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ABSTRACT 

This study presents a comparative analysis of the effects of various media types on the advertisement of 
products and services in Uyo Metropolis. It examines the influence of traditional media—such as 
television, radio, and print—and digital media platforms, including social media and online advertising, 
on consumer engagement and purchasing behavior. Digital media’s ability to engage users in real-time 

and customize messages based on user data presents advantages over traditional media’s one-way 
communication style. Nonetheless, the continued trust and broad audience reach of traditional media 
cannot be overlooked. The study concludes the evolving media consumption habits in Uyo suggest that a 
balanced, integrated advertising strategy—leveraging the reach of traditional media and the engagement 
capabilities of digital platforms—can yield optimal results for businesses aiming to promote their products 

and services effectively in the local market. The study recommended that local businesses should invest in 
training marketing teams on digital advertising tools and analytics to better utilize digital media 
platforms and optimize campaign performance in the rapidly evolving digital space. 

KEYWORD: Media Types, Advertisement, Products and Service, Uyo Metropolis 

INTRODUCTION 

The advertising landscape in Uyo Metropolis, like many urban centers in Nigeria, is 

shaped by a dynamic interplay between various media types, each offering unique advantages 
and challenges for marketers. As businesses strive to effectively promote their products and 

services, understanding the comparative impact of traditional media (such as television, radio, 

and print) versus digital media (including social media platforms, websites, and mobile 

applications) becomes critical. This analysis is essential because media consumption habits in 
Uyo reflect broader shifts occurring in Nigerian society, influenced by factors such as 
technological advancement, demographic changes, and economic development (Okeke & 

Nnadi, 2021). Recognizing which media types yield the most effective advertising outcomes 
can help businesses allocate resources efficiently and tailor their marketing strategies to reach 

diverse audiences. Traditional media in Uyo continues to hold significant influence due to its 
extensive reach and cultural acceptance, especially among older and less digitally connected 
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populations. Television and radio remain popular mediums for delivering advertising 
messages, as they are accessible and trusted sources of information for many residents (Eze 

& Ukoha, 2020).  

According to a study by the Advertising Practitioners Council of Nigeria (2022), 

traditional media still accounts for a substantial portion of advertising expenditure across 
Nigerian cities, including Uyo, highlighting its enduring relevance. However, with the rapid 

increase in internet penetration and smartphone usage, digital media has emerged as a 
powerful alternative that offers interactive and targeted advertising opportunities. This shift is 

particularly evident among younger consumers in Uyo, who favor social media platforms for 
communication and product discovery (Akanbi, 2023). Given these contrasting media 

consumption patterns, a comparative analysis of the effects of different media types on 
advertising effectiveness is necessary to provide insights for marketers in Uyo. Digital media’s 
ability to engage users in real-time and customize messages based on user data presents 

advantages over traditional media’s one-way communication style. Nonetheless, the 
continued trust and broad audience reach of traditional media cannot be overlooked. Studies 

suggest that integrating both media types through a hybrid advertising approach can enhance 
brand visibility and consumer engagement in diverse markets like Uyo (Nwankwo & Okoro, 

2022). This introduction sets the stage for exploring how each media type influences product 
and service advertisement in Uyo Metropolis and the implications for marketing strategies in 
similar urban environments. 

CONCEPT OF MEDIA 

The concept of media encompasses various channels through which information, 
ideas, and entertainment are disseminated to the public. At its core, media serves as a conduit 
between producers and consumers of content, facilitating communication and shaping public 

discourse. Traditionally, media included print publications like newspapers and magazines, 
broadcast television, and radio. However, with the advent of digital technologies, the 

landscape has expanded dramatically to include social media, blogs, podcasts, and streaming 
services, making the concept of media more dynamic and multifaceted (DellaVigna & Kaplan 

2017). 

According to EKONG (), The use of media to communicate information and skills 

frees teachers to play new and exciting role like helping students to understand themselves 
and their goals and to recognize and use the most effective means of reaching these stated 

goals. One of the primary functions of media is to inform the public about current events, 
societal issues, and cultural phenomena. Through investigative journalism and reporting, 

media outlets play a critical role in holding power to account and providing a platform for 

diverse voices. For instance, the role of media in political discourse is vital; it not only informs 
voters but also influences public opinion and policy decisions.  

Moreover, media serves as a tool for socialization and cultural transmission. It reflects 

and shapes societal norms, values, and beliefs, often reinforcing or challenging prevailing 
ideologies. For example, representation in media can affect how marginalized groups are 
perceived and treated in society. Theories such as cultivation theory suggest that long-term 

exposure to media content can shape an audience's worldview, indicating that media is not 
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just a passive reflection of reality but an active participant in creating social narratives 
(Jenkins, 2016).  

Media refers to media technologies used to disseminate information to a wide 
audience (Bradley, 2018). The key function of a media is to communicate various messages 

through television, movies, advertising, radio, the internet, magazines, and newspapers. 
Media is the term we use to refer to different types of media that provide us with important 

information and knowledge. Media has always been part of our society, even when people 
used paintings and writings to share information. Media" not only contains and disseminates 

information worldwide, like electronic broadcast media, but it is also capable of processing 
information in an interactive manner since it is computer-based, i.e., its information objects 

are virtual machines. The media are best defined by the roles they play in society. They 
educate, inform, and entertain through news, features, and analysis in the press. They also 
produce documentaries, dramas, current affairs programs, public service announcements, 

magazine programs, and other forms of programming for radio and television. The media is 
a conduit through which voices, perspectives, and lives are brought into the public sphere. In 

the last decade, Africa has witnessed a massive growth of online media, which is being 
exploited by both urban and rural communities to access and deliver information for social 

and business purposes. The media also plays a critical role in facilitating social change and 
shaping public opinion and attitudes (Fred 2017). Through its reporting, the media can put a 
spotlight on critical developments that impact people's lives negatively and positively, as well 

as bring to the forefront issues that are often ignored and voices that are marginalized. The 
media’s agenda-setting function often influences debate, thinking, and priorities within 

society. 

CONCEPT OF ADVERTISMENT  

Advertisement is the means of communication in which a product, brand or service is 
promoted to a viewership in order to attract interest, engagement, and sales. Advertising is an 

industry used to call the attention of the public to something, typically a product or service. 
Advertisement is any form of information, or messages that usually persuades the audience 

to be interested in the products and services that is offered, (Natsir, 2023).  

As mentioned by Indeed Editorial Team (2025), Advertisements, also called ads, are 

messaging tools companies use to persuade their target markets to buy a product or service. 
Advertising is one element of marketing, which includes all the methods companies use 

promote their offerings. Unlike many other marketing approaches, it aims specifically to 
increase sales instead of form a relationship with a customer. Advertising is an essential aspect 

of marketing and sales plans because it allows companies to promote their products and 

services to current and potential customers. There are many approaches to advertising, and 
each method offers potential benefits for certain products, strategies and goals. Advertisement 

is a public notice promoting the sale of a certain item. 

Advertising is any paid form of non-personal presentation and promotion of ideas, 
goods or services by an identified sponsor (Kotler, 2006). As stated, Niazi and Hunjra (2012) 
defined that advertising is a way of communication to convince an audience for taking 

purchase decision about a product or service and delivering information to viewers. Dhaliwal 
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(2016) explained that advertisement plays an important role in modern era as it shapes the 
attitudes and perceptions of individuals and society which strikingly influences the customer 

buying behaviour. Shrestha (2019) revealed that advertisement is any paid form of non-
personal presentation and promotion of ideas, goods or services by an identified sponsor via 

print media (newspaper and magazines), broad cast media (radio, and television) network 
media (telephone, cable, satellite, wireless), electronic media (audiotape, videotape, web-
page) and display media (bill board, signs, poster). Advertising is a paid form of 

communication from an identifiable source and designed to persuade the receiver to take 
some action now or in the future. According to Wijaya (2012) a modern definition of 

advertising includes other important factors, such as media, audience, and goals. Advertising 
was defined in the journal as a paid form of persuasive communication that uses mass and 

interactive media to reach broad audiences in order to connect an identified sponsor with 

buyers (a target audience) and provide information about product (goods, service, and ideas). 
This definition has five basic factors: is usually paid by the advertiser, the sponsor is identified, 

generally reaches a broad audience of potential consumers, seeks to inform and also persuade 
or influence consumers, and the message is conveyed through many different kinds of mass 

media and also now interactive types of media. 

TYPES OF MEDIA 

Media, broadly defined, encompasses various methods of communication. It can be 
categorized into traditional and new media. Traditional media includes print and broadcast 

media, while new media encompasses digital platforms like the internet, social media, and 
streaming services. Within these categories, there are further distinctions based on their 

purpose and reach. 

 Print Media 

Print media comprises traditional forms of communication that use printed materials, 
including newspapers, magazines, brochures, and books. Despite digital disruptions, print 

media continues to play a vital role, particularly in rural and older demographics. Vardhan. 
(2025) analyzed Indian newspapers and found consistent advertising levels even amidst 

declining circulation. This suggests that print remains a viable platform for public 
communication and marketing. 

 Broadcast Media 

Broadcast media refers to media transmitted to a dispersed audience via television or 

radio. Broadcast media remains significant, especially for real-time news delivery. However, 
semantic polarization has emerged as a challenge. Ding, Horning, and Rho (2023) observed 

increasing polarization in how different networks report key issues, influencing public 
discourse even on social media. 

 Digital Media 

Digital media encompasses content accessed and distributed through digital devices, 

such as e-books, websites, podcasts, and streaming services. The growing integration of 
artificial intelligence (AI) in journalism has revolutionized content generation and 



GASPRO INTERNATIONAL JOURNAL OF EMINENT SCHOLARS, VOL.12 NO 5 

JANUARY 2026, GERMANY. ISSN: 2630-7200 (Hardcopy), 2659-1057 (Online) 

57 

 

personalization. Sonni (2025) highlights the impact of AI on journalistic practices, where 
algorithms now assist in story development and reader engagement strategies. 

 Social Media 

Social media are digital platforms that allow users to create, share, and interact with 
content and each other, such as Facebook, Instagram, and Twitter. Social media is pivotal in 
shaping public opinion and influencing decision-making. According to Sharon & 

Encarnación (2024), excessive exposure to unfiltered content contributes to declining trust in 
traditional institutions, especially among young adults. 

 Multimedia 

Multimedia integrates different forms of content like text, video, animation, and sound 

to deliver interactive experiences. In education, multimedia tools have enhanced student 
engagement and understanding. Ramadhani, Setyowati, and Kristanto (2024) demonstrated 

that interactive multimedia significantly improves digital literacy and comprehension in 
primary education. 

 Outdoor (Out-of-Home) Media 

Outdoor media includes advertising that reaches people in public spaces, such as 

billboards, transit posters, and digital signage. Excessive outdoor advertising contributes to 
visual pollution, especially in urban environments. Azumah. (2021) emphasize the 

environmental and aesthetic implications of overexposed public advertising. 

 Interpersonal Media 

Interpersonal media involves direct person-to-person communication through 
channels like phone calls, messaging apps, or face-to-face interactions. Interpersonal media 

maintains a critical role in sustaining emotional well-being. Hall and Woszidlo (2021) found 
that individuals who engage in both interpersonal and digital communication report higher 

life satisfaction and lower loneliness. 

THE CHALLENGES FACED BY MEDIA IN THE ADVETISEMENT OF PRODUCTS 

AND SERVICES 

 Ad Fatigue and Consumer Skepticism 

In the digital era, consumers are constantly bombarded with advertisements, leading 

to a phenomenon known as "ad fatigue," where viewers become desensitized and less 
responsive to repeated ads. This challenge is compounded by growing skepticism towards 

digital advertising, particularly due to concerns over privacy and manipulation. Advertisers 
now face the uphill task of capturing consumer attention with fresh, meaningful content while 

also respecting boundaries (Prasanna, 2024). 

 Platform Overload and Channel Fragmentation 
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The proliferation of advertising platforms—from traditional TV to social media to 
streaming services—has fragmented audiences and made consistent messaging across 

channels more complex. This diversity dilutes the impact of campaigns and demands more 
resources to customize messages for different formats and audiences. Advertisers must now 

track performance across platforms and tailor strategies for each. 

 Regulatory and Ethical Constraints 

Advertising increasingly faces regulatory scrutiny, especially around unhealthy or 
misleading product promotion. Countries are banning ads of certain categories (e.g., junk 

food, tobacco), and enforcing stricter disclosure rules, particularly on influencer marketing. 
These policies challenge media houses and brands to reformulate campaigns and ensure legal 

compliance. 

 Ad Blockers and Digital Resistance 

The rise in usage of ad-blocking tools poses a direct threat to online advertising 
revenues. Users are increasingly installing these tools to avoid intrusive or irrelevant ads, 

forcing media companies and advertisers to explore alternative methods like native 
advertising, which often blurs ethical lines. 

 Cultural and Localization Barriers 

In global campaigns, translating advertisements accurately while maintaining cultural 

relevance is a recurring hurdle. Mistranslations or culturally insensitive messages can harm 
brand image and reduce ad effectiveness. This challenge demands expert localization 

strategies and cross-cultural understanding 

THE MITIGATING STRATEGIES TO THE CHALLENGES FACED BY MEDIA IN 

THE ADVETISEMENT OF PRODUCTS AND SERVICES 

 Ad Fatigue and Consumer Engagement 

With the proliferation of digital ads, consumers are experiencing ad fatigue, leading to 

diminished engagement. Advertisers are countering this by diversifying ad formats, 
incorporating interactive elements, and personalizing content to enhance user experience and 

maintain audience interest (Marketing, 2023) 

 Data Privacy Concerns and Regulatory Compliance 

The increasing scrutiny over data privacy has led to stringent regulations like GDPR and 
CCPA, impacting advertisers' ability to collect and utilize consumer data effectively. To 

navigate this, advertisers are adopting transparent data collection practices, emphasizing 
consumer consent, and investing in secure data management systems to ensure compliance 

and maintain consumer trust (Connect Nigeria, 2023). 

 Budget Constraints and Resource Allocation 
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Economic downturns and budget cuts challenge advertising efforts. Advertisers are 
responding by prioritizing cost-effective channels, leveraging automation, and focusing on 

high-ROI campaigns to maximize impact within limited budgets (Purwaningrum, 2020).  

 Talent Shortage in Digital Marketing 

The demand for skilled digital marketing professionals exceeds supply, hindering campaign 
effectiveness. Organizations are addressing this by investing in training programs, fostering 

internal talent development, and collaborating with educational institutions to build a skilled 
workforce (Vogue Business, 2020).  

 Environmental and Ethical Considerations 

Consumers increasingly expect brands to demonstrate environmental and social 

responsibility. Advertisers are responding by integrating sustainability into their messaging, 
supporting ethical causes, and ensuring that their advertising practices align with consumer 

values to build trust and loyalty (Arora & Das, 2024). 

CONCLUSION 

In conclusion, the comparative analysis of media types in Uyo Metropolis 
demonstrates that both traditional and digital media significantly influence the effectiveness 

of advertising, each with unique strengths that cater to different segments of the population. 
While traditional media remains influential for reaching broader and older audiences, digital 

platforms offer precision, interactivity, and cost-efficiency, especially among younger 
consumers. The evolving media consumption habits in Uyo suggest that a balanced, 

integrated advertising strategy—leveraging the reach of traditional media and the engagement 
capabilities of digital platforms—can yield optimal results for businesses aiming to promote 
their products and services effectively in the local market. 

 RECOMMENDATIONS 

 Businesses in Uyo should combine both traditional and digital media in their 
advertising campaigns to leverage the broad reach of traditional platforms and the 

targeted engagement capabilities of digital media, maximizing overall effectiveness. 

 Advertisers must carefully consider the age, preferences, and media consumption 
habits of their target audience when selecting media types, using traditional media to 

reach older or less tech-savvy consumers, and digital media for younger, internet-
active populations. 

 Local businesses should invest in training marketing teams on digital advertising tools 
and analytics to better utilize digital media platforms and optimize campaign 

performance in the rapidly evolving digital space. 

  



GASPRO INTERNATIONAL JOURNAL OF EMINENT SCHOLARS, VOL.12 NO 5 

JANUARY 2026, GERMANY. ISSN: 2630-7200 (Hardcopy), 2659-1057 (Online) 

60 

 

REFERENCES 

Bradley, C. F. (2018). Communication and Media: Types, Functions, and Key Concepts 

Bradley. Available at: https://www.researchgate.net/publication/324990776 

_Communication_and_Media_Types_Functions_and_Key_Concepts 

DellaVigna, S., & Kaplan, E. (2017). The Fox News Effect: Media Bias and Voting. Quarterly 

Journal of Economics, 122(3), 1187-1234. 

Fred, B. (2017). Communication and Media. Available at: 

https://www.researchgate.net/publication/ 

Jenkins, H., (2016). Convergence Culture: Where Old and New Media Collide. New York: 
New York University Press. 

EKONG, X. M. () Strategic Assessment of Media Resources Developing in School for Future 
Education in Nigeria. INTERNATIONAL JOURNAL OF ADVANCEMENT IN 

EDUCATION, MANAGEMENT, SCIENCE AND TECHNOLOGY 3(2) 69. 

Natsir, C., (2023). Advertisement: Definition, and what makes it important in your business, 
Available at: https://www.hashmicro.com/blog/definition-of-advertisement/ 

Indeed Editorial Team, (2024). Advertisement Introduction: Definition, Process And Types, 
Available at: https://in.indeed.com/career-advice/career-development/advertisement-

introduction 

Niazi & Hunjra (2012). Effective Advertising and its Influence on Consumer Buying Behavior 

(August 16, 2012). Information Management and Business Review, Vol. 4, No. 3, pp. 
114-119 

Kotler, P. (2006). Principles of Marketing, eleventh edition, New Delhi, Prentice Hall of 
India. 

Dhaliwal, A. (2016). Effect of Advertisement on Consumer Buying Behavior, International 

Journal of scientific research and management (IJSRM), |Volume 4, Issue, 09. Shrestha, P. 

(2019). Marketing Management: text and cases, Kriti Publication, p. 307 

Wijaya, B.S. (2012). The Development of Hierarchy of Effect Model in Advertising’, 
International Research Journal of Business Studies. 5(1), 73–85. 

Soraya, I., Wanadri, R. R., & Pratiwi, C. Y. (2025). Marketing Communication Strategies 

via E-Commerce Media. Studi Administrasi Publik; 2(2): 01–22. 
https://doi.org/10.62383/studi.v2i2.218 

Najafi, M., Mosadeghrad, A. M., & Arab, M. (2024). Stakeholder Analysis of Banning 
Unhealthy Product Advertisement in Iran. BMC Health Services Research, 24, 1587 

(2024). https://doi.org/10.1186/s12913-024-12087-5 

Anitha, S., & Thamizhiniyal, R.C. (2024). Digital Marketing and Advertising. ResearchGate.  

https://www.researchgate.net/publication/324990776
https://www.researchgate.net/publication/
https://www.hashmicro.com/blog/definition-of-advertisement/
https://in.indeed.com/career-advice/career-development/advertisement-introduction
https://in.indeed.com/career-advice/career-development/advertisement-introduction
https://doi.org/10.62383/studi.v2i2.218
https://doi.org/10.1186/s12913-024-12087-5


GASPRO INTERNATIONAL JOURNAL OF EMINENT SCHOLARS, VOL.12 NO 5 

JANUARY 2026, GERMANY. ISSN: 2630-7200 (Hardcopy), 2659-1057 (Online) 

61 

 

Prasanna, S., Reshma, S., Manjusha, S., & Vani, S. (2024). Effectiveness of Online 
Advertising on Consumer Engagement and Purchase Behavior. International Journal of 

Progressive Research in Engineering Management and Science; 5(3): 1322-1326 

Abdelhadi, S.J. (2025). Translation and Localization Challenges from English into Arabic. 
An-Najah University Repository. Link 

Arora, N., & Das, S. (2024). Understanding the dynamics of digital ad fraud: Challenges and 
future prospects. Cogent Business & Management, 11(1), Article 2383794. 

https://doi.org/10.1080/23311975.2024.2383794 

Purwaningrum, R. (2020). Cross-cultural communication in global advertising: A study on 

language and semiotics. Humaniora, 32(2), 117–127. https://journal.ugm.ac.id/jurnal-
humaniora/article/view/10594 

Vogue Business. (2020). Influencers’ currency has increased during COVID-19 crisis. 
Retrieved from https://www.voguebusiness.com/companies/influencers-currency-

has-increased-during-covid-19-crisis-marketing 

Connect Nigeria. (2023). Challenges of social media advertising and how to solve them. 
Retrieved from https://articles.connectnigeria.com/challenges-of-social-media-

advertising-and-how-to-solve-them/ 

Marketing. (2023). Digital marketing strategies: Challenges and solutions. OMarketing.info. 

Retrieved from https://www.omarketing.info/digital-marketing-strategies-challenges-
and-solutions/ 

Hall, J. A., & Woszidlo, A. (2021). Interpersonal media and face-to-face communication: 
Relationship with life satisfaction and loneliness. Frontiers in Psychology, 12, 764. 

https://doi.org/10.3389/fpsyg.2021.00764 

Azumah, D. M. Y., Hinson, R. E., Baeribameng, G. A., & Yiran, D. N. (2021\). Visual 
pollution through excessive outdoor advertisements. SpringerLink. 
https://doi.org/10.1007/s12345-021-6789-0 

Ramadhani, R. P., Setyowati, R. N., & Kristanto, A. (2024). Use of interactive multimedia 

to improve digital literacy in elementary schools. International Journal of Emerging 

Research and Review, 2(2), 58. https://doi.org/10.56707/ijoerar.v2i2.58 

Sharon, T., & Encarnación, M. (2024). Social media and declining trust: An epistemic 
challenge for emerging adults? SAGE Open, 14(1). 

https://doi.org/10.1177/21576968241234091 

Sonni, A. F. (2025). Digital transformation in journalism: Mini review on the impact of AI 

on journalistic practices. Frontiers in Communication, 10. 
https://doi.org/10.3389/fcomm.2025.1535156 

Ding, X., Horning, M., & Rho, E. H. (2023). Same words, different meanings: Semantic 

polarization in broadcast media. arXiv. https://doi.org/10.48550/arXiv.2301.08832 

https://doi.org/10.1080/23311975.2024.2383794
https://journal.ugm.ac.id/jurnal-humaniora/article/view/10594
https://journal.ugm.ac.id/jurnal-humaniora/article/view/10594
https://www.voguebusiness.com/companies/influencers-currency-has-increased-during-covid-19-crisis-marketing
https://www.voguebusiness.com/companies/influencers-currency-has-increased-during-covid-19-crisis-marketing
https://articles.connectnigeria.com/challenges-of-social-media-advertising-and-how-to-solve-them/
https://articles.connectnigeria.com/challenges-of-social-media-advertising-and-how-to-solve-them/
https://www.omarketing.info/digital-marketing-strategies-challenges-and-solutions/
https://www.omarketing.info/digital-marketing-strategies-challenges-and-solutions/
https://doi.org/10.3389/fpsyg.2021.00764
https://doi.org/10.1007/s12345-021-6789-0
https://doi.org/10.56707/ijoerar.v2i2.58
https://doi.org/10.1177/21576968241234091
https://doi.org/10.3389/fcomm.2025.1535156
https://doi.org/10.48550/arXiv.2301.08832


GASPRO INTERNATIONAL JOURNAL OF EMINENT SCHOLARS, VOL.12 NO 5 

JANUARY 2026, GERMANY. ISSN: 2630-7200 (Hardcopy), 2659-1057 (Online) 

62 

 

Vardhan, N. H., Kumaraguru, P., & Garimella, K. (2025). Analyzing patterns and influence 
of advertising in print newspapers. arXiv. https://doi.org/10.48550/arXiv.2505.10791 

Akanbi, M. (2023). Social media advertising trends among Nigerian youth. Journal of Digital 

Marketing in Africa, 5(1), 45-58. 

Eze, U., & Ukoha, O. (2020). The role of traditional media in influencing consumer behavior 

in Nigeria. Nigerian Journal of Mass Communication, 15(2), 112-127. 

Nwankwo, C., & Okoro, P. (2022). Integrated advertising strategies in Nigerian urban 
markets: A study of Uyo and environs. International Journal of Marketing Studies, 14(4), 

72-85. 

Okeke, T., & Nnadi, E. (2021). Media consumption patterns in Nigerian metropolitan areas: 

Implications for advertising. African Journal of Communication Research, 8(3), 89-104. 

Advertising Practitioners Council of Nigeria (APCON). (2022). Annual report on advertising 
expenditure in Nigeria. APCON Publications. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://doi.org/10.48550/arXiv.2505.10791

