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Abstract

Low voter participation in elections have become a global problem, Nigeria inclusive
despite aggressive social mobilisation efforts by stakeholders through the use of the media.
Therefore, this work investigated the influence of communication media on social
mobilisation and voter participation during 2019 Presidential election in Oyo State,
Nigeria. The study adopted the descriptive survey research design. The population

comprised of voters during the 2019 presidential election in 15 of the 33 local govemment@

determined based on their high population according to statistics released by
Convenient sampling technique was used to identify and collect data for the study.
Yamani formula was used to arrive at a sample size of 425 respon K ata) was

areas spread across three senatorial districts in Oyo State. The local governments %
Taro

collected using a validated questionnaire and key personality inte The data

obtained were analysed using the Statistical Package for Somal Sc (SPSS) The

Agenda Setting Theory of the media and Uses and Gratifications ere used as the
it

theoretical framework for the study. The study established %
several media to communicate with voters in the cour t

tical parties used
election taking into
consideration their demography in order to communicat many people as possible,
but with varying degrees of success. The research al uded that traditional media,
mainly radio, remains the most influential m@t Iso recommended that media
messages must remain persuasive and positiye a successful mobilisation efforts

towards higher voter participation in future gle S.

Keywords: Social Mobilisation, Vo Mimpation, Influence, Communication Media,
Presidential Election, Oyo State

Word Count: 248
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Chapter One

Introduction

1.1 Background to the Study Q%\

Elections all over the world are deeply rooted in the concept of representati\@
democracy consisting of four key elements which are: choosing and repldein
governments; active participations of citizens in politics and civil life; prote ?&h\man
rights of citizens and finally a society governed by a rule of law which%&s to everyone
irrespective of their social standing and in which every adult has t to vote and be
voted for . The definition of Democracy, which provides t g’for elections has been
changing ever since it was first defined by Greek phi@ , Aristotle (384 BC-322BC)
as “the rule of many” and by American presidgnt, Wbgaham Lincoln (1809-1865) as “the
government of the people for the people a&y& people.” In other words, the concept of
democracy which provides the basis @toral processes around the world, has always

been evolving, going through @iions and reinvention in such a way that there may

never be a conclusive de%; o;! it2.

In most paﬁ of the world today where representative democracy has become the

[ J

whic

preferred s Q of government, elections and political parties are the vehicles through
Qens make their voices heard. Not only this, elections provide the platform

)@gh which individual interest groups in the society assume positions of power in a

@aceful way’. In addition, it is also a means of changing governments legitimately and

% constitutionally through the existing political parties*. In essence, elections symbolise or
QO indicate the level at which a society and any society for that matter has been able to
achieve social equality as it gives every adult member therein the opportunity of using not

more than one vote to choose their representatives in government.
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In Nigeria, electoral processes have a chequered pattern, having been interrupted
several times by military interventions in 1966, 1983 and 1993. Between 1960 when the
country became independent and 2019, nine general elections have been held among \‘
several other elections at the state and local government levels®. Conversely, it is, however, Q/%
interesting to note that since the return of democracy in 1999, and for the first time in 1&6
political history, the country has experienced an unbroken democratic experience til@
Similarly, for the first time, an opposition party, the All Progressives Congre C)took

over the reins of government from an incumbent political party, the %c}(s emocratic

Party (PDP). Q?\

In all these electoral processes, communication ha& d a central role and the
platform upon which this crucial role had st% media of communication.
Communication media refers to the means or c!ann through which a message could be
sent from a sender to its recipients. Theysieptesent the outlets or even the tools with which
information, (or in a more recent sens&digital media), data, are stored and delivered. In
other words communication ? uld also be regarded as a channel for transmission of
information®. It is essenti% ever, to note that the media had evolved over time through

®

different era anch{&:es 1Y which newer technology had redefined the way communication

is done. It i evolution in which the new incorporates the old, as we have seen in the

print g@lay which has been incorporated into the digital space (online). In addition,
th

,Q

Oformation. Consequently, the more advanced technology becomes, the richer and more

advent of modern technology, media has become a bridge for exchange of

i . detailed the information it is capable of carrying and this is capable of influencing the

QO means of communication, including the way that media users think and behave’.

In practical terms, when a medium of communication changes (for example from

analogue telephone to mobile telephone), practices and experience of its users also change.

16



In addition, just as the written form of communication changed the hitherto face to-face

experience in verbal communication thus transforming that process from inter-personal
communication to mass communication, digital technology is also changing the process \‘
and experience of media users in the way communication is now done®. Furthermore, &
today, media consumers not only make use of the media, they share information that w 6

hitherto outrageous, shocking, and easily digestible, in a much faster and wider wa@

contents that are complex and nuanced. In other words, shorter contents x&»ﬁdely

shared and consumed than longer and complex ones’. c \

Technology, which is the foundation upon which these ne \Qv communication
stand, is always changing and having ripple effects on every afga ®f human endeavor, the
media inclusive. This constant change, as we have X evident is the history and
development of the media itself. From its Verbal/@erbal beginning (non-verbal being
symbols/sign, pictures, gestures, action o&t ), today, media has evolved into print,

electronic and digital platforms, anc‘ it&till evolving and changing the way media,

generally, is being used. Witi@te media of communication, the process of mass

communication becomes % ed and limited.
Thus, the mediM ecome an integral part of the process of communication.

However, in art of the world today, though the media is undergoing a continuous

evolutio e print to electronic and digital media, newspapers and magazines among

other of print media, are still the preferred choices of many consumers of news or

Oﬁ&onation because the contents are more detailed and permanent, as they could be

% preserved and be referred to many years after being first printed'?. Not only this. In the

O process of the evolution, the role of the media and its impact also change. For example,
Q newspaper publication in Nigeria evolved from the desire by a missionary to encourage

reading culture among the local populace in their own language, to becoming a tool for de-

17



colonisation, through greater participation of indigenous people in the affairs of their own
country which led to the attainment of independence!!.

In relation to communication during elections which is the focus of this work, as we \‘
have seen above, communication media play the role of opinion molders, especially in &
mobilising and ensuring voter participation during elections. In addition, the med'&@
provides insightful reports, analyses and comments about not only the electoral p@
but also a cross section of the personalities of active participants such as the iddtes of

Nv er, due to

in Nigeria, and

political parties, and more importantly, what they have as manifestoes}
the ownership structure of some the communication media establi

despite its aforementioned laudable role, the media’s re gelectoral events are
sometimes skewed in favour of the owners, while the \aprocess in itself remains far
from being perfect'. It is important though, that@hort-coming is not limited to the
print media alone. It also applies to the &o ic media which includes both radio and

television, though this does not in a@ diminish the important roles that the media

generally plays during electionsQ

This powerful role ifluence, predicated on its character of communicating to a
mass audience ingdiwverse” places in real time, for example, could be seen in radio as a
®
communicatQAwa, not only in Nigeria, but in other developing countries of the world.
This, @ , differs from empirical evidence in the developed world where the

&

Odices, of both poor and developed societies in the world is responsible for this. For

is the number one choice'*. The disparity in economic prosperity, among other

i . example, in developed continents of the world like Europe and America, the ratio of
QO television sets to every home is almost 100 per cent unlike in developing countries where
the percentage of homes with television sets is much lower, though urbanisation and

improved economic prosperity is changing the status quo ante. In addition to economic

18



disparity, television is electricity-dependent, meaning that most developing societies
would rather depend on radio as their major source of information and entertainment, due
to its cost-effectiveness, maintainability and non-dependence on electricity!. \‘
N

Apart from both the print and electronic media, the Social media as a communication Q/
tool has in no small ways reinvented the way communication is done during elect \
processes all over the world. Not only has it also become an indispensable platform for

\

political parties, individual candidates now use it extensively exploring @po unities
provided by its various platforms such as whatsapp, facebook, in twitter, blogs
and vlogs, among others, to communicate with potential vo especially the younger
generation who are the most ardent users of the new tec @n order to mobilise them
for political participation'®. This is consistent with t tistics released by statistica.com
about the most used social platforms in Ni%for the year 2020 in which Whatsapp,
Facebook and Youtube were the most &al media platforms. As the usage of social
media including internet penetrati gﬁNigeria, including the rest of Africa, political
campaigns and communicat@eing reshaped by Information and Communication

Technology, especiall@ay that the electorate participate in the electoral process.

®
This chqAnc.)t limited to developing countries. Even in developed economies of

the like @1

tish tabloid press in shaping the political mood of the nation, just as it is not in

ed Kingdom, statistics has shown that the social media has replaced the

paopu
&;ei that it has been an effective tool of mobilising the youths during elections and to
% amplify certain messages in such a way that a bandwagon effect could be created among
O the voting population'’. This tallies with the position that though political rallies and the
Q traditional media are still essential tools of communication during political campaigns, the

entire conduct of elections around the world is evolving as the face of democratic

19
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participation, inclusion and expression, especially among the youth who the most ardent
users, have irrevocably changed with the coming of the social media!8. For example
Facebook, one of the social media tools has remarkably performed these roles especially

during electioneering. In fact, communication research has proved that the most popular

instrument for the dissemination of political news and especially for governments aroun@

the world is Facebook'. %

\
Not only this, the Social media has become so popular and effect@;a ool and

provides an endless opportunity for mass communication to a vast y influential

people in politics due to the fact that it provides better pla engaging with an
audience, than other media such as television?. SimilarlyN\coMmunication strategists are
more successful in using social media platfo ch as Facebook messages to

communicate with the young population Wpend long hours on it and using the

opportunity for instant feedback, are abf &suade them to vote for their principals?!.

To extend the argument n the importance of social media, before the advent
of Information Communu at&’fechnology and the Internet, political campaigns were
done basically relyin the traditional media as means of mass communication.

However, inQ decades, political parties have discovered that the cost of mass

comm&

pigle media for political campaigns began to decline??. The new media, general,

uring an election was increasing geometrically, just as the impact of

Kﬁi
eréfore affords politicians and candidates the opportunity to reach out to a mass audience

% with their messages in a cheaper, yet more innovative ways. Thus, political campaigns

QO

have now shifted from traditional media to multimedia platforms as the social media has
now become more effective at reaching a much wider audience in a more cost-effective

way than the traditional media®*.

20
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To underscore this fact, in the 2016 general election in Ghana, the smaller political
parties were able to come up with creative and inexpensive campaign strategies to match
the bigger political parties using the social media and it turned out that it was very \‘
effective for them?. To sum it up, communication media and other forms of &
communication technology have an enormous influence in shaping public opinion. ]\6
other roles includes providing a platform for accountability mechanism by putting %
political and economic issues in the front burner, among other issues whi thégwise

might otherwise never be publicly debated. The media, especially t;.ENI edia, has

radically changed the face of inter-personal communication a ivity. Not only
this, communication media, especially the social media has provided the platform for
social inclusion, thus affording them the opportunity f Xpression.

With these roles of the media well-established, it becomes therefore a vehicle for
social mobilisation which in general t& fers to the process of engaging and

motivating a large number of people o&ﬂcipating in and or supporting a cause. It is

also a process that involves selayers engaged in efforts that are both inter-related

and complementary, the a%vhich is to bring about change in the society. Though,

mobilisation is often by grassroots movements for the above-specified goal,
®
governments ntfies also use social mobilisation to further similar causes?. In the

case of @ ion, which is the focus of this work, the stakeholders such as political

p ie(ye electoral body organising the election (Independent National Electoral

00 ission in the case of Nigeria), including the government itself or its agencies,

% engage the target electorate to sensitise them through the process of mass mobilisation.

O This, they do, through public enlightenment campaigns using media advertisements
Q including, in the case of the political parties, rallies, road shows and interpersonal

communication, among others.
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Furthermore, mobilisation could be seen as the process by which candidates, parties,
activists and groups induce other people to participate in politics to win elections, to pass
bills, and to influence policies. In essence, social mobilisation seeks to bring about change \‘
through individual group of stakeholders involved in efforts that are interconnected and &
which complement each other?®. The process of mobilisation includes key componen&@

such as sensitisation, motivation, and most importantly, information. These deli

efforts are geared towards persuading people to take actions towards a desire spkcific
goal in order for the stakeholders to gain value, which in the case of an gledtion‘is electoral
victory for a political party?’. Furthermore, during an election =while government
agencies engage the electorate on the need to exercise t 01§(ghts, political parties

concentrate on persuading the electorate to vote for t se efforts yield an indirect

advantage, which is that there is an increase in votenpartticipation.

It is important to establish at t '\'&ure, however, that at the heart of social
mobilisation, which is essentially irt(se civic participation, is communication®®. This
is because, sometimes, citize go be assisted to make informed and rational decision
during and after the ob&won process. These decisions, therefore, could only be made
when they (citize{)‘hive all the needed information, especially in the case of voters in an
election, in Qr for them to elect the right candidates and thus ensure good governance.
Yet, afob ion could also be seen as a change in the attitude of people, including their
«ues and expectations from those who drive the mobilisation process. Not only this,

@Qbilisation results from sustained exposure to the mass media through increased
% communication process in addition to the process of urbanisation and higher literacy level.
O Though restrictions or censorship on conventional media including low level of literacy
could limit the influence of mobilisation, however, in recent times, the internet and

especially the Social media has made mobilisation much easier and far more intense in its
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impact. In essence, mobilisation is a consequence of a conscious organisation of groups of

people, geared towards a pre-determined course of action or activities?’.

In the process of mobilisation, there are both direct and indirect approaches. The %\
direct approach to mobilisation is that which involves street canvassing coupled with
individuals, television advertisements, direct mails and personal phone calls. In the cas \

indirect mobilisation, contact is made through the Social media networks tha&vidu Is

\
subscribed to. People could also be indirectly mobilised by their friends, @ members,

members of the faiths they profess or even sports team-mates and coj&@ in the office°.

In essence, the extensive use of communication me@ ¢ political campaigns
globally is a mean to an end. As a result of its comm aXreViews panel of discussion
fora, personality interviews and editorials, aw@s is created and questions are
answered which help to explain knotty i€su€S,especially those that have to do with
governance and government policies(lj ther words, the communication media’s all-
important role in social m tion is focused on information, education and
enlightenment of citizens w%s further geared towards engendering and ensuring an

equally important aspedt of fHe electoral process, which is voter participation.

®
®
Thus, &ept of voter participation elucidates that the media shapes the level of

both tist and attitude of citizens in an election, meaning that the information

ilab¥erto them determines their level of participation, which in turn is a reflection of the

G\r}g of their media exposure’?>. So important to the electoral processes is voter

% participation that it is considered as one of the most important among the indices of quality

O citizenship and civic duties in every society. By extension, voter participation constitutes a
Q series of activities that citizens engage in, not only to influence public policies, but also to

elect those who would make policies that would benefit them as citizens™3.
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However, voter participation is dependent of some factors which include, among
others, the importance of the election. For example, a general election is more likely to
generate more interest and participation that a local government election or a by-election. \‘
Furthermore, factors such as citizens’ faith in the electoral system that would make their &
vote count, beliefs and personalities of candidates could increase Voter Participati0\®
More importantly, the media’s reportage of a crisis situation in a country may gener%
much interest such that voter participation would increase, just as fanatical ort@rs of
political parties are more likely to vote in an election (again, as a resultckadl exposure),

than those who do not have serious sympathy for political parties Q\

Ironically, records of voter participation across the \}ﬂkéspecially in the African
continent show that it is on the decline. Statisti INEC has shown that voter
participation in Nigeria has decreased from 5 peQnt in 1999 to 34.95 percent in the
2019 general election. Initially, participafiom\increased in 2003 from 52.3 percent (1999)

to 69. 1 per cent, but since then it beg decline to 57. 4 per cent in 2007; 53.7 per cent

in 2011; 43.6 per cent in 201@75 per cent in 2019, one of the poorest level of voter
25

participation in Africa in@

years. The final result of the election released by INEC
showed that Presi{cn:ﬁammadu Buhari of the APC won with 15, 191,847 votes to beat
®
nt,

his main op

electegp(@nt by just 18.5 per cent of the total number of voters, showing that voter
;Q:ip 1on was generally low.

EO Though the reasons for this decline are multi-dimensional and they could impact

tiku Abubakar, who polled 11,262,978. In other words, Buhari was

O negatively on the democratic process and development of a society, yet some of the
Q notable factors globally include large scale global socio-economic and cultural changes

including the media and even the way communication is mediated during elections®*. In
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Nigeria, factors such as violence, ethnicity and inability of politicians to deliver on their

promises also mitigate against voter participation.

In conclusion, for an electoral process to fulfill its significance of being a vehicle for %\

social change, the electorate must have adequate knowledge of the major stakeholders in
the election which are the candidates, their political parties and the agency saddled Nb
the role of oragnising the election through the process of social mobilisation. In the co%
of this, the media provides the platform for creating awareness for the entj %ss} It is
against this background that this study seeks to examine the inﬂuenc%\nmunication
media used by two major political parties in the country Qt/ process of social

mobilization and voter participation during the 2019 pre'\ | election in Oyo State,

Nigeria. 0

1.2 Statement of the problem *

Elections all over the world seu@ formal act of collective decision-making to
choose new set of leaders. In tl‘@:ess of electioneering, the communication media are
often used by contestinggo Mparties to publicise their activities and manifestoes and
to persuade the elecﬁoM vote for the parties and their candidates to make it possible
for them to '*el%ction and thus produce the next crop of leadership. Unfortunately

\

the reali@

the 1 of voter participation has been dropping consistently, suggesting that the

Nigerian presidential election just after the first election in 1999 is that

mmunication media used by political parties may either be inadequate or inappropriate
% since the electorate is made up of different demographics. Thus the problem may be that

O they were not communicating effectively or there may be other reasons which are not

Q easily manifest.
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To combat the problem, stakeholders such as the Independent National Electoral
Commission, the National Orientation Agency, including the political parties themselves,
among others, have increased their efforts at voter education and mass mobilisation in the \‘
course of several elections in the country. However the problem has persisted. Q/
Consequently, lack of interest or participation in electoral processes which is 6
fundamental part of civic duties of the citizens has persisted. Politicians have the@
devised different means to increase voter participation, including means as yote-
buying and giving out material things such as foodstuffs, which is peptarly’ known as
‘stomach infrastructure’. If this trend is not checked, the situatio worse; thus the
need to look at the problem so that political parties ma %(m a review of their
communication strategies, refine and improve on the \m engage specialists if need
be. Series of studies on Communication media u?@r political parties during elections
have been conducted, but few have dwe%&te ively on evaluating the influence of the
communication media used by pdliticaM parties on social mobilisation and voter
participation despite the huge @n and material resources devoted to the electoral
process. This is a gap thi tu%pes to fill.

1.3 Aim and Objec\e) of the study

®
.
The aiQ thi¥ study is to investigate the influence of communication media used by

two ric/@tical parties in Nigeria on social mobilisation and voter participation during
2019°g

eneral election in Oyo State, Nigeria.

EQW objectives of the study are to:

O 1. identify the communication media used by the political parties to persuade voters

Q during the 2019 presidential election in Oyo State.

26



2. find out the campaign messages contained in the communication media used by
political parties prior to 2019 presidential election in Oyo State.
3. determine the effectiveness of communication media on voters. \‘
4. find out the extent to which communication media influenced voters and Qg\
5. find out the extent to which the messages in the communication media used 6
political parties during the 2019 presidential election in Oyo State have inﬂu%

voters. \

1.4 Research questions co\

1. What are the communication media used by the p(m%ﬂes during the 2019

presidential election in Oyo State? \

2. What are the campaign messages containgd 1 communication media used by
political parties during the 2019 presidential ion in Oyo State?

3. What is the level of effectivene Nh communication media on voters?

4. To what extent did com icatidfl media influence during the election?

5. To what extent did t aign messages used by the political parties influence

voters?

® V
1.5 Researc&ﬂ*)theses
@re is no significant relationship between communication media and voter
&:i on.

EO HO02 There is no significant relationship between communication media and ability

O to influence voters’ choice.
Q 1.6 Scope of study

27



The scope of study for this work is the geographical area known as Oyo State in the
South Western part of Nigeria and the political parties to be used for the study are the All
Progressives Congress (APC) and the Peoples Democratic Party (PDP). The two political

parties of choice are the most prominent and have produced public office holders who

have occupied all political positions in the country from the presidency to tK@

councillorship seats in local councils across the country. %

1.7 Significance of the study & \

This study is expected to add to knowledge in the area of cor@on studies and

further expand the scope of communication before, duQ after electioneering
campaigns in future elections in the country. Communicaing,with the right demographics
in Nigeria is an ideal process, but it could be pro@l or out-rightly futile. This study
helps to ensure a review of the communic edia used employed by stakeholders in
the country’s elections in view of pa Mr to achieve set goals. The study will also
help political parties and othe keholders like INEC, NOA and others to set up
communication machineri s@backs from the electorate so that they could have a
better understanding o ho e electorates feel and what they actually want in order to
help them com: i::aie more effectively and efficiently. Not only this, it will help these
two natio Qanisations to review their vision and mission as critical stakeholders in the

b

countty’s re elections.

&Furthermore, party members and volunteers who publicise party manifestoes and

% ideologies will also benefit from this study as they, being direct influencers, will be able to

QO

communicate better and more appropriately with voters during elections. The electorate
too, being the target of the communication strategies are sometimes confused when they

come in contact with the myriad of messages directed at them. This study will help them
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to understand better the messages that the political parties are sending to them; increase
voter participation and also help voters make better-informed choices and decisions in
future elections. \‘
s
Apart from expanding the scope of the field of communication, communication Q/
experts and researchers will have a better understanding of the correct application of \6
how political stakeholders and the electorate perceive communication media durim%
election. Also, the media, if it must play its role as a critical stakeholder andithe tc\1dog
of the society during elections, must keep abreast of the communicac}edia used by
political parties such that when they begin to cross the red line Qig?ake news and hate
speech against their opponents - it will not be an unwillin& plice. It is also the hope
of this study that the INEC will engage in further sedf- sal by reviewing its electoral
policies and incorporate more of the many pro rﬁ often neglected recommendations
of foreign observer missions during ele@n Nigeria since 1999. Finally, the study is
significant in that it will also add mogglhe body of knowledge on how political parties
in Nigeria should better @ their campaign and persuasive communication

machinery to gain the su votes during elections.

. v
1.8 Limitation.%leatudy
Tha:ch work focused on the influence of communication media used by two

Kjofﬂtical parties on social mobilisation and voter participation during the 2019

estdential Election in Oyo State. Owing to the fact that not all voters in the election were

% literate, field work was slowed down, however, the problem was overcome by the research

O assistants who spend quality time with the semi-literate and illiterate voters in order for
Q them to give appropriate answers to the questionnaire administered to them. Furthermore,

due to the socio-economic situation in the country, some of the respondents would not be
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bothered with a research that offered them no financial benefits. Thus research assistants

had to part with some money to keep the field work going.

\
The INEC office in Ibadan, from which the researcher had relied on to obtain first- %\
hand information and some documents on the election was not forth-coming as Q/
bureaucracy became the order of the day. The researcher made repeated visits to t \6
office at Agodi, Ibadan, but it was either the state Electoral Commissioner ha traﬁ
and he was the only one who could authorise the release of the documentgfor a @irective
that an official letter stating the reasons for the request must be submcﬁ\hus, after an
official letter had been written and acknowledged by the ofﬁc% epeated visits were
made with no way forward, the researcher had to rel condary sources for the
information needed, which was the official webst EC and newspaper reports,
tﬁreedom of Information Act which

among other sources. This actually put to the‘u&

mandates public institutions and offici release information to any citizen who so

needs it, without any hindrance. (j

The research work w, s@fo 15 out of 33 local government areas of Oyo State.
The state of insecuri g% country, including the vast landmass of the state were
limitations to tb«o.vwage of the entire 33 local governments. However, due to the fact
that not voter could have been covered, the research had to rely on population

figurés pro¥ided by INEC; thus the research focused on the most populated local

&Eo rnments in each of the three senatorial districts to obtain figures that were closest to

Q

O Finally the communication media focused on were mainly the print media

d most representative of the entire population of voters in the state.

Q (newspapers, posters, handbills etc.), electronic media (radio and television) and the social

media. However, the focus on social media was basically on facebook and whatsapp
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messages - the two social media tools being the most popular ones among the electorate in
focus. Instagram, twitter, blogs, vlogs and other social media platforms were not dealt

with in as much details as others earlier mentioned.

1.9  Operational Definition of Terms \

Independent National Electoral Commission (INEC): This igfa\ the electoral

body which has been overseeing the conduct and administr&%
since 1999. \

Communication Media: This refers to the,mdgnS or channels used by political

lections in Nigeria

parties to communicate with the elector@y include the traditional media (radio,

television, newspapers, magazines, dbills and billboards), the internet, social media,

blogs, podcasts, Facebook, twitt@ong others.

Political Party: %R’cal party is an organised group of people with same

ideology and which. M candidates for elections, in order to get them elected and
®

implement t}Q%ogy.
£

voter is someone from the age of 18 and above, registered and accredited

&te and actually casts his/her vote on the day of election.

$: Voter Apathy: This refers to the situation in which voters refuse to perform their

O civic duties as a result of their disenchantment with a series of socio-economic and

Q political issues in the society.
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Voter Participation: This refers to the decision by the voter to take a conscious
decision to exercise his or her civic rights by voting for his or her preferred candidate of
choice on Election Day.

\
&

Election: This refers to the formal process of selecting a candidate for public office E

or of accepting or rejecting a political proposition through voting which is usually helé&

o

Social mobilisation: This refers to the act of persuading citizens@ommunity

regular intervals.

through information and education in order to gear them towards a @ cause.

Spin: This refers to the interpretation given to an eve:&&%{ﬁon in order to falsify

it and control its sequence. S
Political rally: This refers to the gatheri Qﬂy supporters and sympathisers in

an open or large space to publicise the activities of the party.

O

Slogan: This refers to th y words or phrases used by supporters of political

parties and their candidat@

Media adverti.scm: This refers to the messages packaged by political parties and

®
their candidaQo rsuade their supporters through the media.

<u@elations experts: This refers to individuals engaged by political parties and

& candidates to improve their level of acceptance among voters in order to win

E Q&ctions.

O Talk show: This refers to a radio or television programme involving individuals who

Q discuss current issues.
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Motorised campaign: This refers to a style of campaign in which supporters,
vehicles and motorcycles among others are branded in the colours and logo of political

parties moving in a procession.

Personality interview: This refers to an interview in the media with a candidate of a

political party. E\

National Orientation Agency: This refers to the agency saddled wit%t%sk of

publicizing government policies and ensuring good citizenship among Ni&ia .

J
N
QA
C
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Chapter Two

Literature Review

2.0 Introduction Q§

This chapter will feature an empirical, conceptual and theoretical bases on which the
entire study stands. This aspect will also highlight literature review that directly relat \:c
and support this study. s

This chapter therefore covers the following: & A

1. Conceptual review

2. Empirical review Q/z
3. Theoretical review $

4. Conceptual model specificat
5. Appraisal of reviewed 1 era&
2.1 Conceptual review \&

2.1.1. Communication Media and N@)’s Electoral Processes

Communication is ve ntial for the success of every electoral process,
irrespective of the l%&/{‘he reason for this is that during an electoral process,
commumcatlon*a. tool for citizen mobilisation, sensitisation and information.
Commun@ during elections is a process in which persuasive messages are
comnfunic

d by political institutions through the communication media to the citizenry,

@esired effect of which is to switch public opinion in favour of certain candidates in

EQder to gain power.

O It goes without saying therefore, that politicians, and by extension political
Q institutions and other critical stakeholders, deliberately deploy specific media of

communication, language during their campaigns in order to persuade voters and mobilise
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support for their candidates and political parties. Therefore, a strategic and effective

deployment of the media of communication are essential for the overall success of the

entire campaign. In Nigeria, public communication as a general term dates back to the \‘
colonial times when the media, especially those owned by missionary societies, Q/
nationalists, politicians and political parties served as platforms for public debat 6
political reforms and protests, including formation stimulation of nationalist movem&%

engender constitutional development. In the post-independence era, the ¢ niation

media was able to build on this initial success by sustaining public de N keeping in

the front burners, current issues and discourses such as indepe , State creation,

revenue allocation, national census, among other national issQ

It must be noted, however, that the major politigal\patties of the First Republic used

majorly, the means of communication such poQal rallies, print media of posters,

billboards, handbills and opinion article@)rial comments and paid advertisements in

the Press to communicate with the e&iate. Furthermore, the electronic media (which

was in its infancy at his tim 2@6 Press were used as medium of communication by

the political parties not gain power during elections, but to also sustain political

power, especially gndheir thajor support bases. During the Second Republic (1979 — 1983),

®

the communQo%mdia used by the major political parties were not much different from
those @rst Republic.

&@sages and contents of advertisements in the communication media during

@ctoral campaigns at this period were characterised by character assassination and ethnic

% and religious bigotry. The reason for this phenomenon was that media ownership at that

QO time remained firmly in the hands of the political parties controlling the location of the

media establishments. For example, as of 1979, the National Party of Nigeria which was in

power at the federal level by then, controlled all the federal-owned radio and television
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stations such as Federal Radio Corporation of Nigeria (FRCN) and the Nigerian

Television Authority (NTA) stations in all the then 19 states, including the print media of

Daily Times and New Nigerian Newspapers which existed side by side with other media \‘

in different states across the country?. Q/%
By the Fourth Republic (1999 — date) the pattern of media ownership had chang&@

considerably while the communication media available had also improved d%

advancement in technology. Thus, political parties are now able to communi ithytheir
target audiences unhindered by media ownership factor, time and s r y political
power. Responsible for this new pattern was the Internet and e e Social media.

Thus by 2015, through effective use of the social media an% gan of “Change”,

All Progressives Congress, an opposition party, for \ time in the history of the
country defeated the party in government. Throu@®h effective use of the communication
media and Public Relations and marke% egies, Muhammadu Buhari, who was
hitherto being portrayed as a harsh @ and religious extremist lacking in positive

human relations was rebranded@ reformed democrat who was now accessible to all

strata of the nation’s de%&w irrespective of gender, religion or ethnicity?.

The Peopleg [demo atlc Party during its own campaigns for elections, also used

consistently §agiou forms of communication media. Media reports, radio jingles and

telev1<|{.crtlsements and discussions, documentaries, mass rallies, bill boards and
rs

er

ang the consistent channels of communication used by the party to canvass votes from

earing life size images of its candidates, located at strategic junctions were

i . the electorate. In addition, the party used the conventional face-to-face contact, door-to-
QO door canvassing, whistle-stop tours of several towns and cities. Furthermore, special
appearances by musicians, actors and actresses, celebrities and media personalities

characterised the political rallies which were fixed in advance and publicised in the media,
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as well as the websites of the candidates. The colourful rallies, with flag-bearing
supporters and the major players wearing special dress codes depicting the culture of the
locations area where the rallies held, were also characterised by speeches laced with

goodwill messages by party leaders*. Similar to the APC, the party also used massively

communication media such as the Internet, Social media and Global System for Mobi 6

communication which enabled it to engage a large number of youths in discussions%

political issues. ) |
2.1.2 Communication by Stakeholders during Elections c?\

Election in Nigeria generally relies on two major legal, d@cuments which are the

1999 Constitution as Amended and the Electoral Act $he Independent National

Electoral Commission (INEC) is the agency saddlgd with*the responsibility of conducting

elections, registration and de-registration & itical parties and regulating the conducts
1

and activities of contestants and politi&t- , among other duties. As of today, Nigeria

has more than 90 registered pol parties, chief among which are the earlier mentioned

All Progressives Congre;s% eoples Democratic Party. Others include African

Democratic Party, So%

®
with more pol%g&oups still seeking recognition’. Most of these parties claim one

1
ideologic@Qng or the other for political support.

ocratic Party, Zenith Party, Labour Party and several others,

der to underscore the role of communication in elections, the Independent
’&

tidnal Electoral Commission (INEC) often embarks on series of voter education drives

% in order to mobilise voters, educate them on how to vote, where to vote and why they

QO

should vote for candidates of their choice, using various communication media including
the New media. It was also important for INEC to engage more in voter education through

strategic use of the communication media to inform the electorate on the need for peaceful
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elections and democratic transition due to the fact that electioneering processes in Nigeria
have been characterised by ethnicity, religious manipulation, cases of massive frauds,
violence, intimidation of opponents and potential voters, among other vices, also widely \‘

reported by the media, leading to a perception by at least two-thirds of Nigerians believing Q/

that elections do not make effective change happen®.

\
Another major stakeholder in Nigerian elections is the National Orientatign A$
(NOA) and it is the body saddled with the responsibility of communica«g%rr}ment
policies to the people and sensitising them on various national issuescj\s patriotism,
national values and integration, health, education and environ@ ygiene in order to
achieve a peaceful, united and progressive society. Its & 1 and civic roles during
elections also include campaign against voter , ‘continuous Voter education,
campaign on violence-free elections and ed@ﬁ\!igerians on their civic rights and
obligations. To get the messages acrosw e populace, the body often uses the mass
media and every available publicity rial though its effectiveness may have been
hampered like every other go$ t organization due to financial constraints.
The role of opi@ders as channels of communication in the process of an
election can alg&:)t.be over-emphasised. The ordinary voters, especially the barely
literate OQ en look up to opinion leaders in deciding which candidate and what party

to VO@
0

&ncommon for opinion leaders to back up their positions of influence with money and

sQaterials such as foodstuffs and souvenir.

ith the party and candidates already decided for the voters in an election, it is

O Though both the INEC and NOA have aggressively spoken out against it, money
Q politics in Nigerian election remains an unofficial means of communication (through vote-

buying), mobilisation and persuasion between politicians and the electorate. This situation
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has characterised Nigerian elections for decades and may not be easily eliminated given

the pervasive poverty and socio-economic situation in the country.

Having laid this foundation, it is important to state that all stakeholders, be they %\

political parties, candidates and even the media aim at an overall success. Especially for
political parties and their candidates, the successful campaign must be that which h \6
knack for consistency, cohesiveness and strategic effectiveness with an ove idin§
centralised message’. The media of communication used to achieve t Aar}hing
success therefore, are the traditional media — the print media whi%xmde majorly,
newspapers, news magazines, posters, billboards, handbills and% s; electronic media

such as radio and television; political rallies and door-to-d\ itical canvassing, among

others. 0%

During election period leading politic ies often spend huge amount of funds on

publicity in the various media. In th@p ers and magazines, political parties often
he

advertise their political rallies in different areas of the country detailing the
venue and time among ot e@er to give their campaigns the widest publicity they
could. On the electrofi gfa, radio jingles and television commercials publicising the
manifestoes of,d&grmt political parties including their candidates in an entertaining

manners QH the airwaves. Documentaries detailing the antecedents of candidates and

the success€s recorded by political parties are often aired also during political campaigns.

O&In addition, fliers or handbills often complement the billboards and banners already
% erected at major junctions and other strategic places when the political campaigns move to
O the streets. The newspaper, radio and television for example have been used for mass

Q mobilisation during electoral campaigns in the country even before independence.
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2.1.3 Communication Media and the role of Communication

Communication takes place in all areas of human endeavor, be it in commerce, \‘
politics or even religion. In fact, groups, organisations and societies cannot function %
optimally without the use of communication. As long as there is interaction between o e@
person and the other, or between groups and organisations, communication mu$
place. For example, during an electioneering campaign, with its differ evﬂs of
activities and involving different actors at different levels, playi ent roles,

%nated it is, in

communication is indispensable if the entire process must be we

fact, the live wire of such activities®.

Communication Media is used by the poht@@, government or even civic

society organisations for creating awareness (!ocm obilisation), which is to convince

citizens, and in the case of an electi@

manifestoes and what they stand for. er_\gh social mobilisation, the political class tries

electorate about political parties’ ideas,

to form through the electorati: idable majority in order to win an election and be in

government. Apart fro mmunication media serves as a platform for the purpose

[ J

of educating an {\ the electorate on the coming event of an election. Therefore,
g an electioneering process must be strategic, having certain aims

communicati
and 0: in view. Part of these strategic objectives by the political class is to
m

tCate effectively through the media with specific and predetermined audiences

@ch as opinion molders, community leaders and the general electorate.

O E The strategy of using the communication media in whatever situation therefore, must
Q be precision-driven, employing several and varied tactics, so that at the end of the day, the
much-desired goals and objectives are achieved. Scholars, however, have diverse views

about the concept of strategy and communication. One of these views is that in a situation
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Q

QO

of conflict or war, the aim of strategy is to accomplish a predetermined outcome, using the
means of movement, and surprising the opponent in order to gain advantage and achieve
victory. Therefore, an effective strategy is that which ensures a particular result or a

favourable outcome; if possible, even without a fight®. This view is in contrast with the

perspective that strategy is a means of bringing into existence a particularly predetermin@

policy or to even make the citizens of a country to view certain government policies
the view of government alone, through social mobilisation through edia of

communication. So complex, yet important is the concept of strategy Sa&e the act of

war could be a strategy by a country to continue its political rel% another country,

by other means!'?.

Thus, whether in international relation@s, war, politics, or even

communication, strategy involves deploymen&ld ployment of means of achieving

results; and not just achieving results, b\ ing so in an advantageous way'!. From the

foregoing, it is empirically clear Qjﬁ when strategy is contextually applied to

communication, (or any areagf htwman endeavor for that matter) it is a situation of having
'S

a clear view of an end%

communication xg art electoral process or the result expected, is to get the electorate
te

[ ]
mobilised, eQ

electoglﬁ ss
&F ermore, strategy is not just the result expected from a process, it is in fact, the

e beginning. It is the same way that the intention of

nd informed for the purpose of making informed decisions during an

@mework or the roadmap for intended (communicative) actions. It is therefore a plan; the

pattern and position, as well as perspective all rolled into one which, without a clear end in
view, may cause an entire effort (an electoral process in this case) to end in disaster'. This
position is in tandem with the amount of efforts seen around the world whenever elections

are around the corner. Not only are human and material resources committed to it locally,
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international collaborations and contributions are also involved as seen in Foreign
Observer Missions to countries holding elections, Nigeria inclusive. The major reason
behind all these efforts, plans and international perspective even in local electoral

processes therefore, is that apart from having strategically deployed communication to

play its roles, the entire process does not end up in disaster. 6

It is important to stress further that the media of communication deployed%

electoral campaign often establishes the direction that the process would go,

and objectives had been predetermined and established. Thus the co Nc ion media
deployed in any area of human endeavor, more so in an electio ask and answer
the question: How should the goals and objectives ofgth %ﬂpaign be achieved?
Communication media used in an electoral process is@ulti-dimensional and multi-
pronged in order to achieve the set goals and obj@. The communication media used
during electioneering campaigns, which is $s of this study, includes, but not limited
to the print media which includes p tehill boards, handbills, banners, among others;
electronic media such as radio evision, including electronic billboards; the internet
and social media. Other d%ommunication to be considered include political rallies,
celebrity endorsementwof slogans, door-to-door vote canvassing, marketing strategies,

®
®
among sever@*.

It established, however, that the media of communication has always been

Kf‘j@n the last two decades, especially in developing countries of the world, a

edper and more effective media which has attained global usage in reaching the widest

% audiences and in the fastest way possible is the new media which includes the Internet and

QO

all digital devices including social media platforms such as twitter, instagram, Facebook,
bulk SMS, blogs, viogs and Whatsapp. These have also been adopted globally as part of

the communication process during elections across the world. The reason for adopting this
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new technology is not far-to-seek. Elections, for example, are basically about organisation,
building alliances, mobilisation of supporters, mass media coverage of a political process,
voter contact and shaping the information environment. The New media by its

characteristic, makes it easier to reach and communicate with an unimaginable number of

people within the shortest time possible, thus playing a major role in those multi-sectorﬂ\b

political activities; this role is basically communication'?. %

This aligns with outcomes of researches on communication media d\«wleétions in

Nigeria which have shown that good communication engenders a g%ormed society

and this subsequently leads to positive social transformati(Q‘ he elements of the
0

messages which are to be communicated and the mediati e messages, provide the
context for the argument that “the power to influenc itical power) is embedded in the
power to communicate'4.” In practical terms%lmunication during elections consists of

some layers of actions. One is the pri@ and generation of messages by political

ption of such messages could either be formal

actors. Secondly, the transmission_an
or informal. It could also b Q\blicly or in private and with contents that could be

largely mediated or urKe/

Scholar ree that the concept of communication media is a means to an end. It

is also ab tshed fact that its effect or ultimate aim during elections, is to be used to

&\Q@te in such a way as to influence the electorate or their voting behaviour in order

n an election. This, politicians do, most times, by deliberately communicating with

% the electorate employing certain types of language or medium with a view to gaining their

QO

support!®. These positions find expressions in both the messages and media employed
during electioneering. The messages are not only carefully crafted by professionals with

appropriate language, the media and the timing of communicating the messages are also
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carefully selected to make maximum impact on the electorate. The message could also be

mediated or unmediated, formally or informally, since it is a means to an end.

\
However, some scholars believe that the character and nature of communication %\
media during elections are not fixed, since so many factors shape and continue to shape
them. These factors, according to them, include socio-political contexts, culture, r \
system of government, location, leadership and followership behaviour, including the

opinions of communication scholars'’. Indeed, contexts shape comr@io media

during elections because, for example, what may work in Ghana m@ork in Nigeria.
The issues to be addressed in one country also differ fr$o er and so are the
knowledge and perception of the electorate about \N sues as it affects their

individual countries. Qé

In Nigeria for example, in the la&$lections of 2015 and 2019, issues of
insecurity engendered by Boko Hara@ency; kidnapping and banditry including the
poor state of the economy we@or issues that shaped communication during those
elections. The major polj ca%es contesting in the country’s election at those periods
directed their commuMon efforts towards addressing those issues as much as they

®
could, in an q’f&t& convince the electorate that they were capable of solving them if

they wer into power. Thus, the communication media that would be used in any

%@oral process by the contesting political parties, are going to be largely location-

eCific, as any attempt to import wholesale the strategy of communication perceived to

% ;ave been effective in other countries into the Nigerian context, for example, may fail.

QO As it has been established from the foregoing, electoral campaigns in most
democratic societies of the world are often mediated and the complex interwoven

relationship between the media, politicians, political parties, their communication
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managers and the electorate, among others who are the stakeholders in elections, are often

subject of interest to communication scholars. In political systems based on different

models of representative systems of government such as parliamentary and presidential \‘
systems, elections are a form of seeking political consensus, which would as a result lead Q/

to creation of a parliamentary majority that forms a government. It also ensures politi 16
accountability; creation of political programmes and recreation of the image of @

opinion'®. Based on these functions of elections, more importantly, crediblejelegtoral

decisions based on the outcome of free and fair elections are thus irre &Q&wnd cannot

be changed in any other way except through another election whe t it comes up'.

In deepening the discourse on communication §@dopted during elections
1

therefore, it is a truism that globally, an electior%

whatever location it is being anticipated wmong the stakeholders, especially the

generates a lot of activities in

electorate and the political class. Th @n is that the outcome of such elections
determines, at least, the immediate tQ of such society. Subsequently, both political
actors and their supporte e a series of persuasive strategies through the
communication medig to“gain the support of voters in order to control power?’. This
attempt to pers%e'th.e largest number of supporters and control power is thus the main
reason behinQe use of communication media during elections. Contemporary literature
on elg€ti mmunication has, however, tried to draw a clear line between information
@aigns and communication campaigns. Information campaign, as it were, is related to
&oﬂs to make information available to various publics; this is basically and simply its

: major objective. However, this type of communication is mostly one-way in character and

Q

form.

49



On the other hand, election communication campaign using the mass media is
interactive, participative and there is therefore a dialogue between the sender and receiver
(the electorate). In an election, political parties and their candidates send out messages to \‘
the electorate and they expect a feedback through the reactions of the latter. The expected &
reaction, in essence, is to take a decision by voting for them on the day of election a&@
thus control power and form a government. In order to have a successful communi$
campaign, the communicator must therefore have a deep knowledge of anfpaign
process?!. However, whether the process is information campaign ser \¢omunication
campaign, three major stages are often considered or involve% e are planning,

Y

implementation and evaluation stages. All campaigns havg_o e aim and that is to

achieve the desired result with cohesiveness and a c@essage; not only that, there

must be a commitment to consistency and strategfe, effiectiveness, in order to achieve the

desired results?2. &

An electoral campaign that ingVily on the communication media is an attempt
to reach a particular target gr designing a series of advertisements and placing them
in various media. In ap e ?;1mpaign, the message of the campaign is the idea that a
political party w ;aydate wants to share with the voters. The message encapsulated
in the comeation process often consists of several talking points about policy issues
conta@ the party’s manifesto. These points summarise the main ideas of the
@aign and are repeated frequently through the various media, in order to create a

E Qting impression on the voters?. These often-repeated ideas are encapsulated in what

: would later become the slogans and mantras of the party during the political campaign

Q

proper.
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In doing a critique of campaigns generally, media studies have always been
pessimistic about its role. Some media scholars see electioneering and its use of the
communication media as a manipulative and domineering tool that controls the public. \‘
Furthermore, some critics also see communication strategies as a process that undermines Q/
democracy, citing its perceived manipulative tendencies earlier mentioned, which th 6
claim are meant to convince the electorate to see things from a predeter@
perspective?*. However, a shortcoming of these perspectives is that their pr tsfpeem
to perceive the audience at whom the communication media are dir%&s ndividuals
without personal convictions or ability to think independently.

We have earlier argued that election communication\fo8dses on mobilisation,
information and education of the electorate during \oral process. Therefore, if
communication had performed these roles effect@ it is very much unlikely that the

same audience would behave in exactly th€ s way given their individual differences.

7L

Thus the argument in favour of “manipulative tendencies”, “domineering tool” and seeing

¢

things from a “pre-determined tive” may not hold water. In the same vein, it could

be argued that this critici m??ﬁe communicative processes during elections have not

fully acknowledged twnviviality, excitement and festive atmosphere including the
®

human factor ﬁ%lk%s those electioneering campaigns a series of events to look forward

to every ive years, as seen in many countries of the world.

Qyt, given the Nigerian experience, as is the case elsewhere, it is always a time of
&oamic boom for a category of specialists such as Social media influencers, advertisers,
media houses, graphic artists and designers, and communication firms, among others who
work on designing the winning persuasive messages for their clients — the political parties
and their candidates. Therefore, communication media, rather than being seen as

undermining democracy and being manipulative, should actually be seen as deepening it.
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This is because communication during political campaigns helps the electorate to take
decisions that affect not only their present but also their future?>.

This view underscores the efforts put into an electoral process which often takes \‘
several months in most cases. However, in making a choice during an election, the Q/
electorate might discover that they had made a mistake and that their future is in jeopar 6
In between the last election and the next one, communication also helps to educa$

electorate by way of enlightening them on their civic duties and responsibilits

they could do to keep their leaders in check until the error is correc \0 h another
election next time. Apparently, this was what happened in Qs uring the 2015
election when the communication media used by the All P %@s Congress promoted
the ‘Change’ slogan to tell Nigerians that the country \a change from the way the
Peoples Democratic Party was running the coun@r\pirically, the strategy worked as
the party eventually won the 2015 electio&u its effective use of the mass media.

As noted earlier, the communi@nedia that worked effectively in a particular
environment may not be exac@ccessful in another. In other words, a very good
knowledge and understa nme demographics that a political party is dealing with is
very essential to devwg the right mediated messages to win an election. A poor

®
understandin '(*ne’ may lead to disastrous outing. Following this argument therefore,
the effeco munication media is that which meets the needs and speaks to the hearts
of, th&e‘forate with the right messages, while appropriating the opponent’s weaknesses
O&ontinuously hitting at it in such a manner that even its strength is undermined and

% weakened.

O To further understand the nexus between an electoral process and communication
Q media, it is important to understand the intricacies involved. Communication scholars have

argued that politics as an area of human endeavor is basically about communication and
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therefore it is media-dependent. In other words, the media is the platform upon which
politics stands in the society in order to be fully functional and impactful?®. Empirical
evidence, globally, during electioneering further underscores this position. In most part of

the developed world, politics finds its full expressions and impact with the aid of the

communication media because it is accessible to all on an equal basis. Withot\®

communication, the entire electoral process would be in jeopardy. This is b@
mobilisation which is an integral part of the process would fail. It is certain, or8, that
the entire process would become dysfunctional without a platform to o &

Even in Africa where the media structure is not as develo @ of the Western
world and accessibility is relatively low due to factors relatedto ®fiderdevelopment such
as lack of electricity and illiteracy, an electoral proce \s entirely media-dependent.
Governments, including political parties and pc@ns generally need the media to
function. It is no wonder that these majo&&couﬂ the media, not only through their
representatives (spokesmen and gove@ officials) who constantly have interface with
it, but also through Public Rel activities and advertisements in order to have their
voices heard and to creat a\%le impressions in the mind of the people.

Therefore, in evex-f)ectoral process, it is essential that messages be communicated

®
in a strategic order to achieve the desired success. For example, the 2008 Obama
presiden paign reputably communicated its ‘Yes We Can’ slogan effectively
%i ing both the traditional means of campaign with New Media technology and social

tworking sites, having realised that the younger population constitute a formidable

% segment of the electorate and are more at home with the new media. The messages

QO

galvanised the youth into action. Thus, the message was persuasive, convincing and

defined the objectives of the campaign, underscoring the fact that a winning campaign
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message must not be ambiguous, and must be weaved intricately into the general
objectives of a campaign?’.

This assertion is consistent with famous campaign slogans even in the Nigerian \‘
electioneering campaigns. The Change slogan of the APC in 2015 was not only &
unambiguous about its message of calling on the electorate that there was a need for. 6
change in the direction the country was headed at that time, the slogan was also cen@
its objective of replacing the government in power. Not only did the chang an ry to

persuade the electorate (and it actually did in the end), it also threw g?\er 1 points of

discourse on the issues facing the country then, an effective strat e Nigerians see

how the government in power then had fared badly in tackly issues effectively. In
practical terms, the most effective message is that @simple and true. Given the
example expressed above it could be seen that t@ssage was the simple message of
Change. Was it true that the country neewc nge at that time? The consensus at that
time was that there was a need, hence @y with the message won the election.

The winning message isowever, a simple task. The process of strategic
message management in e&iﬁn dictates that even before the message is pushed out to
the audience, it must hween consistently used and tested in-house by the political party

®

involved to t nsure its appeal. It is after this process that the message may now be

channele@ 11 available media?®. The media campaign by political parties across the

co nt@pports this. Whether the message was Change or Next Level (APC slogan in

0& and 2019 respectively) or Transformation and Atikulated/Take it Back (PDP slogan

% in 2015 and 2019 respectively), there was hardly any communication media not used by

O these two major political parties in Nigeria during those elections, both online and offline.
Q Radio, television, billboards, social media, branded vehicles, political rallies, among

several others often become the means through which the messages are conveyed. Even
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human beings became mannequins painted in colours and logos of political parties to carry

home their messages. In essence what makes a success of a campaign is simply a strategic

commitment to consistency and effectiveness. Therefore, a campaign is not effective until \‘
it is characterised by a cohesive, attention-grabbing, straight-to-the-point message. Also Q/
equally important in the management of mediated messages is the use of visual symbols K@
accompany the messages being communicated to the electorate. For example,%

prominent during the Obama campaign was the big O symbol, the first lettgrmyObgma’s

name which everyone wanted to identify with and it subsequently bec%\ htegral part

of that campaign?’. Q\
a

In the most recent elections in Nigeria also, Presidgnt mmadu Buhari was
portrayed in campaign posters in different attires of @ major ethnic groups in the
country — Igbo, Hausa and Yoruba. The major esse@f this is to reinforce the image that
Buhari is a detribalised Nigerian and to e&* he said in his inauguration speech that
“I belong to everybody and I belong t nhdy”. It is essential to note that messages and

its management have become aore complex that it has ever been and this is mostly

based on what political p%?tﬁ their candidates on one hand, and the electorate which

is the major compone}ﬁl

a campaign, have learnt from one another. On one hand,

messages are developed by candidates based on the information gathered on
potential @ preferences over a period of time. On the other hand, voters are able to
m, ke(gjheir minds on their candidates of choice based on the information gathered
&Qgh different means of communication, especially in recent times, on the social media

% concerning the candidates in the process of the electioneering campaigns.
O One important factor which had made this possible is the advancement in

Q Information and Communications Technology in the new millennium. As a result, the

media team of candidates of political parties can obtain both demographic and
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psychographic knowledge of the electorate — demographic and psychographic information
being the preferences of voters including their beliefs and lifestyle. Thus, with a wide
range of information at their disposal, political parties and their media teams are now \‘
better equipped to determine more precisely the voting patterns of the electorate in &
addition to the messages and policy issues that appeal to them. These are subsequenl\@
highlighted and underscored when messages are communicated to the electorate th@
the media. Ideally, having ascertained the preferences of the electorate a ftéd the
group-specific message, the messages must therefore be consistent wit Ne forces the
image of the candidate it seeks to promote. As the campaign &es, the message
needs to be refined and reinterpreted, through the commugicatiofmedia, in response to
social issues and developments.

However, this is not to say that messages e@ing from the campaign team of a
candidate can be changed at will. In fac& munication structure of a candidate’s
media team, in its use of the medi@ld aim at consistency in the new messages
emanating from it, and consiwith its previously communicated messages®'. In
creating the messages fj t&czmpaign, however, spin doctors often ensure that the
messages are attractiv relevant, so that the audience who are the receivers could

®

perceive theq?&edl’ole. In recent times, researches had suggested that for the sake of

credibili@e
G

, the messages must reflect competence and expertise; that is, the message

dimensions are essential.

&show that the wordings are not just spontaneous and ordinary words; it must present

% the reality that some fertile and creative minds must have brought them into being. The

O need to fashion out creative messages is one of the reasons political parties outsource
Q aspects of their communication efforts during elections, which today has become a global

practice. Secondly, the message must elicit trust. The reason for this is germane. Over a
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period of time the electorate have come to distrust politicians generally and in many
instances, their words are often not taken seriously. Thus, communication strategists,
being aware of this gap, have always made efforts to create messages that must persuade \‘
the electorate and be accepted by them. Finally, there must be elements of goodwill rather &
than personal or self-interest in the messages. However, perception in this case iS\@
determinant for acceptability of messages and communication strategists would nee
carry out a research among the populace, to determine what messages they st Yikely
to accept as credible. CO\
2.1.4 Strategic Communication during Election Q\
Globally strategic communication during electioneeri asMeveloped extensively
over the last century as a result of cross-develo \o political and commercial
persuasion techniques, especially in countries whe@e is stable democratic governance
and freedom of speech. The basic tools f&ﬁa ic communication are mass marketing
and Public Relations techniques, in@ statistics, enabled by the adoption of new
technologies such as the Inte the New media which enables communicators to
reach the widest audi e&&sible. As the industry became stronger and more
sophisticated, new strw and communication tools such as the Internet and New media
®
displaced the &nzﬂ media, though the latter remains extant.
To@ ing elections, communication is controlled by specialists, strategists and
Cco, s@, who create the words, images and slogans, using mass marketing, psychology
&ther communication strategies to persuade the electorate in the best way possible, to
% make certain choices. Thus one of the major strategists and experts in the modern
O communication industry is popularly known as Spin doctors, considered very versed in the
Q use of communication as a powerful tool in the art of persuasion. The term, coined by

American novelist, Saul Bellow gained popularity in the late 70s and early 80s and later
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become the topic of a research work. The term is the combination of the word spin which

means the slant or interpretation given to an event; and doctor meaning to patch up or even

to falsify a situation or sequence of an event. Academics who later make it a term of \‘

discourse in Communication and Public Relations??. &
Spin, basically, is closely related to the art of propaganda mostly by corporate bodi 6

or governments, with deliberate attempt to influence public opinion by favo@

interpreting an event in support of an organization, group, govemmer@ci\n or

political party. In such instances, fables could be communicated as féw e targeted

audiences. Even when facts are involved, they are deceptiveI}Q%d

suit the purpose of misleading and deceiving the public to q&t ¢ message being sent

and distorted to

through the media. In addition, a spin, especially in @ministration and politics, is

often an exaggerated, inaccurate narration of an ®yen# with an excessive dose of high-

sounding words to appeal to the emotion w ience’’.

Backed by new developments ijormation Communication Technology, which
allows quick gauging of specific ence’s opinions on public issues, ideas and events at
any given time, spin doctefs could position or even reposition their principals (political
parties and candi tes%/speaking to the emotions of a specific audience with the aim of

°

winning theQ% to win an election. As electioneering progresses external factors
includi fforts by the opposition to puncture their opponents’ campaign often brings
t tlgét in the spin doctor who has to make sure that the communication process does
@t spiral out of his principal’s control but redirected to the core message being

% communicated to the public.
O The spin doctor is so important to election communication that he has to keep the
Q campaign on course by selling to the media a candidate’s version of events that is most

advantageous to him. Though communication critics and analysts may see the job of a
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Spin doctor as part of the problems in a democracy yet, as an expert, he defines issues in
the candidate’s own terms. In fact he’s an indispensable part of the communication
strategies, and politics generally and he’s at the core of eliciting support in an electoral \‘
contest**. Though the media uses the term in a derogatory manner that defines Public Q/
Relations activities in the field of politics, the Spin doctor is, however, the engine room 6
most election communication efforts®>. This could be seen in a situation whereby,%
when the Spin doctor spurns negative attacks on opponents and their policigsThg mfst be
sure to make the best use of that strategy by keeping the messa Nle t and fair
including highlighting the positive sides of his own candidate. Spji 0 minimises the
weakness of a candidate’s campaign efforts by highlighting the ents’ weaknesses.
Essentially, strategic communication during eleeti \eing follows the same basic
pattern of planning a communication campaignNorJPublic Relations, Advertising or
Marketing events. The different stage& e the campaign planning stage, the
implementation stage and the evaluaﬁ@i\ge. Though the three stages are distinct from
one another, they, however, ﬂ@o one another such that they become one seamless
process. The three staged thw€ form the groundwork for any successful efforts of a
communicator?°. \/
®
The firs Aw‘hich is the planning stage, is the stage of laying a strong foundation
for any ign that would, in the long run achieve the purpose for which it was planned.
It is tﬁg@se of strategic development of campaign efforts which is essentially to produce
&ueprint or the roadmap for the entire campaign. This stage also involves the carrying
% out formative research, setting campaign objectives, knowing the target audiences,
O developing and creating the communication strategies and tactics. However, if the entire

Q process must succeed, there must be a timeline attached, including a budget.
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The second phase, which is the implementation stage, is the stage of making a
decision on the modalities of translating the campaign plan and the communication

strategies into action and aligning them with the roadmap for the campaign. At this stage

N
also, while the communication media to be used are being determined, the development of &
the messages (e.g the radio jingles and television commercials and newspap\b
advertisements) that go with them, including the best mode of presentation are%
packaged for maximum impact on the audience. Having done these, c niation
strategists saddled with the responsibility of crafting the central messa s through
the campaign, often begin to consider the more specific strategi communication
channels that will produce the best results which inc gof radio, television,
newspapers and magazines, bill boards, the 1nternet an medla.

Activities at this stage also include the tlmln f thle massages which is very essential
if the target audience must be effectlve@bed Primetime such as news belt and
popular radio and television shows (} n considered to reach the widest audiences
possible. The third phase is the f Evaluation. This is an all-important phase because
the entire communicatio rc%?es, indeed the whole campaign could not be deemed to
have been completed\lyss an evaluation was carried out to assess the entire effort,
especially th Q& ullication media that have been used. Therefore a research must be

carried termine the extent of the success or otherwise of the campaign. The

i@)’ould then answer the question whether, considering the blueprint or the

ap, the campaign had done a good job or not; or whether the desired publics had

; a
% een reached with the right messages. In essence, a sincere finding to these questions

O would, as a matter of fact, help to achieve better results in a future endeavour.

Q
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Arising from this process is developing a communication plan which in the process
of electioneering involves not only advertising and marketing (in this case, of the political
parties and their candidates), but also Public Relations activities. However, a simple

component for designing and implementing a successful campaign including strategic

communication during political and electioneering campaigns, known as the RACE mo 16

had been effective for decades. RACE, an acronym, is a four-step model that outl$

public relations management process guiding the communicator in plannin

efforts. It stands for Research, Action, Communication and Evaluatio 'Nst
in using this model is carrying out a Research through a process g and assessing
the activities that are about to be carried out; in this casg a %ioneering campaign,
through different forms of formative assessments.

By using both primary and secondary resear@hods, the communicator is able to
have a clear view of the issues at hand thejq ing a solid foundation for the next stage
which is Action and the stage of form@l practical steps for the campaign process. The
campaign goals - target audieno@ing of delivering the message and the message itself
including the media to u$€d in delivering the messages- are the main issues that
characterise this stage\/ e process. Having determined these critical aspects of the

®
campaign, tléﬁktuﬁication stage follows closely with the placement of the messages

that hav@
o

docu ies, among others, in the appropriate media such as television and radio where
&edetermined audience could be reached.

Finally, the evaluation stage is also research-based. This stage helps to answer

produced such as jingles, television commercials or advertisements,

several questions about the effectiveness of the communication strategies efforts and its
goals. It is also expected to answer the question on whether a thorough job had been done

by the campaign; whether the message delivery was effective and understood by the
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audience. Questions on whether the financial input was adequate or not in achieving the
set goal must also be examined. Apart from assessing the overall achievement measured
against the set goal, the campaign team must also set the task of how future efforts could

be an improvement on the present one. For a communication campaign to have an overall

success both formative and outcome research should be part of the entire process while tK@

communicators should identify the best research methods that would best advancﬁ%
efforts. Though formative research could be carried out on different le itsy goal

through a communicative process, is the basis for developing strate%\th influence

behavioural change?’. Q\

To further enhance the success of the entire campaig%gﬁers suggest that it is
essential that the campaign team should, ab initio, b \ntire campaign on SMART
objectives. SMART is an acronym for Specific, @reable, Achievable, Relevant and
Time-stamped and the standard for moni&g progress of the campaign, in order to
ensure accountability and evaluate Ob®y the success of the communication strategies
that could have been deployed f@ electioneering campaign?®.

Having laid the f n(% for the communication process during an electoral
campaign and the strw as a means of achieving the desired end, it is important to

®
reiterate that ly? election communications, including the strategies involved have
changed ably. Thus, the challenges of reaching and communicating with different
%)ggg&ics and publics of voters have increased significantly, necessitating a greater

ed for recruiting communication professionals in communicating and persuading not

% only effectively, but also strategically, the target groups. Thus, election communication

QO

has become more professionalised across the world. In essence, media advertisement is no
longer the dominant activity in an electoral process, Public Relations and Marketing have

also become incorporated into election communication.
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A contemporary example from a recent election in Nigeria would suffice here. In its
attempt to challenge the dominance of the PDP in 2015, and in a departure from the norm
in which party members and leaders form the media and publicity teams of political \‘

parties handle the media campaign, the bulk of the APC’s media communication was Q/
outsourced to professional communication outfits, one of which was StateCraft, which \6
trying to change the perceived image of Buhari as an ethnic jingoist and uns@

character, did a photo shoot to create a new image of a smiling, pan-Nigeri defywho
was acceptable all over the country. c\
He was photographed wearing dresses of the three majo %%oups in Nigeria —

Igbo, Hausa and Yoruba. Not only that, he was photo a suit with a bow tie to
look aristocratic. The styling, photo shoot and the ehtire process of rebranding (to make
him look presidential, aristocratic and pan¥Nigerian) was meant to communicate
something different about Buhari to th %} ate. Such an effort was not only an act of
Public Relations but also marketi gCﬂth are both specialised areas. The result was
positive, a situation which u Qs professionalisation of electoral communication and
the communication i du%n general. This development shows that not only is the
concept of elec&l’cgmpaign professionalisation a continuous process where structures
and practiceQ constantly revised and updated, it is also about professionals who possess

partic@ rtise in different aspects of communication strategies®”.

&This position is corroborated by some election communication scholars who see

% professionalization in this area as an increasing specialisation of tasks that are related to

O electoral processes and any form of campaign communication for that matter, be it in
Q marketing or public relations*®®. Therefore, electoral campaign professionalisation is not

just the updating of structures and practices or specialisation of tasks undertaken by
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individuals during electioneering, it is also the increasing use of different communication
strategies and tactics*'. To further the discourse on professionalisation of election
communication, it has been noticed that in the last three decades, the field of political

campaign has changed considerably. Thus political parties across the world are also

reinventing and rethinking their communication strategies. 6

One major reason for this reinvention is that the demographic of the elec@

which is always the target audience of the messages being communica@l@ the
m

g

ience, was also

media by political parties, is also evolving just as Informati unication

Technology, a powerful tool for effective communication with a
changing rapidly*?. The reality of the communication me%e y political parties in
Nigeria supports this view. Between 1999 when the fi \on was held at the return of
democracy to Nigeria, and 2019, the face of @unication during the intervening
elections has changed considerably. Durig&&% election, social media tools such as
Twitter, Whatsapp, Instagram and F elm were not as popular and in use then as they
were during the 2019 election. Q

Today, not only d 0% parties use these social media platforms extensively,
they also outsource CM aspects of their electioneering campaigns to professionals in

®

the field of ¢ ication in order to ensure victory in an ever-changing socio-cultural
and polin ironment where the younger generation which has a different worldview
fr er}lder generation, is joining the voting population. Therefore it is only sensible,
&

i0mnal and strategic for political parties to devise a more scientific communicative

% process through which the young voters, who constitute the larger percentage of the voting

QO

population, could be strategically engaged using the media they are most comfortable with

which is the Social media.
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Given this constantly changing socio-political and technology-driven environment
therefore, political parties have no choice than to commit more time and resources to a
reorganisation of their party structures and communication machinery during, and even \‘
after elections, in order to bring them into alignment and in tune with an electorate which &
itself had become unpredictable, if they must win their elections®. There are differ t@
reasons why political parties had to engage in this paradigm shift. Firstly, el@
campaigns had ceased to be a process that takes place only during electioneesihg$easpn. It
has since become a long-term process in which the incumbent polit%& s and the

opposition parties are constantly in a struggle for power. Q\
K¢

In effect, this new type of engagement of professionalis f the communication
machinery of political parties, has ensured that the @e engaged on a permanent
basis thus making media communication a capital-@ive one. Moreover, and in view of
current realities, only small political paﬂi@@%imited reach would ignore the growing
trend of cutting-edge media campai@ning and execution embedded in campaign
professionalisation. Therefore, ality is that political campaigns have moved from
mere advertisement of ?a}ifestoes and candidates by non-experts such as party

members, to marketiane, including the use of market intelligence; that is, carrying
®
out research@ooﬁents, using feedback methods and carrying out opinion polls.

E}

% siice 1952, and has since developed both in style and presentation, it was not until

dia advertisement had become an intrinsic part of electioneering in

e ¥990s during Nigeria’s aborted Third Republic that Nigerian politicians became aware

% of its powerful influence in mobilising support during elections*. There are some factors

O responsible for this. Since independence in 1960, the political history of Nigeria has been
Q interjected by military coups in 1966, 1967, 1976 and 1983. Military dictatorship always

created in the minds of Nigerian the desire for a return to democratic rule. Coincidentally,
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the early 90s witnessed the decentralisation and proliferation of the media in Nigeria. With
more radio and television stations in place and their obvious impact on the audience which

by then had become more politically conscious, its ability to serve as a tool for \‘

mobilization was no longer in doubt. Q/&

Media advertisements encapsulate and organise the dissemination of messages ab \
political candidates and their parties, promoting their manifestoes and how they intend*to

\

implement them should they win the election and be in government. How@he success
or otherwise of this process would depend on the effectiveness of t g@gy involved®.
In essence, deploying a particular strategy for media advertise Q% an election does
guarantee its effectiveness and success. The strategy effective to guarantee
success. For example if a particular political party % se the Social media in reaching
out to pensioners and the elderly to commun with them that it (the party) was capable

of solving the problem of unpaid gratz\ d pensions, it may not be as effective as

using the Social media to co ff with the younger population to promise free

education and offer scholarsl‘v

Usually, media awsement during electioneering campaign has the basic elements
consistent w Sharacteristics of product advertisements, except that in media
advertls Qrmg electioneering, the product is the candidates and the objective is to

em and appeal to the emotions of voters (the electorate) to vote them into power.
&rchers on media advertisement during elections have identified three major

% categories of advertisement during this process. The first one, positive advertisements, are

O basically those advertisements which make statements about a candidate only, and

Q positions him as the best candidate among the contestants without reference of any kind to

his opponents.
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A classic example of this is the Hope ’93 media advertisement for MKO Abiola
(who was running on the ticket of the then Social Democratic Party) which had the refrain:
“MKO is our man o!” The advertisement only communicated the problems in the country \‘
at that time, which were poor infrastructure, among others; the candidature of MKO Q/Q\
Abiola, his party (SDP) and his ability to turn things around. The advertisement w. 6

probably one of the most popular radio and television jingle in the annals of el@

advertisement in Nigeria and many Nigerians who had access to radio a&h&ismn in

1993 could still remember vividly the advertisement years after. c \

4

e, oL

7~ GRASS Did You Know? B |
To QI{ACE 1 Buhari Built the Refineries d 3

o Ttk A 1 Pipeline Networks across NIgeria
<ol g el i & ; ‘fés generatior

A saceificial Nigerian second to none.
He sacrifiied sell for MKO 10 win the 1993 clection.
He sncrificed self for PO ta win 1999 slection, ETC.

Nigerians,
indeed the ful

A plulanthropist second to none in Nigerna, - -

His America style university bs sinc qua non.
0 love their people like Atiku doss

He comes v baing bis life & basincss
suceesses fo make Nigeria work again.

Ao
. @‘?ure 2.1 - A copy of Positive advertisement by the APC and PDP during the
19 presidential election.

O During the 2019 presidential election, both the All Progressives Congress and the

% Peoples Democratic Party used positive advertisement to shore up the chances of their
candidates. In the examples shown above, the APC advertisement published by The Punch

Q newspaper and dated February 13, 2019, the party put Buhari in positive light by

portraying him as the achiever who built refineries and network of pipelines across Nigeria
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when he was minister of Petroleum in the 70s but they were all later destroyed. They
argued further that on his return as president he had carried out Turn-Around-Maintenance
on the refineries, adding that he was a trust-worthy candidate. In the PDP advertisement

also published by The Punch on February 13, 2019, entitled “From Grass To Grace” the

party showcased their candidate as a patriot, successful business man who employ@

thousands of Nigerians and a lover of education. %

The second one is contrast advertisements which are positive st@ts ab\out a
candidate juxtaposed with negative jibes against his major oppone Q?her words, the
media and publicity team of candidates tries to highlight ood pedigree of their
principal while juxtaposing them with negative attribute % ther candidate. Again we
illustrate this with an advertisement sponsor %Buhari—Osinbajo Campaign
Organisation on February 14, 2019 in which %arty tried to draw a comparison between

it and its main opponent the PDP. To df &&Jestions on leadership quality, management

To drive home th me on resourcefulness and management of resources, the

skills and integrity were raised.

advertisement said thM APC government generated 5000 megawatts of electricity
®

within three QJ bit the PDP in contrast spent $16 billion to generate just 3000
megawa rther denigrate the PDP as wasteful during its tenure in government, the

ﬁ@:ﬂent said that PDP drained the external reserves down to $23 billion while within

re® years the APC increased it to $47 billion. It further said that while the PDP pegged

% the national Minimum wage at N27,000 the APC raised it to N30,000.Having positioned

QO

itself as the party that was resourceful and a better performer and thus capable of

managing the country’s resources and make life better for the ordinary Nigerian, the
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advert ended by saying: “The looters must be swept away forever. Vote wisely, Vote

APC.”

e Figure2.2 - AM of contrast advertisement. Source: The Punch newspaper
®

RICE SUFFICIENCY [/ ©

ENDING A REGIME OF RICE WAIVERS

Pust Scenario

Bafors Buhar, Nigeria had a badly
rioe bluepeint s it

Presant Sconaria
Under Buhari, the volurma of rice
Nigsria "as

importation into
dectined drastically.

Results

« In 2018, about 58,260M 1 of
o Inte Nigeris

« By November 2017, the figu
toduced to 23,192 MT

« Botween January end
November 2018, the hgurs
had crashed to 8277 MT

« 2.5 million jobs have now be:
. ereated through the Ancho
% Borrowers Programime.

inthelong run, th and turn Nigers

m.:momrdﬁ'nhmd?“&"“

®
In anot %ple of contrast advertisement (cited above) published by The Punch

on Febn.@él, 2019, the APC contrasted the party with the PDP government before the

uhari. They argued that before his coming the country had a bad policy which

raining its foreign reserves. It went further to try and persuade voters that since his

ES

% coming the volume of rice importation into the country had dropped drastically. They

QO

through his government’s policies on rice.
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The third category, which is negative or attack advertisement, basically contains
negative statements about the opponent, in which the objective is to attack the candidate
and make him look bad in the eyes of the electorate*®. An example of this could be found

in an advertorial in This Day newspaper of January 29, 2019 sponsored by the APC. In the

said advertisement, sponsored by Buhari-Osinbajo Corporate Support Group, one of t 6

groups supporting the presidential bid of Buhari, the APC intended to attack th@%

candidate, Abubakar Atiku by portraying him in negative light before the ele e\

The group did this by raising the Leadership question ? %dvertisement

captioning it as “Safeguarding Nigeria’s future: Who would r vote for?” It also
asked other questions such as: A man of compromise or @principle?; They say our
candidate is not rich, but theirs can fund a million aigns; They say ours is a cattle
farmer, but theirs is a businessman known %rvive on rent from the resources of the

Nigerian State; They say he is too Weal; Kd& to rule us, yet the one who did nothing but

works in the Customs yet has billigns llars to show for it. By raising these posers, the
intention of the sponsors of ﬁrﬁsemem were clear, which was to portray Atiku as

not only corrupt but 'sh%} and so, not fit to be trusted as a leader. The advertisement

[ J

not the priViQd few.”

Qg}imilar advertorial by the Peoples Democratic Party in The Punch newspaper of

went further to &ﬁle electorate to “Vote the man that is standing with the majority and

&ary 14, 2019, under the heading: The question every Nigerian must answer, about

% five posers were raised; (1) How many more thousands of families can we afford to

QO

sacrifice for herdsmen? (2) How many more thousands of families can we sacrifice to
Boko Haram wanton killings? (3) How many more of our gallant soldiers can we afford to

die like fowls to Boko Haram blades? (4) How much further can we weaken our national

70

\
&



security and defence? and (5) How many more Nigerians can we afford to die from
unprecedented hunger in the land flowing with milk and honey? The questions ended with:
Enough is enough! Enough of wanton killings!! Enough of human sacrifices!!! It might

just be you or yours NEXT!! Act Now! By raising these posers, the sponsors of the

advertisement were subtly attacking their opponents’ perceived inability to cu 6

insurgency, herders/farmers clashes and the many losses of lives of soldiers and ci@

alike. Q§ \
§<</

N
®
®
Figure 2. Q& copy of attack advertisement. Source: The Punch newspaper,
Februar 19

gﬁnay argue that since elections have been compared with wars, especially given
,&v

igerian experience, then ‘all is fair in war’. Another argument could also be that since

$ an election is a contest, the goal should be to gain advantage over an opponent, thus the

O use of negative campaigning as a persuasive communication strategy. However, not
Q everyone would agree with this position. Those against this position argue that though it

was important to communicate with the electorate during an election using different
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strategies, negative campaigning amounts to character assassination. They submit that this
approach or tactic is a sign of weakness on the part of the candidate using the tactic, which

signifies his lack of clear focus in the electioneering and this strategy may bring the entire

electoral process into disrepute®’. Q/&
This position is valid, given the reality of the political situation in Nigeria (@

recent electoral campaigns. Name-calling, hate speech, fake news, among othergvices that

encapsulate negative campaigning has led to violence, murder and destru\ of e\s and

property along party, religious and ethnic lines. Despite calls beft t elections by
=

INEC, notable religious leaders and foreign missions in Nigigp/

on their supporters to eschew violence, the aftermath eéw by the above-mentioned

tical leaders to call

vices show that negative advertisement not only % the emotions of supporters to

gear them into violence, it also has long-lasting &ffects.

&

The question may arise: Is there@ for a post mortem or evaluation of the media
advertisements done in an elec@ring process that had already been concluded? The
answer lies in the fact tha#’a %&%hing an election with a set of communication strategies
is not an end in itself; 1Nsa continuous means to an end. Therefore, since elections come

®
up every four *n Thost democratic societies, the result of every attempt, whether good
or bad, r@e valuated. In essence, the communication media used by political parties
in, e lection, including the entire communicative efforts put into it must be
&nuously reviewed and reinforced for the next attempt. Furthermore, though the
% campaign team needs the media to carry its message across to the electorate, the messages
O often encounter the problem of accessibility in some media or may not be given equal

Q access compared with other political parties.
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This is often the case considering the issue of media ownership in Nigeria. For
example, a certain candidate who belongs to a certain political party in power may get free
access to the media owned by the state or federal government in power. However, an \‘
opponent may not be granted access though he was ready to pay for media coverage. &
Despite accessibility problem, it is important to note that even when there is access to tK@

media, media advertisement during elections do not necessarily have the “hypo@

needle” effect on the electorate. & ) |

Another reason why the election post mortem was necessa c—tho empirical
evidence around the world on media advertisements and Voter&ur. For example,
the Bullet or Hypodermic Needle Theory suggests that k a process of ‘hypnotic
effects’ or what could be referred to as direct influgn messages coming from the
media during elections which results in politic Qal, emotional and mental empathy

by the electorate. The theory further sug&&hat this ‘hypnotic power’ or effect does not

enable the audience to engage in cri hinking before making their voting decisions

during elections®®. ‘ Q

However, this tk&ygfght have been valid at some point, taking into consideration
the huge impac%?le‘lia consumption on the audience and especially its direct influence
on huma viour, but further studies in communication especially during electoral
proc serss the globe had proved its inadequacies. For example, a study that

@tigated the effect of communication on the 1940 US Presidential election suggested

% at contrary to the hypodermic effect of the media, the mass media, in fact, has a limited

O effect. The study discovered that though the media has effects on the electorate, other

Q social factors have far more overriding effects on opinion formation®.

73



RS

QO

To underscore the limitation of the bullet theory, further researches have suggested
that not more five per cent of a particular audience exposed to campaign change their
voting pattern due to the media messages they had heard. The reason, the researches

further discovered is because voters often have long-held allegiance to political parties and

they are not easy to change®®. Due to these inadequacies, the Limited Effect Theory h, 6

therefore replaced the Magic Bullet Theory. To further underscore the limitation$

established fact that the process of mass communication is affected by mber of

variables. c \

Ironically, the Limited Effects theory did not hold groudd fowlong before it also
began to be challenged by other scholars who contend tl\ gh the media may have
limited effects on people, it indeed has a “relatively sgr effect on public opinion. This
is in tandem with the position of scholars of th @a Setting theory of the media who
had discovered that the important issues@ghted by the electorate in an election often
tally with those raised by the media”.ﬁﬁsence, the reality in the media effect discourse
is that though the Bullet The% no longer be totally valid, the Limited Effects theory

is in the same vein, not t@

fallible. The implication therefore is that the media effect
on the populacxfr Me as powerful as the earlier held view of hypodermic needle

®
effects, but iQs have some relatively strong effect on public opinion.

n enipirical terms, the argument over media effect on the electorate found full
&wssion during the 2017 British general election, during which the limitation of the
edia in directly influencing the voting population became clearer. The general consensus
of the total outcome of that election was that the influence of the main stream media and
the newspaper was in a declining state and the youth who are more radical in their

thinking and did not have the loyalties the older generation were becoming more involved
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in politics more than ever before as a result of effective use of social media for political
campaign>2.

This massive use of the social media by the youth, it must be noted, has become a \‘
global phenomenon, as communication has become largely liberalised and supported by &
innovations and developments in Information Communication Technology which h 6
brought information to the fingertips of more people, especially the youth wh
empirically more adept at the use of social media than the older generation. terfctive
nature of Social media which allows for socialisation, job search, \en ertainment
among others, also allows for political participation by the youths "ﬁan ever before
because accessing political information especially through t \:k{had become easier.

However, looking closely at the entire 2017 Briti XOn, it was discovered that it
was not the media that wins an election but tha@od capturing of the public mood
during the election often gives people the &a to increase their participation believing
that their side was winning the electio@is position supports and underscores the huge
financial resources that political@ts spend on elections in order to outshine their rivals
and give the impression at%are the front runners, a strategy which often creates a
bandwagon effect thuwlng undecided voters to queue behind the party. Despite this

®
situation, emQ&evﬁdences around the world suggest that despite the huge resources

that e

% s ih order to mobilise and gain the support of the electorate, there is no consensus

andidates and their political parties spend on media advertisement during

t s regards its impact on the electorate.

% Though it is an established fact that advertisement plays the role of political
O mobilissation during an electoral process, yet some authorities argue that though this
Q might be true, the impact is not easily discernible as it ranges from ambiguity to even the

negative®*. This is in tandem with a study which posits that regardless of the content,
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context, or audience of media advertisement during an election, they do little to persuade

voters. In other words, the media adverts despite their positive sides, only have

“consistently small persuasive effects across a range of characteristics®.” In addition, \‘
another study argued that the only benefits communicated by campaign advertising are &
that the strengths of a particular candidate is highlighted, and that attacking an oppone*t\b

yields no benefits in the long run®¢.

An example of recent election in Nigeria will illustrate these posit@egow
presidential election, then governor of Ekiti State published an adyertiSeient in at least
two newspapers — The Punch and Nigerian Tribune — whi ggested that the APC
candidate, Muhammadu Buhari, may die in office if elec @sident. Though his party,
PDP, dissociated itself from the advertisement ar@ essage being communicated to
the electorate was grave enough to be considered by them, yet, the electorate went ahead
and voted Buhari into office and eve w for him again in the next election. This
empirical case supports the earlie OQ that despite the content or context of a media
advertisement during an el Qrocess, voters are only lightly persuaded. In this
particular case, majo 'ty%he voters were not persuaded by the possibility of their
president dyin%bt;ﬁce. In furthering this line of argument, the study posits that
campaigns’ Qﬂs should rather be more concentrated on tailoring advertisement during
an ele€ti specific audiences, noting however, that the small effects “could make the

&erence between winning and losing a close election.>””

% In a similar research it was argued that “Advertising does not have the capacity to
O boost voter turnout to universal levels; to the extent that ads help citizens cast a ballot, it is
Q on the margins and in small doses®®.” Given these scenarios therefore, the interplay

between Communication media and the electoral process, including its outcomes need
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constant and periodical reviews and assessment, not only during the process of the
electioneering but also at the end in order to ensure a better outcome when next an election
comes up. \‘
&
2.1.5 Media Marketing during Election \6
Arising from the concept of campaign professionalisation is the concept of
marketing, which is a network of processes which take into account  figeds,
strategic and effective communication of party ideology and manifest Nh electorate,
and following them up through persuasive means to make themv their candidates
on the day of election®®.This process is very essential in that\ mparison to business
where the ultimate aim is to create a product, and sell \oﬁt, the ultimate goal of the
entire process of media marketing is to win the el@; the candidate, in this case, being
the product. Thus, in recent times, atten& shifted from mere publicity of party
activities and candidates to marketing fAe during electioneering campaigns.
Consequently, researches @municaﬁon have thus revealed that a large segment
of the electorate is incr: si%ecoming apathetic to the electoral process generally
because the expectedWct on them is not being felt. Unfortunately, this feeling of
®
apathy is not n Specific nor is it gender or demographic specific. In fact it could be
transgen 0 In Nigeria, for example, this apathy is rooted in the behaviour of
po iti@rybefore, during and after elections. In effect, the average voter often experience
& of unfulfilled promises by politicians who during the campaign for political office
% did all they could to satisfy the electorate and even promise to do more when they get into
O power but the reverse is often the case.
Q Interestingly, this drastic change in character of politicians before and after elections

has become topics of scholarly works by researchers. For example it has been discovered
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that this change in attitude is partly as a result of cronyism and sycophancy by hangers-on
who often become negative influence on the politicians. Interestingly, researchers who
examined the brains of ordinary men and those in power have discovered that under its

influence, power causes people to lose their ability to empathise with other people, thus

Given this scenario, it is the ultimate aim of media marketing to woo and dis
the mind of the eligible voting population that a certain candidate is “new bregd&¥or simply
different with a unique pedigree uncommon among politicians. If sucha cagdidate is from
a well-known political family, the attempt would be to highlight an qualities of the
family member who had been in office before and to sen &ge that this candidate
would not be different. The very essence of marketi Xlidate therefore, is to create
the desired awareness and interest in the elect@hrough effective communication
strategies in order to make them vote f&r in political parties and their candidates
based on perceived qualities such as @gj\y and loyalty, the same way certain qualities
are highlighted in product marko create interest in the consumer.

Thus, just as in b ne??nedia marketing involves branding and positioning of
candidates in order to N‘%em stand out among other contestants. Not only that, the aim

®

is also to pro ?&d tharket candidates who appeal mostly to larger percentage of voters.
Interesti dia marketing is not just about candidate positioning and wooing voters

th oub effective communication process, it includes several other details such as

odming a candidate’s public appearances and his communication skills both in the

% public and in the media, in order to connect with the average voter. All these put together

QO

guide the strategies that drive a media campaign during an election.
In addition, to successfully market a candidate to the electorate, the media

advertisements must be strategically targeted at their emotions, just as human emotion is
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involved in order for an average consumer to make a choice between several alternatives
of products. This difference this time is that the candidate is the product that has to be
chosen among several other alternatives. The expected outcome of a successful media \‘
campaign marketing, therefore, is that voters would be emotionally connected to &
candidates who are able to demonstrate the ability to keep the attention of the avera&@
voting population®?. %

The candidate who is able to keep the attention of the electorate the , 1§ that
candidate who has combined the variables that have been mentioned ¢ lh\— at is he is
well-positioned to stand out from the crowd; he is well-groo cech and public
appearance; he must also appeal to the emotions of the e%a%lt is also essential to
note that in order to have an effective and strategic ma@municaﬁon that would keep
the electorate focused on a candidate in an electioMythrge major components are involved.
These are: (a) voter segmentation, (b) ca@ ositioning and (c) strategy formulation

implementation. < \

Voter segmentation invol\@ stratification of the voting population into different

blocs which the candidat%% media campaign itself focuses on with specific messages,

based on the realisatiw

®
characteristic Atﬁat the voting population could not be pigeon-holed into one
gp.

gener

Kﬁle@ epe is no limit to the age of any voter as long as they could be physically present

even among the voters, there are sub-groups with peculiar
For example, the youngest voting age in any Nigerian election is 17,

day of election to cast their vote. However, the character of those is the younger age

% group (e.g 17 —30) is markedly different from those between the ages of 35 and 50.
O The youngest age group are those often referred to as the computer generation and
Q they more often use the social media far more than the older generation. Their taste and

love for entertainment is also markedly different for the other age groups. Therefore, to
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strategically and successfully communicate with this younger generation and persuade

them to vote for a certain candidate, the communication strategy to be used must take into

consideration these peculiar characteristics in order to gain their attention. \‘
As stated earlier, the demographic of the voter population had become more complex &

and constantly evolving, such that a generalised communication approach by a politi(wl\b

party in an election may end up in disaster. Thus, there is the need by candidate

political parties to develop a communication and segmentation strategy and
to each stratum of the voter population with specific communicatio Nc . Thus the
successful candidate in an election would be one who is wise ¢ @mderstand this
fact and diversify his messages and communication strategiesto meet the needs of each
segment of the population®?.

To do this effectively, the younger genere@with their love for entertainment
would be reached with messages using t@l media — twitter, Facebook, Instagram,
Whatsapp, blogging sites, among ot rs.Xe older generation is more at home with the
traditional media such as new and magazines, radio, television, including poster
and billboards. Before wkwas standard practice for political parties and their

candidates to survey Molitical landscape to consider polling and historical voting
®

e those who are likely to vote for them or not, including other voters

who, trag , do not make up their minds until close to the Election Day.

€,

)
Qr}xample in Nigeria certain parts of the country often vote for conservative
&s. This could be seen in the voting pattern of the South-East and South-South region
since the Second Republic where they have always voted for the National Party of Nigeria
and Peoples Democratic Party. However, through segmentation, political parties are now
more than ever before are able to specifically and precisely target their audiences with the

right messages and at much cheaper costs when they allow professionals run their

80



campaigns for them®. Therefore, political parties which are not strong in those areas could

now expect to make in-roads and impact by targeting the younger generation in the

regions through the media that they interact with most (Social Media) and send the \‘
appropriate messages that would catch their attention. &

One of the by-products of this strategy of demographic segmentation by campai 6

professionals is the psychographic techniques, majorly aimed at determining the s@

personality types, attitudes, values, and interests of media users, and to pr. céntent

that is informed by those users’ specific personality profile. Simila Ng s such as
micro-targeting and narrowcasting have since become more fr. used as part of
communication strategies during elections. The logic behil@/s simply a process of
identifying as many voter segments as possible which \nguishable from other voter

segments, but highly homogenous. The ideal @y therefore is to tailor certain

campaign messages to such target audienc& \

In essence, by simply understangyne electorate’s list of likes or dislikes on Social
media, the accessed inform be processed to offer a deeper insight into their
personalities and what t@ to do which forms a rich data base of information for
communication ¢ sa d professionals®®. This approach was effectively put to use by
President B &ama s campaign marketing strategy in the 2008 US presidential
electi @1‘[ reached out to the electorate with different communication strategies but

g(peciﬁcally on young people and new voters with the slogan of ‘Yes we can’ but

Cuse

@pt on with its core messages on ‘Change’ without drifting from it throughout the

i . campaign®.

Q Due to this communication strategy and political marketing segmentation, it was
easy for the United States Democratic Party to reach and draw out more young voters and

increase their voting participation by 19 per cent in 2008 election that brought in Barrack

81



&

QO

Obama, than what the case was in the 2004 election®’. This scenario had empirical
equivalent in the 2015 and 2019 elections in Nigeria. The APC for example realized that
the younger generation was more at home with the Social Media than the traditional media

and used it more strategically. In contrast, President Goodluck Jonathan’s Twitter account

@presgoodluck had been dormant since after the 2011 election and had remained so un'l\@

close to the 2015 election. %

Furthermore, among the Social media platforms, Facebook and Twi wefg the
most popular and these were the major platforms used mostly by the o reach out to
the youth with the message of Change in 2015. Thus a myriad o é&were created to
reach the youths with messages of a better future of gmployfent, socio-economic
prosperity and above all “Change” in all rami \ The platforms include:
#ThisisBuhari; #Febuhari; #ThingsWILLchange; %Change, among several others. The
Buhari media campaign team only began &e Twitter in 2014, much later than the
Jonathan team, but just before that 2015 %tion, he had garnered about 160,000 followers,
much more than Jonathan’s @ a signup twitter account for his supporters. In 2019,
Atiku who was the PDPgtandddate, also had hashtags such as #TheAtikuPlanforYouth,
Twitter.com/atiku; an(wl uAb40521500, among others, to reach out to the electorate,

®
especially the tS get #Atikulated.

O
2.1.6 @ans of Communicating with the Electorate
&Before the coming of the New media, stakeholders in elections such as candidates
and their political parties rely majorly on the traditional media which consists of the print
media (newspapers, journals and magazines), and the broadcast or electronic media (radio
and television) to get their messages across to the electorate. The role of the media in an

election can never be over-emphasised. Apart from being the purveyors of information in
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a democratic process, it also serves as a tool for political mobilisation and enables popular
or mass participation not only in its reportage of events, but also by giving equal
opportunities to all the participating political parties and contestants to engage the

electorate through communication and for them to have feedbacks from them on their

expectations®®, \6

For example, before the 2019 election, the media gave massive coverage
national conventions of the major political parties during which thei& sidgntial
e

candidates were chosen. These conventions often run from early eveniIEN arly hours

of the following day. In addition, newspaper articles, radio 2&%@
n

including mass mobilisation efforts by the INEC, National Or on Agency and Civil

1on discussions,

Society Organisations are focused on the election an. \en to feedbacks so that the
electorate could be adequately enlightened and @ted on their civic responsibilities
concerning the election. &*

Furthermore, the media in an €lectidn functions as a reporter and interpreter of

events. It defines issues, portr@rsonalities, and also acts as a support investigator.
Similarly, it is impossib???olitical party to be acceptable to the electorate without

adequate media expo%

e huge financial expenditure by political parties on media
advertisemen g clections is a simple testimony to the extent to which political parties
and their tes rely on the media to carry their messages across to the electorate and
how Qc) they find it indispensable to their campaigns®. This is consistent with the

&d of media publicity and communication strategies used by political parties during

% electioneering campaigns, not only in Nigeria but across the world. For example, during

QO

the 2015 election in Nigeria, more than 70 political parties used one form of the media or

the other to communicate with the electorate in order to publicise their manifestoes and

83

\
&



what they stand for. Ditto the 2019 election in which 91 political parties participated and
all of them also used one media or the other for publicity.

In terms of communication and media publicity, more than N89 billion naira was \‘
spent by all the political parties combined to fund their campaigns’. This huge financial Q/%
resource spent in communicating with voters, therefore, is in tandem with the position tlw\@
the media is indispensable to political parties and their candidates during elections. %
roles are not just self-ascribed. In most countries of the world, the constituti pdwers
the media to perform certain roles during major democratic process en ‘tlection or
referendum. For example, Section 22 of the Nigeria’s 1999 C idn empowers the
media to be the watchdog of governance. Q/

Not only this, Section 39(1) of the same constitwti \aso provides that all citizens
are entitled to freedom of expression as a fon@nasic human right, including the
freedom to hold personal opinions and to rjﬁ&d impart ideas and information without
hindrance. Consequently, a major rol@ the media is to provide political stability by
giving all the constituents of@untry equal opportunities for expression of their
opinions’!. The mass medi r%ly gives the stakeholders in elections the opportunity to
reach as many peopleWssible, they also do it faster and cheaper than any other way.

®
Furthermore§'(¥ly°do the media have the capacity to reach a large number of people

and eve lectively and in certain formats such as propaganda, documentary or news
I

Kl@g the media could also present its own view about an upcoming election through
S

O ssions and reports thus setting an agenda for the electoral process’.
% This is true of the usual practice in Nigeria during electoral processes. Most of the
O media houses increase their coverage of politics and political issues by focusing on the
Q candidates and their manifestoes. Platforms had also been created at not only the state

level but also at the federal level for candidates to showcase themselves, their parties and
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manifestoes. Thus we have #Nigeria Decides; #Ekiti 2018 or #Anambra Election. These
panels of discussion and debates, including increased focus on politics by the media just

before major elections during which issues such as electoral violence, money politics,

Q
among others are discussed, support the assertion that the media sets agenda for the &
electoral process. \6
The absence of any candidate at these platforms are often noted by voters amo
elite class. However, it remains to be seen if this affects the performance of, andjidate
at the poll. For example, Buhari did not appear at the 2015 and 2019 Nl residential
debates, yet he won both elections. Despite the advent of the n , the traditional
media which provides the platform for the debates and disgus &re still indispensable
and majorly used during elections. The role of radio \ecially television cannot be
overemphasised as both had become indispensabl@xpensive tools of media campaign
during an electoral process’>. &*
The huge amount of financial es&e committed to media advertisement during
elections as mentioned earlier @rts this fact. The radio is mobile and so, potential
voters could be access e%n far places without electricity. In contrast, though
television may be electfigify-dependent, its audio-visual characteristics enables viewers to

®
see and listen t 1s going on as if they were at the venue of the events being relayed,

even in Q ort of the viewers’ home make it attractive. To place an advertisement in
th mg.igﬁs a process. Professionalism of the advertisement industry makes it imperative
&VOIVG human and financial resources to produce strategic messages that would

% persuade the audience. After producing the advertisements and jingles, finance is also

O involved to put them in the right media at the right time, thus supporting the assertion that
Q they are not only indispensable but also expensive, given the myriad of media channels

they must go through if they must make the right impact.
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Television advertisements, for example have become a feature of political campaigns
at different levels of government all over the world, which are capable of reaching
millions of people at the same time. The news media combined (including the Social

Media), have become the new soap boxes on which party candidates stand to address and

seek the support of potential voters. The significance of the media in elections is not far K@

seek; politicians use the media for mobilization and retention of public support kn
full well that the electorate and the average citizen align with the media on %‘[ fublic
issues’. \&

This is consistent with the Agenda-setting role of the medi ich the perception
of the electorate on the most important issues during an elegti %

with what the media considered to be the most ir@ issues. This intricate link

between the media and politics which had always@ there since the dawn of the print

example often tallies

media has been so strong, such that the &ia now being seen as more effective and
preferable to other conventional ca ai\media due to its wide reach and status as
opinion molders for the masses,@a much higher capability of influencing their voting
decision’. Thus, as muchds &?entral to actualising the communication strategies of any
political party in an GIW’ with a view to influencing the voting decision of the highest
®

number of t *to’rate, how the media, especially the traditional media — radio,
televisio int — including the New media, is managed and used to communicate in
th C(stof the entire electoral process is of importance. Monitoring the media to know
a\

urrent trend of issues, and where it is focused, including analysing the media

% consumed by target audiences is also of great importance. While crafting the appropriate

QO

messages to be communicated by a political party, its communication strategists must
design, promote and run media events concurrently in order to give the news media what

they need to know about the main thrust of the party’s messages to its audiences.
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1. Radio and Timeline of its Development in Nigeria

Radio broadcasting in Nigeria owes its beginning to the directive by the British
Colonial government to its Posts and Telegraphs Department to develop a wired-wireless \‘
system to commence broadcasting service in the country. The result was the Q/%
commencement in December 1935 of Radio Distribution Service or what becarx@
popularly known as Redifussion, which was a method of distribution of radio progra@

by wire to subscribers. In conjunction with the Empire Service of the Britis dcisting

Corporation, the RDS rebroadcast BBC programmes to its subscriber were majorly
&ate locals whose

the small group of British residents, local elite and semi-literate i
preference was the few locally produced programmes in lgﬁgéages that they could
understand. The stations were established in Lagos, Ib 39) and Kano (1949). As of
1939, the number of subscribers had increased to abgut 2000.

To further develop broadcasting in&ge i, the colonial government set up the
Turner/Byron committee which I‘GCOI@I d among others the conversion of the three
existing rediffusion stations into@ stations. This led to the establishment of the Nigeria
broadcasting Service in 1%” 960, year of the nation’s independence, the number of
redifussion services, m\ly privately owned, had grown to about 48, and subscribers from

®
just 16 in 193 ,000. The RDS continued to rebroadcast BBC programmes. In 1954, a
motion i@ eral House of Representatives called for the establishment of a national

%che to be patterned after the BBC. The result was the coming of the National
T

oadcasting Corporation. However, at full independence the three regions which made up
%ngeria were not in support of the centralisation of the new NBC, more so with most of its

O programming done in English and its non-commercial status.
Q The three NBC stations in Ibadan, Enugu and Kaduna which favoured local

programming later became regional broadcasting services as Western Nigeria
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Broadcasting Service (Ibadan), Eastern Nigeria Broadcasting Service (Enugu) and

Northern Nigeria Broadcasting Service (Kaduna) in 1959, 1960 and 1962 respectively.

With the creation of more regions in 1967, the broadcasting service stations in Nigeria \‘
would grow into seven: one in Lagos and six others in the regional capitals. As more states Q/%
came into existence, more radio stations came into being but radio broadcasting remain 6

on the exclusive list of the federal government especially with the coming of G@

Olusegun Obasanjo’s regime when it was centrally controlled, but the adv cifjilian
administration in 1979 took radio broadcasting back to the concurren%w ates could

now establish radio stations again. %?\

However, by far the biggest development in the radig.br sting in Nigeria came
in 1992 when the regime of President Ibrahim B@ deregulated the broadcast
industry through Decree 38 of 1992 later amen ag Act 55 of 1999. It later became
known as the national broadcasting COWO Laws of the Federation 2004, Cap 11.
The National Broadcasting Commissi@ established to regulate the industry. Through
this law, private individuals powered to also set up both radio and television
stations. Since then the gatlioWroadcasting in Nigeria took a different turn with 24-hour

&

broadcasting and more\gc;
®

ontent to take care of the needs of listeners. Raypower FM
the first priva o station in Nigeria was established in 1994 and since then, the number
of radio in Nigeria had increased exponentially. As of today there are no fewer

th<&)yrivate and public radio stations in Nigeria. Several others are also internet radio
at

ns.
% Radio is one of the most important communication media often used during elections

O across the world, but especially in developing countries, a situation which is at variance
Q with what obtains in the developed world where the television is the number one choice’s.

This disparity finds expression in the economic strength, among other factors, of both poor
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and developed countries of the world. In developed economies such as Europe and
America, the ratio of television sets to every home is almost 100 per cent unlike in
developing and poorer countries of Africa where the percentage of homes with television \‘
sets is much lower. &
Apart from this, television as mentioned earlier, is electricity-dependent. The reali 6
in Nigeria for example is that the 200 million population depends on less than%
megawatts of electricity, whereas a country like the United States of Americ 'ﬂ%gl\with
a population that doubles that of Nigeria, has about one million mega%\o electricity.
Communication scholars often ascribe the choice of radi politicians for
communication with the electorate to its reach, as oveg8 %’cent of the African
population, for example, habitually listens to radi Xe of its cost-effectiveness,
maintainability and non-dependence on electricity@portability, further improved upon
by technology has integrated it into the li ty&f listeners as we now have radio in cars
and mobile phones. Thus, individu@e access to information through the radio,
irrespective of location.
Radio is not just o%icaﬁon tool in Africa, it is one of the most effective
means of social and pw mobilisation, though the reason for this is often adduced to
®

the low level acy on the continent as broadcast is done in almost every language in

different s and all that is required for the audience is just to listen. In the Northern

p @geria where literacy is much lower than the Southern part, radio has helped to
&

e that literacy gap by increasing political awareness and mobilization as a result of its

% wide reach, lack of dependency on power supply and the use of entertainment to keep

O listeners glued to the devise’®.

Q There are supporting factors to support this assertion. Music, drama, dance and other

forms of entertainment as means of traditional communication system are more successful
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as communication strategies among illiterate or barely literate populations than elite
populations because they are easily embraced as the population could easily relate to them
as theirs. Thus, through a continuous and consistent exposure of local and illiterate \‘
populations to radio with the use of local languages and entertainment, irrespective of &
location or level of development, political awareness and mobilization could 1ncre
political participation. S
The influence of radio in social mobilisation during elections is also th§ fact
that being a mobile device which could be listened to on the go, in tfansport, as
personal device on mobile phones and on public address syste ions. Thus, it is
easy for an average person to be informed while in trans' electlon periods, the

radio could become even more entertaining and 1@\g as jingles, commercials,

interviews and discussions are aired more frequen ese contents catch the attention of

listeners and they often become the talkmg@)f informal communication among them.
2. Television Q/Q ’

Television as a mediwm of communication owes its beginning to several individual
°
efforts in E nd America between the late 19th century and the early 20thcentury
and by@, e Baird Television Development Company (owned by John Logie Baird
h&l}nted the first mechanical television) was able to transmit television signals
&QSS the Atlantic. By the middle of the 20th century, however, live television dramas
% were already being broadcast in the US, a time often regarded as the Golden Age of
O television”.

Q This golden age was not limited to America. It might have reached a certain level of

development and popularity there but it became an inspiration elsewhere especially in
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Africa and precisely Nigeria, where a series of events during its colonial history brought

it into being. The journey of television broadcasting in Nigeria, which was intertwined

with that of radio and broadcasting generally, began on October 31, 1959 when the then \‘

Western Region of Nigeria began to broadcast from Ibadan as the television arm of its &

Western Nigeria Broadcasting Service with the motto: First in Africa. Th\@

unprecedented step even while the colonial government was still setting up a @

radio broadcasting service in the country was followed by the Easte gidp on

October 1, 1960 also with a motto: Second to none, and the Northern @Ml 1962.

It must be noted, however, that all these television stati € into existence

basically to serve as educational platforms for regiona cQ(and to assist formal
education. Not only these, it would serve as a wind \ world for the people of the
regions. The stations would later abandc@eir initial goals and become
commercialized®. &*

In addition the regionally-owne@ion stations served the political objectives for
which they were set up. Thosame later, also followed the same pattern of political
and regional interests th&vx’\ners. Notwithstanding, television stations in the country
increased in number\tye regions (four in number in 1967) transformed into 12 states,

®
while in 19 federal government nationalized the existing television stations which
were l@ known Nigerian Television, changing them to Nigerian television
thr}w (NTA) and maintained administrative control over them. But, with the advent
&he Second Republic in 1979, under a civilian administration, more states established
% their own television stations. Nigeria’s own golden age of broadcasting eventually came
O in the early 90s when the broadcasting industry, which included radio, was deregulated,

Q thus allowing for private ownership of the electronic media.
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At the global level, television would later transform the entire process of
communication and electoral campaign as communication at political rallies, sometimes
in crowded places, was transferred to the television screens where it became more \‘
conversational, visual, commercial and recreational®'. Before the advent of television, &
political rallies could only be witnessed by local residents alone; but as television to&@

over, recording of the events that transpired during such rallies could be View$

others who were not present, including those who live outside such arK,n\evgn by

those who live in other countries. c \

Furthermore, the events so viewed became points of discus iQ’s iewers. Political
candidates no longer address a rally of few thousands of people,hey could now be in a
television studio and engage in conversation with p x responses from them while
also addressing millions of people at the sa@'ﬂe. Not only this. During such
primetime discussions, television comrry% re strategically placed to reach viewers
and to engage them. During such tir@}nily members and friends often gather around
television sets and engage Qreational activities. From their television screens,
viewers could see clea t&aces of candidates who were far away from them during
political rallies. Telew cameras could zoom so closely to reveal the facial expression
®
of candidat !&ev@n make their own conclusions or deductions form there, even from

th to@t ir voices. Voters sometime make up their minds from such television
P

ches about the candidates.

e
P

&In Nigeria, television has also become an indispensable tool for communication

% during electoral campaigns as nationally televised debates between candidates as well as

O media advertisements, messages and documentaries to support candidates’ campaigns

Q are aired. The failure of Muhammadu Buhari to appear on any of the presidential debates

organised during elections involving him thus drew the indignation of many Nigerians,
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an event which was an attestation to the influence of television on the electoral process
in the country. To underscore this, during the 2015 presidential election, a political
commercial: “See who wants to be President of Nigeria”, was aired on the Nigerian

Television Authority’s (NTA) network news where millions of prospective voters

watched it. The objective of that commercial was to use television, especially thW\Q

medium perceived as having the widest reach in the country to provide po@
information that could influence voters’ choice. \
However, as it turned out, the objective of the commercial wha N&aa form of
propaganda was to ridicule Muhammadu Buhari and portray hi meone who was
not fit to rule the country as he was not able to answer@ the questions on the
name of his running mate and to say the full meanin \cronym INEC ona platform
that was supposed to be used to communicate @he electorate®?. The effect of this

perceived blunder on the part of Buhari g€ a cahdidate who wants to rule the country, on

/);/,

a media platform that supposedly hdd 30"million viewers was not lost on the electorate.
The commercial reinforced teption by opponents of Buhari and their supporters
as somebody who was nﬁQo rule the country. That perception was shared by many

other voters as it deth their choice at the election.
®

‘ .
3. Politi@?es

Qyitical rallies remain one of the most distinct characteristics of an electoral

&Iwcess. Apart from using the communication media, it presents an opportunity for

% direct and interpersonal communication by a candidate with his audience. It also

QO

presents the audience to see and listen to a candidate live without the niceties of a
mediated communication. We shall discuss some of the aspects related to a speaker and

his audience at a rally below.
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i. Speech/Rhetoric
A major characteristic of a political rally is the art of rhetoric and speech through
which messages are conveyed to a very large audience, and as we have seen, are no longer \‘
restricted to the venue of the events but have become mediated through radio and &
television to much larger audiences. Though, speech is the oldest form of communicati\b
in a democratic process dating back to the ancient Greek society, however, it is still @
the most powerful means of communication today. It is a powerful sets of u$ed in
generating meaning. It facilitates a rapport between the speaker a \{ dience to
achieve a political goal of positioning a particular candidate %ﬁ e with a better
manifesto and who could be elected into office®*. Q/
This assertion is consistent with voters’ percepti aftdidates running for political
offices in an election. Communication betweenNthe) two parties must be direct and
persuasive. Any candidate who is not &t persuade his audience is perhaps not
positioning himself enough to be con@for political office. This is why in most cases,
the gift of oratory is often appd by audiences wherever persuasion is needed. The
most persuasive candidate’ e%f deceptive, is most likely to gain the support of most
voters. Its functionalit}\f?—ms its presentation such as we often see in advertisements and

rallies. In fac h&s delivered or invented in dramatic works decades and centuries
back sti te in the present day. Modern day documented speeches by political
le de(syh as former British Prime Minister, Winston Churchill’s “Our Finest Hour;” or
&rights leader, Dr. Martin Luther King’s “I Have A Dream” still resonate and inspire
% across the world today due to the special qualities of such speeches.
O Speech is an essential tool for persuasion and rallying the support of particular
Q audiences. An effective use of speech as means of communication often draws the largest

crowd of admirers to the speaker. In the course of a speech, there is an interaction between
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the speaker and his audience which is an essential characteristic of communication. The
major aim of this two-way flow of communication is to persuade. Though, sometimes,
speeches are made ex tempore (that is unscripted), most speeches are carefully crafted \‘
because they have to address certain issues extensively and deliberately as it often contains Q/
the manifestoes of the speaker at the rally. \6

It is important to note that many candidates in elections find it essential, use@
informative to try out the expected reactions of the speech on a non-partisan nc§, and
it is the best way to find out if it was going to be effective or n N} erful and
impactful speech has a pattern. It functions best by having a th beginning that
lays the foundation for the entire speech; a middle or the dy of the speech that
leads to a climax. The conclusion, which must also b@f lly delivered to create the
desired impact and impression on the audience su arjses the typical speech.

In persuasive speech often seen in elg€tion ®ommunication such as advertisement, or

even at a rally, the speaker must be a@stablish his own case and rebut attacks form
opponents using arguments in of his character; using emotions and logic to draw
empathy from the audienée &aﬂy to support his cause, but also to see why he is far
better than his opponewersuasive speech influences or reinforces, just as it also seeks
®

to convince a e Same time3*.In furthering the impact of a speech, it is important for
the spea]@ nsider some factors, some of which include demography of the audience;
their ernalities; why they are at the venue or location of the rally listening to the
A

er; what their interests are and what they already know. All these go into

% preparations of the speaker and his speech writers and how effective it will be.
O Closely related to speech and often embedded in it is rhetoric which is often used
Q especially where the speaker needs to convince and appeal to the emotion of the audience

and spur them into action. Rhetoric has its roots in human evolution in which language
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elicits responses deeply rooted in human psychology. In moments of crises and wars,
including struggle for attainment of human rights and social equality, rhetoric sways
public opinion and arouse emotions of the populace in order to gear their audiences into \‘
action positively or negatively. In essence Rhetoric thrives on the effective use of &
language. Its function is to both convince and persuade audiences. In addition, tK@
persuasive element must be in every given case. Also, rhetoric by its function us$
only language, but also symbols and other means of collective identificati rémote
cooperation among the audience in which it is used®’.
This view is consistent with the use of party symbols and ng others during
political rallies. This does not only engender uniformity an% also reinforces group
identity and the need to do all possible to win t@t between them and their
opponents. The language of rhetoric also undersco perception of “we against them”.

Rhetoric asks questions that produce obvigds anSwers such as: Are we going to allow this

/)}

problems of insecurity, impunity and ¢conomic adversity to continue? The essence thus, is

to rally a common front against ents in a contest, in this case a political contest.
! ® V
.
ii. Ethos@lter/lmage

Q}mortant as speech is, it cannot be divorced from the personality delivering it.

x, the grooming of the personality delivering a speech is as important as the speech

% itself. The more reason candidates, including their handlers go to great lengths to improve

O on not just their appearance but also their carriage and the image being projected, hence
Q they communicate through Ethos. Ethos is the Greek word for character or the ethical

appeal of the character involved; an attestation to his credibility. It indicates how citizens
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see themselves in relation to the speaker and their perception of the issues he raises,
among others.

Every candidate during elections tries to position themselves as people of credibility \‘

and integrity. In persuading their audiences, they go into their backgrounds (as Q/
professionals for example) to try and convince their audiences how they had sho 6
themselves as credible individuals and men of integrity by rising through the ran@
reaching the top of their profession. In using Ethos as a form of persuasion, efymust
use appropriate language, sound fair in his judgment, be unbiased anth9 light areas of
his competence. He must, again, use appropriate words. Q\

In order words the candidate in the campaign must b%\ possess the character
and image that radiates confidence and substance an@e appealing. This aspect is
very important if he must connect with the targ%éﬁence’s emotions and be able to
effectively deliver his messages. For effe&$ impactful communication, the speaker
must not just be an image on the rostenj the television, he must essentially reflect the
character that the campaign asc or intends for him in the eyes of the people through

the media or when the au, en%ve personal contact with him®®,

The experience M average voter in the developed parts of the world somehow
®

supports this itictans try to preserve the image that the electorate already had of them.

Howeve@

for a politician who had been portrayed as accessible and with a listening hear

igerian experience does not support this view. For example, it is not

K;
e media to simply change overnight. In many instances, the Nigerian politician

% ;ecomes inaccessible, unapproachable and unconcerned about the plight of those who

O voted him into office. Most times he fails to deliver on his promises made during electoral
Q campaigns.
iii. Pathos
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Pathos, a Greek word which originally means suffering and experience, has become
closely related to the words emotion, empathy and pathetic. In modern English usage, it
means to persuade an audience through emotional appeal. As shall be seen later on, pathos \‘
is a deliberate use of words to draw sympathy from the audience. It is deliberate because Q/%
the speaker using pathos wants his audience to feel what he feels such that if he is ang 6
his audience could be charged to get angry too. A speech, most especially in el@
communication, would not be effective if it did not have the desired in e §n its
audience. To have this desired effect, pathos which relates to emof%Na eals in a

speech must be involved. Since communication is a two-way t@hﬁ
W.

sympathy from his audience in order to elicit the passion that h s them to feel.

speaker invokes

Pathos, however, could be both negative an itive, depending on what the
speaker wants. It could elicit rage, hatred or patri@(rom the audience. In moments of
major decisions such as voting in an ele& hos is often put to use using emotion-
evoking words or stories intended t eh massive support and shift an unfavourable
situation around to one’s advann example of this is Goodluck Jonathan’s “I have no
shoes” media advertise t%g the 2011 election campaign. This emotive content of
the media advert was M to able to appeal to the emotions of the electorate and portray

®
Jonathan as dy from a humble background who eventually rose to become the
presiden@e ountry.
isis a strategy that most Nigerians could easily relate with - a familiar grass to

q& story. Thus many Nigerians could empathise with Jonathan and his humble

Q the modern era, communication strategists often research into audience’s preferences and

ackground. It was a strategy which swayed public sympathy his way and contributed

largely to his victory in the 2011 election. Like every other aspect of electoral campaign in

make an effective use of pathos to strike the right chord that would elicit the right
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emotions in their audiences, especially through advertisements in the media, especially on
television®”. Hypothermic needle theorists have long held the view that television has
helped speakers to effectively put pathos to use while speaking to a very wide range of

audiences. They argue that by speaking directly to their audiences and candidly speaking

about themselves and their personal experiences, candidates have effectively deliver@

their campaign messages right in their own living rooms while also minimising their%

of weakness, since the audience is limited to what they see on the screen. & \

O

The last of the subset of speech, Logos, is also deriv reek language which
means word, the vehicle through which an audience 4 \wed by the use of logic or
reason. Unlike pathos that uses empathy and emo@ convince the audience, logic and
reason mixed with abstract language using@gures and logical arguments are used by
speakers and candidates or contestant@election to ascertain with emphasis that there
is no alternative to him in the 6188. Indeed, there is no serious contender to a political

office who wants to port %f as the second best. It is often the case that contestants

arm themselves with fa d figures concerning virtually every serious issue surrounding
®
. Q.. . .
an election — ucation system, economy, finance, foreign affairs and health, among

others. O

ery opportunity, these facts and figures are logically reeled out by contestants

xder to communicate with their audience that they are versatile across all subject

% matters and in tune with the current issues in those fields, with a full grasp of the topical

QO

issues involved. The essence, no doubt, is to position themselves as the best candidate out
of the whole pack of contestants. More importantly, the logos or the logic in a speech must

not be confusing, to the extent of the opposition identifying gaps, highlighting the
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inconsistency and begin to magnify it as a function of the inefficiency of a campaign team

or the confused mind or weakness of their candidate.

4. Slogan \‘
More often than not, political rallies are not complete without the use of slogans. An &
effective slogan therefore should be that which is simple and direct, yet have the power K@

create a complex narrative for an audience to interpret it their own way. Good s

embody literary elements such as rhymes, rhythm and alliteration to create mdyable

statement. Sometimes, these elements may not be present in a slo;c:&t t must be

capable of bringing back old memories. In addition, the slcg underscore or

emphasise partisanship, just as it could also make people to a paradigm shift or
change their orientation and start behaving in a bet °. These characteristics are
easily discernible in popular slogans during elections. ‘Phe popular “Yes, We Can” slogan
during the 2008 American presidential @1 was targeted mainly at the younger
generation who hitherto did not parti@z elections. It gave them a paradigm shift that
they could make a difference j getting involved. The paradigm shift came with the
belief that “Yes, We Can m%difference).

In tandem with tMective of changing orientation and making people behave in a

better way w “Not in my country” slogan sponsored by the National Orientation
Agency.@%ective was to persuade people to put a stop to corruption, dumping of
re sﬁy littering the environment among other social ills. These two examples of

Oﬁns maintain the characteristic of being simple and direct. In fact, the best slogans are

% always unforgettable and easy to identify with a particular campaign or period. Even long

O after they had been used many people could still remember them. During the Second
Q republic in Nigeria, there was the National Party of Nigeria (NPN’s “One Nation, One

Nigeria’; One Nation, One Destiny slogan for the 1983 election” which was won by Shehu
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Shagari, including the aborted Third Republic’s MKO Abiola’s Hope ’93 and ‘MKO Is
Our Man O’ slogans. In the 2015 general election in Nigeria, the All Progressives
Congress came with “Change” which reverberated across the country and was believed to

have spurred the voters to seek a change from the government of Goodluck Jonathan

which the APC and its media strategists has tagged as clueless. 6

A slogan does not and may not necessarily catch fire automatically. It should @
tested through a qualitative research to make sure that it is resonating wi d§gsired

audience in a way that is irresistible. In fact it is better to test a serie% e Slogans and

arrive at the one that is most effective and attractive. Strategica@h
r

one slogan to the other within the same electoral campa% is not a good for a

, shifting from

political party. For whatever reason, the media cow@ion structure of a political
party must stick to its slogan for better for worse, @\ sometimes, it could be necessary
to improve on the existing slogan in &n ing to very important changes as the
campaign goes on. In most elections@aken in Nigeria, as in other countries of the
world, slogans are used to mobd connect with the electorate. Not only that it serve
as the rallying point for rtvaporters and to also communicate the central message of
the party, apart from iMlng and entertaining the electorate. Some examples of slogans

®
of political p@ro’ss some states during the 2019 election in Nigeria will suffice.

e

O One of the most popular slogans that reverberates across the Kwara State where it

% began and the South West and other Yoruba speaking areas of Nigeria was the “O to ge”

QO

slogan. Meaning ‘Enough Is Enough’ the slogan was adopted by the All Progressives
Congress (APC) in Kwara State as the party’s battle cry against perceived domination of

the rival PDP which has ruled the state for a long time. It was a slogan that communicated
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the long-held frustration of a group of people who felt that the Saraki dynasty had held the
state “captive for too long having been controlled by the elder Saraki — Olusola Saraki

before the baton was later transferred to Bukola Saraki, his son who was later succeeded \‘

by his own stooge. Q/&

The need for a change of baton from the old order therefore necessitated this call N
change. The slogan communicated to the electorate that the time to effect the n§
change had arrived. The message sat well with the electorate and the resyifyreflesdted that
they actually desired that “enough is enough.” Anytime the “Oto ge”@was chanted

it was often followed by the response: ‘Lilo I’e lo, meaning: “y@ be booted out at all

cost.” Interestingly, and characteristic of electioneerin Aigns in Nigeria, slogans
often engender other slogans, in addition or in resp %xisﬁng slogan which may be
negative. The PDP, subject of the O to ge slogan ch had gained much ground to its
embarrassment, also had a response. Tl@y also coined its own slogan: “O tun ya”

which in Yoruba means “Let’s do it dgai,” meaning continuity or another four years in

office. The slogan, however, @shadowed by the “O to ge slogan.
iil. O To Ge Lagos Q/

®
The suq* the “O to ge slogan in Kwara State inspired a similar one in Lagos
P

State wh er was seen as having been monopolised by a particular group for a long
tigne JC]Jke in Kwara State. Ironically, it did not achieve the same result. In Lagos, the
& rival party to APC, had not been able to get into office since 1999 when the Fourth
% Republic came into being despite several spirited efforts to upstage the incumbent. Critics

O of the slogan said it was belated and that it was not a broad-based and massive movement
Q like that of Kwara State.
iii Next Level
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While “O to ge” as a slogan called for a change of baton, 4 plus 4 = Next Level was
a call for continuity in governance by the government of President Muhammadu Buhari.
Also, while “O to ge” was verbal communication, 4plus 4=Next Level was non-verbal as \‘
it was simply a gesture of raising two hands up and spreading four fingers on each hand. Q/
The eight fingers thus raised conspicuously signifies eight years which equal two te 6

meaning that Buhari should go for a second term in office. Similarly, whenever 4 @

was chanted, it was always followed by the response “Next Level.” \
iv. Atikulate Co\
However, immediately after Atiku Abubakar who is a fo yice president emerged

as the PDP candidate he began to be projected as “A '\te a veiled comparison to

Muhammadu Buhari who would later not atten@ esidential debate arranged for

presidential candidates of political parties ell their manifestoes to Nigerians. The
D

“Atikulate” Slogan was alSO meant to@

national issues and had the solwtien to the myriad of problems besetting the country.

him as someone who had a good grasp of

Arising from this, the logan ated emerged form Nigerians and supporters generally

to show that they are % is candidacy.

®
v. Ambo Le@ ¢

)Atikulate was coined from Atiku Abubakar’s name, “Ambo leekan si” the

pg(slogan for Akinwumi Ambode was also coined form his name. “Ambo” in

ruba language means “we are coming once more,” a slogan which was effective in

% using anticipation and suspense to communicate with electorate in Lagos State. Even those

O who were not interested in politics or unfamiliar with the personality of Ambode as a
Q politician and governor became interested in him and what he had in stock for the state

after eight years of Babatunde Fashola’s administration. Just like his 2015 slogan, “Ambo”,
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Ambo leekan si was equally attention-grabbing until he was stopped by the local politics
of the state which brought in Babajide Sanwo-Olu as governor of the state after the 2019
governorship election in the state. \‘

N
vi. Penkele 6%

In Oyo State, Bayo Adelabu, the APC candidate, former deputy governor of \
Bank of Nigeria, and a grandson of popular Ibadan politician, Adegoke Adelabu usigg his
grandfathers’ alias to further his own political fortune adopted penkelm@is slogan.

Thus anytime he was on a campaign train, the slogan O penkele al %ﬁ the air. Using
family names and antecedents is not new in Nigerian politiQ ome of the easiest ways
through which politicians worm their way onto the hea the electorate. However, the
entertaining aspect of use of such slogan in Nig 'an%:s would emerge again as the

opposition PDP soon began to twist the slo nkele to mean something fake or lacking

in quality. (\

QO
vii. Sanwo-Eko v
BTN

Again, coj% slogans from names continued in Lagos with Babajide Sanwo-Olu

whose sl@%s “Sanwo-Eko” popularised during and after the primaries which adopted

his as‘ gov

&w and like the others before him, the slogan was popular among the Lagos electorate

orship candidate of the APC in the state. The slogan was coined from his

s popular local musicians and supporters hyped it at major and mini political rallies.

QO

viii. Omi Tuntun
As the eight years of the administration of Abiola Ajimobi came to an end in Oyo

State in 2019, the political pendulum began to change. The slogan Omi Tuntun
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popularised by Seyi Makinde of the PDP, which literally means Fresh water or Breath of
fresh air began to spread across Oyo State. Though it was not new, as it had been used
before by Makinde in earlier attempts to go for the governorship seat of the state, this time

it became timely and apt. The slogan simply communicated to the electorate that the time

was ripe for a new dawn and as the meaning of the slogan suggests: a time for a breath @

fresh air. S

5. Propaganda & \

For centuries, the concept of propaganda has assumed a atiy€ character for
different reasons. What is obvious for this wrong impression %yhis might have been
as a result of the way in which propaganda as a me Nf communication had been
deployed over a long period of time since the termywas\{irst coined. Primarily, propaganda
is an interdisciplinary concept traversing Hi AJournalism, Political Science, Sociology
and Psychology. As such, its deﬁnit'cj\ erse but a common thread is that which
encapsulates it as an art that infl s, manipulates, promotes and induces, among others,
to ensure the acceptance of ¢ %nions, attitudes or behaviours®.

In fact, propag (&( a tool for communication had been in existence and
documented as%aek as 480 BC in the Athenian city states of ancient Greece. Julius
Caesar quto be a master propagandist who knew too well how to transform subject

s

ower and sophistication. However, the term, propaganda gained permanent coinage in

the Roman Empire to its peculiar way of life using appropriate symbols of

22 and was used by the Catholic Church when its Sacra Congregatio de Propaganda
Fide was established in response to the arguments of the protestant Church to propagate
the doctrine of the Catholic Church.

For some time later, propaganda gained a neutral usage for communication,

especially in the political arena, until the Second World War when Adolf Hitler, Nazi
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Germany and its Minister for Public Enlightenment and Propaganda, Josef Goebbels,

began to use it in a negative form. Goebbels having the instruction to shape mass public

opinion to suit the overall interest of the Nazi regime, appropriated all the media in \‘
Germany under his personal control, introduced censorship and decided what is broadcast Q/%
or published by the German mass media. For Goebbels, propaganda was and must be t 6
production of a certain world-views that, once assimilated by the citizens, would%

them to respond in a certain way that aligns with the requirements and expegtatigns §f the

government of the day \
Propaganda in its negative form, uses language in an ex @and pretentious

way through metaphors and high sounding words that a s%mes meaningless “to
make lies sound truthful and murder respectable, and \ean appearance of solidity to
pure wind.” In essence, the overall intention of a Pgopdgandist State is to make any form
of criticism, or an attempt to criticize it anﬁr wable offence. Though scholars differ on
the definition of propaganda based on@r it should be deployed for communication in
a deliberate, systematic or org@ manner, they, however, agree on the premise that
propaganda is used as a% by certain forces to shape the attitude or actions of
groups of people or inw.\als, just as it is used in mediated advertising, public relations
®

and media pu ?&du’ring elections to convince a mass audience’!.

Fu e, propaganda to all intent and purpose is not the truth. Its end purpose is
to e&a@. In character it appeals to emotions, existing attitudes, discredits other sources
ﬁormation and its repetitive nature makes it believable and acceptable even without

% critical thinking. Generally it is intended to create a response in an audience which
O matches the interest and agenda of the propagandist®?. Other scholars echo this definition,

Q describing propaganda as a subset of persuasive communication. They see it as a situation
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in which the attempt to shape perception is done deliberately; where cognitions are
manipulated and behaviours are directed to further the intention of the propagandist®.

Propaganda does not only mold public opinion and affect behavioural change, it is \‘
often discovered that rational approach to issues is compromised and hence the targeted &
audience is open to manipulation. Going by this premise of the audience being prone K@
manipulation, there is therefore a restriction and obstacle to a clear and straightfo
definition of the term as a form of communication®®. However, in spite o nefative

connotation that propaganda had assumed through the ages, scholars bt’a\th t though it

is pervasive, or even manipulative, yet it is so subtle that it is in@
it is targetted®. A

A classic example of this position was the Nazi ’s objective of wiping away

e people whom

the Jewish population in their midst in the events@xg to the Second World War. The
propaganda then was not to ask Germans&x inate Jews, but to simply make them
feel they were the superior race by dr@l}heir attention to physical appearance and how
they were different to that of ot@y simply persuading and convincing them to believe
they were superior to ot rs%s not long before they began to carry out xenophobic
attacks against their p&e'yed enemies. The propaganda was subtle; in fact the ordinary
®
German did Q’% Gt as propaganda but it achieve its set objectives. Beyond this

argumen, researchers draw a clear difference between persuasion and propaganda.

Kﬂ:%cy\e see propaganda as having a persuasive character and a tool for public

lathons, however, the question of ethics forms the basis of their own definition of the

&

QO For this category of researchers, the persuasive character of propaganda demands

that those who use it as a communication strategy must be accountable, transparent and

allow the participation of the targeted audience’®. By extension, another argument about
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propaganda posits that once a persuasive attempt is focused on restricting human freedom
and demanding obedience from the audience, in which case their participation is not
involved, persuasion had given way to propaganda’. In taking these two positions

together, it is noticeable that modern day propaganda hardly takes into consideration any

form of ethic, transparency or involvement of the target audience. The objective is to mal&@

them see things from a certain perspective without a rational mind and accept the me%

being communicated hook, line and sinker. \

Propaganda as practiced in international communication by theﬁv\m world for
example, through its powerful communication channels (radio, Qa/ levision, including
the internet) with underdeveloped and developing count'\' Africa and elsewhere as
their target, would not have the desired influence % audience could realise that a

certain message was pure propaganda. Still tr§ing t6”find the appropriate definition for

propaganda, a study on the use of t‘h\&wept as a tool for communication in the

workplace through the internet posi at propaganda swings between an unethical

practice and persuasion®®, ‘ Q

Again, persuasi% ajor ingredient, even if the method involves what some may
consider as une‘% practice. It is, however, worthy of note that propaganda has always
been infl by prevalent technology. In the 21st century for example technology,
espec@yJ nformation Communication Technology has simplified the job of

ropagandists. Thus the speed at which propaganda could reach its targeted audience had
creased considerably®. This position finds expression in the power of the Internet,
including the new media, radio and television to reach millions of people at the same time
with the same message. This is a departure from the 18th and 19th centuries when the print

media was the best means of spreading propaganda.
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Compared with ICT, it was slower, took longer time to produce the print material
and distribute. Distribution (e.g of newspapers, magazines, books) sometimes could take
days and weeks, if not months to reach the target audience. Today, communicating with \‘
millions of people could be done in real time, in more direct manner and with greater &
impact. Despite these differences in opinions and definition of propaganda as a means K@
communication, what is clear, however, is that wherever there is absence of or rest
media freedom and lack of pluralism, propaganda would easily take root® afy art,
successful propaganda going by the different characteristics mentio w could be
informative and persuasive. On the other hand, it could also be dgc nd manipulative

2

given its tendency to make people believe a certain narrativ% g on their emotions.

N\
For example, a women group fighting for e %n the workplace or even in
politics may reel out informative and educativ s&s on the role of women in politics
and the society generally to give the impreSsion that women have always played active
and developmental roles in the society?® ans such as “Give women a chance” or “What
a man can do, a woman can l@” are some of the ways women have tried to advance
their cause in seekin @ and recognition in Nigeria. However, this information
could be manipulative thfough the use of exaggeration and inaccurate facts in order to

[ J

drive home Qﬁ: pdints. On the other hand, propaganda, as stated earlier can be used for
spreadi ;@ tive messages like fighting for women’s rights and equality, racial equality,
mm§(y health advocacy, as well as encouraging people and especially women to vote
@d vie for political office.
% Not only this, propaganda is a powerful psychological mechanism that could be used
O for driving a population towards a specific cause or political agenda!®. This could be seen
Q during the 1994 genocide war in Rwanda where the Hutus and the Tutsi elite used

propaganda to arouse hatred against one another leading to one of the most destructive
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wars of the last century not only in Africa but across the world, in which hundreds of

thousands of lives were lost. In that particular instance, the agenda of both sides was

simply to secure political power for the domination of the other ethnic group, this time not \‘
by the dominant group, the Hutus but the minority group, the Tutsi. &

Furthermore, propaganda could be used as a psychological tool to create a fear K@
domination, for example, in order to gear more women to come into politics or make
vote for women who are contesting in an election. In Nigeria, propaganda rv8s the
interest of ethnic jingoists who use certain narratives to create a fear of, Na on in their
ethnic groups in order to gear them into taking certain political =S50 complex is the
concept of propaganda that when propaganda it is deploy ageans of persuasion in
communication, experts and scholars are bothered ab XS such as manipulation and
infringement on fundamental human rights, an atte@n to its delicate character.

In fact, critics often assume that %V propaganda assumes a free rein, true
democracy may no longer be in reAe““. This is because in such a situation,
communication and informatio@r no longer be factual as citizens may simply be
misinformed or dis-info ed%ose who have the control of the media. In communist
countries of the world Sych as North Korea, the State controls the media and everything

®

that emanates it. Private ownership of the media is prohibited, while the social media,

especiall@ ly allowed to operate. In the course of an electoral campaign, politicians

of] enggﬁnto the trench of propaganda in order to gain undue advantage over their

«mnents, especially when they lack the expertise to use effectively or rightly the

% communication strategies that could endear them to the electorate.

O The goal of propaganda in the long run, therefore, especially during electioneering
Q campaign, is to evoke strong emotions among the electorate, sometimes without basis. By

deploring his propaganda machinery, the political candidate is able to amass blind loyalty
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himself and is able to make his supporters see things only from his own perspective.

Propaganda techniques, among others, include introduction of diversionary tactics on

issues, especially those that cast a candidate in negative lights. A candidate also sometimes \‘
uses simple and appealing slogans; stereotypes his opponents, and highlights testimonials &
from authority figures or celebrities extoling his qualities, and encourages readers \6

viewers of his mediated messages to jump on the bandwagon of a particular po

3\
Media advertisements during electoral campaigns support this vi .\Xaﬁost all the
media, candidates position themselves as trustworthy, hardworki @ple of integrity.
This they do with testimonials from individuals, newsp%ﬁ(rts that favour them

among others, wrapping it up with something like “@ith a plan. A man you can

trust.” The goal of such communication strategy, @nce, is to encourage voters to see
the candidate in the light of the testirryéghlighted and join the bandwagon of

view!%2,

supporters. In reality, the period of electoral campaigns are often charged with messages

on all media. Hundreds of aisual materials, documentaries, radio jingles and

television advertisement OQ several other materials posted on the Social media are

targeted at the elector%
®

®
6. Posters *

Ean@ rs as a means of communication were largely unregulated, as they were
Kti nywhere there was space, such as walls, fences, lamp-posts and trees. They mainly
blcised cultural events or advertising commercial products. Thus, the history of posters

% was replete with complaints disfigurement and pollution of public places. Though

O communication through posters predated World War I, the pictorial posters especially
Q would later be used for government propaganda and recruitment of young men into the
military'®. In World War One, for example, the famous Lord ‘Kitchener’ poster helped
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recruit a volunteer army of three million men in the United Kingdom, and has probably
become the most famous poster in history.

However, the emergence of political parties raised the importance of posters and \‘
took its use to a new dimension as competition for political offices and the need to &
communicate with the electorate became an integral part of the electoral process. It alx@
became a communication tool for mass persuasion in which political parties are a
with one another without physically taking up arms'®*. In modern epdgspekially
concerning elections, the importance of posters cannot be over-emphagise doubtedly,

just like other communication strategies during elections, poster@a ¢ an atmosphere

announcing a major upcoming event by drawing attenti time and date, thus
mobilising the electorate and thus performing an es Xectoral function, especially

given the fact that voter participation and turn outgj or elections are declining in most

part of the world. & \

Furthermore, posters serve as refnin. as people come face to face with them on a
daily basis in the days and mon@ning up to the day of election, indirectly telling them
that they would soon ha tc%e a choice between the several candidates and political
parties vying for publwces. Similarly, the poster being a fixed or mobile image, not

®
only reminds ecforate about an upcoming election, it also informs them electorate

about the ce of certain candidates and their political parties on which platforms they

i{fgigg and thus promotes their image. Although some scholars posit that it is not very
I

asive, however, posters can in fact send a message at the advantage conferred by the

% support materials such as handbills and billboards including its repeated exposure to the

O electorate.

Q In addition, characteristics such as originality, attractiveness, expression of optimism,

aesthetic value or emotional effects are all mandatory requirements in order for the poster
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to make itself conspicuous at a glance'%. Aside this, political parties which use posters a
lot have the potential of being seen as strong front-runners in contrast with those who do
not. Thus posters could create the impression of strength and visibility for candidates and

their political parties, especially if they have national spread and are widely accepted all

across the country'%. These positions tally with research findings which have conclud 6

that pedestrians and commuters see posters within a short time of being put up and%
asked about what they first saw or heard about an ongoing or upcoming elgctiel, pQsters
are often reported as the first communication media that many potentialgvoters first noticed.

This is often made possible by the aesthetics, texts expr imism, and the
originality put into their designs. Their ubiquitous chara rlﬁ/during electioneering
campaign gets them noticed and the political party vl \s its posters in most places
gets the impression of acceptability and nationalN\gpr@ad. Researchers also believe that
posters have hypodermic needle effect o t&who saw them. The essential features,
especially pictures of the contestants@e logos of the political parties which posters
carry help to underscore this faese features were easier to remember than texts. The
pictures must, however, b&ﬁld unambiguous. Texts on the other hand must be large
enough and short so thwy could be easily recalled and understood'?’.

®
Perhaps the most famous posters that symbolises this concept is the Barack

Obama c@ poster of 2008 designed by street artiste and graphic designer, Shepherd

F%'igywhich stood a red, white and blue picture of Obama with the Change mantra or

ogan and which immediately went viral and became an iconic symbol of the entire

% campaign'®. Similar efforts in Nigeria had no less become iconic where there are

QO

presidential candidates’ pictures on posters appearing in the attires of the three major
ethnic groups in the country in order to appeal the mass of the electorate. In 2015,

Muhammadu Buhari of the All Progressives Congress appeared in Igbo, Yoruba and
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Hausa attires with the ‘Change’ slogan boldly written on the posters as the slogan of the
party which many believed earned the party an unprecedented victory.
7. Social Media \‘
Perhaps one of the newest tools for communication strategies across different areas &
of human communication is the Social media which has in no small ways reinvented tK@
way political parties run their campaigns. Not only has it also become an indispe@
platform for political parties, as far as elections are concerned, individual idafes in
elections from the local level to the highest office in any country now &a a veritable
tool to communicate with potential voters, especially the young 1on who are the
most ardent users of the new technology in order to,m@bili€e them for political
participation'?, @

Usage of social media has continued to gro@ss the world especially in Nigeria
and the rest of Africa, thus political campg@ communication are being reshaped by
the new technology, including how c@s and their political parties contest for offices.
Not only that, the method of pation by the electorate in the electoral process is also
constantly evolving and ir%v dimensions to how elections are held.

Even in developedegonomies of the world such as the United Kingdom, statistics

®

has shown th ial media has replaced the popular British tabloid press in shaping the
political @ the nation, just as it is not in doubt that it has been an effective tool of
m biQy the youths during elections and to amplify certain messages in such a way that
A

dwagon effect could be created among the voting population!!?. This is in tandem
% with the view that though political rallies and the traditional media are still essential tools
O of communication during political campaigns, the entire conduct of elections around the

Q world is evolving as the face of democratic participation, inclusion and expression,
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especially among the youth who the most ardent users, have irrevocably changed with the

coming of the social media''!.

\

An interesting aspect of the usage of the social media by political parties and %\
politicians is its use for communication during elections, mostly to mobilise the electorate, Q/
engage them and engender their participation in the electoral process. For exa 6
Facebook, one of the social media tools has been known to perform these role r. marlc%ly
especially during electioneering campaigns. In fact, communication rese h«a&oved
that the most popular instrument for the dissemination of political new(i}specially for
governments around the world is Facebook''?. Facebook, as a s€cial Wedia platform, after
making its debut in 2004, amassed a population of abo\. billion users across the
globe in less than four years. In fact, so importantQ ctive for an electoral process

was the Facebook such that in a 2016 studyfy kn0Wn as Pew Research study, it was

discovered that about 62 per cent of in users make use of it as source for political

information and news''>, (j
This finding is consiste@nother one done in Nigeria to find out the extent of
u

social media use among%}

99% of the youthghas socfal media accounts. The research also discovered that Facebook
®

nger population in Nigeria which discovered that about

was the mo d platform among the twelve social media platforms surveyed with 91%

of usse it to source information among other use!'*. Statistics from elections held
9@8

@ocess. This is because social media has proved to provide an endless opportunity for

¢ world has also shown the rising importance of social media in the electoral

i . communication to a vast audience by people who consider themselves influential,
QO especially in politics. To underscore this view, research has also suggested that those who
obtain political messages from online platforms engage with them more than if they had

come across same messages on television!!>.
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Similarly, communication experts are more likely to succeed better in mobilizing the
electorate if they use Facebook messages to reach the young population in order for them
to vote for their principals!'®. The reason for these is obvious. Young people, it has been

established, use the social media far more than those in the older age bracket and spend

longer hours using it, a situation made possible by the interactive characteristic of th'\@

media. Apart from this, the opportunity provided for instant feedback by the social %

makes it an important tool for communicating with and persuading this all- afif and

vital segment of the population. c \

Before the advent of Information Communication Tec o8y and the Internet,
political campaign and attempts by political parties and p\ ns to communicate with
the electorate was basically done through the % ndl' media. However, in recent

decades, political parties have discovered tha& the €6st of election communication was

growing geometrically, just as the impa@ing a single media for political campaigns

began to decline'!’. The new media, ore, is affording politicians and candidates the
opportunity to reach out to dience with their messages in a cheaper, yet more
innovative ways. In o rds, communication during elections has shifted from

traditional media o.mMedia platforms while political rallies and even the volume of
®
newspaper anr Is are on the decline as the social media have been discovered to be

more at reaching a wider audience and is more cost-effective!!s,

& nderscore this fact, the social media proved to be a most important resource for

@mller parties to match the much bigger ones in the 2016 general election in Ghana. The

smaller parties were able to come up with creative and inexpensive campaign strategies
using the Social media and it turned out that it worked well for them!". For example, to
take a newspaper advertorial in a Nigerian newspaper may cost N500,000 on the average.

When the newspaper gets published, maybe only about 40,000 readers would see the
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advertisement on that day or sometimes later. However, by using the social media, about a
million users may see the advertisement within minutes while the number may increase
exponentially within the next few days if there was anything of interest in it, as users \‘
would instantly begin to share the message. The cost of doing that in real terms may be &
just a fraction of the N500,000 spent on the same advertisement in the traditional media. \6

This underscores the efficacy of the social media as a means of communicatin
potential voters. No only this, the feedback effect is also an advantage ch§s an
important aspect of communication. For example, a study carried out j t%ited States
to find out the number of internet users who were likely votgr ¢ next elections
showed two-thirds of respondents replying in the affirmativ g(owed that the internet
and by extension the New media is a means by which \)ices could be heard and the
feedback, an important tool for not only the org®s of elections but also the active
stakeholders'?’. Thus, with the social r@alike the traditional media, the target
audience is no longer the passive cons@ejr f media messages. In this case, the electorate

have since become more inqui seeking more information and interacting actively

with sources of message co%? from candidates and about the election'?!. Ultimately,

candidates who are SM be more engaging than others with the electorate on their
®
websites and mé&dia platforms often gain more followers and supporters than those

who are
Qs

social media platforms such as Youtube, Blogs, Twitter, Instagram, among
&s, have since been incorporated by communication strategists during elections to

% reach the widest audience and diverse demographics in order to win their votes since the

O number of people that could be reached on each of those platforms are considerably huge.
Q For example, Twitter, another social networking site as far back the year 2008 already had

335 million hits on a daily basis and by the third quarter of 2020 there were about 187
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million hits on a daily basis. Most of these hits came from young people between the ages
of 18 and 24 years who represent about 50 per cent of the users and another group of users

between ages 25 and 34 and representing 29 per cent of daily users.

2.1.7 Arguments For and Against Social Media \6

The social media since inception, no doubt, has appealed mostly to di

segments of the society especially the masses of voters whose voices
largely unheard in the public space. With the advent of the socialﬁw, his group
1

quickly embrace it as they see it as the most effective way to Q& r stifled voices
heard. It is, however, not by design that the social media hasbe a powerful tool in the
hand of these people who have found a new means of: \ng their views, for personal
or sectional including socio-political interests!?. ®osition is valid in view of current
realities as individuals now have the powe&x ess themselves through the social media
once they have data. Unlike before w@e traditional media has gate-keepers to sieve
opinions and views of people, te-keeping factor is non-existent in social media thus
giving opportunity to eve (Q‘B talk on any issue.

In other words swnedia furthers the interests of populist communication due to
®
its characteriqﬂ:* feaching its target audience in a direct manner. Thus populist

campaig
like a(y

elgction, are more likely to use the social media more often than the traditional

ecially those who wants to reach the widest audience possible in an event

123 Tt is in view of this, that researchers and

edia in order to achieve their personal goals
% communication experts are concerned about this potential tendency of the social media to
O create some social problems as we shall see later. Obviously, there are underlying dangers

Q and thus it has become a global problem in which people have advocated and are still
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advocating that some level of control and regulation must be introduced if the society must
curb misinformation and retain decency and social cohesiveness and national security.

This situation has already caused the Nigerian government to call for a national \‘
policy for restrictions on the use of social media in the country as it was worried that if not &
curtailed, its unbridled use may cause social and security concerns for govemme\@
Problems such as fake news, hate speech and cyber-bullying, among others, whic@
now assumed global dimensions, have thus overshadowed the gains made ¢ §ocial
media as an effective tool for mass mobilisation and communication, @more, than what the
world had experienced before now. In effect, individuals and res 2%; are beginning to
propound the argument that communication with the use,0 g‘ional media is more

credible than the social media because the latter is m x to be used for sentimental,
un-educative and sometimes totally false informat@'he cyber space!?4.

For example, the traditional media i@r led by professionals guided by ethics of
their profession and are conscious of @ial Responsibility Theory of the Media in the
society. In contrast, on the socia@ia everybody is a commentator and a citizen reporter,
thus not conscious of t r%ibility attached to the media they are using and may
decide to use it in wwr way they choose even parochial interest or to even cause

®
security threa ite’an empirical instance, the social media had been used several times
to releas@ ation that Nigerian President, Muhammadu Buhari died. Ditto for the
APC er, Bola Tinubu, whom some of the social media platforms reported, died after
ing through some surgical operations in a certain US hospital. These turned out to be

%Q;lse and curious enough no traditional media outfit reported those false events.

O In other words, the social media, as good as it is, is seen as thriving on perpetuating

Q long-held beliefs, sentiments and biases. It also does not have the characteristics of the

traditional media such as fairness, truth and credibility!?. Perhaps, this is the reason Social
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media appeals more to communication and media strategists who focus more on the

younger population, who by their nature, do not care much about verifying sources of

information that they come across on the internet, but are mostly interested in information \‘
that excites and entertains. &

In view of all these, the call for controlling the social media has continued to be&@

recurring decimal, just as other communication scholars argue that though the pro@

are real in the use of social media, yet they are not exclusive to it. They arg hefy that

rather than trying to control the social media and thereby denying %Nn of people

access to it, its usefulness for example, in enhancing particip%%d
u

monitoring of electoral process, among other positive usesgsh e further highlighted

inclusiveness in

and underscored!%°. \

It is, however, important to recognise that th@'net generally, is a platform rather
than a challenger to traditional media in&m f audience competition, especially by
those seeking information. Today, r@}f those seeking information on the internet,
especially news, now turn to @line versions of traditional media since access to
information is no longer c%ependent. Following this line of argument therefore, it
could be very misleadwcontinue to argue that the increasing usage of the Social media

poses a threa ditional media. The simple reason might just be that the internet is
mobile a seeking information are also increasingly on the move.
Qy)n the argument about its effectiveness, not all scholars see the Social media as
&fective communication platform. They posit that it may be an excellent medium for
% governments, politicians and political parties to reach out to, and mobilise their supporters
O and activists'?’”. However, it is could be less efficient in terms of reaching out to new
Q voters'?®. This is because most of the younger generation who are voting for the first time

are hardly interested in the serious issues raised about elections and would rather be at
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home with the entertaining materials they could access on the social media, mostly
Youtube video. In fact the growth of video as an entertaining communication material for
the younger generation has created new and bigger threats. By the late 2017, what has

come to be known as ‘deepfakes,” had emerged, the term being an application of face-

swapping algorithms (among other applications) which allow communication strategists K@

literally put words into their opponents’ mouths. %

In other words, in no distant future, Artificial Intelligence systems d épable

OWjn Which they

er made. These

communication strategists to produce with ease high quality fake vi

would make their opponents make such damaging statements tha
fake videos, would as it were, put a lie to the idea of ‘seei %eving’ since what is
being seen is totally different and far from the truth, t@ging earlier held perception
of the social media as a very effective tool of commynigation'?.

&
2.1.8 Traditional Communication S@
The traditional media, ing the new media, is an indispensable platform for

communication by poli 1c¥~and political parties with the electorate during

electioneering campaig
®

owever, in developing countries and Nigeria inclusive, both
obviously ha i, limitations. Some of the factors responsible for this include illiteracy
and lack® 1a accessibility. Fundamentally, only the literate can read newspapers and

%ge} and also use the social media to source for information. Furthermore,
ill

ards, posters and handbills, among other media may not communicate any

% information to an illiterate voter about an upcoming election, except, perhaps, the pictures

QO

and symbols on them which might not communicate much information, except that the
pictures are those of contestants in the election which the illiterate voter may not even be

able to identify.
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In a similar vein, radio and television may be available to residents of the urban
centres, but the experience of poor power supply in the country may not allow for
accessibility of information when needed. Billboards (analogue or digital, including the \‘
Social media, it must be emphasized, are hardly useful in communicating with residents of Q/
rural communities. Apart from these shortcomings, there is also the tendency for the medi 6
mentioned above to seem elitist to a certain segment of the society even in urban cﬁ%
who are largely illiterate or semi-illiterate. The demographics of urban s #cross
Nigeria also supports this fact as could be seen in patterns of settlemen, ¢ the rich and

affluent live in certain areas and the poor, mostly illiterate, live i Qs ith largely poor
infrastructure. Furthermore, in many instances, the adverti g‘ﬁnd messages relayed
in the mass media do not reflect the social reality in th \eas.

Going by the aforementioned precepts 2@ fill these gaps therefore, it is
imperative for political parties to use a co &tary communication strategy or systems
which would not only persuade, moWilise and enlighten both the educated and illiterate,
but which they could also ider@ith and embrace easily. Thus, the need for African
traditional communicatiq s?rﬁ It must be established that before the advent of mass
media, backed by tecMy, African traditional communication system had served the

®
African socie ¢s in mobilizing and informing them, among other uses.

Th@ unication system basically serves economic, social, religious and political
fu cth}n various traditional societies as deemed right by those who constitute the
&rship of local communities at particular times, whether the leadership is made up of a

% council of elders as we find in local communities in Igbo land of Nigeria or individual

O leaders who rule with a council of chiefs like an oba or baale as found in Yoruba land in

Q South West Nigeria. However, though the mass media might have consigned the
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importance of traditional communication system to the background, it is, however, still
relevant today as it was in centuries past.

African traditional communication system, by its composition is unique, not only \‘
because it uses indigenous languages easily understood by the people, which allows for &
greater acceptability and impact, but also embedded in the communication system 6
local beliefs, customs and traditions which the people could easily relate with. Fro%
foregoing, scholars have therefore argued that the mass media on ns« cannot

pushing traditional communication system into the background b ooks archaic or

effectively fulfill the communication needs of modern African societielea instead of
outdated, it should in fact be integrated with modern mass mgdi

This, it is further argued is because the target augi \ftraditional communication
system, which is the local populace, though most@erate, attach great importance and
credibility to it as a result of the affinity tty@owards that system of communication'°,
This is a valid observation and the b is% it could be seen in the characteristics of this
unique system of communicatio@ch includes elements of entertainment such as music,
songs, dance and drama %ther artistic performances. It is important, therefore, to
note that since this cowlcation system is traditional in form, it is communally-owned,

®

wholly accep d*impactful, and without commercial considerations for patronage, a

very irn factor for the survival of the mass media. In addition, to the rural

ﬁ&'oj the traditional media system is more credible. This is because it is unmediated,
™N

RS

O 2.1.9 Functions of Traditional System of Communications in Nigeria

s done in a direct and interpersonal manner.

Q Just like the modern system of communication, the traditional communication

system also has its own functions within the local communities and societies where it is
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put to use. One of these functions is that it serves as a vehicle for mobilisation of citizens
at the grassroots, in order to drive them towards the development of their community and
to also create in them a sense of self identity and national development. In many parts of \‘
Africa it has been discovered that the bane of development is the wrong approach in which Q/
the government applies the top to bottom principle whenever developmental programm:. 6
are designed for grassroots people and without their involvement.

However, a better understanding of developmental issues has changed ockdure
in which the bottom up approach is now put to use, wherein people tNr sroots are
mobilised towards development using traditional communicati , an approach
which has produced better results. In addition, traditional uniCation system helps to
drive people at the grassroots level towards self-actuads \because the implementation
of programmes and policies put in place are mez@ them and are specifically carried
out in their localities. Not only these, &1 e fact that traditional communication
involves music, dance, songs and o@pects of performing arts, the culture of the
people is on display which also the curiosity of non-residents of such communities.

Some aspects of tl@%ral displays such as some masquerade performances are

used to preach againsh\:ﬁ vices, or to encourage communal living and love for fellow

®
neighbours in to engender social cohesion and development. Furthermore, before the
problem@n curity became a national issue in Nigeria, traditional communication
Y tel(eyured local and national unity. Major cultural festivals across the country such as
& Osogbo festival, New Yam festivals in the South Eastern part of the country,
% including the Argungu fishing festival in Kebbi State, drew visitors from both within and

O outside the country. This process has created avenues for cross-cultural communication

Q and better inter-cultural understanding.
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2.1.10 Communicating with symbols

An aspect of traditional communication system often used as communication media \‘
and always conspicuous during electoral campaigns in Nigeria is the use of symbols. &
Symbols are images that are often associated with or represents people, institutions \6
ideas. Colours, objects or images, even the acronyms of the political parties are
combined to represent certain political parties and their candidates and what tafid for
ideologically. These, combined, underscore the messages communica Nh electorate

about the political parties and their candidates which helps therr@b oting decisions

on Election Day. Texts may not communicate to an illiterateyoter, But symbols could.
Communicating through the use of symbols is n@\ election communication in
Nigeria. Since the early days of party formation an&political campaigns, Nigerian political
parties have adopted different symbols fo&fﬂ ntify themselves and to also distinguish
themselves from other parties. Durin@rst Republic for example, the major political
parties include the Action Gr(@d by Chief Obafemi Awolowo; Northern Peoples

Congress led by Sir AhmaQu 0; National Council of Nigerian Citizens (NCNC) led by

Chief Nnamdi Azikiw orthern Elements Progressive Union, led by Alhaji Aminu
®
Kano. The sy f the Action Group at that time was the palm tree standing the behind

the acro-@ he party’s name AG. The party chose the palm tree as its symbol then

be aLQggriculture was the mainstay of the Western Region’s economy and moreover,
&

ety part of the palm tree is useful.

% Thus the Action Group was very popular in the then Western region and widely
O known as Egbe Olope, meaning the “palm tree party.” Even for the illiterates, making a
Q choice of the party during an election was not difficult since it was easy for everyone to

identify the palm tree. Moreover, most of the people then were farmers who cultivated the
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palm tree for its economic value. Another notable symbol of a political party during the
First Republic was the black, green and red coloured flag in horizontal lines of the
Northern Elements Peoples Union with a white star in the middle. It distinguished the \‘

party from its main Northern rival, the NPC. Q/&

During the Second republic the major political parties were the National Party
Nigeria (NPN); Unity of Party of Nigeria (UPN); Nigerian People’s Party (NPP) and%
Nigeria Peoples Party (GNPP) and they had distinct symbols that differentia enfjfrom
others. For the NPN, the party’s symbol was a house with a stalk of Xe h on both
sides. Both the house and the stalks of maize were surrounded iCle in which the
name of the party was written with its motto: One Natlon g(tmy The UPN on its
part had a lit candle in the middle of the map of @a with the light shining and
radiating to every corner of it. In the Western &a\!@he country it was known as Egbe

Imole (the party of light) while its slogan orth to identify the party was “Haske”
which also means light. To identify i€el\e NPP chose the image of a group of people
sitting together to symbolize toess and to communicate to the electorate that it was

the party of the people. Qy

By the Third ReNyc unfortunately, the two political parties in existence did not

evolve like ‘Q&rs in the past. They were a creation of the military government of

General Babangida who was then the head of government. The two political
ie e the Social Democratic Party (SDP) and the National Republican Convention

&) The parties were rather an imitation of the two major political parties in America,

% the Democratic Party and the Republican Party. However the symbols were different. The
O NRC had the eagle, a symbol on Nigeria’s Coat of Arms as its symbol, while the SDP had

Q a horse, another image on the national Coat of Arms as its own symbol.

126



In a way it was easy to distinguish between both parties. During elections, it was
simple a choice between the horse and the eagle. Again, these symbols serve the purpose
of identification and mobilisation. This means both the literate and the illiterate could \‘
easily identify both parties as either their party or that of their opponent. The Fourth Q/%
Republic in Nigeria has experienced an unprecedented number of political parties in tK@
country’s political history. As of today there are no fewer than 90 political paﬂie@

even more seeking registration by the INEC. * \

However, while most of them are simply existing on the fringes, major and

prominent ones. However, out of the major ones, only two of th out and they are

the Peoples Democratic Party (PDP) and All Progressive@ ss (APC). Both have
distinct colours and symbols for their parties. For the \)emocratic Party, the colour
is red, white and green standing vertically with t@age of an umbrella in the middle,
while for the All Progressives Congress&c urs are green, white and sky-blue, in
vertical lines with a hand holding a 1Q)}in the middle. At the bottom of the flag is a
horizontal red colour on which e of the party, APC, is written.
Ideologically, politi al?t?es could also communicate what they stand for at a
glance. The umbrella M DP stands for unity while the hand holding a broom stands
®
for the anti-c ion’ policy of the APC. It is not surprising therefore, that whenever
these twt1 | parties are on their campaign train especially at their rallies, umbrellas
a opis are always on display by many of their supporters and major actors. As
O&ﬁcant as symbols are to political parties, and though they may serve as objects of
% entertainment and excitements at their rallies which gives that aspect of the electoral
O process a character of its own, they may also be abused or misused!?!.

Q An example of this assertion could be seen in the manner that stalwarts of rival

political parties make jest of and cast aspersions on themselves during political campaigns
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in Nigeria. For instance, during the 2011 political campaign in Oyo State, supporters of

the then Action Congress of Nigeria often deride their opponents the PDP as ‘pindipi.’

Though the word ‘pindipi’ has no clear meaning in Yoruba language, but it suggests an \‘
attempt by the ACN to deride its rival. Apart from this, it was not uncommon during the Q/%
2015 general elections in Nigeria for the APC, especially in the South West of Nigeria, 6

take to the streets after a major political rally by their main rival the PDP, and be

sweep the streets with brooms, which is their symbol. é \

In Yoruba cultural nuances, this act of “sweeping awack

ootmarks”
communicates a rejection of the personality against whom the % carried out. The
party therefore was sending out a message to the electorateghatth®y should follow suit in
rejecting their rival by sweeping them out of power. Sg '\enario played out in Benue
State during the 2011 general election. The then 1@ Congress of Nigeria used effigies
which was popular in cultural displays in&s as communication strategy. However,
the rival PDP cleverly used the stn@ gainst the ACN by portraying the party’s
governorship candidate, Prof. @Ugba as a political stooge to(or puppet of) George
Akume due to the affinit h&?ﬂey both shared.

However, the AMS quick to fight back by using the symbols of a pig in deriding

°

its rival and Q’;&or’ship candidate of the PDP, Gabriel Suswam, as someone whose

greatest @r

the pig,and the puppet or effigy, both political parties communicated to the electorate, the
,g

ent was importing pigs into Benue State. By using both the symbols of

and entrenched rivalry between them to an extent that not even the mass media could

Sq;we done. Also very conspicuous during the administration of Rabiu Musa Kwankwaso

O as governor of Kano State was the use of red cap by members of the Kwankwasiyya, a
Q movement of Kwanwaso supporters. Bound by the philosophy of commitment to the

development and happiness of the common man in Kano State, the red cap which was
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popularized by Kwankwaso himself became the trademark identity and symbol for all

those who subscribe to the ideology.

2.1.11 Artiste/Celebrity Endorsement Q/&

For obvious reasons, some forms of entertainment have always been part of tK@
electioneering campaigns in Nigeria, but in the more recent elections in the countryﬂ%

seems to be a conscious effort by politicians to involve notable celebrit re§ and

artistes to boost their image and popularity among the electorate. Thgfe}Qn ehind this

relatively new strategy is that many politicians want to positior@ ¢s as having the

support of and the love for the younger generation of yotersV¥This segment of the
population therefore becomes the target of the \cans whom they hope to
communicate with through the artistes and celebr@ither at the campaign rallies or in
the advertisements on the electronic med'@ e social media videos which could be
share many times over among the you g%rs.

Secondly, many politicia on this strategy of communicating with the younger
generation because apart or%lg largely uninformed about their constitutional roles in
the society, many of Mare not too enthusiastic about the nitty-gritty of the electoral

®
process. Furt ¢, Tesearch has also discovered that there is a high rate of voter apathy
among tl@ er generation of eligible voters. Therefore, the one of the most effective
co n@i_wtion strategies to mobilise, engage and get them to vote is the use of celebrity
&sement by politicians. For example, “Our Time” an initiative founded in 2011 to
% inspire as many youths as possible to vote during the election of that year discovered that
O only eight per cent of eligible youths registered to vote, an abysmally low figure, given the
Q percentage of the youth as per the total population of the country at that time which was

estimated at about 49 per cent of the total population of 169 million'?2,
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There was also the ‘Enough Is Enough Nigeria’ (EiE Nigeria) initiative by celebrity
artistes, individuals and youths organizations with the goal of encouraging voter
participation and monitoring the election through the traditional media and the Social

media. Reaching out through its Register, Select, Vote and Protect (RSVP) and Election

No Be War slogans, the EiE reached out to the youth warning them not to be cannx@

fodders for politicians and to enlighten them that election is not war!*3, Howev@
relative success recorded by these artistes’ initiatives seemed to have opene ‘b&exs of
politicians to the possible influence of artistes and celebrities on you biltzation and
the huge advantage that they could provide at the polls. Thus, Q& eneral elections
there was an upsurge of the involvement of this segment of @gt only to support and
endorse politicians for elective positions, they also \eves began to seek elective
offices, though most of them did not make it furthe@ the primaries'**.

By the 2019 election, artistes/celebr&e orsement of candidates was on the rise
with some artistes fully backing cer@j didates while some backed the others. For
example, popular fuji musician@iu Ayinde Marshall, also known as K1 the ultimate
was a familiar face at s rewes held by the APC both in Lagos and Abuja, among

other venues, just like\}ld in 2015.Muhammadu Buhari who was very popular in the

Northern part ioefia also had the backing of many musicians who waxed records to

sing .

leased several songs praising Buhari as an anti-corruption crusader and asking

ne of the artistes backing Buhari, based in Kano, popularly known as

{
pt politicians to flee. The popularity of such songs among the electorate brought

% electoral goodwill to the subject of the songs!3>.While the above-named artistes backed

QO

Muhammadu Buhari, notable others such as Davido, Falz and Femi and Seun Kuti
supported Atiku Abubakar who tried to position himself as the candidate of the youths.

This support though may not be ideologically-based, the Kutis apparently had a family
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grudge against the military and especially the military government of Muhammadu Buhari
who detained their father, Fela Anikulapo-Kuti'®,
2.1.12 Social Mobilisation Q/

It is very important to state that an electoral process, and indeed any process@

involves the mass of the people may not succeed without Social mobilisationg which®in

general terms, refers to the process of engaging and motivating a large er of people
for participating in and or supporting a cause. In another dimensi %a participants

engage inter-related and complementary roles with a definite tive of bringing about
change in the society, be it through the ballot box or the &n administration. Though,
mobilisation is often used by grassroots movemen@ specified goals, governments
or its agencies also use social mobilisation to%er similar causes'?’.

This is consistent with another @of mobilization, in an election, as a process

by which the major stakeholders induc ers, mostly voters, to exercise their civic duties

to win elections or to inﬂue? in policies. In essence, Social mobilisation seeks to

bring about chang &%
N

complementary r§le® .

individual groups who play interconnected and
omponents of this process include as earlier mentioned, the
process of seQisatlon, and among others, motivation, and providing information through
the s a. These efforts are not only geared towards motivating the masses to take

&ns towards a desired and specific goal, it is also to ensure that the motivators gain
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E Qlue, which in the case of an election is electoral victory for a political party

These positions find expressions in empirical cases. For example in China, the
QO Cultural Revolution could not have been a success without Social mobilisation of its
citizens, through which the government was able to ensure a paradigm shift through

communication. The goal in most cases is make citizens see through the eyes of
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government, or its agencies and persuade them to begin to think in a predetermined pattern.
In an election, stakeholders such as political parties, the electoral body organising the
election, government agencies, engage the electorate in a combined process of \‘
sensitization and Social mobilisation. When political parties engage in the process of &
social mobilisation, the goal, also is to gain electoral value, by persuading voters to make\b
decision for them and their candidates. In essence, during an electoral process, whe%
is government or political parties engaging citizens in social mobilisation, ire¢f and
indirect advantage is an increase in voter participation.

Communication, it must be emphasised, is central to the r 1a1 mobilization

%

in increasing civic participation!4’. This is because, someti s need to be assisted

to make informed and rational decision in the course @@mg their civic duties. These

decisions could only be made wisely when the ne@nformatlon is available, especially

in the case of voters in an election, in ord& m to elect the right candidates and thus

ensure good governance. In anothe@sion, a change in the attitudes, values and

expectations constitute the expes and goals of social mobilisation.

Not only this, soci %isaﬁon is a derivation of sustained media exposure

through increased cochation process by stakeholders, in addition to the process of
®

urbanisation hér literacy level. Though restrictions or censorship on conventional

media in@ low level of literacy could limit the influence of mobilisation, however, in

re en@s the internet and especially the social media has made mobilisation much

siér and far more intense in its impact. In essence, mobilisation is a consequence of a

% conscious organisation of groups of people, geared towards a pre-determined course of
O action or activities'#!.

Q Again, contemporary events across the world corroborates this. During the Arab

Spring events that engulfed the whole of the Arab world in 2014, the phenomenon
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recorded huge success as a result of social mobilisation by citizens themselves using the

Social media. The predetermined course of action was to revolt against oppressive

governments, but in some of the countries involved it went beyond that to even record \‘
cases of change in government. Though some governments tried to censor the media in &
their countries to slow down the process of the citizens mobilising themselves, but tK@

Social media and the internet made the mobilisation much easier. %

\

To further the discourse on social mobilisation, it is important to n at there are
both direct and indirect approaches. The direct approach is that involves street
canvassing, coupled with individuals, television advertisementsi\ditec? mails and personal
phone calls. In the case of indirect mobilisation, contact § w hrough the Social media
networks that individuals subscribe to. People coul ﬁ indirectly mobilised by their
friends, family members, members of the f%ﬁhey profess or even sports team-mates

and colleagues in the office'#?

In esse: &h direct and indirect mobilisation rest on

communication. As a result of co ntaries, reviews, panel of discussion fora,
personality interviews and v in the communication media, awareness is created
and questions are an we&}onceming diverse issues, especially those that have to do

with governance &nd govemment policies and at the end of the day, citizens are better

informed, edQed and enlightened'**.

2.1.1(\7}& Participation

&Voter participation, is a major objective of an electoral process. Without it the entire

S;rocess remains inconclusive and eventually become a failure attempt. More so, the role of

O communication during the electioneering should be of concern to researchers. This is
Q because the concept of voter participation elucidates that the media shapes the level of

both the interest and attitude of citizens during electioneering, meaning that the
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information available to them determines their level of participation, which in turn is a

reflection of the level of their media exposure!*. Voter participation is so important to the

electoral processes that it is considered one of the most important among the indices of \‘
quality citizenship and civic duties in every society. By extension, voter participation &
encapsulates a combination of civic duties, not only to influence public policies, but alx@

to elect those who would make such policies that would benefit citizens'®. S

This position is true of most elections across the world as Vot@p}tion,
whether high or low determines those who form the next gov&v\t: either the
incumbent or another set of leaders entirely. However, hi% ow level of voter
participation may not entirely be a reflection of the level\ dia exposure of citizens.
This is because even in urban centres where there is«q hi number of educated citizens
when are exposed to the media than rural dwel rs,gevel of voter participation had not

always been high. In fact, the elite, whoglivé\mostly in urban centres have been known to

shy away from voting during elections?

However, voter part'ci% 1s dependent on some factors which include, among
others, the importance%f a icular election. A national election, for example, is likely to
generate more ig&e.st.and participation that a local government election or a by-election.
Other fac Qt determine the level of voter participation include but are not limited to
citizefs’ in the electoral system that determines whether their votes would count,
&f system or faith professed by voters and personalities of candidates. More

% portantly, the media’s reportage of a crisis situation in a country may generate high
O interest such that an election may experience increased voter participation, just as fanatical

Q supporters of political parties are more likely to vote in an election (again, as a result of

media exposure), than those who do not have serious sympathy for political parties.
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Ironically, records of voter participation across the world especially in the African
continent show that it is on the decline. Though the reasons for this are multi-dimensional
and it could impact negatively on the democratic process and development of a society,

yet some of the notable factors globally include large scale global socio-economic and

cultural evolution including in the media and even the way communication is mediat 6

during elections!*. In Nigeria, factors such as violence, ethnicity and inabih%

politicians to deliver on their promises also mitigate against voter participatiQs \

The above position on global socio-economic and cultural evol%\ncluding the
manner of election communication and their possible impact on% articipation is valid.
While more people had become socio-economically dep it is evident that poverty
had also increased globally. The attitude of individu ependence on government for
survival had also changed. Thus, individual p cepﬁ of what is communicated during

election, especially in Nigeria which is@ti-cultural society, may affect the level of

voter participation. (j

However, if an elm@?ﬁ:cess must be of significance as a vehicle for social
st

change, some factors % considered. These include adequate knowledge of the major
®

stakeholders i%lwtoral process which include candidates and their political parties,

the ageb t organises the election. More importantly, the process of social

mobilisatioff must be thorough followed and sustained through the media to create

&eness for the entire process.

% 2.2 Theoretical Review

QO

2.2.1 Agenda Setting Theory
The Agenda setting theory is based on the foundation that the media has a very

powerful influence and the ability to tell the masses what issues are important and should
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be focused on. By 1922, a newspaper columnist, Walter Lippman, had shown concern that
the media was influential and could present certain images to the public. However, the
Agenda Setting Theory was formally developed by Dr. Max McCombs and Dr. Donald

Shaw who investigated the American presidential campaigns in 1968, 1972 and 1976. In

their 1968 “Chapel Hill study” their research focused on two elements of awareness a@

information during which they attempted to assess the relationship between wh@
voters in Chapel Hill, North Carolina saw as important issues and the actual nt Qf the

media messages used by political parties during their campaign. Their crN& n was that

the mass media had significant impact on what voters considere%?%

the campaign because it focused extensively on those issueg a s able to sway public

opinion. %\

Agenda-Setting being the media’s creation ofpublic awareness and what issues are

major issues of

important are based on two basic assumpt&w ich are: one, that the press and the media
do not reflect reality but sieve curre i&s and shape them; and two, that the media’s
concentration on some issues bjects often make an impression on the public to
believe that those issues Qn??mportant than others. When the media focus extensively

on certain issues itw

®
independent 'ﬂ&g.’Agenda Setting occurs through a cognitive process known as

iterally takes away the audience’s ability to engage in

accessibi t is, the more often the audience is exposed to an issue through the media

thﬁnQe}ie issue sticks to their memory. One of the most critical aspects in the concept

Agenda-Setting role of mass communication is the time frame and the fact that

% different media have different agenda-setting potentials.

QO

The theory is quite appropriate to this study in understanding the extensive role and
influence of the media in communication during an electoral process. This is founded on

the premise that as elections come nearer, the media focuses more on issues prevalent in
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the country such as insecurity, economy, failed promises of politicians, election violence,
among other issues. By raising these issues in interviews, panels of discussion,

documentaries, public debates and public opinion polls, members of the public are

N
reminded about such issues which often form the bulk of their own inter-personal Q/%
communication. \6

Furthermore, in planning their use of Communication media, political parties

try to address these issues by making them their talking points in their ca n dpd at
every opportunity, using different media channels to push through the i Nh they hold
as priority and bring them to the front burners. They also try to emselves as the
party with the candidate who had the pedigree to tackle a@ the problem. This is
often evident in their messages both in the traditional \nd the Social media both in
texts and video contents to persuade the general @ that the messages and the issues
they espouse are the most important issu&l ould set the mood for the election. On

posters, billboards, radio and televis‘on jingles and other forms of advertisements, the

feedback from the Agenda Sett@e of the media form the bulk of political parties and

their candidates’ commw@aforts with the public.

2.2.2 Uses and SrstMons Theory
®

Use QGratiﬁcations Theory emanated from the 1970s, arising from earlier

reseafch 1 ass Communication which stressed on both the message and the sender.

&wr than building on this premise of message/sender, the Uses and Gratification Theory

% cuses on the receiver and or the audience, who are the more active users of the media,

O and taking into consideration their needs and motives. Most importantly, the theory
Q focuses on what the audience/receivers do with the media. The theory was developed by
Blumler & McQuail arising from their observation of audiences’ motivation for media

consumption during 1964 election in the UK, especially watching television. Both
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researchers categorised the audience’s media use or motives into four as: (a) using it as a
tool for escapism or diversion; (b) using the media for personal relationship; (c) using it
for surveillance and (d) for personal identity. \‘
Furthermore, the theory is based on three objectives which are: to explain what EQ/
people do with the media, especially how they use it to gratify their needs. Two, the th
seeks to find out the underlying motives for this use and finally, it seeks to identify beth
3
ess

the positive and negative results of the individual’s use of media. & chce, the

foundation of the theory is the assumption that individuals or an audiele\ the media to

satisfy certain needs peculiar to them. Q/

In addition, the Uses and Gratifications Theory @on the premise that when a
e'me

user’s motive for using a particular media is satisfigd, dium is used more, leading to
increased satisfaction. Thus there is an acce B%and use of both the traditional and New
media according to the needs of users \el ers due to their (media) characteristics and
quality of their contents whiQ&udience/user) find gratifying, especially the

entertaining contents of the 2. These characteristics, especially in the case of New

media, include mobihi the devices, creation of social space and currency of

®
information, am%others.
In et, the audience, media and gratification are interconnected. The audience,

thyou edia choice could determine the level of their gratification. The media also,

mpete to gain audience satisfaction while the audience determines the current trend of

% media use as in the case of both the traditional and new media. In media advertising during
O an electioneering, which is the focus of this work, audience gratification could be
categorised into four which are: (a) information. As we have seen earlier in this study,

politicians create awareness through information to mobilise and educate their constituents
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concerning their parties, manifestos, messages and image, among others. (b) Gratification

in the area of entertainment and pleasure as a form of temporary escape from social

pressure. (c¢) Gratification in the area of social integration and interaction to achieve a \‘
sense of belonging and (d) Gratification for personal identity, especially in the case of &
political parties and politicians for branding and identity in order to sell their views, beli&@

and philosophy to the electorate through the media to win elections. S

Uses and Gratification Theory posits that the audience, including p@, i\n the
case of an election, make deliberate choices in a myriad of availabl . Politicians
advertise in the media to persuade the audience in order to win Qi/ s knowing full well
that the audience are avid consumers of media informatix s we can safely say that
this theory is relevant to this study as it will identify offmunication media used by the
audience during the 2019 presidential election{in Oy® State, including the messages sent
by senders and the extent to which th: ages influenced the users which speaks to

users’ media choice and uses, thus estgj;ﬁing the extent of gratification.

2.4 Review of Empir'&lgﬂies

2.3.1 The Bar@ba{na Campaign

COQ ating with voters during electioneering, especially in the 21st Century has
",

chan simple running of a regular campaign, to creating a mass movement through
@sage of the internet. Over time, the concept of community or a fixed location, of

% ere to reach a mass audience has changed to other locations, which currently, are the

O Social media spaces like Facebook, Myspace, YouTube, blogs, Instagram and Twitter,
Q among several others. Though, the traditional mass media made up of the newspapers,

news magazines, radio and television, still play effective roles in elections around the

world, yet the New media has proved that unlike the traditional media where
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communication is tilted mostly one way, communication, especially during elections, is
now a two-way, highly engaging and continuous communication between voters,
contestants and other major stakeholders'’. \‘

The Barak Obama campaign of the 2008 presidential election in the United States of &
America, is still a reference point in election communication till date. Not only because 't@
was the first time an African American was elected as president of the United States@
mark progress was made in social mobilisation. Furthermore, the success of anfpaign
was basically as a result of the usage of the internet and Social media, w it was used
to create a mass movement of supporters for Obama. With its u @he New media
and Social media, the Obama campaign was able to reach aJar ?fntum of small donors
and young supporters who formed the bandwagon eff \rgely made the campaign to
succeed. Unlike his rival, John MacCain, the traditiondl media and new media structures
of the Obama team were more integrated &m ronised for better synergy!'4%.

Not only this, the social media @nication strategy of the campaign was based
on the tactic of presenting Obs a young, tech-savvy candidate compared to John
MacCain, who was port e%ld-fashioned and not in tune with the New media and
how it operates. Empir , the statistics supported this view. By election time in 2008,

®

Obama had Sarnered roughly 2.5 million Facebook friends, compared with
MacCair@l was just over 500,000. Statistics also showed that Obama sent out more

th{scbyion e-mails in addition to 10,000 messages to specifically targeted would-be
t

in key states. On Twitter he had followers who were more than 23 times that of

% giacCain. Also more than 50 million viewers spent 14 million hours watching videos of
O his campaign on YouTube. They were more than four times that of McCain’s'#.

Q Strategically, a large chunk of would-be voters targeted through the New media are

the younger generation who are more tech savvy and are more at home with the array of
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platforms which they often interact with, than the older generation. By the 2008 election,

more young American people voted, than they did during earlier elections, with more of

them voting to support Obama. The youth decided to come out in support of Obama for \‘
many reasons. Obama himself understood the concerns and struggles of the young Q/%
generation such as the poor economy faced by the country in the dying days of Georx@

Bush administration, college debts and lack of access to health care coverage, a@

others. é \
t

With effective and strategic use of Communication media diregte is critical
mass of the American population, Obama was able to position hi %5 e one who not
only understood their problems, but could also solve them. &)cial media and text
Messaging platforms including YouTube, Twitter, F@ and My.barackobama.com
which were mostly interactive, became very attra@lo this segment of the population.
With its target audience in view, the Obax& ign had one central message and never
strayed for it in all of his speeches a@ and campaign advertising. Also, the overall
aim of the campaign, was abouing on direct communication with the electorate and
maintaining a clear and in%mage for the candidate with his messages of Hope,
Change and post partiwip. Apart from the use of New and Social media for Obama’s
®

campaign, th isidn also played its traditional role. In the television advertisements,
Obama C@l team was able to position their candidate as a simple, average American
that eeryne could relate with and a man from humble background raised by a single

O& that struggled like every other man and worked his way up in life.
% There were television advertisements such as “Country I Love,” in which Obama
O narrated how he embraced values such as self-reliance, patriotism and hard work which
Q guided him from his humble background to where he was at the time of the election. Also

in “Something”, another television advertisement produced by the Obama campaign team,
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Obama was shown receiving support from different communities, thus creating the

impression in the heart of the average American that he was the one candidate capable of

bringing everybody together, to “choose hope over fear; unity over division, and the \‘

promise of change over the power of the status quo'*°.” &
In electoral campaign, negative advertisement is also a strategy, in which a candid 6

tries to hit at the soft targets of his opponent in order to gain advantage. The @

campaign used this strategy by hitting at MacCain but was careful not to dgyatg frém its

central message of “Hope” and “Change”, through a reinforceme th American

people’s lack of faith in the Republican Party, on Wth MacCain was

campaigning. Apart from this, more of the television adV s also portrayed John

McCain as a politician who is out of touch with reah@t electing him would mean

an extension of George Bush’s eight years of poor istration.
For example, in one of the televmo@semen‘[s “Better Off,”- MacCain made

claims about living a better life w1thQ}Jobs created, good income and low inflation

whereas the reality on ground @at the economy was not good. The voiceover at the

end of the advertisement e%ted the viewers “do you feel better off?,” That question

reminded the averagewncan viewer of the poor economy through the eight years of
®

iniStration and that they needed a change for the better. The candidate

about that change, they argued, was Barak Obama'>!.

who cou@

ngsters, symbols and logos, the Obama campaign sustained his messages of Hope

&hange. The designs, reflected in the symbol “O” with red stripes flowing and

% representing a new hope for America, resonated with different groups and segments of the
O American public such as the youth, “Farmers for Obama,” “Asian-Americans for Obama”,

Q among others. As a result, the Obama campaign’s communication strategy to maintain

consistency largely succeeded, with its ability to appeal to different segments of the
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society, making them feel a part of the campaign. In all, the Obama campaign was deemed
successful by communication scholars who researched on that election, due to its

masterful use of the Social media and effective media advertisement strategies, to identify

and deliver what the electorate wanted'>2. Q/&
2.4.2. The Nigerian experience \6

In the Nigerian setting, over the decades, the communication media used
elections have similar patterns of tilting heavily towards the traditional medi pekially
the newspapers and magazines, television, radio, billboards, posters,Nhartdbills and

2

political rallies, until the most recent elections when the sc@d

Ci become more
pervasive. However, most times, these communication dia ak€ not used to address
national issues as these are often neglected, just \estants resort to character
assassination and mud-slinging in order to discredit thgir opponents believing this would
advance their cause and compliment their & ¢ mass media.

Ironically, many political partie@eir social media and internet websites to state
and outline the policy issues th@e to purse should they be voted into power. Despite
this, most voters do not o n%stand the basic issues at stake in the elections and often
vote on emotions and ;\ylsting sentiments. For example, in the 2007 election, the major

®
candidates us mass media to get their messages across, but in the process they
engaged@ character assassination than addressing national issues. For example,
0 o&t;'portrayed Abubakar Atiku, then presidential candidate of the Action Congress
{‘corrupt’ politician, Muhammadu Buhari of the CPC was presented as a ‘religious
SQanatic’ while Musa Yar’Adua was portrayed as an unhealthy stooge of the then outgoing
O President Olusegun Obasanjo'.

Q In many instances, the reportage of the elections were not always balanced as federal

and state governments own about 90 per cent of media houses in the country and in most
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cases are always under the firm control of incumbent political parties. In practical terms,
they made sure that the opposition parties are often under-reported and given as little
publicity as possible through denial of equal access to the media which is a contravention

of the electoral laws guiding election in the country. Similarly, some of the privately-

owned media in the country belong to individuals who are either friends to those i 6

government or their patrons, who often use them to the disadvantage of the oppc$
parties. It is not uncommon, for example, for some media houses, to disall Vh&pcﬂition
contestants an access to use their platform for their campaigns'>*. \&

In addition, during the general elections of 2011, fo 1dent Goodluck
Jonathan used effective communication to appeal to the err@( the average Nigerian
with slogans such as “I had no shoes”, “if I can make i XO can make it”. Through the
different media, especially the radio and televisior@tional and compelling stories were
told about how he went to school barefoo&ﬁny Nigerians were able to relate to such
stories of humble beginnings which n&ed him to their hearts and believing that if
Goodluck Jonathan could mak@ the highest office in the land, they also have the
potentials of making it. Q/% believed his stories and saw him as a kind of leader
worth voting for. \/

°

In new '&, ‘hewsmagazines, billboards, posters and on television and radio
(through@ 1 commercials and jingles), the stories were retold countless times until
th&rrggge of a humble beginning sank in and resonated in the minds of the average

ter. At the end of the election, Goodluck Jonathan won. In the 2015 general elections,

% the existing political alignments had shifted. The Action Congress of Nigeria, the

QO

Congress for Political Change and the All Peoples Party had merged to form a mega party
now known as All Progressives Congress with Muhammadu Buhari as its presidential

candidate.
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As was the case in 2011, massive media campaign created a lot of awareness among
the electorate. The Buhari campaign, using the traditional and social media embarked on
an aggressive campaign and public relations strategies to portray the former General as a

reformed or “Born again democrat” and an anti-corruption leader to counter the onslaught

of the ruling party, the PDP that he was a dictator and religious bigot. With a centr 16

message of Change to sensitise Nigerians to what it termed the failure of the ruling%

which had been in government for sixteen years as of that time to solve«h&r fgsues

confronting the country, the Buhari campaign team was able to @h Jonathan
government as inept and clueless in solving those problems. Q\

Coupled with the realities on ground, the strate o%d maximally as an
overwhelming number of Nigerians at that time wer \:ed and had concluded that
the Goodluck Jonathan government was indeed b@mpt and inept and thus there was
need for change. Consequently, many N}Qﬁl perceived Buhari as the alternative to
Jonathan and the candidate who cou@ about the change desired'*®.The two major
contestants in the election, the@’rogressives Congress and the Peoples Democratic

Party both used the electr i&wa extensively, especially those owned by their members

or the media who were\@pathetic to their cause.

h& Nation newspaper, perceived by many people as a media owned

by a top of the APC made uncomplimentary remarks about Goodluck Jonathan,

% othler forms of character assassination found in other media which were critical of

is policies or those not sympathetic to his cause and ambition of recontesting for the

% presidency of the country. In a reverse case, the THIS DAY newspaper referred to Buhari

QO

as a candidate who was “a military dictator” with blood on his hands, while also giving
editorial space to individuals who also referred to him as “an autocrat and a tyrant shielded

by a rival newspaper”!>®. This preponderance of media involvement in the election
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resulted in some conclusions. One is that in Nigeria, we are reminded that media
ownership plays a role in the electoral process in which it should be seen as an impartial
umpire in the reportage of activities of all political parties and giving access to all sides \‘

without prejudice. Q/&

Secondly, it also showed that there was a brazen show of favouritism a

preferences for certain candidates and their parties in the election by the media, d@

e NDP’S

petent and

well-established electoral regulations against such acts'>’. In the electio

strategy was to hit at Buhari, the APC candidate, as a candidate who w; N)
was not really in charge when he was a military head of state b nuary 1984 and
August 1985. The party also used the traditional media, inc g{the Social Media to
portray him as a sick man old man, who may die in ofi was done in extensively in
several national newspaper advertorials sometim@vg the front pages of newspapers,
while the APC focused mainly of preag% slogan of Change and rebranding its

candidate to look like a democrat, d@is hard stance as military ruler during which

the media and individuals were @s”g.

In the 2019 electio communication media used by political parties were not
much different fr w}a(ad been done in earlier elections, except that the Social Media
°
was by then Q&i on a larger scale by the major political parties having discovered the
adva @ its reach, cost effectiveness and influence among the average voter.
ntestdnts presented their programmes through rallies, the mass media, presidential
@bates, radio and television commercials, including social media audio and video
% messages. By then, accessibility to the internet had increased exponentially, with Social
O media platforms such as Facebook, Twitter and WhatsApp as favourites as they were used
Q by political parties and their candidates. The INEC which organises the election, Civil

Society Organisations and other stakeholders also used the internet especially the Social
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media to disseminate information, mobilise and encourage political participation, for
sensitisation and exchange of ideas!.

Activities of Civil Society Organisations in Nigeria, both before and during the 2019 \‘
election supported this view. About 60 registered organisations which include Media Q/
Rights Agenda, Alliance for Credible Elections and Center for Democracy a 6
Development, among others, under the umbrella of Civil Society Situation Room%

actively involved in mobilization, sensitization and collaboration wi@w\'onal

agencies to make the 2019 election successful. However, the presenc , which is

the organiser of the election on social media was adjudged in@:zor example by

October 2018, its twitter followers were only 1.04 million pgo en it was said to have
registered 89 million voters. \

Mobilisation and sensitisation of the electorz@lso a major task for contestants in
elections. In 2019, just as in earlier electio&&nunicaﬁon strategies used by candidates
centered on appealing to the emotiong{of tite electorate by highlighting issues that have to
do with each region they wering to such as youth unemployment, restructuring,
insurgency and insecurityAn &w?to gain their support. Though there was nothing new or
captivating essentially\y)e manifestos of the two candidates, some of the issues like

®
restructuring | with some political elite especially in the South East!60,

The ants, especially the major rival parties, the APC and the PDP, just as they

h e gn earlier elections through the traditional media, also used the Social media to

O& each other, though the strategy of doing so was a little different. For example,

% though the APC’s presence in the Social media, especially twitter, was overshadowed by
O that of the PDP, it was using news reports from the traditional media to attack its rival,

Q while the PDP used its self-generated messages and negative tweets to attack the APC in
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order to garner support for its candidate in what is generally known as negative
advertising'®!.
However, this tactic, as mentioned earlier, often engender hate speech which could \‘
also lead to violence if the back and forth mudslinging and character assassination subsists. Q/
The violence which occurred during and after the election actually underscored this. Aff 6
the election, the Nigeria Civil Society Situation Room reported the death of abo@
people, a rather high figure of casualty in any election. With the Social medi@agw fjut to
such use, being largely unregulated, it was not long before fake ne N te speech

became other forms of communication strategies for some politi Qs their campaign
teams. The problem became heightened as the election drewn gaking the government
to warn that a credible election was under threat as \of misinformation and fake
news, as rival political parties tried to pull down c@other. Thus, instead of being fully
mobilised to partake in an election, the c% mosphere caused a lot of distraction to
many voters and probably contributed@r apathy!'%2,

Consequently, the social , which going by empirical evidence and statistics
was noted as being mor ff% than the traditional media in reaching out to a much
wider audience durin tions was now suffering abuses instead of being used to

®
advantage. F %ﬁle, it became a tool for promoting fake news, hate speech and
stereoty g the electorate. An instance of this was that before the commencement
of, pchy campaigns for the 2019 election, there was a rumour through the social media
%resident Buhari had died at a London Hospital where he was being treated. There

% were also the rumour that Buhari had been replaced by a body double known as “Jubril of

O Sudan” as president. The issue became a national discourse as opposition parties

Q capitalised on it for political gains'®.
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Apart from being misused during an electoral process by one party against the other,

the Social media was also used to promote fake news even by those in government. For

example, a Special Adviser on Social Media to President Buhari, Lauretta Onochie, posted \‘

a photograph in a tweet, supposedly at the PDP Sokoto rally where the party’s candidate, Q/%

Atiku Abubakar, was said to have distributes money and food items. However, tK@

photograph which was later fact-checked and reverse searched by Cross-ch&%

journalism platform that combats fake news with Google Reverse Image dis ed that it

had been recycled and manipulated to discredit Atiku. It was noted Ne hotograph

was first used in February 2017 by a charity foundation to p @%activities. The
photograph which was also reused by other persons in thegathe Month had thus been in
circulation for 19 months before the Sokoto rally'%. \

It must, however, be noted that fake news,@graphs or videos such as this has
become a source of concern to many pgﬁ und the world. The speed at which it
spreads and its frequency on the Soc@rﬁ\lia have become so much a daily occurrence
and even a source of amusemeose who are subjects of the news'®. To corroborate
this view, the fake photogfa %?nerated massive reaction from Nigerians on twitter with
many of them makinances to Onochie’s past misdemeanor on the use of fake media

®
materials. Th ﬁ*ct Of the fake photograph, Atiku, including his media team, must have
been am, by the baseless claim.

ngermore, just before the 2019 presidential election, the Kaduna State governor
&s also a member of the ruling party, the APC, Malam Nasir El-Rufa’i, apparently not

% pleased with the presence of foreign observers in the country who flew in to monitor the
O elections, was quoted to have used words which amount to hate speech. He was reported
Q to have said on television: “those that are calling for anyone to come and intervene in

Nigeria, we are waiting for the person that would come and intervene; they would go back
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in body bags, because nobody will come to Nigeria and tell us how to run the country.”
The statement was widely reported by the mass media and believed to be directed at the
international observers from the European Union, United Kingdom and the United States.

Such mode of communication was widely considered as hate speech, as it had the potential Q/&

of incensing political thugs and a section of the electorate against the foreign observersl“\@

g

2.3.3 Characteristics of the Nigerian Political System \
a.'é

i. Voter Apathy: Arising from the situations which often characterise % in Nigeria

such as violence, thuggery, ballot box snatching, hate spee%,?s

assassination, among others, voters are often skeptical abou‘& ut to vote on Election

news, character

Day. Oftentimes voters stay away from polling statio@)id being caught in the web
of the ensuing crisis. Though low Voter Partic@a is not peculiar to Nigeria, yet
statistics released by Election Observer \\@and electoral commissions arising from
elections already held across the wor@r that in major elections vis a vis the number

of eligible and registered Votersn increasing phenomenon.
Examples of voter &i} Africa alone would suffice. For example, even though
there were countries ngh voter turnout, several others, Nigeria inclusive have not

®

been able to &bﬁve 50 per cent voter turnout in a decade. These include: Algeria -
49 .4 per zambique - 48.6 percent; Sudan -46.4 percent; Sao Tome and Principe -
46,1 &cjﬂ; Democratic Republic of Congo - 45.4 percent; Mali - 42.7 percent; Egypt -
&. percent and Cape Verde - 35.5 percent. In the last few decades, contemporary
% democracies have been experiencing a gradual decline in citizens’ engagement due to
O large scale global socio-economic and cultural changes including the media and the way

Q communication during election is mediated!'¢’.
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However, the problem of low voter participation is multi-dimensional in nature as it
operates across disciplines!®®. In addition, it could impact negatively on the democratic
process and development of a country'®®. These positions correlate with the root cause of \‘
voter apathy in Nigeria which have been identified as violence, socio-economic factors, &
ethnicity and candidates’ popularity and ability to deliver on promises. However, it 4 6
important to note that voter apathy is a tip of the iceberg of a broader problem which$
just peculiar or individual, but emerges over a period of time. In due cours ﬂ%r@lem
gradually leads to a more serious problem of possible total diseng%%&rom civic
duties a situation which could stifle democracy and national deve .
Simply put, low voter participation is a problem borge :%a low percentage of
Voter turnout vis-a-vis the total number of registere \who actually collected their
voter cards; and when the percentage of the Votin@POpulaﬁon turnout (VAP turnout),
that is the turnout of eligible voters, in }Qe jon is far less than those who actually
voted!”!. Statistics released by INEC @that the average voter turnout in Nigeria has

decreased from 52.3 percent of in the 1999 election when the nation returned to the

path of democracy, to 34Q§c?nt in the most recent general election, the 2019 general

election!’”?. \/

®
Probabl o the excitement of transiting for dictatorship to democracy, Nigeria

recorded@ r cent turnout in 1999. In 2003 it increased to 69. 1 per cent, but since

then eran to decline. It fell to 57. 4 per cent in 2007; 53.7 per cent in 2011; 43.6 per

&nin 2015 and 34.75 per cent in 2019, one of the poorest voter turnout in Africa in

% decades. Whichever of the elections come first, be it Presidential and National Assembly

O elections which are usually held first and on the same day or the Governorship/State
Q Houses of Assembly elections often held later but also on the same day, the figures have

always been on the decline. In fact, the latter elections (Governorship/State Houses of
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Assembly), according to statistics are known to record lower turnouts than the earlier
elections (Presidential/National Assembly).

Going by this reality therefore, what is discernible is that low voter participation \‘
symbolised by this gradual withdrawal from a very important aspect of citizen &
participation in political affairs shows that there are underlying problems and sub 6
disengagement from other civic duties by citizens, though these may not be %
noticeable. The reality, essentially, is that the ruled are no more in sync wit lgrs'”.

The reason for this position lies in the relationship between voters a ;Nic ans before
'%toral promises

and after elections. Not only this, the failure of politicians in f%
It

to produce dividends of democracy does not often materialise a known fact that in

Nigeria, most politicians no longer maintain close c@/ith their constituents. This
failure to fulfil promises and improve the lives of the cmmon man especially in Africa is

one of the major reasons for the disconnec&) een the ruled and the ruler.

gﬂf)athy, a symptom of serious and complex set of

Given this scenario therefore, vo
issues in a democracy could VQed to various reasons. Some of these reasons include

insecurity/over-security. %security is seen as a state in which the military, for example,

are drawn in duri{ﬁlections for security duties which could otherwise have been handled
°

by the regu olice. This situation, for example, often strikes fear into the hearts of

potengfal s making them to rethink their decision to go out and exercise their civic

&s, the downside of which might be a decision to stay back in their homes for personal

SQW.

O Yet voter apathy also occur when voters believe that democracy is not delivering or
Q has not delivered to them the expected dividends and fulfillment based on campaign

promises of the politicians as it is often seen in most developing nations of the world'7.
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For example in Nigeria, many potential voters are not enthusiastic about upcoming
elections and are not even thinking of voting due to disappointment arising from failed
promises of politicians. Most of the time the electorate cannot see what the whole electoral \‘

process was all about because the same cycle of not seeing anything getting better in their Q/

lives was enough to discourage them from voting in a new election. \

Furthermore when elections are postponed for different reasons, coupledgwith pdor
planning, incessant violence and lack of faith in the electoral process b@v ters are
not sure their votes would count, voter apathy can occur. Base is rising trend,
political parties, not only in Nigeria but other parts of the world; %ng more attention

\éoters but also to position

to their communication strategies not only to draw out p&

themselves advantageously in other to achieve ViC% e end of the election.

@ in the country, the problem of electoral

ii. Electoral Violence: Before major
violence is often the concern iﬂ{ stakeholders in the country including the

international community. In @wo elections in the country, that is the 2015 and 2019
elections, peace accor; s%ed by political and religious leaders were signed between
major contendewe.reason behind this is to ensure that they were committed to peace
by ensurin chelr followers also eschew peace. For example before the 2019 election,
there as®Abuj a Accord signed among others by Muhammadu Buhari of the APC and
&1 Abubakar of the PDP. A similar one had been signed in 2015 between Goodluck

E Qnathan of the PDP and Muhammadu Buhari of the APC.

The reasons behind these accords were not far to seek. In 2011 about 800 people were
QO reportedly killed in post-election violence across the country when Goodluck Jonathan
was declared winner of that year’s election. Public communication by political leaders

were said to have incited such violence across the country. A similar occurrence in 2015
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left 100 people dead. Elections in Nigeria are always hotly contested and winners often
have access to huge amount of financial resources with which they acquire more assets.

More so, contesting in Nigerian elections, even at the local or state levels often involve

huge financial resources. Thus politicians are not ready to lose such huge finances and so Q/&
do all within their power to win elections at all cost. \6
This they do by appealing to religious and ethnic sentiments of supporters wh

little or no financial inducement go all out to kill and destroy if their candid néf win

in an election. \

iii. Vote Buying: Vote buying is a concept that is not new to Ni @er is it peculiar
to the country. By definition, vote buying is any form gf 1 ment by any political
party or their agent to influence the choice of V@to even make them abstain
from voting to enhance their own chances in o@ win an election!” Evidence from
elections around Africa shows that it i&&on phenomenon as about 16 per cent of
voter reported that they had beeu@}kd either money or certain materials by one
political party or the other 0 proxy, to secure their votes!’S.

Though vote buying is pr il&ﬁmder Article 130 of the Electoral Act 2010, as amended

which guides the electwrocess in Nigeria, it is pervasive as it could be seen at different

®
stages of an @1 $rocess starting from delegate conferences, primary elections and
e

majorly @

en a certain amount of money before casting his vote and the evidence of

ion Day. There are two different types of vote buying. One is that the

voter
«Vg voted for the candidate is shown to the proxy buying the vote. The second type is
% to give the promised amount after the voter had shown evidence of voting. These acts are
O often carried out in secret or sometimes even within the vicinity of the polling station
Q under the watchful eyes of security personnel. Video recordings of such acts often emerge

on the day of election.
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Elections in Ondo and Edo states in 2016, Anambra in 2017 and Ekiti in 2018 all
experienced cases of vote buying by the major parties. Vote buying is caused by several
factors. One is that electronic card reader has made election rigging an arduous task for

politicians, thus the need to influence voter decisions through financial and material

inducement. In addition, politicians had become desperate for political office and had K@

do everything to win an election, believing that if did not do it their opponents woul

anyway and outsmart them. * ) |
Unemployment and poverty are among the major reaso .\&m'te public

enlightenment by stakeholders before elections that voters shoul their votes, and
that their future was more important, prevailing economic Q&ften blindfold voters
from seeking instant gratification. The weakness of t \ncluding security personnel
in prosecuting offenders is also one of the fac@esponsible for vote buying. For
example despite existing laws against it, 6@1 do not abound that offenders were duly
prosecuted and punished. Consequefitly, the electoral process suffers the problem of
credibility. Thus there is the q@ of legitimacy hanging on holders of public offices
who come in through suc dlm processes. In addition, honest individuals who have the
desire to serve but do Mve the financial wherewithal are shut out from seeking public
®

office. * ¢
2.5. Col Framework (Model)

Conceptual model for this study is based on the research topic. It is primarily

&)red on the flow chart of communication between the political parties and their

% candidates and voters through the media during an electoral process to persuade them and

QO

ensure participation. This is premised on the usual flow of election communication by
these political parties using all available channels of communication media, to persuade

voters to make them their choice at the poll, believing that when voters are exposed to the
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media through predetermined communication channels with appropriate messages suited

for the different segments of the demography, they are persuaded in a direct manner.

Social Mobilisation

e Raising awareness
e Strengthening

Communication Media LS
narticination

Radio/Television

Newspapers/Magazine
Billboards
Handbills

Posters Voter Participation

e Voting exercise
e Voter turnout

Figure 2.4 del for Influence of Communication Media used by Two Major
Political tifes on Social Mobilisation and Voter Participation in the 2019
Presigtn lection in Oyo State, Nigeria.
&The independent variable for this study is the communication media used by political
% parties in their communication efforts, while the dependent variables are social
O mobilisation and voter participation. The indices or the various elements that represent

Q Social mobilisation, Voter participation and communication media are included in the

model. Indices of the independent variable, the Communication media used by the
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political parties in their persuasive efforts, as noted earlier, include the traditional media
such as radio and television, newspapers and magazines, billboards, banners, handbills,
posters, political rallies, including the new media such as the internet, Social media \‘
platforms such as facebook, blogs, viogs, twitter, instagram, among others. &
Through these media, messages are carefully crafted and mediated to persuade vot 6
to make conscious decisions to vote for certain political parties and their candidates. $
onset of electoral campaigns, the individual political parties set up their ¢ niation
machinery, including the agenda for their communication efforts target &p ific goals,
the overall objective of which is to persuade and possibly convi ctorate to make
2

the choice of voting for them on Election Day. Political pagti their candidates also

identify those communication media that would wo@for certain segments of the
demography they have identified as their 000 priority groups, as not every
communication media would work effecti&o every segment of the voting population.

hed effectively through the social media just as

For example, the elderly may not be <eac

the traditional media may noOO per cent effective in communicating with the

younger population. Q/Q

Thus, throyglhh neWspaper advertorials, opinions, personality interviews and
°
commentariQ% media, the political parties engage in persuasive communication to
portr. t@lves as the best choice out of the number of other political parties seeking
&:gﬁler traditional media such as radio and television are also used to communicate

@'th voters through talk shows, debates, sponsored advertisements, both in English and

% local languages, again, mainly through persuasion or even propaganda. Though most of
QO the time, persuasion is mediated, there are others platforms for communicating with the

populace such as political rallies which provides opportunities for and ensure direct

contact with the electorate for a two-way communication process.
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The New media, characterised by the internet and the Social media have become an
indispensable tool of communication for political parties during Nigerian elections in the
last two decades. Most of the political parties use it mostly because of its reach and cost- \‘
effectiveness. More importantly, Social media has an overwhelming patronage by youths &
and new voters in the country whose population as a percentage of the total population &6

the country is higher than that of any other group. For the social media, communi

does not only engender a feedback between political parties and potential
foster citizen participation in the electoral process, including intra-co \'ca ion among
the voters concerning the process. Likewise, some tradition id like radio and
television allows for feedback, though in a limited way, w@es potential voters to
also make comments on issues of public interest, r*the media to also play its

traditional role as postulated by the Social Responﬁ@r Theory of the media.

For voter participation as a depeindcnt variable, the indices include the act of
performing a civic duty such as Votbnd the level of Voter Turnout, which in any
election may be high or low depending on other factors unrelated to communication. It is a
fact that despite attempts9y pglitical parties to mobilise, sensitise and educate citizens on
their civic duties usir:g&ctions, the process often experience low voter participation as

®
it has been ‘Qﬁ" several elections globally. Low voter participation could, however,
be as @ of social issues such as violence and election rigging which often leave
&zegdsenchanted with the electoral process and, especially in earlier cases of election

@ging, citizens may believe that their votes may not count. Therefore, they may take a

i . decision to abstain from participating in future elections.

O

Q Furthermore, voter participation, it must be established, is an expected direct result
of mobilisation and sensitisation of voters which is measured not only by the number of

registered voters but by the number of those who actually cast their votes, in addition to
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the level of voter turnout. It is expected that in every electoral process these would be
positive and in high percentage when compared with the total number of eligible voters.
Indices of Social mobilisation as the second variable include raising awareness among the \‘

citizens, strengthening their participation, not only in an election but also in all social Q/

activities towards which mobilisation is focused, and empowerment of citizens so as K

enable them become active participants in the society. %

In summary, this model shows the interconnectivity between the @dc\ation
media used by political parties and voters on one hand and the @es of Social
mobilization and voter participation. In the model, there is Q; nt interaction and
interconnectivity between communication media and mol'& n and participation, with
the hope of the former influencing the latter t ersuasion and mediation of
messages. The outcome of this interconnecti tya%inﬂuence in the final analysis, is

voter behaviour manifesting as Voter pdrti@ipation, the citizens having been mobilised

through the communication media. (j

2.5 Summary of Gaps i %;re
{;Q(

In this section, d\e of literature related and relevant to the research topic was
presented. The%ant concepts (Communication media, social mobilisation and voter
participatj Qere reviewed, defined and clarified. The theoretical framework in which
the Algen etting Theory and Uses and Gratifications Theory were discussed also
&wed. The Conceptual model was similarly presented and discussed. Erstwhile studies

% d noted that Communication media and communication generally, are indispensable to

O political parties and the electoral process, and that since the return to democratic rule in
Q Nigeria in 1999, political parties have developed different communication strategies using
the mass media to win elective positions. The studies pointed out, however, that despite

the fact that these electoral processes have been characterised by religious, regional/ethnic
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bigotry and character assassination, among others, the nature of communication in the
nation's electioneering is becoming worse with election communication increasingly being

characterised by the use of hate speech directed at opponents due to the country's parochial \‘

political culture. Q/&

However, these studies did not take into cognizance the culpability of the medi N
the problem of hate speech and the need for the media itself to wake ,up ﬁ
responsibilities as espoused by the Social Responsibility Theory of the ia, 'nc\e the
media has great influence on the society, including its role, especiﬁy\ an electoral
process. However, though the traditional media may be to a l% ent self-regulatory,
most of the existing research had not taken into considera"& t the social media is not
self-regulatory and as such as easy to control. Thegetre,” the social media may likely
N

mislead citizens into making wrong choices dua'ng lectoral process, just as it serves to

mobilise citizens for participation in thei\i&duties.

Though some extant resea had noted that the use of social media as a media of

larger audiences, espe%

had established%he youth despite their numerical strength do not translate this strength

communication in elections i ing rapidly and helping political parties to reach much
%

e youth, in an easier and cheaper way, empirical evidence

into an al advantage for political parties. Furthermore, despite this seeming
adva agQ traditional media is still a formidable means of communicating with the
@of the electorate, just as a large percentage of the electorate are, in fact, not on Social

%Qedia despite their numerical strength.
O In essence, voter education and mobilisation are very essential to making informed
Q choices, even for this group of young people who are of voting age. Even when they are

segmented and reached with specific messages that are appropriate for their demographic

segment, they must understand the issues behind the messages and be able to interpret
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them appropriately to enable them make the right choices by using the media to engage
voters generally in a robust way through dialogue and interpersonal communication. In
addition, some of the extant researched had failed to highlight the importance of other

stakeholders in an electoral process, including opinion molders and a vibrant media, a

combination of which sets the agenda for citizens to think about which increases thJ\Q

knowledge gain and thus leads to better informed choices during elections. %

Advertisement is mediated and persuasive in nature, but it does n@ f})r an
immediate feedback which other forms of communication succ;j\interpersonal
communication or face-to-face communication affords. In addit% dia advertisements,
when used on multi-media platforms - both traditional and edia — are more likely to
persuade a large segment of citizens on a wider sc art if they are narrowed down to
some media. Moreover, credibility and co eﬁ the messages contained in the
communication marketing efforts including“hat of the candidates are very important to
their success at the poll. Not onl i8, the media which is the platform for the

communication process mu @ credible as people believe more in the traditional

media than the Social medid tg*provide credible and authentic information even about the

contestants in an Sieetora Trocess.

[ J
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Chapter Three \
Methodology co\

In this chapter, there is a detailed description of the resear %ology which had
been adopted for the study in view. There is also an 0\ of the various processes
employed to achieve the set research objectives: %ﬁapter further discussed the
description of research instruments, research d ign,Q'lple and sampling techniques, area
of the study; population of the study; sa ize; method(s) of data collection, including

the method of data analysis. Finally, t&@pter examined the different techniques used to

test the hypotheses outlined iﬁ C@r One.
3.1 Research Design%

This study adopted @ suMey research design, using a descriptive approach. This design is
:s °
decided to or® appropriate to comprehend the goal of the research exercise. It also

enablsearcher to capture or obtain and overview, including the findings about the

ula under study. The survey research design has also helped to evaluate the
lelications and interrelationship of the dependent and independent variables of the study,

just as it helped in the collection of data by measurement of central tendency, variation and

:O correlation of the study, and to discover the association between the variables.

The survey research design also helped the researcher to obtain first-hand

information on how the population under study, (that is, registered and accredited voters),
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perceived the communication media used by the two political parties in focus, their

interpretation of them and whether they were influenced by them in any way.

3.2 Population of the study \‘
The state of focus for the population of the study was Oyo State in South-Western %

Nigeria. Similar to every other state in the country, the state is divided into three senatori 16

districts and these are: Oyo North, Oyo South and Oyo Central senatorial dis%

According to statistics, the total number of voters registered for the 2019 g cléction

including the presidential election in Oyo State is 2.934 million. Out o Nu ber, fewer

than half of it, (905,007) were accredited to vote on Election Da @836, 531 votes

were valid'. However, for the purpose of this study, we focusedyorMive local governments

in each of the three Senatorial districts of the stat XSon of having the highest

population among other local governments in@ zones. Oyo State has 33 local

governments, with the number of local go &ts by senatorial district distributed thus:

Oyo South (9 LGs); Oyo North (1@ and Oyo Central (11 LGs). The five local

governments by senatorial distn@:used on by the researcher with the number of their

registered and accreditedQe/??re stated as follows: Oyo South: Ibadan North (49,824);

Ibadan South-East (28, ; Ibadan South-West (44,853); Ibadan North-West (27,000);
®
Ibadan North- 5%568) with a total of 186, 026 voters. Oyo Central: Oluyole (25,318);

Akinyele@ ); Egbeda (33,569); Ona Ara (19,787) and Lagelu (23,901) with a total of
134,1@)y0 North: Ogbomoso North (29,866); Ogbomoso South (24,416); Iseyin
&20); Saki West (33,748); Saki East (12,541). Thus the total number of voters in the
% three senatorial districts are: Oyo South: 186,026; Oyo Central 134,150 and Oyo North:
O 135, 891. The sum total of these figures is 456, 067 which forms our population of study.
Q The population of the study also cuts across various demographics and they include

members of the major political parties, including citizens who are not affiliated with or
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sympathetic to one political party or the other, but may, for different reasons, make a

decision to vote for a certain political party based on persuasion either through the media

or inter-personal communication or even through any other means of influence. \‘
Furthermore, their participation in the election may also be due to their perception about &
the party they believed would better serve their interest. This set of people include tK@

youth, students, civil servants, artisans, entrepreneurs in both the organisef$

unorganised private sectors, trade union members, petty traders, professi ainong

others. These demography of people are spread across the three senatorj INH ts.
Also, the state is considered for this study because it is g Q& states with the
largest population in the country. It is, in fact, the state wQ&h largest population,
according to a 2016 population projection estimates, @uitliN,840,864 people, after Kano,
Lagos, Kaduna and Katsina states, with its capitalN\ba#lan, being the largest city in West
Africa, which alone is made up of 11 & vernments out of the state’s 33 local
governments and is bigger in land ma; t&some states like Bayelsa which has only eight
local governments. It also has a@ass of 28,454 square kilometre.
Finally, the state capital\which is Ibadan, has been a hub of political activities even
before the independenwt e country in 1960, and even till now. The state is also home
®
to people of di etfinic and cultural backgrounds, especially the major ethnic groups in

the coun@ also home to both Christians and Muslims, including practitioners of
ic

&deitional religions. This diverse background therefore provides a good resource
a

o$Cj
Q

ial for a population study.
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Figure 3.1: Distribution of registered voters by state across the country
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Figure 3.2: Pro$res

\)

of distribution of population in Oyo State by local

government in 1997, %006 and 2016 census respectively.
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33 Sample and Sampling techniques %

The sampling process in this research study follows the basic step efifiing the
population, selecting the sample size and unit, selecting the samppling téchnique and

determining both the sample plan, and sample size. Therefore, Q%' sample size is the
1

accredited voters during the 2019 election in Oyo States&o ng to 2016 population
projections, Oyo State has a population of 7,840,864.$t d earlier, of this figure, 2,934

million people were registered voters, but only 905,007 were accredited to vote during the

election out of which 456,067 spread ac I5%local governments in the three senatorial

districts formed our population of stud‘; \|

Table 3.1 Population of vo gcal government in Oyo North Senatorial District

S/N Loc&% No of Voters

P
1 s%bomoso North 29,866
2 2 Ogbomoso South 24,416
7~

Iseyin 35,320

o \4 Saki West 33,748

$O 5 Saki East 12,541

Total: 135, 891

Source: Independent National Electoral Commission Website
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Table 3.2: Distribution of voters by local government in Oyo Central Senatorial

District
S/N Local Govts No of Voters
1 Oluyole 25,318
2 Akinyele 31,567 (
3 Egbeda 33,569

4
4 Ona Ara 19,787 * )
5 Lagelu 23,901 C < >

R
Total: 134,150 Source: Independent National ElectO\Q&ﬁission website
Table 3.3: Distribution of voters by local go r&t in Oyo South Senatorial

District
2\,

S/N Local Govts b‘ No of Voters

1 Ibadan North Q 49,824

P

2 Ibadan No%gt 35,568
M

3 Ibadap West 27,000
;g ®
4 adan South East 28,781

Ibadan South West 44, 853
/]
JQ]: 86, 026
E O Source: Independent National Electoral Commission Website

Since it may be difficult to have a comprehensive list of voters, a convenient
QO sampling technique was applied to request members of the study population to help
identify as many other voters as possible. This approach not only aided contact with the
electorates within each senatorial district, it also enabled a population figure that was
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representative of the set criteria for the target population of the research and also aided the
distribution of the questionnaire to relevant respondents.

The sample size for the study was established with the use of the Taro Yamane

(1967) statistical formula. This formula relates the population size to the level of Q/&
significance as illustrated below: \6

n = N %
I+ ()N & \
Where \

n = Sample Size Desired Q\:
N = Overall Population AQ/

e = Tolerated/assumed error limit 0.05 on the basg % confidence level

Therefore, 0

n = 456,067‘*
1+ (0Q5%6,067

= 56.067

1+ (0.0025) 456,067

\, 456.067
®
* ¢ 1+1,140,1675

©

1,141,1675

O& = 399.6
% = 400 (plus 20% of calculated sample size to allow for

O non-response and wrongly filled questionnaire.
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Stratified and purposive sampling techniques were also used for the study. The
stratified sampling technic was used because the study dealt with a population spread
across three senatorial districts in Oyo State, while the purposive sampling technique was \‘
considered for the in-depth interviews with party leaders, communication scholars and a &
media advertisement executive, all of whom have been pre-determined according to sox&@
pre-selected measures paramount to the research questions, including the issues rai$
the course of the research. More importantly, this sampling technic was us cafige of

these personalities’ significant involvement in the electoral process. c\

3.4 Description of Research Instruments AQ/

To enable collection of data, a questionnaire ed as a primary source. The study
used a close-ended format with the quantitative{sectidfi of the instrument utilising a four (4)
Likert scale format to ensure accurate da@ection from the voters in the three senatorial
districts of the state. The questionnair&&ch include demographics, Communication media

used by political parties in rse of the political campaign, effectiveness of the

Communication media an influence on voter mobilisation and participation, which were

divided into four sict&)}/
[ )

Secti focused on personal data and characteristics of respondents such as gender,

age, n@nj y, educational qualification, marital status and occupation.

&ection B: focused on identifying the Communication media used by the political

$ parties and how familiar the voters were with these media.

QO Section C: contained items on relevance or importance and the effectiveness of

Communication media on voters during elections.
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Section D: had items on identifying the level of the effectiveness of Communication
media on voters’ choice of candidates during the elections. From Section B to Section D, each
section of the questionnaire was in Likert Scale which required the respondents to grade their

options which have scaled responses as follows: Strongly Agree (Coded 4); Agree (Coded 3);

Section E: had items on the extent to which communication media influenced iters

during the election. & \
Section F: had items on the extent to which campaign messagQﬁ@ced voters.

There are two main sections in the questionnaire wit%m A designed to obtain
information on the demographics of the respondents@ s B to F were designed to

obtain information on the variables. The follo ir@stmcts were used: identifying the
Communication media used by political p&&entifying the messages contained in the
Communication media; identifying th@ f effectiveness of the Communication media
used; extent to which the Comn@tion media influenced voters and the extent to which
campaign messages inﬂu@er&

Designed in a}%m format, the questionnaire helped to elicit information from
respondents. Q estions were based on the study’s variables: Communication media

P

being th@

ariables.

ndent variable and social mobilisation and voter participation being the

9@
Respondents were purposively identified for the administration of the questionnaire.

% They were registered voters in their various locations, with many of them having voted in

QO

previous elections. Also, most of them understood the English language and in cases
where they were elderly and not literate, our research assistants interpreted the contents of

the questionnaire to them and helped them fill them appropriately. The respondents were
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heterogeneous, that is they cut across different segments of the demography. They

included men and women, artisans, civil servants, traders, the self-employed and students.

The questionnaire was administered in offices, shops, homes and in every other places \‘
where the respondents could be located. &

Furthermore, Key Personality Interviews were conducted with carefully select&@

state executive committee party leaders, specifically the media and publicity secre%

who coordinated the media and publicity efforts of their parties during the negring.

The interview questions had been structured in an easy way so a%&a e required

responses and key information which have in the process enrié?b
e

Personality Interviews enabled the interviewees to state their r and their perception

study. The Key

of their use of communication media during the elecl@ to give an overview of the
events that led to the election proper. 0

In essence, the interviews expectedlyfconthibuted to this research with an in-depth
knowledge of the major activities ichharacterised the election in focus, from the
preparatory to the execution and up till the Election Day. This also gave the
researcher a better under n¥~of the participants’ perception of their roles in the entire
electoral process and\y.\tcome. The open-ended nature of the questions have been

®

structured to ¢ this purpose and to give opportunities to the respondents to freely

share th@p iences on the field and the entire process of the election without any

Kctr‘gzyBy freely expressing their views on these issues, the researcher had been able

00 ain detailed and sometimes unanticipated responses from respondents.
% Questions for party officials in charge of media and publicity were designed to
O obtain information on how the political parties used the media during the election, the
Q specific media used and whether they consciously used certain media for particular

segments of the population or they tried to reach everyone using the same media
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irrespective of the heterogeneous nature of the population. These were done in order to
answer the questions raised in our objectives in relation with our variables.

In addition, the interview with media scholars and advertisement executives was \‘
meant to give depth, scholarly and theoretical view, including an alternative perception of &
the issues raised in the interviews with party officials. In designing the questions, opinioxb
were allowed to be freely given about the media and how it was used by the po
parties. Interviewees were also asked to evaluate how the political parties u ¢ fpedia

and whether poor communication could have been responsible to pot Nai sation and
voter participation in recent elections. Q\
3.5 Validity of the Research Instrument AQ/

Validity ensures that the right instruments and ct'theasurements are taken by the
researcher to ensure that research outcomes afg in sonance with research objectives.

Therefore, a face value test, including €ontent and external validity were conducted to

ensure that the instruments were linke&ﬁ\ research objectives.
3.6 Reliability of the Resear rument

The reliability (Nesearch instrument has to do with ability of the research

®
instrument to %u? the desired results. Therefore, a pilot study was carried out among
purposiv@ cted but limited respondents who voted during the 2019 presidential

Kﬁg}) determine the simplicity, clarity and accuracy of the instruments. The

estionnaire was administered on 60 respondents who had voted in previous elections,
% for the pilot study in Oke-Ado area of Ibadan South-West Local Government area of Oyo

O State, in Oyo South senatorial district, which is also one of the areas with the highest

Q population of voters in the state.
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The 60 people pretested with the questionnaire were not part of the 425 respondents
used for the study proper, in order to find out if there was any latent short-comings or
ambiguity in the instrument so as to ascertain its appropriateness for the actual study. The \‘
pre-test was carried out between December 10 and 15, 2021. Responses were collected %
and given to a computer analyst who tested for reliability. Reliability co-efficient w 6
established. The actual questionnaire for the study was administered between Febn%

and 20, 2022 with the same process and success. \

3.7 Method of Data Collection co\

Copies of the questionnaire were administered at the ﬁ%ﬁled locations by the

researcher with the aid of his research assistants who h en purposely trained on the
process of administering the questionnaires to respon: %Sisting them where necessary
and encouraging them to complete and retu questionnaires, since maximum feedback
from them is central to the overall s %o the study. The 10 research assistants were
made up of university undergra Lggwere very familiar with the locations where the
questionnaire was administe Qe administration of the questionnaire took several
weeks due to the num rgfcal governments to be covered and a few hitches which had

®
to do with the cq&raﬁon of the respondents in returning the questionnaire on time.

Ou@g 425 copies of the questionnaire distributed, 400 copies were retrieved

returned. This represents 1.5 per cent rate of attrition.

ﬁgﬁlg 98.5 per cent compliance. A total of six copies of the questionnaire were
O

Q

QO
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RS

QO

Table 3.4 Number of Questionnaire Distributed and Retrieved

Senatorial No LGS No of questionnaire No ref

District Sampled distributed

Oyo North 5 130 128

Total 15 425 4 400

S

Oyo Central 5 130 1 2&@
Oyo South 5 140 ! 13

The Key Personality interviews were also done over a fi eeks. There was a little
delay in conducting the scheduled interviews because t N em who were politicians
travelled or were indisposed. Eventually the intervigws were held, recorded and

transcribed by the researcher. The research gj&employed the secondary source of data

gathering through books, newspaper cotl\ns, nd articles, journals, theses, and the use of

3.8 Method of Data Analysv:

Data collected fagm ondents were checked for completion and compliance. It

websites.

was also coded%n‘wred for analysis. The Statistical Package for Social Sciences (SPSS)

was be quprocess and analyse the data which was presented, using simple tables,

chart< fre

@maﬁons had been made after each table and analyses of the data collected been done

ncies and percentages. The results were in tabular form while necessary

r better clarity.

Data collected from interviewees were also content-analysed, content analysis being
a research technique for making replicable and valid inferences from texts and other
meaningful matters, to the context of their use. The data collected had also been used to

analyse research questions and hypotheses. The differences or level of influence between
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the independent and dependent variables were also tested using the data collected from all

our field research activities.

Endnotes

1. Nigeria Presidential election results, https://www.bbc.co.uk/news/resources/idt- Q/&
f0b25208-4a1d-4068-a204-940cbe88d1d3, available online, accessed June 13, 2021.\6

2. Akintunde Akinola, Road to Democracy can be rough, The Guardian Newspaper,

January 8, 2013.
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Chapter Four \‘
Results and Discussion of Findings %%
This chapter presents data analysis and interpretation of results. The data were generat 6
from both the questionnaire and a structured interview guide for the Media/Pu@
secretaries of both the APC and PDP in Oyo State, other party officials, in g thers
like political communication scholars, media and communicatiorﬁ lars, and an

internationally-recognised communication executive. This appr(és
t

sound opinions based on practical and empirical experiencg o approach of the party

eant to provide

officials to their communication activities and pracg Xring the 2019 presidential
election in Oyo State, Nigeria, which is the fo@ this work, and situate them on
established theoretical and scholarly foundafions:

The chapter is also structur h four sections: socio-demographic analysis,
answer to research questions, t@hypotheses and discussion of findings. Results were
presented in tables and i won of the result were given below each table. A total of
425 questionnaires we ministered and 400 were returned filled. This represents a

®
98.5% partic'Q’f&Of the respondents. Therefore, the analysis carried out in this study
will be b
q& Demographic Characteristics of the Respondents

O%

the number of copies of returned questionnaire.

able 1: Distribution by gender

Gender Frequency Percentage
Q Male 204 51.0
Female 196 49.0
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Total 400 100.0

\
Table 1 presents distribution of respondents by gender. From the table, 51% of the QB
participants were male while 49% were female. This result implies that both genders were 6%
almost equally represented in the study. This finding almost tallies with the stati \
released by INEC on the 2019 election which stated that 47 per cent women

\

participated in the 2019 general election, while percentage of participation\ en stood at

&
N

Table 2: Distribution by age

4

Age Frequency A* Percentage
18-27 years 74 :\\ 18.5

28-37 years 8 52.0

38-47 years 23.5

48 years and above& 24 6.0

Total ! - 400 100.0

4% 2 presents distribution of respondents by age group. 74 representing 18.5% of the

s spondents were of ages between 18 and 27 years; 208 (52.0%) were between ages 28

O and 37 years; 94 (23.5%) were between ages 38 and 47 years and 24 (6.0%) were 48 years

Q

and above.
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Table 3: Distribution by Educational level \6

Educational Qualification Frequency Percentage %
WASSEC/GCE 79 19.8 & \
OND/NCE 108 27.0 \\

Degree/HND 164 41.0 &
Masters 49 1 $

Total 400

Table 3 presents distribution of respm@ level of education. From the table,

79(19.8%) of the respondents had GOE/W ASSEC/GCE, 108(27.0%) had OND/HND, 164

(41%) had First degree/HND,@ 49 (12.3%) had masters. The result shows that

participants are educated%;
. v/

n'by Respondents’ Marital Status

Frequency Percentage
273 68.3
102 25.5
Widow 15 3.8
Widower 10 2.5
Total 400 100.0
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Table 4 presents distribution of respondents by marital status. From the table, 273 (68.3%)
of the respondents are married, 102 (25.5%) were single; 15 (3.8%) were widows while 10

(2.5%) were widowers.

Table 5: Distribution of Respondents by Occupation %
Occupation Frequency Percentage & \
Civil Servant 144 36.0 \

Business Man/Woman 155 38.8 &
Student 79 19Q

Others 22 0@

Total 400

N

Table 5 presents distribution of respor@uj\)y occupation. From the table, 144 (36.0%) of

the respondents were civil sew’155 (38.8%) were traders/business men/women; 79

(19.8) were students and@ belong to other vocations.

Frequency Percentage

&(/Christianity 275 68.8
Islam 111 27.8

é African Traditional Religion 7 1.8

O Others 7 1.8
Q Total 400 100.0
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Table 6 presents distribution of respondents by religion. From the table, 275 (68.8%) of
the respondents were Christians; 111 (27.8%) practice Islam; 7 (1.8%) practice African
Traditional Religion and 7 (1.8%) practice other religions. \‘
4.2  Presentation of Data \6

4.2.1 Analysis of Research Questions

Research Question One: What are the communication media used by the pol@p‘nies

Table 7: AQ/
Descriptive result of communication media used by po@ rties prior to 2019

presidential election in Oyo State. 0
\&

prior to the 2019 presidential election in Oyo State?

Communication media O v Frequency Percentage Rank
Radio Adverts/jingles Q 299 8.73% It
Branded T-shirts, face ca v 238 6.95% 2nd
Billboards/Banners 3’ 219 6.40% 3rd
Handbills { ° 213 6.22% 4th
Political Qad shows 208 6.07% 5th

New% 183 5.34% 6t
Q&rs 179 5.23% 7th

acebook 156 4.56% gt

Motorized campaigns 147 4.29% gth
Q Radio Talk shows/debates 141 4.12% 10t
Party manifestoes 137 4.00% 11t
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Newspaper and Magazine adverts 136 3.97% 12t

Television Adverts and Commercials 128 3.74% 13

Twitter 128 3.74% 14
Television Talk shows/Debates 105 3.07% 15 6
Television Documentaries/news reports 101 2.95% %
Artiste/Celebrity endorsement 101 2.95% * g7t
Vote-buying 101 . & 18h
Opinion articles / news report 100 % 19
Instagram 98 Q/ 2.86% 20t
Blogs/vlogs @ 2.66% 21
WhatsApp 087 2.54% 22nd

Bulk SMS &\ 71 2.07% 231
Magazine ‘ \ 57 1.66% 24t

Source: Researcher’s ﬁ@?(m

Table 7 presents des.cw result of communication media used by political parties prior

to the 2019 ﬁ*tiﬁl election in Oyo state. As shown in the table above, the ranked

method @§
st@d

media channel, followed by branded T-shirts and face cap 238 (6.95%);

ncy count was used and radio adverts/jingles 299(8.73%) was ranked the

il[Boards/Banners 219 (6.40%); handbills 213 (6.22%) and political rally/road shows 208
S 6.07%) respectively. Also, the five least ranked communication media include Instagram

O 98 (2.86%); Blogs/vlogs 91 (2.66%); WhatsApp 87 (2.54%); Bulk SMS 71 (2.07%) and

Q Magazine 57 (1.66%) respectively.
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Research Question Two: What are the campaign messages contained in the

communication media used by political parties prior to 2019 presidential election in Oyo

State?

\
&

Table 8: Identifying the messages contained in the communication media E\b

S/N Items Agreed %gr ed
_ ‘ ‘ Freq  Per % er
1  Communication media messages used during the 330 82.5‘%\ 17.5%
presidential election in Oyo State were used to
address issues affecting the country Q\
2 Messages contained in Communication media QQ(I 5% 194 48.5%
were used to attack opponents \
3 Messages contained in Communication media Sl 72 43.0% 228 57.0%
included hate speech
4  Messages contained in communicat&e i 340 85.0% 60 15.0%
were used for mobilisation
5  Messages contained in Co rgu%)n media 268 67.0% 132 33.0%

u
were used to highlight e%etence ofa

candidate and inconfpetdrce of rival candidate.

Source: Researchew's fieldwork 2022
®

Table 8 presQ%riptive result of campaign messages contained in the communication

medi
e
@esidential election in Oyo State were used to address issues affecting the country; 206
$ respondents (51.5%) agreed that messages contained in communication media during 2019
QO presidential election in Oyo State were used to attack opponents; 172 respondents (57.0%)

disagreed that messages contained in communication media during 2019 presidential

election in Oyo State include hate speech and fake news; 340 respondents (85.0%) agreed

193

political parties prior to 2019 presidential election in Oyo State. From the

espondents (82.5%) agreed that communication media messages during 2019



that messages contained in communication media during 2019 presidential election in Oyo

State were used to educate and mobilise people on the importance of voter participation,

and 268 respondents (67.0%) agreed that messages contained in communication media

during 2019 presidential election in Oyo State were used to highlight the competence of a Q/&

candidate and incompetence of rival candidate.

<

Research Question Three: What is the level of effectiveness of communication me

voters?

Table 9: Effectiveness of communication media on voters

[\

é \

S/N Qﬁ»’ Disagreed
N&/ Per Freq Per
1  Communication media were maximally used to Q* 86.8% 53 13.3%
communicate with voters S
2 The communication media carried messages that 331 828% 69 17.3%
were informative and educative abou &ction
3 Communication media were use &)ﬂisation 355 88.8% 45 11.3%
towards voter participation duri@election
4  Communication media us ing the election were 247 61.8% 153 38.3%
adequate and would u%@r future elections
5 Communicatio e&;sed during the election 223 55.8% 177 44.3%
focused ext n;\&n the candidates and their
ability er on their promises
6 Co ation media used during the election 280 70.0% 120 30.0%
mgd candidates’ chances of victory
K&munication media was massively used to 344 86.0% 56 14.0%
mobilise all potential to participate in the election
52.8% 189 47.3%

g PQ Communication media effectively used hate speech 211

QO

to discredit opposing candidates

Source: Researcher’s fieldwork 2022

Table 9 presents descriptive result of level of effectiveness of communication media on

voters. From the table, 347 respondents (86.8%) agreed that communication media were
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maximally used to communicate with voters during the election; 331 respondents (82.8%)
agreed that the Communication media carried messages that were informative and
educative about the election and the candidates; 355 respondents (88.8%) agreed that

communication media were used for mobilisation towards voter participation during the

election; 247 respondents (61.8%) agreed that Communication media used during t@

election were adequate and would suffice for future elections, except with pr@
introduction of new technology; 223 respondents (55.8%) agreed that C niation

media used during the 2019 presidential election in Oyo State focuse;ENm ely on the

candidates and their ability to deliver on their promises; 280 res% (70.0%) agreed
1

that communication media used during the 2019 presiden ection in Oyo State
improved candidates’ chances of winning the electiogs \espondents (86.0%) agreed
that Communication media used during the 2019 Ppresifential election in Oyo State were
massively used to mobilise all potential@r o participate in the election, and 211
respondents (52.8%) agreed that Con@tion media used during the 2019 presidential

election in Oyo State effectivelhate speech to discredit opposing candidates.
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Research Question Four: What is the extent to which communication media influenced

voters during the 2019 presidential election in Oyo State?

Table 10: Extent to which communication media influenced voter participation %
&

S/ Low/V.Low Average Hig\

N Extent Extent V%
Per

Freq Per Freq Per

Freq
1  Communication media influenced you 47  11.8% 147 36&?%6‘ 51.5%
to make a choice during 2019 \
presidential election in Oyo State %co
2 Political parties’ use of communication 8 2.0% % 28.0% 280 70.0%
media during the 2019 presidential

election in Oyo State influenced voter S\

participation
3 Communication media during the 2019{8 19.5% 123 30.8% 199 49.8%

presidential election in Oyo State

used to mobilise voters ‘
4  Communication media dur'ﬁe 2019 200 50.0% 90 22.5% 110 27.5%

presidential election in Y
responsible for Vot@ y

«

€

Source: Reseaw s.fieldwork 2022

Table 10 :Q[S descriptive result of extent to which Communication media influenced

Voter‘ pri

&%) remarked that Communication media influenced them to a high/very high extent

the 2019 presidential election in Oyo State. From the table, 206 respondents

making a choice during 2019 presidential election in Oyo State; 280 respondents
$ (70.0%) said that political parties’ use of Communication media influenced voter
participation to a high/very high extent during the 2019 presidential election in Oyo State;
199 respondents (49.8%) remarked Communication media was used to a high/very high

extent during the 2019 presidential election in Oyo State to mobilise voters; 200
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respondents (50.0%) remarked that Communication media during the 2019 presidential
election in Oyo State, to a low/very extent, made many voters to stay away from
participating in the election. \‘
Research Question Five: What is the extent to which the campaign messages contain@

in the communication media used by the political parties during the 2019 presi@

election in Oyo State have influenced voters? & \

Table 11: Extent to which campaign messages influenced,vo %choice

N\
Low/V. A Average High /
s V.high
Freq

r Freq Per Freq Per
1 Campaign messages during the 2019 0% 91 22.8% 293 73.3%

presidential election in Oyo State \&

influenced voters

2 Quality of campaign messagging 31 7.8% 141 353% 228 57.0%
the 2019 presidential elecv
State influenced vote

3 EntertainmentconteWcampaign 46 11.5% 177 443% 177 44.3%
®

YO

messages dusinlg the 2019 presidential

election 1 o State influenced voters

4 Ca:essages by political opinion 43  10.8% 150 37.5% 207 51.7%

influenced voters

le
&arty manifestoes influenced voter 51 128% 173 433% 176 44.0%
participation
$ Source: Researcher’s fieldwork 2022

QO

Table 11 presents descriptive result of extent to which the campaign messages contained
in the communication media used by the political parties during the 2019 presidential

election in Oyo State have influenced voters. From the table, 293 of the respondents
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QO

(73.3%) believed that to a high/very high extent, campaign messages during the 2019
presidential election in Oyo State influenced voters; 228 of the respondents (57.0%)
believed that to a high/very high extent the quality of campaign messages during the 2019

presidential election in Oyo State influenced voters; 177 of the respondents (44.3%)

believed that at least to an average extent, entertainment content of campaign messag 6

during the 2019 presidential election in Oyo State influenced voters. The same num
respondents (177) also agreed that it did, to a high/very high extent. Fu oréy 207

respondents (51.7%) believed that to a high/very high extent, campaign messages by

(Q% believed that to

political opinion leaders influenced voters, while 176 respondent
a high/very high extent, party manifestoes influenced voter part %on.

4.2.2 Test of Hypotheses 0%

HO1: There is no significant relationshi&*b%veen communication media and voter

participation. (\

Table 12: Pearson Product M@t Correlation Coefficient of relationship between

\
&

Communication media Q/ ter participation.

Variable 4 Mean Std Dev N Df r-cal Sig
®
Communicafige’media 8.58 6.32524
400 399 296 .000
VoteriSp pation 22.76 3.15970

rce: Researcher’s fieldwork 2022

:rom Table 12 above which shows Pearson Product Moment Correlation Coefficient of

relationship between communication media and voter participation, the calculated value
obtained at .296. This result implies a moderate relationship between communication

media and voter participation. Therefore, the null hypothesis which states that there is no
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significant relationship between communication media and voter participation is thereby

rejected.

\

The repudiation of this null hypothesis is supported in literature. First, it is an ®
established position that Voter Participation as a concept, stands on the fact that the media Q/
shapes citizens’ interest and attitude during an election. In other words, the information \6
available and consumed by individuals determines their level of participation, w ich§
reflection of their media exposure'. \
Not only this, research has also established that media exposure and ¢ \tion promote
and increase voter participation and engagements during electic% extension, political

knowledge and efficacy increase during the process, i® citizens’ attitudes and

judgments become better guided. Overall, media& umption is expressed in higher

participation on the part of citizens?. !

Furthermore, both the traditional medjerahg tiit New media may provide varying degrees

of voter participation. If the travl media provided a limited level of participation and

interaction for media users t?&

media had since changed the pattern. The advantages
of this on the part of @m include the New media’s ability to foster closeness with
citizens and mg&;e.them more effectively in order to engender better participation.
Likewise Q part of citizens, the New media offers them an opportunity of lending
their foice§”on current issues. The media, mostly the social media, even in cases of

&demal exposure’, encourages participation by communication, social connection and

s r citizens’ dissemination of information and reportage of events and current issues>.

O HO02: There is no significant relationship between communication media and its ability to

Q influence voters’ choice.
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Table 13: Pearson Product Moment Correlation Coefficient of relationship between

communication media and its ability to influence voters’ choice.

Variable Mean Std Dev N Df r-cal Sig

Communication media 13.29 2.43325
400 399 111 (@

choice

Ability to influence voters’ 8.58 6.32524 s\

Source: Researcher’s fieldwork 2022

Table 13 presents PPMCC of relationship between communicati %ﬁ and its ability to

influence voters’ choice. From the table the result show, t1 t1cally significant low
relationship between the variable (r = .111; p = 026 result implies that there is a
significant relationship between Communication m and its ability to influence voters’

choice. (}&

This result is in consonance wit@nissions by researchers in our reviewed literature. In

order to situate this posi on,ve submit that in this research, the relationship between

Communication mediM voters’ choice which were the subjects of such researches
®
earlier revie owed significant relationship. Though there were divergent views,

however@o rall submissions in general terms support this view and some of them

(h?(rgyoe restated here for emphasis.
$ ;irst, extant literature have long established that the media, especially the Social media

O provides the platform for dialogue, expression of personal opinions and feedbacks (e.g
Q opinion articles etc in print media) which makes it a veritable tool for citizens in

successfully making a choice during an electoral process. The media does not only help
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voters to make a choice, especially for political parties with perceived positive media
coverage, media exposure influences their attitudes and intentions, which are sometimes a
by-product of their perception that other people’s opinions are better than theirs*. \‘
&
Furthermore knowing who to vote for and going ahead with that decision and making 6
choice, are a vital part of an electoral process for citizens. This process is often ba@
factors such as citizens’ previous experiences, attitudes and various source ire@f and
indirect communication during elections. Extant literature also posits ghatythe®*media and

peer communication coupled with interaction with politicians, i voters’ choice.

Thus in an increasingly digitised and multi-media enw@ citizens make their
choices based on the myriad of information made avai \othem. In essence, the media,

and again, mostly the Social media which prowides a convergence tool for all the

.

information available, becomes the platforpf fr hich voters make their choice’.

S

4.3 Discussion of Findings Q
The study reveal t&aﬁring the 2019 presidential election in Oyo State, the
percentage of men (51 as slightly higher than that of women (49%). However, it is in

®

contrast with rcéntage of men and women participation for political offices in the
same el der review which was just 6 per cent and thus a national problem in
Ni ebpecially in the Northern part of the country where socio-economic issues,
&g several other factors have kept women away from being active participants in
% electoral processes in the country®. In terms of age, majority of the respondents 52% were

O between the ages of 28 and 37. As for educational background or qualification, most of

Q them 41% had HND or Bachelors degrees. Majority of them were also self-employed
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(38.8%) followed by civil servants (36.0%). The study also revealed that most of the
respondents (68.3%) were married.
Research Question One: What are the communication media used by the political \‘
parties during the 2019 presidential election in Oyo State? Q/%
Most of our respondents, including our interviewees agreed that several communicati 6
media were used to communicate with voters in order to carry their messages acrossf%
identified the traditional media and mostly, radio, as the communicatio ﬂ&dia\used
during the election. In the Key Personality Interviews held it was e ished from the
respondents that several communication media channels were us &molitical parties
in conveying their campaign messages to the general populace™In the words of Key
Personality Interviewee 1 (KPI 1), the then Publicit%\eary of the All Progressives

Congress in Oyo State said his party used three ;@wdia and five radio stations. This

decision by his party underscored the use Qa edia as perceived by voters during that

election. < \
He said: Q

We used virtually &i? but when it comes to placing advertorials in the

media we used majouy print media such as The Nation, Nigerian Tribune and
®

eh it comes to (electronic media) radio, because of the strategic
e state, sometimes we were on Fresh FM and other stations and
go'de in Ibarapa area would tell us that they did not hear us. So we looked for a
&radio station that has the reach to cover that area. That was how we decided on
Lagelu FM because it has a lot of inroad into Ibarapa area. In Ibadan main city,
including the less city, we used Fresh FM, Splash FM, Lagelu FM...We used

Graffiti FM in Igboho...In Ogbomoso, we used Gambari FM (a sub-station) of
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the Broadcasting Corporation of Oyo State (BCOS)... All of them were doing

the job.

Also, KPI 2, Secretary of Oyo State All Progressives Congress, also said: ®

We used the traditional media but we used the social media more than the other 6
ones because we intentionally focused on the youths, mostly because they ar \
the ones who use the social media the most: the internet, twitter, instagr%n%

so on and so forth. We also used the radio because of the eldew s and

those in the rural areas. Those ones do not watch much of @ , but they

listen to radio a lot. They may not have electricity{&yrural areas, but

through the radio they follow events and are even date with current issues

and news. That is why we diversified thequse ur media publicity to suit

specific categories of people. &*

However, going by their responses, @further established (as seen in Table 7) that
radio was the most preferred sed by the two political parties in view during the
2019 presidential electigfi in\Oyo State. The significance of radio as the most used
communication meclia Africa is consistent with extant researched documented in
literature as Q*st-.preferred media used by politicians to communicate with voters

during es.
e of the established reasons for this dependence on radio include its ability to
O&l a very wide audience including audiences in remote place, its cost-effectiveness,
$ maintenance-free characteristic and non-dependence on electricity’. In addition, the wide
O use of radio also bridges the literacy gap of its audience, whether they are literate or not,

Q by increasing their political awareness and mobilisation through the use of music and
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entertainment content which are very much present, especially during electioneering, in

radio and television jingles and commercials®.

N
It is, however, interesting to note that though the political parties concentrated a lot of their &
communication activities on the use of Social media to mobilise young voters during tK@
2019 presidential election in Oyo State, only Facebook which is the most-used %
media tool is ranked among the top ten media platforms used during the e n ify this
research as it came eighth as the most-used media platforms by tti as® source of

information for news about election. Other Social media pla@u

blogs, vlogs and whatsapp came a distant 20th, 21st n d respectively. This

as instagram,

underscores the view by Key Personality Interviewee \emational media executive,
that most of the voters in Nigerian elections are r@ Social media, and that those who
use it need economic resource to catch up &&at is going on there.
He said in the interview: O
We have to look@ economic stratification of the populace. In the
last one year, mor h&)}e hundred million people have fallen below the
poverty line. Th(N;ho want to be online to catch up with what is happening

®
there ne ney to buy data to be online. So, this means that most of the

pe are going to vote are not online due to poverty. That is why

erbody could be very popular online and still lose the election.

$ ;n spite of these arguments, and given the fact that most youths are economically
O disadvantaged as they are dependent on their parents, it is evident, however, that though

Q some level of education and financial resource may be needed to use the Social media

effectively, it is an established fact in literature that it is the most preferred media for
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communicating with and mobilising the youth who are its most ardent users®. Not only this,
the social media is the most preferred media, in the case of social mobilization, in
amplifying messages among the youth in order to create a bandwagon effect!’. \‘
Research Question Two: What are the campaign messages contained in the &
communication media used by the political parties during the 2019 presidential election7\®
The findings on Research Question 2 revolved around the campaign messa
the communication media used during the election. Respondents agreed tha esyages
were used for different purposes. One is that the messages were used te biing to the front
burners and to address issues confronting the country. Secondly sages were used
to attack opponents using hate speech, though they also Qe and mobilized voters
concerning the election. Our interviewees were in agrs@rlth the above. For example,
they agreed that the campaign messages contalne e communication media used by
political parties were used for different pu&*er instance, KPI 2 said:
Everybody is out ma@ their candidate and de-marketing the
opponent. So you look @ strong point of your candidate to sell to the
people and you 1 Qh\e weaknesses of your opponent. We look at the
antecedents of 0 didate and the antecedents of the opposition candidates.
There etﬁlng call SWOT analysis, the area of strength, weakness,
Qles and threats, and so on. We commissioned some people to do a
Q}f research because we have a research department. We researched into the

& background of the candidate and if there is one area that they think they have

% covered successfully, politics will uncover it. It is all just because we want to
O market our candidate and de-market the opponent.
: Thus, KPI 2 agreed with our findings that a large number of the messages contained in the

communication media used by the political parties were used to attack the opponent and
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$ advertisements during elections encapsulate and organise the dissemination of information

QO

views are in tandem with the position that messages embedded in media

highlight the competence/incompetence of candidate and opponent. In another approach to
the question of what campaign messages are contained in the communication media used
by political parties prior to 2019 presidential election in Oyo State, another interviewee
responded that their campaign messages mobilised, informed and educated the populace,
through the media, of the benefit of having young and dynamic people as leaders and K@

number one citizen of the state.

In light of this, KPI 3, the Peoples Democratic Party secretary, said @ \

We looked at the situation in Oyo State where we had N@ erson

in the person of Seyi Makinde becoming governor. He z@ce of new
N

generation of leaders in the country. The sloganeth s Omi Tuntun,

meaning New Dawn. We tried to compare th@)n when the PDP, our
party, was in government with what b@ then. We talked about the
e &

poverty level and security situation jfithe Ceuntry, corruption, the economy and

other issues before 2015... V\(e) went back to pre-1999 to show that

corruption was very highmy was very bad; there was poor infrastructure

and other things. aQ that when we came into government things got better

up to 2015. We let people know that by 2019 things should have been

®
better Qﬁ&fo’re, but this was not so. So these were the main issues that
r

ed our campaign.

about political candidates and their parties, promoting their manifestoes and how they
intend to implement them. However, these messages could be positive, that is,

highlighting the qualities of a candidate; contrasting or negative, meaning drawing a
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camparison between a candidate and another in order for the electorate to choose one
candidate above the other and the negative advertisement, being intended statements
meant to attack opponents with the goal of making him look bad in the eyes of the \‘
electorate. &
The fact that media messages during the 2019 presidential election in Oyo Sta 6

as we have discovered in this research, have been used heavily for mobilisation (@
cent) and to address national issues (82.5 per cent) are commendable; vefy the
statistics that they were also used to attack opponents (51.5 per cent); for hate*speech (57
per cent) and to highlight competence/incompetence of op %nderscores the
position that some messages contained in media advertisements\dutifig elections amount to
negative or attack advertisement and that, consequen@ntire electoral process may
become messy. 0

Research Question Three: W&* the level of the effectiveness of
communication media on voters? O

Majority of respondents agreed that communication media was maximally
used to communicate wit% s during the election, just as they agreed that the messages

were informative andw

®
only winning ?&ctfon, but to highlight their ability to deliver on their promises.

ive; used extensively to improve candidates’ chances of not

e of KPI 2 was in tandem with those of the questionnaire respondents who

%&eﬂectiveness of the use of Communication media very high during the election.

O
OS

Q was very effective). They (supporters and the electorate) often commended us

said:

To a large extent I believe so (that the use of communication media

concerning our publicity drive and that if not for us, some of the things they

were aware of about the election, they might not have been aware of them.
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Our jingles and advertisement in the media often made impact at the

grassroots level.

A political communication scholar, KPI 4, one of our interviewees, corroborated this ®

position on the effectiveness of Communication media during the election when he said: E

They have been very effective because when you communicate, what you ne

is the reach. It is the reach that determines how effective those media w hﬁt
is why they use diverse platforms like I talked about whatsapp f\th i group
mobilization and communication, for the larger public they@ book, then
for the more general public they use billboards. You &s? that there were
diverse audiences for each of these platforms. \0 them don’t reach the
grassroots, that is why it is important for@ them to use television and
radio because these are the ones t get to everybody whether they are
literate or not. But they actu@h ve some measure of effectiveness to

reach virtually everyonthhese are the things that determine whether they

are effective or notQ/v

This positii)n Iso supported in literature. As argued in Chapter Two, the
demography electorate s becoming more and more complex and constantly
evolving eep understanding of this complexity has increased candidates’ ability to
e ct(ev use the media to communicate with the electorate by meeting their information
&, irrespective of their socio-economic background. It was also asserted that

$ candidates and political parties are now more successful in effectively using the media to
O reach the electorate with the right messages in more precise and specific manner hence the

Q effectiveness of their communication drive.
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Research Question Four: What is the extent to which communication media

influenced voters during the election?

Most of our respondents agreed that it influenced them to a very high extent in not %\

only voting, but also making a choice due to its effectiveness in mobilisation of voters. 6
These positions are consistent with and have been established in research finding \
research on influence of media on political knowledge among undergraduate tudent%
Ibadan, Nigeria, corroborates this position. It was posited in the research %e e\dia is

not only very vital during elections, it is, in fact, the primary avenue foc%participation.

Not only this, it was also argued that the media shapes their (v r%ests and attitudes

towards election'!. Similarly, some scholars averred in thS\ y that the more informed

citizens become, the more their mobilisation and civi iCipation'2. More importantly, it

was posited in a similar research that with the !se offhternet and digital media, the mode

of voter participation is no longer a ngrrowed-down process, but it could be largely

expanded'3.

Though the gene@e;tion in this study that the media, to a large extent,

mobilised and encourdged Vefer participation is in tandem with the references noted above,
the overall resu)%owed that voter participation was low in the election. Some reasons
were pro for this also. KPI 4, a political communication scholar, one of our
inte ew@verred that:
&I think the problem has to do with, one: we talk of issues such as ‘returns’; that is
the dividend of their (voters) participation in previous election. Then the second
has to do with the environment of the political process... In fact what you find
out in research is that in a place like Lagos, you will expect a high turnout, but

you will discover that we record the lowest voter turnout, in fact one of the

lowest voter turnout in the country, and this is largely due to voter suppression.
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KPI 6, a professor of Political communication also buttressed this point noting t

problem was not with communication. He said:

&

ass Communication scholar, corroborating our finding that the media made

What the politicians do is that where they think they are strong, they dominate
the place and allow election to take place but in places where they think they
don’t have good support they cause violence. So people who are afraid for their

lives would not come out to vote.

s

No, it is not about poor communication. The reason for voter apath&&)ne: the
feeling and fear that the election result don’t reflect correctl@ ing pattern.
Most voters are feeling that there is a disconnect betwe ting pattern and
outcome of elections, which means that elections r%en rigged, ballots are
snatched and that violence is calculated to al@ﬁ Many citizens don t even
bother to register, they don’t even have cards.

That is why you go around on eej\)n Day, you even have the youth playing
football. Some of the elit travel out of the country or sit down at home
watching televisio S¥~go to golf course. Thirdly, leadership has been

consistently poor.\ye question has always been ‘so what?.’ Is it this candidate or
®

And people ask ‘so what?” So it is not mainly about poor

ion or inadequate use of the media.

@ople to stay away from the election only to a very low extent remarked that:

After the first eight years (of Nigeria’s Fourth Republic), you will notice that
people began to see things. Also politics as they say is a dirty game. People
now saw a lot of dirty things and they saw many things. People knew how

much the Obasanjo government was said to have spent on power but till today
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we don’t have light. Look at the corrupt politicians; what happened to them?
So people don’t want to listen anymore. No matter the (political parties)
manifesto; when they say they have seven point agenda and they could not

actualise three out of them people begin to lose interest. There are places Q/&

politicians go today they don’t listen to them. So no matter what you tell them, \6

they are not ready to listen. S

Research Question Five: What is the extent to which camg@es}ages

influenced voters? CO\

Most of our respondents agreed that it was to a V@%xtent, especially the

messages coming from local political leaders or % leaders. However, though
c®o

researchers are still divided on the extent of the iaflu f campaign advertisements on

voters, empirical evidence show that its indi end to be more positive than negative. A
researcher posited that messages tha satisfy the needs of potential voters (in
combination with other persona racteristics of candidates) often resonates with them

than messages or adverti% at focus on personal achievements of those contesting

for political offices'. V

®
Anoth %rc.her even went further to assert that these messages in political
advertisat would influence and resonate with the electorate are those that had

bgen @stently used and tested in-house by those who crafted them to test and ensure

Og appeal after which they are put in the media!>. Therefore, the success of these

$ messages contained in the advertisements by the two major political during the 2019
O presidential election in Oyo State apparently followed this trajectory for the electorate to

Q have perceived them as having influenced them to participate in the election.
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One of our interviewees, KPI 2, in line with this position on the effectiveness of messages

contained in the media advertisements of political parties said:

To a large extent I believe so. They (the electorate) often commend us ®

concerning our publicity drive. They often say that if not for our publicity and
mobilisation drive, they would not have been aware of some of the things they \6
knew about the election. Our jingles and advertisements in the media ofte§
made impact at the grassroots level. Concerning our presidential cao%ce, }

made it known through our media campaign that when he was &j\ry Head

of State he did well. We also told them he is a mar% egrity and an
incorruptible candidate. We also told the electorate K resident from 2015

to 2019, he also did well to tackle corruptiong

KPI 7, an international advertisement execiftivg, however, disagrees with

this position. According to him: (\

During an election in a, politicians are always talking about

consensus candid n; other issues. There is no substance in what they

are saying; andMle are asking: ‘what is going to be done about the
®

® . . . ..
econogﬁ%e of the naira, among others? Nigerians are waiting to see
a®

d tell them what they are actually going to do to solve the problems

ate who is speaking their language. Who is that candidate that

& of why Nigerians are using dangerous routes to migrate and end up dying
$ in the desert? Which politician is the one coming out to articulate their

O plans to see how the problems could be solved?

Q

In essence, the effect of messages contained in media advertisements during election and

their effects on the audience has always been a subject of discourse. Theories have also
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tried to explain it without definite success. The Hypodermic Needle Theory and the Media

Effect Theory have both tried to explain the effects of the media on an audience. As

discussed earlier in this work, studies on communication during elections concluded that \‘
the audience were not just sitting ducks who assimilate messages without critical thinking; Qg\
that the influence of messages on an audience was limited and that other factors inde 6

have more overriding effects on formation of opinion by an audience'S. The A@

Setting Theory took this further with the argument that issues highlighted ¢ fpedia

often tally with those that an audience consider important, thus under% e fact that

an audience indeed have its own opinion about certain issues %‘ media messages

may only confirm or contrast with it. A
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Chapter Five

Conclusion
This chapter highlights the findings, coitribga to knowledge, recommendations

S

and suggestions for further studies.
5.1 Summary of findings

This study investigated e%ence of Communication media used by two major
political parties on soc ilization and voter participation during the 2019 presidential

®
election in Oyoi%:, Nigeria. Findings emanating from the data generated from the field

work ind ' at all the respondents were exposed to one communication media or the
otherde course of the election, through which they were mobilised and informed by
olftical parties and other stakeholders about the election, the candidates, their party
Qanifestos and every other thing about the election that constitutes voter education in

O order to enable full civic participation of the electorate. Media exposure of the electorate

Q was neither at the same level nor was the communication media they were exposed to

exactly the same, as the electorate in their responses showed that they were more exposed
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to certain Communication media than others. In this study, voters were mostly exposed to
the traditional media — radio, print and television, and to certain extent, other media
including the New media and especially the Social media. For example political parties

used the radio the most, which had been proved by extant researches as the most far-

reaching and preferred of all media. About 299 of the respondents identified it (radio) 6

their major source of information during the election. This study also discovered th
use of the traditional media far out-matched the use of the much-hyped soci diayThis

also underscores and tallies with some of our findings that most of Eﬁ\%e tial voters

were not on Social media. Qg\

The other traditional media used by political parties whicl\ ectorate were exposed to
included newspapers; branded t-shirts and face cap rds and handbills. It was not
really surprising that newspaper and magazine d\gals were not a major or prioritized
media, meaning that political parties didgiotNay much emphasis on these as the elite who

are the major consumers of newspap media do not show much enthusiasm to vote

during elections which is als$ ation of other established research findings.

Television advertisem%%e also not prioritised which confirmed research findings that

®
television rank%nd radio and others as a media advertisement tool in African elections.

This reseQ o discovered that magazine, a print media and a form of Communication
medid ca ast in the ranking. This is, however, not surprising as most newsmagazines

@h is also a favourite news media for the elite had literally become extinct in the

Quntry and are no longer as visible as they used to. This, therefore explains the reason

Q

that political parties are not likely to place their advertisements in magazines any longer,
unless, perhaps, some popular magazines published in local languages which are limited in
readership population, as only the older generation or the less educated people in both

urban and the grassroots level would read them.
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Finally, vote-buying which is often a means by political parties to induce voters to vote for

them through giving out of cash and material things, which is also a common feature of

African elections, was found to have been used during the election, especially by the two \‘
major political parties considered by this study. Though this seems much on a lower scale &
as against sensational traditional and especially Social media reports during elections 4 6

the country, however, the reason could be that it was because the election under r@

was a national election, and not a state-based (governorship) electionxﬁ*l ‘often

witnesses higher reported cases of vote buying and a more intense anc%\'o te interest

in whoever emerges as the winner. Q?\

Messages contained in the Communication media used\ ilg the election was also
discovered to have been used both positively and negat y political parties; positively
to advertise their programmes and thus enhameﬁtances of winning, and negatively,
to attack opponents. For example, majomn respondents agreed that the messages were

used to address issues affecting the ry; a large number of them also agreed that

messages were used to mob@rs. However, only about half of respondents agreed
tQ'at

that the messages were u%

agreed that the mgssages Were used both negatively and positively, that is, they were used
igh

°
specifically, Q\
their gpp %

s. The use of messages negatively was distinctly captured when half of

tack opponents, while also a high number of respondents
ight the competence of certain candidates and the incompetence of

@n ts said it included hate speech and fake news (against and about opponents
@spectively). Despite its incrimination by both the Federal Government of Nigeria and

% being frowned on by the Electoral Act, it still featured prominently in the election. This is

O also evident in the high number of respondents who agreed that the messages were
Q highlighted or used to highlight the incompetence of opposing candidates in order to

brighten the chances of certain candidates. Though an election is a contest, yet this aspect
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of using messages to communicate negative or wrong insinuations about individual
candidates is obviously not a positive development in an activity that is meant to involve
general or widespread civic participation. This situation, if allowed to fester for too long,

could also influence negatively the extent of voter mobilisation and participation in future

elections, if potential voters perceive that the entire electoral process is resorting to mu\@

slinging and character assassination. %

On the effectiveness of Communication media, more than three quarters;@r&ients
agreed that it was maximally used to communicate with Voters;cb\me size of
respondents also agreed that it carried educative and informatins/ es about the major
candidates. Findings also indicated that a large number o\ dents agreed that it was
used for mobilisation; that it was sustainable, ad e and would suffice for future

Qctive in focusing extensively on

elections and that the Communication medw

candidates and their ability to deliver on gheif\promises.

G

In addition, most of the respc@ts agreed that Communication media considerably

improved the chances of c n?&e

media at all. Respond% overwhelmingly agreed that it was deployed by candidates

in achieving their goals, than if they had not used the

®
to mobilise and%municate with voters to massively participate in the election and vote
for them j chlar. Our findings also showed that in order to enhance their credibility,
the candiddtCs and their political parties used hate speech to discredit their opponents as

&1 by a little over half of the respondents. With these statistics, the finding was that

Qommunication media was very effective in achieving the goals for which they were

Q

deployed. For the candidates, it was effective as means of communicating information and
mobilising voters; it was sustainable, just as it was effective in enhancing candidates’
credibility in the mind of voters, even if it means discrediting their opponents to achieve

this.
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On the extent of the influence of communication media on voter participation, more than

half of respondents who rated it from high to very high said it influenced them to make

their choices, while at least a third of them rated it as having influenced them averagely. \‘
Again, almost three quarters of respondents rated communication media as a tool by &
politicians and political parties to increase or influence voter participation, while alm t@

half also agreed that it was used for mobilisation. Interestingly, at least half of respo@

only a small population of less than a quarter of respondents said it %N

low voter participation. Qg\

Campaign messages which constitute the jingles and adve& ts in the communication
media during the election, were also discovered to mifluenced voters extensively as
majority of respondents rated it from high to th ” The quality of the messages which
often goes through a process of rﬁ@nt by advertisement agencies and the
media/publicity committees of politic{@"ies were also deemed good as more than half
of respondents rated it high. @sages to be well-received by potential voters, one of
the qualities is that it m% ntertaining, at least to gain the attention of the audience;
thus just under half\o’respondents rated it as average while the same size of the
®

population IQ the quality as high, meaning that the messages at least attracted the

attent@@ost of the voters with their entertaining contents which is the high point of

7‘{8116

stinion leaders, who are often influential voices before and during an electoral process

ssful campaign message in the media.

O also influenced voters in the course of the election as more than half of respondents said
Q their messages highly influenced them, but in a reverse case, most voters were not really
influenced by party manifestos as not up to half of respondents said it influenced them

highly. Also almost half of respondents said it only influenced them on the average. The
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implication of this is that party manifestos did not resonate with voters and the reasons
behind this may be manifold. One, it may be that the manifestoes of the political parties

were too identical or similar or because political parties do not have the integrity of

N
delivering on their promises thus making the electorate not to pay much attention to these &
promises. Again, it may also mean that since the political parties apparently have 1\6
distinct ideologies, meaning that what is being communicated to the electorate focu@
the same issues bedeviling the country which had remained unresolved fo de§ and

Q

which the electorate do not believe could be resolved by the politicé N and their

candidates who simply renew promises to solve them. Q?\

5.2 Conclusion $

This research work had been carried out to examine thg thfluence of communication media
on social mobilization and voter participatiou.&ng the 2019 presidential election in Oyo

State, Nigeria. The aims and objectiv @ research had been achieved with reliable
u;:sd

answers provided for the research q ons and conclusions drawn from the research
findings. To this end, in t @of this particular study, political parties and their
candidates use every Val% media of communication in the process of mobilising the
electorate and pu ieis.ing their manifestos in order to persuade the electorate to vote for
their partiti:QQcandidates. Jingles and commercial advertisements designed to appeal to

the e@

&tronic media and the New media. The messages embedded in the mediated

of the electorate are mediated through the mass media — both print and

E Qvertisements are mostly persuasive in nature, through the process of political marketing

and public relations efforts of the candidates and their parties. These messages could
QO sometimes be negative, by attacking opponents, and sometimes probing into their private
lives, even to the point of the advertisements being filled with hate speech, wholly directed

at major opponents.
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Thus, identifying the Communication media used by political parties, the
messages contained in the communication media, the intention of the messages, the level
of effectiveness of the Communication media on the voters; the extent to which the

Communication media influenced voters and the extent to which the messages contained

in the Communication media influenced voters, were central to the study. ConclusiO\b

from the study suggest that the voters were exposed to all forms of Communication f
used by political parties was instructive, though this exposure was to diff dégrees

depending on certain variables such as location of the electorate, thei e&o education

and socio-economic background, among others. However, voge ¢ informed and
mobilised about the election mostly through the radio, whi gazines recorded the
lowest level of use among all the identified Communicati dia.

The messages produced by political p i&ersuade the voters were used both
positively and negatively through the &1. espite this, however, the media was
effectively used to inform, educate an@ise the electorate. Communication media also
improved significantly, the char@f the candidate in their efforts to win the election. In
general terms, Communi% edia achieved the goals for which they were deployed. In
effect, Communicagi(Nedia ensured significant level of voter mobilisation and

. . . . . . . . .o . .
partlclpatloth ly this, messages contained in radio jingles and advertisements in
C

both

not influenced by party manifestos, probably because they were not convinced

electronic media, influenced voters by persuading them to vote. However,

&h
Qat e political parties would fulfil their promises having been disappointed by their past

% performances in addressing the socio-political problems they promised to solve.

O

5.3 Recommendations

Based on the outcome of this research, it is necessary to provide these recommendations:

222

\
&



1.

All stakeholders such as Independent National FElectoral Commission, National
Orientation Agency, the media, among others, should be involved in the process of
mobilisation of voters for their civic participation. The process should not be left for the

political parties alone as this is a very important step towards continuous and improved

voter participation. If social mobilisation is massive, voter participation is also likely to ‘K@

high. S

Media organisations must show more social responsibility and not be ove rtiSgn in
spite of their ownership structure of factor. Media ethics must be strj N&wed; they
(the media) must not be confrontational or sensational in order @ the impression
that an electoral war was going on, a situation which may scare otefs away.

Messages contained in Communication media must Xpositive and persuasive in
order to sustain voter participation. The tone and@y of the messages, including their
entertainment content must inspire and su& interest of voters to perform their civic
duties in future elections. 0

Voices of opinion leaders are V@)werful and influence the actions of their followers.
Whatever they say abou e%didates or their opponents are sometimes amplified by
their followers which Wause friction between supporters of opposing political parties,

®

which may le idespread electoral violence locally and across the country. Therefore,

hate spe@ fake news must be avoided while infractions must be punished according

to hery
eyond using the Communication media, political parties and their candidates also use

% other means of voter persuasion, not only as a means for social mobilization, but as

QO

inducement for voter participation. This latter means is known as vote-buying. It has

become an established feature of elections in Nigeria. INEC should not only frown on this,
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it must be criminalised and pursued legally to conclusion as most perpetrators are never
convicted for the offence.

6. Political parties must rethink their ideologies as distinct groups and communicate this \‘
through their manifestoes in greater degrees to the electorate which is an aggregate of Q/
what they intend to achieve should they be voted into office. It should be communicated i 6

simple clear statements and in different local languages that voters can easily unde@

and assimilate. ) |

7. National Broadcasting Commission (NBC), Outdoor Advertising As Qof Nigeria
(OAAN), Newspaper Proprietors Association of Nigeria (NP Nigerian Press
Council (NPC), among other media stakeholders, should wonitotvand endorse messages
during elections before being advertised or broadcast \ are still high percentage of
messages used during elections to attack opponenﬁ®uding innuendos that hint at some
private matters that they are dealing with. &e ay sound normal in an electoral contest.
But the monitoring groups could dr@d line that should not be crossed. Negative

advertisement should be avoidey.

8. For sustainable voter mo, is% and participation, radio which ranked very high on the

list of Communication 1a used during the 2019 presidential election in Oyo State
®
should be conti for future elections, but candidates should also focus on interpersonal

and one-@e pproach for their mobilisation activities. This is highly recommended and

shoul dopted as many voters hardly know the candidates they want to vote for on a

&nal note. Though meeting all voters in person may be difficult or practically

% impossible to achieve, a closer, more personal contact with as many voters as possible
O could improve a candidate’s chances through inter-personal communication, rather than

Q using the mass media to communicate with voters all the time.

5.4 Contribution to knowledge
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The study has introduced one to the inter-relationship between Communication media and

the concept of social mobilisation which is an essential and significant step towards

ensuring maximum voter participation, especially in developing countries where voter \‘
apathy including other forms of apathy towards civic participation are on the rise due to &
several factors. In other words, there cannot be a significant voter participation withot\®

mass mobilisation of the citizens who are expected to perform their civic duties dur@

election. &{ \

Findings do not support the assumption that Communication medfa Id or could
automatically ensure voter participation without a conscious att %’nass mobilisation
of citizens as the Magic Bullet Theory of the Media sugge &.Aconcrete terms, this study
has helped to ensure a better understanding of the @ommunication media alone
would not automatically ensure voter participagion. s confirmed that citizens must be
adequately mobilised before voter parti€ipation” could take place; and not only that,
citizens must be adequately informed @andidates, their political parties and the entire
electoral process to ensure a be@d higher level of voter participation. If not, citizens’
participation, if does tal@ e, would end up in total failure since they are liable to
making wrong choic.ew to poor voter education. Not only this, physical or in-person

[ J

interpersonaQ*nication between candidates of political parties and citizens is very
essential st potential voters in Nigeria for example often complain that they do not
e QJC&I interactions with their representatives before election and those who do
Oteract with them only do so only at political rallies and in the media, only to simply
% disappear or remain aloof without communicating with their constituents after elections,

O only to reappear and begin to make efforts at re-engaging them just when the next round

Q of election is near.

225



Furthermore, this study has also increased one’s understanding that scholars should begin

to look beyond the influence of communication media on voter mobilisation and

participation. This is because other factors could also influence both in every electoral \‘
process. In addition, this study has confirmed the important role of asking questions to Q/
sieve the truth form a myriad of assumptions and outright falsehoods concerning vo 6
mobilisation and participation. The study did not stop at eliciting answers from Vote$

Publicity Secretaries of political parties alone, we went beyond that to spe ith Mass

Communication and media scholars, Political Communication s N nd media

advertisement executives, so as to give sound, informed, theorgti pectives on the
research topics. Their responses which had been well- stat th receding chapter has
enriched this study by elucidating on the inter-relation een communication media,

social mobilisation and voter participation and bas@mt only on theoretical foundation,

but also on sound empirical foundation. &

In addition, vote-buying was identiﬁﬁQSJp\ert of the Nigerian electoral process, not as a
means of mobilisation but as @ans of inducing, indirectly, voter participation on
Election Day and to ensu@ the vote is cast for a certain political party or candidate. In
this case, there is no.fo real communication between both parties (voters and agents

®
of political iesNor their candidates), the act itself (non-verbal communication) has

comm;ii something between the giver (of the cash or material) and the receiver.

Thougheit’is possible that those induced to vote for certain candidates through vote-buying

O& or could not have made up their mind to participate in the election, however, their

% votes, in the final analysis, would be tallied with those of other voters. The percentage of

O respondents who identified vote-buying as an influence on voter participation is significant
Q enough to affirm that communication media was not 100 per cent effective in persuading

all eligible voters to participate in the election. In truth, there would always be a little
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percentage of the voting population who for one reason or the other (sometimes poverty)
refuse to vote unless they are induced with money (non-verbal communication), however,

this small percentage could make a difference in the total outcome of the results of any

\
election. %Qs

Finally, this study also discovered that failure by the political class to meet t 6
demands of the electorate could impact negatively on the level of social mobilisat@
citizens and voter participation in future elections. Therefore, unless there J ggpiﬁcant

improvement in social service delivery or dividends of democra%\citizens, the

influence of Communication media on voter mobilisation Q%ﬂicipation would

continue to reduce significantly which might lead to a si

continuous or even permanent detachment of a large f@()f the voting population from

civic participation in the society in future. %: ication media may therefore find it
increasingly difficult to bridge this gap g@
5.5 Suggested Areas of FuvLQsearch

In view of global cor%n%out low voter participation in elections even in developed

t pattern of gradual and

rd.

parts of the WQN‘[ ds imperative to continue to focus research efforts on the role of
communi Qgenerally on this problem which has already assumed a global pattern.
Whatfis of*interest is that if problems such as poor leadership and under-development
@s are connected with low voter participation in developing countries, the question is:

E y are developed countries experiencing the same or similar issue in their own electoral

O process as well?

Q Thus, given the findings of this study, it would be interesting to continue to research into

the interplay between a variable such as vote-buying and voter mobilisation and

227



participation in an electoral process and its likely outcome with or without the influence of
Communication media in influencing voters’ choice. This may likely bring to fore the role
of vote-buying in electoral processes which had always been down-played or even

considered negligible by the Independent National Electoral Commission in Nigeria, and Q/&

in other developing countries of the world where it is most rampant. \6

In addition, future studies could also focus on factors that impinge on mass mobilisation,o
citizens and their participation in elections, despite the big role of the &d\)ther
stakeholders in the past. As a fallout of this study, future research ¢ouldNalso focus on
social mobilisation and voter participation by people in the egr%s where modern
communication media or systems is limited, in order t Qow this limitation might
impact them. Future research could also focus o %7 of mobilisation and voter
participation of the illiterate/semi-literate Votﬁlﬁprivileged ones in the society as a

result of the Communication media used b&m

C
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