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IMPACT OF DRIVER DISTRACTION AND ITS EFFECT

Deaths and injury from road accidents on the highways of Ghana 
seem to be on the rise. Along these highways are advertising 
billboards with attractive, but often very seductive images of 
females. These images, according to advertisers, are meant 
to catch the maximum attention within the shortest possible 
time. Drivers use a large proportion of their visual sensory 
input, hence visually conspicuous items, such as billboards, 
are likely to interfere with visual processing tasks. Though 
few researches have been conducted on billboards and the 
occurrence of road accidents, as well as driver distractions, none 
actually focused on the visual elements as far as image mental 
distractions are concerned. From the positivist paradigm, the 
study investigated the roles visual elements on billboards play 
in the occurrence of road accidents. It focused on how these 
images add to the numerous road accidents. Standard designed 
survey questionnaires were administered to 200 drivers who 
ply the Kumasi- Accra highway route on regular basis. The 
data was analysed with SPSS using descriptive and Crosstab 
analysis methods. The study revealed that the distractions from 
these images were factors for these road accidents that lead to 
injury and death. The study also shows a connection between 
advertising billboard images and road accidents and how 
these advertising billboard images have a negative influence 
on driver-performance. It is therefore being recommended that 
stakeholders begin to focus on the kinds of billboards being 
mounted along the highways. 

Keywords: Car Crash, Driver Distraction, Road Users, 
Advertising Billboards, Roadside Distractions, Visual Pollution.
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INTRODUCTION 

Road accidents have been on the rise across the 

globe. Awal (2013) is of the view that, loss of 

lives and damage from road accidents is no 

more a continental issue but is being conceded 

as a universal prodigy. Authorities in countries 

all over the world are quite worried about the 

high growth of the number of people who lose 

their lives or get seriously injured on the road as 

a result of car crashes. The growing trend of this 

human suffering is very high as compared to the 

prevailing determinations to curb these road 

accidents. Road accident injuries in Ghana 

place a huge burden on the national economy 

and household finances. Many families are 

being deprived of breadwinners as a result of 

road accidents. This calls for immediate 

attention from all government and non-

government organisations. In recent years, road 

accidents have been on the increase in Ghana, 

particularly on the Accra-Kumasi highway 

(Ghana Building and Road Research Institute, 

2015). Deaths, injuries and loss of properties 

were results of these road accidents. The Global 

Status Report on Road Safety conducted by 

World Health Organization in 2015, made a 

prediction that the economic expenditure of road 

accidents and injuries in developing country like 

Ghana is between 1-2% of her gross domestic 

product (GDP). Competition in promoting brands 

and products, compel advertisers to make use of 

every available public space just to sell their 

brands. Advertisers therefore place all kinds of 

images on billboards mounted along the 

highways to attract road users as a way of 

gaining their attention to the advertised 

products. This research arbitrates how 

advertising billboards influence the road user, 

with specific reference to commercial drivers. 

According to Bishai, Asiimwe, Abbas, Hyder, & 

Bazeyo (2008), research on road safety is yet to 

be given much focus in low and middle income 

countries. The question being asked by many 

other researchers is whether it is impossible for 

less developed countries to relate to measures 

of safety on the road from the high income and 

more developed countries. From the research 

conducted by Salim and Salimah (2005), road 

accidents were the ninth major cause of death in 

low and middle income countries. In addition, 

they predicted that road accidents were going to 

be the third major cause of deaths in these 

countries by the year 2020 if prevailing trend in 

vehicular accidents was to be allowed to 

continue. It is our contention that some images 

placed on advertising billboards are not 

appropriate and consequently lead to road 

accidents.  

Presently, the consensus on the possibility of 

billboard-related distraction and its dynamics 

with reference to characteristics of drivers, 

seductive billboard images, as well as highway 

construction is not so clear yet.  The study 

therefore was conducted to help disclose the 

influence and impact billboard images have 

drivers. The focus was to check the extent to 

which billboard images distract drivers and how 

the impact and influence of these distractions 

contribute to the occurrence of road accidents. 

We therefore set out the following questions that 

drove the study  

1. What impact do images on billboards have 

on drivers? 

2. How do these images distract the road user 

and contribute to the occurrence of road 

accidents? 

LITERATURE REVIEW 

Road Accidents 

Any incident that results in injury or property loss 

and involves an automobile in transport, and 

occur on a traffic road way or while the car is still 

in motion after going off the traffic way can be 

termed as road accident. In simple language, 

road accident is an occurrence that happen by 

chance or from unknown causes. Nevertheless, 

Horodniceanu et al. (1979), is of the view that, 

only a small percentage of road accidents that 

happen can be well-thought-out as inevitable 

events or real accidents. These unforeseen 

occurrence causes decrease in value of 

resources and mostly increase liabilities. 

http://www.businessdictionary.com/definition/value.html
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Causes of Road Accidents  

Some studies linked the occurrence of road 

accidents to indiscipline as well as carelessness 

on the part of both drivers and pedestrians, 

others are link it to spiritual causes. According to 

Sherry and Stanislaus (2016) gross disruptive 

behavior on roads by drivers and pedestrian, 

drivers parking at authorized places to pick up 

passengers, drivers making calls at the same 

time driving, fatigue and drunk driving, as well as 

over-loading and speeding are the major 

causes. They however overlooked the physical 

driving environment in which the driver operates, 

which could also be a large contributing factor to 

the occurrence of some of these road accidents. 

Drivers function in an environment which is 

prone to visual distraction. Little research seem 

to be done on the effects these distractions 

might have on driving ability and accident rates. 

According to Vankirk (2001), drivers are 

confronted with many difficulties when they drive 

through congested and overcrowded cities, 

precisely with their minds burdened with the 

enormous quantity of information they need to 

endlessly process, which is known as 

information overload. These includes traffic 

safety signs, information about indirect route, 

advertising billboard as well as other 

advertisements, car horns, loud music from the 

environments, cars changing lanes, foot-

travelers and many more.  

Outdoor Advertising Billboard  

Billboards are a popular means of advertising 

located outdoor, often near an interstate or 

highway (Justin, 2016). Billboard 

advertisements were first used in 1890’s and 

create curiosity, with its interesting, different 

colors, designs and messages (Teker, 

2003:172). The term billboard in this context 

refers to any out door, external-to-vehicle 

advertising sign permanently erected by the 

roadside to send visual message to a targeted 

audience. (John et al, 2015). 

As McLuhan (1969) states, “an environment 

becomes fully visible only when it has been 

superseded by a new environment.” The term 

billboard was derived from two words billing and 

board and is normally made on a large board 

usually metal erected by the road side to catch 

the attention of many road users as possible. 

They are designed to be simple but outstanding, 

creative and catchy (Apryl, 2016). These 

billboards are mostly mounted at high traffic 

venues so that as the drivers and passengers as 

well pedestrians are waiting in the traffic, they 

could use the waiting time to look at these 

billboards. This would either be to release stress 

or to consider the product. Such visual 

communication is dangerous and unsafe 

because a driver could be looking at a billboard 

too long and would not even see when it was 

time for him to move, their attention could be 

totally off the road, and they might not notice 

safety signals given to them. Apryl (2016) 

believes that billboards have been a distractive 

medium to the road user; describing them as 

things that capture the attention of the motorists 

and pedestrians.     

To satisfy the information needs of tourist and 

travelers, there should be an active road sign 

system. The study agrees with Iveson (2011) 

that when a billboard is designed with the 

appropriate elements of design, viewers have no 

other option but to be attracted to the billboard. 

Furthermore if billboards are managed well, they 

can be used to promote and curb much of 

societal problems including crime, prostitution 

and to promote girl child education, social 

tolerance and road safety. Which means 

advertising billboards placed along high ways 

can have positive effect on the road user when 

they are managed and regulated well. On the 

other hand, when the wrong and inappropriate 

images and information are placed on them, they 

can tend to distract the road user and endanger 

the lives of many. 

Visual Pollution 

Road traffic safety signs have converted into a 

necessary feature in almost all human life 

aspect. These road safety signs cannot be 

neglected because safety is of paramount 

importance to every road user, be it the 

https://www.ncbi.nlm.nih.gov/pubmed/?term=DECKER%20JS%5BAuthor%5D&cauthor=true&cauthor_uid=25000270
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pedestrian or the driver. Woloch (2008) in his 

study emphasized that, if drivers’ attention get 

diverted from the road for five seconds while he 

is traveling at 60 kilometer per hour, then they 

are not looking at the road for 100 yards or more 

(the length of a football field), this is enough time 

for a car accident to occur. Edquist, (2011) 

added that a potential driver distraction is the 

‘visual pollution’ from roadside advertising 

billboards. These roadside advertisements do 

not only draw the driver’s attention, but they also 

influence the driver’s conscious mind. 

It is possible for traffic signs to merge with visual 

pollution due to the plentitude of road side 

advertisements. Visual pollution has a negative 

influence on driver behavior in many cases 

(Chattington, 2009). Wicken (2008) is of the view 

that driver disruption is associated with a 

significant percentage of motor vehicle 

accidents. In a study by Gitelman et al (2010) to 

observe the impact of advertising billboard on 

road accidents, two seasons were compared: 

"before" when the billboards were erected along 

the roadside thus 2006-2007 and "after" when 

the billboards were removed in 2008. The result 

from their study show a wide-ranging decrease 

in road accidents on the Ayalon Highway after 

the billboards were removed. This clearly 

indicates the contribution of billboards to road 

accidents. Just like humans, road side 

advertising billboards are very diverse (Lene et 

al 2013). Which means the size, images, strong 

colors and light from the billboards could affect 

their targeted audience. This current study 

focuses on just one aspect of the billboard that 

is the images factor. The influence of roadside 

advertising billboards may be more noticeable in 

repetitive traffic conditions where the mental 

pressure is low as compared to urban zone 

driving, where the mental pressure is already 

comparatively high (Chattington et al 2009). 

Driver Distraction and its Impact 

There are so many definitions for driver 

distraction, but the current study shall adopt the 

definition by US-EU Bilateral ITS Technical Task 

Force in 2010 which is being recognized 

globally. They define driver distraction as the 

deviation of attention from actions critical for 

harmless driving to conflicting activity. Taking 

your eyes off the roads while driving, especially 

at high speed, to look at roadside 

advertisements is likely to contribute to road 

accidents (Kaviyarasu et al, 2016). Gregoriades 

et al, (2013) suggested that diversions can 

emerge from the surroundings of the driver 

including roadside advertising billboards which 

pose a risk to road safety. Wallace (2003) affirms 

that advertising billboards are accountable for 

about 10% of the road accidents that happen on 

our highways. This shows the potential risks 

posed to the road user especially drivers by 

these advertising billboards. Kaviyarasu et al, 

(2016), Gregoriades et al (2013) and Wallace, 

(2003) have all mentioned and identified 

advertising billboards as a possible cause of 

road accidents but the exact component of these 

billboards that cause the distractions and lead to 

the various road accidents is not exactly 

revealed. Roadside advertisements in general 

are known to pose a distraction to drivers. 

However, there is little evidence to show that 

they have led to road crashes or fatalities 

(Roberts, Boddington, &  Rodwell, 2013), 

probably due to underreporting by victims. 

Distracted driving is a conduct dangerous to 

drivers, passengers, and foot travelers alike. 

Kaviyarasu et al, (2016), is of the view that, 

advertising billboards entice the visual attention 

and cognitive central processing of the audience 

because the viewer decides whether the 

advertisement is important to his/her current 

needs. 

METHODOLOGY 

In this study researchers adopted the positivist 

paradigm in a remit of quantitative approach that 

emphasizes absolute objectivity that establishes 

a cause and effect relationship between 

variables. This lends itself to providing verifiable 

evidence that makes it preferable and 

objectively viable to investigate the issue of road 

accidents on the Kumasi – Accra highway as 

case study specifically based upon the KNUST 
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junction to Konongo stretch of the road. The 

population was drivers who ply the Kumasi – 

Accra road regularly especially commercial 

drivers.  

Sample size 

Drivers were selected from the major bus/truck 

terminals with some few private car drivers with 

questionnaires administered to them at the 

terminals. They included drivers from VIP bus, 

STC, GPRTU and O.A. Travel and Tour 

Terminals in Kumasi and also KNUST Junction 

Lorry Station. A total of 200 questionnaires were 

personally distributed to them and were all fully 

answered and returned same day by drivers who 

were willing and ready to fill out the 

questionnaires.  

 

TABLE 1.1:  DATA SOURCES FOR THE STUDY 

Participants various bus terminals Frequency 

VIP 100 

STC 20 

GPRTU 30 

O.A Travel & Tour 15 

Private Drivers 20 

KNUST Lorry Station 15 

TOTAL 200 

 

RESULTS AND DISCUSSIONS 

Driving Experience  

The number of driving years a driver has been 

driving, may or may not matter when it comes to 

driver distraction. Research has shown that less 

experienced drivers are less able to perform 

competing activities without compromising 

activities critical for safe driving as they have 

only partially automated some driving skills 

(Regan & Hallett, 2011). In a descriptive 

statistics using crosstab analysis, the number of 

driving years a driver has was compared to what 

items in the visible driving environment which 

could distract the driver from his primary driving 

task. These items included trees, buildings and 

billboards. As shown respectively in Table 1.1, 

majority of the drivers are highly experienced 

because, 134 (representing 67%) of the 

respondents have been driving for more than ten 

(10) years. The number of drivers who 

responded to the questionnaire and have been 

driving for less than five years were in all 19 

(representing 9%) of the respondents. Out of 19 

drivers who have been driving for less than five 

years, 13 of them indicated that billboards 

distracted, 4 of them indicated to get distracted 

by trees and 2 get distracted by buildings when 

they are driving.   The number of drivers who 

have been driving between 5 and 10 years were 

47 (representing 24%) of the respondents. 23 of 

them get distracted by billboards while driving, 

11 by trees and 13 of them get distracted by 

buildings. Out of the 134 respondents have 

been driving for more than ten (10) years, 75 

indicated that images on billboards distracted 

them, 36 indicated that they get distracted by 

trees and 23 get distracted by buildings. 

Comparing all the distractive elements indicated 

by the 200 respondents, from all the number of 

driving year’s category, billboard recorded the 

highest with a total of 111 (representing 55%) of 

the respondents being distracted by these road 

side advertising billboards.  A total of 51 (26% 

of the respondents) from all the number of 
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driving year’s category indicated that, they get 

distracted by trees while driving and a total of 38 

drivers (representing 19% of the respondents) 

from all the categories  get distracted by 

buildings. From the field data, it is evident that 

there were variations in the number of drivers 

who get distracted by trees and buildings. In 

some categories, those who get distracted by 

buildings were few and those who get distracted 

by trees were many, and vice versa. However, 

with the respondents who get distracted by 

billboards in all categories of driving experience, 

there was a constant increase. This brings to 

light that, no matter the number of years a driver 

has been driving, one significant thing that 

distract them from their primary driving goal is 

the presence of advertising billboards. Results 

from the findings however disagree with Regan 

and Hellet (2011) that less experienced drivers 

are less able to perform competing activities 

without compromising activities critical for safe 

driving. However, the findings supports William 

(2009) in his study that seventy-one percent 

(71%) of travelers often look at the messages on 

roadside billboards and more than one-third 

report looking at an outdoor advertising each or 

most of the time they by-pass one.  More road 

users’ look at advertising billboards and it does 

not matter the number of times one passes by 

these advertising billboards. The findings 

emphasize the idea that billboards distract 

drivers no matter the number of years they have 

been driving because billboards have very short 

life spans, which means they are changed very 

frequently. Consequently their audience do not 

get the opportunity to get used to them and 

become indifferent to them. By the time they get 

used to it, the billboards might have been 

removed and replaced.  

 

Table 1.2 – Crosstabs between the number of years of Driving and their distractions 

Number of years of driving Which Items distract You when you are driving Total 

 Billboards Trees Building  

Less than 5 years 13 4 2 19 

Between 5 and 10 years 23 11 13 47 

More than 10 years 75 36 23 134 

Total 111 51 38 200 

Source: Field Survey, 2018 

 

Identification of Advertising Billboards by 

Drivers 

The study focused largely on commercial drivers 

and how their driving performances are 

influenced by images on advertising billboards. 

The study needed to know if the drivers have 

been seeing advertising billboards on the main 

Kumasi-Accra highway while they travel the road 

daily. This is to help the study affirm whether the 

drivers who indicated they get distracted by 

billboards actually have been seeing billboards 

at all through their journey. From the 

questionnaire, the drivers were asked if they see 

advertising billboards when driving on the 

highway. From Figure 1.2, out of the 200 

respondents, 189 (representing 94%) indicated 

yes they have been seeing billboards on 

highways when driving. Whereas 11 (6%) of the 

respondents indicated No, they do not notice 

advertising billboards when driving. This 

denotes that, the response given by the drivers 

in table 1.2 affirms the result in figure 1.2. 
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The study needed ,to established that the drivers 

knew what advertising billboard were, since 

some could see some other thing and think they 

were billboards while they were not. Three 

different samples were provided for the 

respondents to identify which one of them was a 

billboard. This question sought to know if 

respondents could be able to identify advertising 

billboards so as to confirm their response in 

Table 1.2 and Figure 1.1. These samples were 

labelled A which was an advertising billboard, B 

which was a directional sign post and C which 

was a signboard. From the total of 200 

respondents 148 (representing 74%) selected A 

which means they knew what advertising 

billboards were and were able to identify them. 

Whereas 48 (20. 5%) of them identified 

directional sign as billboards and 11 (5.5%) of 

the respondents indicated signboards as 

advertising billboards.   

 

 

Figure 1.1 Drivers Response Source: Field Survey, 2018  

        

From Figure 1.2, majority of the drivers were 

able to identify an advertising billboard. This 

affirms their responses to the questions as far as 

billboard image is concerned. Since majority of 

the drivers knew what billboards were, they were 

further asked in the questionnaire how many of 

the advertising billboards they see when they are 

driving at 90km/h.  Table 1.3 shows the 

response of the drivers and their respective 

percentages as to the estimated number of 

billboards they see when driving along the 

highway.  

 

 

Figure 1.2 Identifying a Billboard  Source: Field Survey, 2018 
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Table 1.3 – Drivers response to the number of Billboards they see when driving 

NUMBER OF BILLBOARDS FREQUENCY PERCENTAGE 

Less than 50 14 7.0% 

Between 50 and 100 80 40.0% 

Above 100 106 53.0% 

Total 200 100% 

Source: Field Survey, 2018 

 

From table 1.3, it can be established that there 

are too many billboards on the highway. 106 of 

the respondents see more than 100 advertising 

billboards, 80 specified they see between 50 and 

100 while 14 indicated to see less than 50. With 

these many advertising billboards, traffic signs 

may merge with ‘visual pollution’. Wicken (2008) 

in his study is also of the view that driver 

distraction is implicated in a significant portion of 

motor vehicle collisions. Which means that, with 

all these many advertising billboards on our 

highways, there are high chances of vehicle 

collision, for the reason that, some of the 

advertising billboards cover and overshadow 

traffic signs which are meant to guide drivers and 

keep the road safe for the road user. 

Driver Distraction 

Distraction is “attention given to a non-driving-

related activity, typically to the detriment of 

driving performance” (Pettitt, Burnett, & Stevens, 

2005).  Driver distractions are things that take 

the drivers’ attention away from their primary 

driving focus. Stutts and colleagues 

distinguished distraction from other forms of 

driver inattention. They defined distraction as a 

form of inattention in which a driver “is delayed 

in the recognition of information needed to safely 

accomplish the driving task because some 

event, activity, object, or person within or outside 

the vehicle compels or induces the driver’s 

shifting attention away from the driving task” 

(Stutts, Reinfurt, Staplin, & Rodgman, 2001). 

The current study sought to know the major 

items that distract drivers when they are driving 

for the authentication of the data and the results. 

Research on roadside billboard advertisements 

and its link to driving distraction and traffic 

accidents suggest that billboards distract drivers 

from forward roadways (Hasan 2015). Drivers 

were requested to select some of the major 

items that distract them when they are using the 

road. Advertising Billboards, Trees and 

Buildings were the main items provided for the 

drivers to select from. These items were 

selected because they were the most appearing 

items on the case study area which are likely to 

distract the drivers.  

 

 

Figure 1.3 Response to Distractive Items Source: Field Survey, 2018 
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From the findings from the result presented in 

figure 1.3, 111 (representing 55%) of the 

respondents indicated that billboard is the 

major item that distracts them when they are 

driving, 51 (representing 26%) of the 

respondents selected trees as the major item 

which distracts them on the road. The remaining 

38 (19%) of the respondents indicated buildings 

distract them when driving on highways. After 

going through their responses, the researchers 

later had some informal interaction with some of 

the drivers to help understand why majority of 

the drivers indicated billboard as the major 

distractive item they see when driving. There 

were indications of them being attractive, hence 

distracted the drivers most times by the beautiful 

images on the billboards; these images keep 

their glance and focus for some seconds.  Some 

drivers pointed out how buildings sometimes 

distract them, and explained that, some of the 

buildings along the highways are used as 

advertising space. It was discovered that, most 

often than not, trees planted along the highways 

are not trimmed. This makes their branches 

extend to the road and end up creating 

distractions to drivers sometimes. Some of the 

drivers on the other hand explained that the 

trees sometimes fall on the road which also 

takes off their concentration for some seconds 

while they start thinking of where to move to. 

There is often insufficient distance for them to 

avoid the conditions ahead to enable them check 

their speed, and move to a safer side of the road. 

It is important for the study to next identify what 

actually makes the advertising billboards so 

distractive, since there are so many components 

that make up a billboard. The researcher ask in 

the questionnaire “what factors make 

billboard distractive?” This question seeks to 

know the real items that make billboards 

distractive. Three different components of a 

billboard were provided for the respondents to 

choose from, the placement, image and 

structure/size.  The response to this question 

from the data is presented in the figure 1.4.  

 

 

Figure 1.4 Billboards distractive Elements Source: Field Survey, 2018 
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respondents who indicated images to be 

distractive elucidated that, some of the images 

placed on the advertising took their 

concentration (cognitive focus) from the road for 

some seconds while they sometimes tried to 

process and understand what the images were 

meant for. However, there is also a growing 

realization that “cognitive distraction” is a 

significant component of driver distraction 

(Young, Regan, & Hammer, 2003). Cognitive 

distraction refers to the mental workload 

associated with a task and is generally not 

observable. The effects of cognitive distraction 

on driving performance may be more covert. 

Like visual distraction, cognitive distractions can 

undermine a driver’s sensitivity to critical cues 

and traffic signals in the roadway environment 

(e.g. “looked at but not see”; Strayer et al., 

2003).  Some of the drivers added that 

advertisers mostly use seductive images, which 

most often than not, feeds the figments of their 

imaginations with the type of images on the 

billboards. Some also complained that the 

advertising billboards are too big, and they 

distract them in such a way that they struggle to 

notice road signs and directional signs, which 

are rather useful to them.  

Effects of Driver Distraction 

Hughes and Smilley have demonstrated that 

drivers look at and process roadside 

advertisements when driving (Hughes and Cole, 

1986), (Smiley et al., 2004). Studies of accident 

statistics have also discovered that fixations 

upon advertisements can cause unsafe 

circumstances. Some identified external 

distractors including roadside advertisements as 

a significant self-reported cause of traffic 

accidents (Stutts et al., 2001). To agree or 

disagree with Hughes and Smilley a descriptive 

crosstabs analysis was conducted on the field 

data to discern on how some of these drivers 

have ever been distracted by advertising 

billboard images to be able to tell distinctively 

what led to these distractions.  

 

 

 

Figure 1.5 Various ways Images distract drivers Source: Field Survey, 2018 

 

From the analysis, in Figure 1.5, only one driver 

indicated that although he was distracted looking 

at the image on the billboard too much there 

were no casualty. Two (2) other responds 

indicated that, even though they got distracted 

while trying to process the information on the 
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billboards they have never encountered any 

casualties.  Making 3 out of the respondents 

indicating that, though they have been distracted 

by these billboard images no casualties 

occurred in the process. But a large number of 

the respondents, thus 112 out of the 200 

respondents confirmed they have been 

distracted by these images and in the process of 

their distraction had gone off the road. 

Interestingly, these 112 respondents went off the 

road while being distracted in various ways.  

Thirty-one (31) of the respondents revealed they 

got distracted and went off the road by looking at 

the images on the advertising billboards too 

much. Thirty-five (35) of the 112 indicated that, 

they got distracted and went off the road 

because the images took their concentration. 

The last 46 of the 112 driver who went off the 

road while being distracted by these billboard 

images indicated that, they went off the road by 

trying to process the information on the billboard 

as well as to understand why those images were 

used. Again, from the data analysis in Figure 1.5, 

65 out of the 200 respondents designated that 

they got distracted and in the process hit another 

car. These 65 drivers also got distracted and hit 

other cars in various distracting ways. 

Seventeen (17) out of the 65 drivers’ indicated 

that they got distracted and hit another car by 

looking at the billboards images too much, 15 of 

them pointed out that, they got distracted 

because the images disturbed their 

concentration and led to them hitting another 

car. The other 33 drivers from the 65 

respondents pointed out that, they got distracted 

when they were trying to process the information 

on the billboards. The final 20 out of the 200 

respondents indicated that they hit poles while 

they got distracted. In their situation too, 4 out of 

the 20 indicated that, they hit the poles while 

they were looking at the images too much, 3 hit 

the poles because the images were disturbing 

their concentration and the final 13 respondents 

indicated to hit the poles when they were trying 

to process the information on these  billboards. 

In all 53 of the drivers got distracted while 

looking too much at the billboards and its 

images, another 53 got distracted because the 

images on the billboards were disturbing their 

concentration and 94 of the respondents got 

distracted by trying to process the information on 

these advertising billboards. This means 

Hughes and Cole, (1986) and Smilley (et al., 

2004), were right in their findings that drivers get 

distracted while trying to process roadside 

advertisements and that fixations upon 

advertisements can cause unsafe driving 

circumstances. This is very alarming and will 

silently continue to claim the lives of many road 

users, if urgent attention is not given to these 

roadside advertising billboards, and the rate at 

which they are trending everywhere, especially 

on major highways. The diversion of visual 

attention away from the roadway may lead to 

failures in detecting hazardous events and 

increase the reaction time to safety-critical 

events (Regan & Hallett, 2011). Perhaps not 

surprisingly, such indices of impaired driving 

performance are strongly related to off-road 

glance patterns (Klauer et al., 2006) which may 

lead to the occurrence of road accidents. The 

results from data of the current study, it has been 

established that, billboards have been 

contributing largely to the occurrence of road 

accidents. One hundred and ninety-seven (197) 

out of the 200 respondents have been distracted 

in one way or the other by these advertising 

billboard images. This result proves what 

Wallace (2003) concluded from his study that “it 

seems highly likely that billboards are a major 

contributory factor for traffic incidents” is factual. 

In the same report, he emphasized that 

billboards may be particularly distracting when 

driver arousal is either very low or very high. And 

that they may be most dangerous when 

situations of very low arousal are followed by 

situations that demand high levels of attention 

for safe driving (e.g. a boring stretch of road 

followed by a sharp bend), as well as in 

situations where drivers must make a visual 

search within a cluttered environment (e.g. 

intersections). In addition, drivers that are 

cognitively distracted tend to have longer 

fixations and a denser gaze concentration in the 
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center of the road context, which may result in 

failures to perceive important information in 

peripheral vision (Regan & Hallett, 2011).  All 

these prove how many lives have been taken 

silently by advertising billboard images and the 

urgent need to deal with these advertising 

billboard images.  

Conclusions  

The study concludes from the result and analysis 

of data that advertising billboard images 

contribute to the occurrence of road accidents on 

highways specifically in Ghana. With the many 

advertising billboards on our highways, there are 

high chances of vehicle collision, because some 

of the advertising billboards even cover and 

overshadow the traffic signs which are meant to 

direct and guide drivers to drive safely. For 

diversity of opinions and experiences the 

researcher arranged well to reach the main 

commercial car operators who ply the Kumasi – 

Accra highway on regular basis thus VIP, STC, 

GPRTU, O.A travel and Tour, including private 

drivers. Commercial cars were given much 

priority because they manage more lives when it 

comes to highway use. The current study 

discovered the silent contribution of advertising 

billboard images to the occurrence of road 

accidents in Ghana. Drivers who responded and 

participated in the research were all very 

experienced drivers, hence, they shared their 

rich experiences with the researcher. A 

descriptive statistics using crosstab analysis 

was done to know whether the highly 

experienced drivers as well as amateurs still get 

distracted on the road when driving. A study by 

Regan and Hellet (2011) shows that less 

experienced drivers are less able to perform 

competing activities without compromising 

activities critical for safe driving as they have 

only partially automated some driving skills or 

the result could prove otherwise. The outcome 

of the data analysis of the current study 

disagreed with Regan and Hellet. The result 

revealed that, no matter how experienced a 

driver was they still grt distracted by items in their 

physical driving environment. Seventy-one 

percent (71%) of travelers often look at the 

images on roadside billboards and more than 

one third report looking at an outdoor advertising 

each or most of the time they pass by one 

(Williams, 2009). This confirmed the result that, 

billboard images distract drivers no matter the 

number of years they have been driving because 

billboards have very short life spans. The study 

also revealed that, there are too many 

advertising billboards along the highways and 

they mostly have distractive and indecent 

images on them which the drivers confirmed to 

be inappropriate. These distractive and indecent 

images do not only disturb the drivers’ focus but 

also their emotions, which mostly take away their 

attention and concentration and silently leads to 

the occurrence of road accidents. This 

endangers the lives of the many road users. The 

result again revealed that, the images placed on 

the billboards as the most distractive element of 

the billboards. This was confirmed by 116 

(58.0%) of the respondents who selected 

images out of the three items which were 

provided for them to choose the most distractive. 

The study again showed how drivers have been 

distracted in various ways by these advertising 

billboard images. Some drivers got distracted 

while looking too much at the billboards and its 

mages, others get distracted because the 

images on the billboards were disturbing their 

concentration, and other drivers got distracted 

by trying to process the information on these 

advertising billboards. It is clearly time for 

advertisers to put into consideration the type of 

images they put on their billboards so as to curb 

some of the road accidents that occur on our 

high ways.   
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