billboard advertisement have significhnt positive effect on customer
. --.//attention. This'research is beneficial for all consumers as well as marketers for

companies that use to promote their products through this medium ensures the long-

term survival of the business organization in the competitive market.

{-

Key Words: Billboards, Customer attention and Advertisement

il



' Table of Contents

Acknowledgement. .......... I

Abstract. II

Table of Contents...... ilI

List of Tables. VI

List of Figures..... ........ X
List of Abbreviations. XI

Chapter- 1............ (1-10)

1.1 Backgroundofthestudy. .......... 1

2.5Empirica1FindingsonRelationshiplqnongBillboard
Advertising Effects and Consumer Attention.. . ... .. . .. .::.. ...

2.5.IHypotheses Development.... ...:1'..'.....

2.6 Chapter Summary.

Chapter-3.

3.1 Introduction......

3.2 Conceptualization.

3.3 Operationalization.

5

7

7

8

8

9

10

(11-30)

11

11

13

24

27

29

30

(31-37)

31

31

35

ru



3.4 Chapter Summary.....'... 37

Chapter - 4.................. (38-47)

4.1 Introductio".....:.. 38

4.2 Time Horizons... 38

4.3 Study Setting, Study Design, and Method of Survey 38

4.4 Research Techniques 38

4.5 Unit of Analysis. 39

4.6 Sample Size and Sampling Method. 39

4.7 Method of Data Collection. 40

4.8 Questionnaire... .: . ..,... 40

4.9 Data Analysis and Presentation...... 4I

4.10 Chapter Summary.:

Discussion of Demographic lnformation. . . ./.. . . 82

DiscussionofResearchlnformation........\....:...:... ....:.i'{4

4 Chapter Summary. 100

,"
hapter -7,1........ (102-107)

1 Introduction... 102

Conclusions of the Research Objectives 102

Contribution of the Study. 104

Recommendation of the Study. 106

Limitations of the Study. 107

5.3 Data Presentation and Analysis, of Demographic Informatiol. , .. , 49-

5.4 Data Presentation and Analysis of $esearch Object'lveS,:. ' '..'..':. 54
I

5.5 Chapter Surgmary. ....... ..........'j..-.......':'. Sf

Chapter - 6.......... ........;................ (82-101)

6.1 Introduction......

IV



7.6 Directions for Future Research. 107

List of References...... 108

Appendix-1...... 114

"1 .a'

la'

's

V


