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ABSTRACT

The study employs a quantitative research design to systematically analyze the relationship
between media publicity and lead generation outcomes across 13 organizations in Bida,
representing various sectors. A stratified random sampling technique was used to ensure
representation from different sectors. Given the manageable size, all 13 organizations were
included in the study. Data were collected using a structured questionnaire with both closed-ended
and Likert scale questions, informed by relevant literature and expert input. The data were analysed
using SPSS, with t-tests and ANOVA employed to test the hypotheses and Pearson correlation to
examine the relationship between media publicity efforts and lead generation success metrics. This
study contributes to the understanding of how organizations can optimize media channels and
communication strategies to enhance lead generation in a competitive and media-saturated
environment. A major finding underscores the importance of a multi-channel approach to lead
generation. In conclusion, the study underscored the role of targeted communication strategies,
where adapting messages to specific audience segments can lead to more effective lead
generation outcomes. However, the mixed responses indicated that some organizations may need
to refine their strategies to better target their audiences. It was therefore recommended that given
the strong consensus that social media platforms are highly effective for lead generation;
organizations should prioritize strengthening their presence on these platforms through consistent
content creation, targeted advertising and engagement strategies that resonate with the audience.
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1. INTRODUCTION

In today's fast-rising and highly competitive business environment, organizations are constantly
seeking ways to enhance their lead generation strategies in order to stay ahead of the curve. One
key factor that has been increasingly recognized as playing a crucial role in the achievement of an
organization's lead generation objectives is the media public. The media public, which
encompasses various forms of media such as traditional print media, television, radio, and digital
platforms, has the power to shape public perception and influence consumer behaviour (Carley &
Lin, 2020). Lead generation, defined as the process of attracting and converting potential
customers into qualified leads, is a fundamental objective for businesses across industries.
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In today's competitive market, organizations must adopt strategic approaches to stand out amidst
the noise and capture the attention of their target audience. The influence of the media public on
lead generation is multifaceted, encompassing aspects such as brand visibility, reputation
management, and audience engagement (Lerman & Weaver, 2020).

Numerous studies have highlighted the significant impact that media public can have on an
organization's ability to generate leads. Johnson, Smith and Brown (2022) highlight the significance
of brand visibility in driving lead generation efforts. A strong media presence not only increases
brand awareness but also enhances brand recall among consumers, thereby increasing the
likelihood of converting leads into customers. Similarly, reputation management plays a crucial role
in fostering trust and credibility with the media public, influencing their perception of an
organization's products or services. Moreover, audience engagement, facilitated through
interactive media channels and targeted communication strategies, serves as a catalyst for lead
generation success.

By understanding the preferences and behaviours of the media public, organizations can shape
their messaging and content to resonate with their target audience, thereby increasing the
likelihood of driving conversions and achieving lead generation objectives. While the influence of
the media public on lead generation is evident, there remains a gap in the existing literature
regarding the specific mechanisms and strategies through which organizations can optimize their
media engagement for lead generation objective. This research study seeks to address this gap by
exploring how different media channels and communication strategies impact an organization's
ability to generate leads effectively and provide valuable insights into the key drivers of lead
generation success in a media-saturated environment.

1.1 Statement of the Problem

The advent of digital media has significantly transformed the landscape of organizational marketing
strategies, particularly in lead generation. Organizations today leverage a myriad of media platforms
to engage potential customers and drive sales. However, the precise impact of media publicity on
an organization's ability to achieve its lead generation objectives remains an area that necessitates
deeper exploration. This study seeks to address the gap in understanding how different forms of
media exposure influence the effectiveness of lead generation efforts. Numerous studies have
examined the relationship between media exposure and various business outcomes. Malthouse,
Haenlein, Skiera, Wege and Zhang (2021) discussed the evolution of customer engagement
through media and its implications for business strategy.

Also, Brown and Smith (2020) highlighted the importance of public relations in building credibility
and trust with target audiences which can ultimately lead to increased lead generation. Katsikeas,
Leonidou and Zeriti (2021) delve into the international marketing context, illustrating how media
influences can shape consumer perceptions and behaviours. While these studies provide valuable
insights, there is a need for focused research that specifically addresses how media publicity
impacts lead generation. Lead generation is a critical metric for organizational success,
encompassing the identification and cultivation of potential customers who exhibit an interest in a
company's products or services (Berkowitz, 2020).
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The role of media in this process is multifaceted, involving traditional outlets like television and
newspapers, as well as digital channels such as social media, blogs, and online news. Each media
type potentially exerts a different influence on lead generation efficacy, thereby necessitating a
comprehensive investigation (De Vries, Gensler & Leeflang, 2020). Despite the existing research
on media public, there is a gap in the literature regarding its specific impact on lead generation
objectives. By understanding how media public influences lead generation, organizations can
better allocate resources and develop more effective marketing strategies. However, the central
problem this study aims to explore is how different media channels and communication strategies
impact an organization's ability to generate leads effectively and provide valuable insights into the
key drivers of lead generation success in a media-saturated environment.

1.2 Research Questions
The following questions will help achieve the stated research objectives:
1. How do different media channels and communication strategies impact an organization's
ability to generate leads effectively?
2. What are the key drivers of lead generation success in a media-saturated environment?

1.3 Research Objectives
This study will aim to:
1. explore how different media channels and communication strategies impact an
organization's ability to generate leads effectively,
2. provide valuable insights into the key drivers of lead generation success in a media-
saturated environment.

1.4 Hypotheses:

The following hypotheses will be tested in the study:

Hoa1: Organizations that utilize a diverse range of media channels and communication
strategies will not experience higher lead generation effectiveness compared to those that
rely on a single channel.

Ho2:  The successful implementation of key drivers such as targeted messaging and
personalized content will not significantly contribute to lead generation success in a
media saturated environment.

1.5 Contributions of the Study to Knowledge

The study holds significant potential to contribute to the existing body of knowledge in the field of
marketing and communications. By examining the relationship between media publicity and the
achievement of an organization's lead generation objectives, this study can provide valuable
insights into the effectiveness of media strategies in driving customer engagement and ultimately,
generating leads for businesses. One way in which this study can contribute to existing knowledge
is by shedding light on the impact of media publicity on lead generation efforts. In terms of
beneficiaries, the findings of this study can be valuable to a wide range of stakeholders. Marketing
professionals and communication specialists can benefit from the insights provided by this
research to enhance their media strategies and improve their lead generation efforts.
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Business leaders and decision-makers can also use the findings to inform their marketing
investments and optimize their resource allocation for maximum impact.

2. LITERATURE REVIEW

2.1 Media and Lead Generation

In today's digital age, businesses are constantly seeking new ways to generate leads and attract
potential customers. One of the most effective ways to do this is through various types of media,
such as print, TV, online ads and more. Each of these media channels plays a unique role in lead
generation, and understanding how they contribute can help businesses create a comprehensive
marketing strategy. Social media is one of the most popular and effective forms of media for lead
generation. Smith and Zook (2020) opine that social media platforms like Facebook, Twitter, and
LinkedIn provide businesses with the opportunity to reach a large audience and engage with
potential customers in a more personal and interactive way. By sharing relevant content, engaging
with followers and running targeted advertising campaigns, businesses can generate leads through
social media. Content marketing is also a valuable form of media for lead generation.

For Pulizzi and Barrett (2020), creating and sharing high-quality content, such as blog posts, videos,
and infographics, can attract and engage potential customers, driving them to take action and
become leads. By providing valuable information and resources, businesses can establish
themselves as industry experts and build trust with their audience, ultimately generating leads
through content marketing. Television advertising is another powerful tool for lead generation.
According to Johnson (2021), TV ads have the ability to reach a wide audience and create a lasting
impression. Additionally, TV ads can be highly targeted based on the programming they are aired
during, allowing businesses to reach specific demographics. By creating compelling and
memorable TV ads, businesses can attract new leads and drive sales (Kliatchko, 2021). Email
marketing is another important form of media for lead generation.

According to Chaffey and Ellis-Chadwick (2020), email marketing allows businesses to
communicate directly with potential customers, delivering personalized messages and offers that
are tailored to their interests and needs. By building an email list and sending targeted campaigns,
businesses can generate leads and nurture relationships with prospects over time. Print media,
such as newspapers, magazines, and direct mail, have long been a staple in advertising. According
to Smith and Jones (2020), print media can be particularly effective in reaching older demographics
that may not be as active online. Additionally, print ads have a longer shelf life than digital ads,
allowing potential customers to revisit them multiple times.

This repeated exposure can help build brand awareness and ultimately lead to more leads. Online
advertising, including social media ads, display ads, and search engine marketing, has become
increasingly popular in recent years (Joshi & Hanssens, 2020). According to Brown and Smith
(2020), online ads offer businesses the ability to target specific audiences based on demographics,
interests, and behaviours. This level of targeting can result in higher conversion rates and more
qualified leads.
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Additionally, online ads can be easily tracked and optimized in real-time, allowing businesses to
make data-driven decisions to improve their lead generation efforts. Search Engine Optimization
(SEQ) is crucial for attracting organic traffic to a website. Dean (2020), founder of Backlinko,
highlights the importance of optimizing content for search engines to increase visibility and attract
potential leads. By appearing on the first page of search engine results, businesses can capture
the interest of users actively searching for related products or services, leading to higher-quality
leads.

2.2 Theoretical Framework

This study draws upon several key theories from marketing, communication, and consumer
behaviour to provide a comprehensive analysis. Agenda-Setting Theory of Maxwell McCombs and
Donald Shaw (1972) posit that the media has the power to influence the public agenda by
determining which issues are considered important. In lead generation objectives, media coverage
can shape public perceptions of an organization and its products or services, ultimately impacting
the generation of leads. AIDA Model (Attention, Interest, Desire, Action) developed by E. St. EImo
Lewis is a classic marketing framework that outlines the stages a consumer goes through before
making a purchase. Media publicity can be instrumental in capturing attention, generating interest,
nurturing desire and prompting action all of which are crucial for lead generation.

Both AIDA Model and Agenda-Setting Theory are highly relevant and illustrative for this study. While
the AIDA Model provides a comprehensive framework to understand how media public can
effectively drive the stages of lead generation from initial awareness to final action, the Agenda-
Setting Theory highlights the role of media in shaping public opinion and influencing the priorities
of individuals. By understanding how media coverage can impact the perceptions of potential leads,
researchers can develop strategies to effectively utilize media public relations to achieve lead
generation objectives.

3. METHODOLOGY

This study employs a quantitative research design that allow for systematic analysis and statistical
testing of hypotheses to examine the relationship between media publicity and the achievement of
lead generation objectives in organizations. The population consists of 13 organizations across
sectors in Bida (Federal Poly Bida, Federal Medical Centre Bida, National Cereals Research
Institute, Zenith Bank Bida, Access Bank Bida, Ecobank Bida, Keystone Banks Bida, Unity Bank
Bida, Union Bank Bida, First Bank Bida, House 7 Company Bida, and Taste Palace Bida) that actively
engage in media publicity for lead generation purposes. A simple random sampling technique will
be employed to randomly select organizations for the study. This ensures equal chance of
representation from different sectors and minimizes bias. All the 13 organizations will be
considered for the study since they are a manageable size. T-tests and ANOVA will be used to test
the hypothesis to examine the significance of relationship while SPSS will be used to analyze the
guantitative data and generate statistical outputs.
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A structured questionnaire that will include both closed-ended and Likert scale questions will be
developed and administered based on relevant literature and expert input to gather quantitative
data on media publicity strategies, lead generation metrics and organizational characteristics.
Frequencies and percentages will be used to summarize the data on media publicity strategies and
lead generation outcomes. To test hypotheses, Pearson correlation coefficient will be used to
examine the strength and direction of relationships between media publicity efforts and lead
generation success metrics while the hypotheses will be tested with t-tests to determine if there
are significant differences or relationships between media publicity strategies and lead generation
outcomes. Responses will be anonymized and treated confidentially to protect participants' privacy;
participants will be informed about the study's purpose, their voluntary participation and
confidentiality assurances. Findings will be limited to the specific sector and contexts included in
the study while potential biases like self-reporting bias or non-response bias could affect the validity
of results.

3. DATA PRESENTATION
Frequency Table

Table 1: Social media platforms are more effective for lead generation compared to
traditional media channels

Cumulative
Frequency | Percent | Valid Percent Percent
Valid  Strongly Agree 5 62.5 62.5 62.5
Agree 3 37.5 37.5 100.0
Total 8 100.0 100.0

Source: Survey, 2025
Table 1 above indicated that 62.5% of the respondents strongly agree, while the remaining 37.5%

agree that social media platforms are more effective for lead generation compared to traditional
media channels.

Table 2: The use of multiple media channels enhances our organization's ability to

generate leads effectively

Cumulative
Frequency | Percent | Valid Percent Percent
Valid  Strongly Agree 3 37.5 37.5 37.5
Agree 5 62.5 62.5 100.0
Total 8 100.0 100.0

Source: Survey, 2025
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From the table 2 above, 37.5% of the respondents strongly agree, while 62.5% agree that the use
of multiple media channels enhances their organization's ability to generate leads effectively.

Table 3: Our organization's communication strategies are adapted to target specific
audience segments for lead generation purposes

Cumulative
Frequency | Percent | Valid Percent Percent
Valid  Strongly Agree 3 37.5 37.5 37.5
Agree 3 37.5 37.5 75.0
Undecided 1 12.5 12.5 87.5
Disagree 1 12.5 12.5 100.0
Total 8 100.0 100.0

Source: Survey, 2025

Table 3 indicated that 37.5% of the respondents strongly agree, another 37.5% agree, 12.5% of
them were undecided while other 12.5% disagree that their organization's communication
strategies are adapted to target specific audience segments for lead generation purposes.

Table 4: Personalized content plays a crucial role in driving lead generation success
for our organization

Cumulative
Frequency | Percent | Valid Percent Percent
Valid  Strongly Agree 1 12.5 12.5 12.5
Agree 6 75.0 75.0 87.5
Undecided 1 12.5 12.5 100.0
Total 8 100.0 100.0

Source: Survey, 2025

From the table 4 above, 12.5% of the respondents strongly agree, 75% of them agree, while the
other 12.5% of them were undecided that personalized content plays a crucial role in driving lead

generation success for our organization.
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Table 5: We regularly analyze and adapt our communication strategies based on the
performance of different media channels

Cumulative
Frequency | Percent | Valid Percent Percent
Valid  Strongly Agree 2 25.0 25.0 25.0
Agree 6 75.0 75.0 100.0
Total 8 100.0 100.0

Source: Survey, 2025

Table 5 above shows that 25% of the respondents strongly agree, while the remaining 75% of
them agree that they regularly analyze and adapt their communication strategies based on the

performance of different media channels.

Table 6: Our organization prioritizes staying up-to-date with emerging media trends
to optimize lead generation efforts

Cumulative
Frequency | Percent | Valid Percent Percent
Valid  Strongly Agree 3 37.5 37.5 37.5
Agree 5 62.5 62.5 100.0
Total 8 100.0 100.0

Source: Survey, 2025

From the table 4 above, 37.5% of the respondents strongly agree, while the remaining 62.5% of
them agree that their organization prioritizes staying up-to-date with emerging media trends to

optimize lead generation efforts.
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One-Sample Statistics

N

Mean

Std. Deviation

Std. Error Mean

Social media platforms are
more effective for lead
generation compared to
traditional media channels.

The use of multiple media
channels enhances our
organization's ability to
generate leads effectively.
Our organization's
communication strategies
are adapted to target
specific audience segments
for lead generation
purposes.

Personalized content plays
a crucial role in driving lead
generation success for our
organization.

We regularly analyze and
adapt our communication
strategies based on the
performance of different
media channels.

Our organization prioritizes
staying up-to-date with
emerging media trends to
optimize lead generation
efforts.

1.3750

1.6250

2.0000

2.0000

1.7500

1.6250

51755

51755

1.06904

.53452

46291

51755

.18298

.18298

37796

.18898

.16366

.18298
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One-Sample Test

Test Value =0
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Sig. (2= |Differen | _Difference
T Df tailed) ce Lower | Upper

Social media platforms are
more effectlve for lead 7514 7 000l1.37500 9423 1.807
generation compared to 7
traditional media channels.
The use of multiple media
channels enhances our | g ggq| 7 .000|1.62500] 1.1923| 207
organization's ability to 7
generate leads effectively.
Our organization's
communication strategies
are adapted to target 5002 7 001|2.00000| 1.1063| 2893
specific audience segments 7
for lead generation
purposes.
Personalized content plays
a crumall role in driving lead | 10.58 7 000l2.00000| 1.5531 2.446
generation success for our 3 9
organization.
We regularly analyze and
adapt our communication
strategies based on the 1069 7 .000]1.75000| 1.3630 2131

) 3 0
performance of different
media channels.
Our organization prioritizes
staying up-to-date with 2057
emerging media trends to 8.881 7 .000[1.62500] 1.1923 7
optimize lead generation
efforts.
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4. SUMMARY OF FINDINGS

The study aimed to explore how different media channels and communication strategies impact an
organization's ability to generate leads effectively and to provide insights into the key drivers of lead
generation success in a media-saturated environment. The findings highlight several key insights
as follow:

Significant majorities (62.5%) of respondents strongly agree, and 37.5% agree that social media
platforms are more effective for lead generation compared to traditional media channels. This
suggests that social media is a critical tool for organizations aiming to generate leads. The data
indicates that 37.5% of respondents strongly agree, and 62.5% agree that using multiple media
channels enhances their organization's ability to generate leads effectively. This finding
underscores the importance of a multi-channel approach to lead generation. When asked about
communication strategies, 37.5% of respondents strongly agree, and another 37.5% agree that
their organization's communication strategies are adapted to target specific audience segments.
However, 12.5% were undecided, and another 12.5% disagreed, indicating some variability in the
perceived effectiveness of these strategies.

The role of personalized content in driving lead generation success is affirmed by 12.5% of
respondents who strongly agree and 75% who agree. However, 12.5% remained undecided,
suggesting room for improvement in personalization efforts. A majority (25% strongly agree, 75%
agree) of respondents acknowledged that they regularly analyze and adapt their communication
strategies based on the performance of different media channels; this points to the dynamic nature
of media strategy in lead generation. Finally, 37.5% of respondents strongly agree, and 62.5%
agree that their organization prioritizes staying up-to-date with emerging media trends to optimize
lead generation efforts. This reflects the importance of agility and continuous learning in
maintaining effective lead generation practices. Generally, the findings align with the research
objectives, demonstrating the significance of social media, multi-channel strategies, targeted
communication, and continuous adaptation in driving lead generation success in a media-
saturated environment.
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5. CONCLUSION

The study effectively explored the impact of various media channels and communication strategies
on an organization's ability to generate leads, providing valuable insights into the key drivers of lead
generation success in a media-saturated environment. The findings clearly indicate that social
media platforms are particularly effective for lead generation, emphasizing the necessity for
organizations to leverage these platforms as critical tools in their marketing efforts. Furthermore,
the research highlights the importance of a multi-channel approach, demonstrating that the use of
multiple media channels significantly enhances lead generation effectiveness. The study also
underscores the role of targeted communication strategies, where adapting messages to specific
audience segments can lead to more effective lead generation outcomes. However, the mixed
responses indicated that some organizations may need to refine their strategies to better target
their audiences. Personalized content emerged as a crucial element in driving lead generation
success, although there is still potential for improvement in how organizations personalize their
communications.

Moreover, the ability to regularly analyze and adapt communication strategies based on media
performance is vital, reinforcing the need for organizations to remain dynamic and responsive to
the changing media landscape. Finally, the emphasis on staying updated with emerging media
trends reflects the importance of agility and continuous learning in optimizing lead generation
efforts. Lastly, the study supports the research objectives by demonstrating that successful lead
generation in today's media-saturated environment relies on the effective use of social media, a
multi-channel approach, targeted and personalized communication strategies, and an on-going
commitment to adapting to new trends and media performance data.

6. RECOMMENDATIONS

Based on the objectives, findings, and conclusion of the study on media channels and
communication strategies impacting lead generation, the following recommendations can be
made:

v' Given the strong consensus that social media platforms are highly effective for lead
generation, organizations should prioritize strengthening their presence on these platforms.
This can be achieved through consistent content creation, targeted advertising, and
engagement strategies that resonate with the audience.

v" The findings underscore the importance of using multiple media channels to enhance lead
generation effectiveness. Organizations should implement an integrated marketing
approach that leverages both digital and traditional media to reach a broader audience and
maximize lead generation opportunities.

v" Since the effectiveness of communication strategies aimed at specific audience segments
showed variability, organizations should invest in deeper audience analysis. This involves
using data analytics to understand audience preferences and tailoring messages to meet
the needs of different segments more precisely.

v Personalized content has been identified as crucial for lead generation success, yet there
is room for improvement. Organizations should focus on developing personalized marketing
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campaigns that cater to individual customer preferences, leveraging customer data to
create more relevant and engaging content.

v' As the study highlights the importance of adapting communication strategies based on
media performance, organizations should establish a routine process for monitoring the
effectiveness of their media channels. This includes using analytics tools to track
performance and making data-driven adjustments to optimize lead generation efforts.

v' To maintain a competitive edge in lead generation, organizations should commit to staying
informed about emerging media trends and technological advancements. This can be
achieved through continuous learning, attending industry conferences, and fostering a
culture of innovation within the marketing team.

v' To effectively implement the above recommendations, organizations should invest in
training their marketing teams on the latest tools, techniques, and strategies in digital
marketing and lead generation. This will ensure that the team is well-equipped to adapt to
the evolving media landscape.
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