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Introduction
Broadcasting, with its sensitive nature and a 
wider coverage area, is a very powerful organ of  
mass communication. It is also dependent on air 
waves-electromagnetic spectrum, which 
belongs to the public. Governments all over the 
world have shown diverse interests in 
broadcasting because of  the existence of  its vital 
ingredient - the airwaves (electro - magnetic 
spectrum) which is a natural resource. There is a 
universal acceptance that the airwave formed 
within the air space above the territorial 
boundaries of  any nation is a bonafide property 
of  that country. Therefore, often government 
and other designated agencies are charged with 

regulating the airwaves so as to ensure that they 
benefit the nation as a whole now and in the 
future. Ume-Nwagbo (1995) affirms that "No 
country can afford to leave so powerful and 
persuasive an avenue of  public communication 
completely unregulated without shaping it to 
some degree in accord with public policy and 
national interest".

Among the different media of  mass 
communication, the broadcast media have 
always been a source of  worry to governments. 
One major reason for government control of  
broadcasting is based on the fact that the air 
waves (electromagnetic spectrum) are a scarce 
public resource. It is argued that this resource 
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This study x-rayed the extent to which The National Broadcasting Commission (NBC) has been carrying out her 
regulatory roles of  the broadcast industry in Ogun State. This study adopted descriptive survey design with the use 
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should be controlled and allocated by the 
government in the way best suitable for serving 
the public good (Okunna, 1999).

Again, broadcasting which invites legal 
controls because of  the need to prevent 
interference and also for the efficient use of  the 
spectrum for public interest and to manage its 
potential for social control is regulated the world 
over usually by an agency of  government. In this 
case, it is the National Broadcasting 
Commission (NBC) (Ogor, 2002). Nwosu, 
(1990, p.121) quoted the Federal Government 
and others as arguing that "since radio and 
television are powerful instruments, should they 
fall into the hands of  unscrupulous politicians, 
they may misuse them for gain and to hold 
political power unfairly or to propagate 
parochial ideologies. Also, to some private 
investors, fairness might be sacrificed on the 
altar of  commercial gain."

In spite of  the stance of  the government, the 
demands for private ownership of  the broadcast 
media had been building over the years and 
could be said to have reached a peak by the end 
of  the 1980s. Arguments for privatization were 
many and varied. Some were economic, cultural 
and political meltdown while others were 
technical, philosophical and emotional. 
Moreover, the global economic slowdown of  the 
80s and the International Monetary Fund (IMF) 
conditionalities brought a change to the 
broadcast industry. Consequently, the Federal 
Military Government in 1986 mooted 
government's intention to deregulate the 
industry.

Edeani (1988) states the need for private 
participation in ownership and control of  
broadcasting and this reflects the views of  
proponents of  privatization.

. . . Government media, more than 
private ones, choose to serve the limited 
interests of  government, at the expense 
of  the greater and long range interests 

of  the nation us a whole. It is clear then, 
that there is a great deal of  merit in the 
argument of  those who feel that the 
interests of  the nation will be better 
served by more emphasis on private 
ownership of  the mass media rather 
than by increasing government 
ownership and monopoly.

The NBC Decree now Act No. 38 of  1992 for the 
first time in the history of  Nigeria established 
the National Broadcasting Commission (NBC). 
The Commission is a statutory body with full 
powers to sue and be sued. The Act No. 38 is 
published in the Federal Republic of  Nigeria 
Official Gazette No. 33 of  4th September. 1992. 
On 10th June, 1992; President lbrahim 
Babangida granted approval for 14 television/ 
radio stations and 13 cable retransmission as the 
first private broadcasting stations in Nigeria. 
Ray Power 100.5 FM radio was the first to 
commence 24 hours broadcast in September 
1994. Subsequently, more stations have been 
licensed to operate.

The establishment of  the Commission was a 
very important innovation which has a very far 
reaching implication for the broadcast industry 
in Nigeria. For the first time in the history of  the 
country, a  national body comprising a broad 
group of  various professions, cultural groups, 
opinion leaders, and many others have been 
created by the government to control and 
regulate broadcasting (Saidu, 2002).

Saidu, (2002, p.27-28) provides some 
reasons for the deregulation of  the broadcast 
industry:
1. The acceptable principle that the airwaves 

belong to the people of  Nigeria. The 
government is only a custodian and as the 
owners of  the airwaves, the people should 
be allowed to participate in its operation.

2. The realization by the government of  the 
important role which broadcasting plays in 
national integration and development.
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3. In addition, the government also came to 
the realization that broadcasting, more than 
any other means of  communication, can be 
used as an effective method of  spreading 
ideas, information and  development plans 
and messages to the remote places in 
Nigeria more quickly and cheaply.

With the rapid and unexpected increase in the 
number of  broadcast stations within just a space 
of  few years and ambiguities and controversies 
surrounding some of  the powers of  the 
Commission, the Federal Government in 1999 
promulgated the NBC Amendment Act of  No. 
55 of  1999. The amendment of  the decree 
consolidated the regulatory functions of  the 
Commission across board for the industry. It 
indeed eliminated the impression especially 
among public stations that the Commission was 
set up to regulate private broadcasting stations 
alone. The responsibilities of  the National 
Broadcasting Commission have been spelt out 
in detail in section 2 (1) of  the NBC Act no 38 of  
1992 (as amended).In view of  the foregoing, this 
study examined how much the Commission has 
fared in its responsibility with respect to the 
thoughts of  the broadcast media audience 
perspectives on their capability to manage the 
media community in Ogun State. 

Statement of the Problem
The coming into being of  a regulatory body in 
Nigeria in 1992 saw to the compilation of  
several guidelines spelling out the dos and the 
don'ts of  the sector. In the last 26 years of  its 
existence, the Commission has from time to 
time amended such guidelines in the light of  
several experiences. As a result, one would have 
thought that after a quarter of  a century of  such 
operational experimentations, the nation ought 
to have since begun to experience full-scale 
professional excellence in the gathering, 
production and transmission of  broadcast 
content. But this has not been so as many of  the 

guidelines were and are still observed more in 
the breach. Indeed, amateurish reportage and 
dissemination of  obscenity and intemperate 
diction coupled with poor signals, hazy pictures 
and general disregard for broadcast rules, laws 
and ethics are still discernible. With twenty-six 
years gone in the operation of  the commission, 
the basic question is: what is the perception of  
the average audience on the regulatory roles of  
the National Broadcasting Commission?

Consequently, this research work sought to 
find the perception of  media audience on the 
regulatory roles of  National Broadcasting 
Commission in Ogun State, specifically with the 
intent of  knowing the extent to which NBC rules 
aid the level of  professionalism among media 
professionals in the state.

Objectives of the Study 
In a broad perspective, this study aimed at 
determining the perception of  audience on the 
regulatory roles of  NBC in Ogun State, while 
the specific objectives are:
1. To determine the extent at which NBC has 

been able to perform its monitoring role as 
the 'watch dog' of  the broadcast industry.

2. To ascertain the extent to which the rules 
and regulations of  NBC aids the level of  
professionalism of  Media broadcasters in 
Ogun State.

3. To establish if  the adherence to NBC rules 
and regulations influence the content of  its 
programme.

4. To find out if  the media houses in Ogun 
State comply with the NBC regulation on 
100% local content programme design.

Research Questions
This study sought to provide answers to the 
following questions:
1. To what extent has the NBC been able to 

perform its monitoring role as the 'watch 
dog' of  the broadcast industry?

2. To what extent do the rules and regulations 
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of  NBC aid the level of  professionalism of  
Media broadcasters in Ogun State?

3. Does adherence to NBC rules and 
regulations influence the content of  its 
programme?

4. Do the media houses in Ogun State comply 
with the NBC regulation of  100% local 
content programme design?

LITERATURE REVIEW

Watchdog Role of NBC: An Examination and Review 

of Effort
Before an attempt to discuss the operations of  
the Nigeria's NBC, it is important to reference 
approaches of  Great Britain and United State of  
America to the same subject matter. Reasons for 
this are not far-fetched. First in particular, 
Nigeria is a former British Colony which runs a 
presidential system of  government modelled 
after the United States. In Britain, after series of  
radical changes in the policies, the Independent 
Television Commission(ITC), was established 
under a Broadcasting Act of  1990 to enhance 
free programming as it replaced the old 
Independent Broadcasting Authority.

According to Harvey (1999, p.7) the act 
charged ITC to ensure "that television services 
are of  high quality and offer a wide range of  
programmes calculated to appeal to variety of  
tastes and interest." Then, the ITC was given the 
"power to scrutinize applicants' programme 
plans and only those judged to be of  sufficient 
quality would be allowed to proceed to the 
licence bidding stage" (Harvey, 1999, p.8). The 
continued emphasis on quality and diversity 
should be seen as evidence of  a regulatory body 
determined to pursue public interest objectives. 

Broadcasting regulation in the United States 
of  America has its root in the First Amendment 
of  the country's Constitution which states "that 
congress shall make no law... abridging the 
freedom of  speech or of  the press" (Pember, 
2004). The regulation in the US is handled by 
the Federal Communications Commission 

(FCC), which is charged with the implementa-
tion of  Fairness Doctrine. And issues 
operational licenses.

In Nigeria, the National Broadcasting 
Commission (NBC), just as in Britain and USA 
is solely in charge of  broadcasting regulation. 
The body was established by Decree 38 of  1992 
that was later amended by the National 
Broadcasting Commission (Amendment) 
Decree No 55 of  1999 under the administration 
of  General Abdulsalami Abubakar (MRA, 
2001). It should be noted that the state 
monopoly of  broadcasting ended with the 
promulgation of  the deregulation decree. 
Hence, private concerns started operating radio 
and television stations. Foreign investors were 
also allowed "to participate, for the first time in 
the establishment, ownership and operation of  
broadcasting; something which had been 
prohibited under the system imposed by the 
Wireless Telegraphy Act" (MRA, 2001, p.10). 

Just as USA's broadcasting regulation 
borrowed from its constitutional provision, 
Nigeria's 1999 constitution provided for 
something just opposite to that of  America. 
Thus, the regulation in Nigeria is fashioned to 
uphold what the lawmakers intended - supposed 
protection of  the interest of  the nation. For 
emphasis, the constitution of  the Federal 
Republic of  Nigeria, (1999, p.22-23) provides 
for the Right to freedom of  expression and the 
press. Section 39-(1) provides that "every person 
shall be entitled to freedom of  expression, 
including freedom to hold opinion and to 
receive and impart ideas and information 
without interference." 

It goes further in subsection 2, to give 
conditions for ownership of  broadcast outfits 
which include a required authorization by the 
government or its agency. Further, subsection 3 
states: "Nothing in this section shall invalidate 
any law that is reasonably justifiable in a 
democratic society." 

The provisions are explicit. First, the 
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freedom of  expression is granted in subsection 
1, then subsection two gives the conditions for 
exhibiting the freedom and finally, subsection 3 
politely withdraws the freedom. The 
implication is that the government and its 
agencies (in this case, NBC) will grant licences 
for broadcasting stations to anybody that 
satisfies their bidding. It also shows that 
acquiring the licences does not give the stations 
the right to air their opinions or what they think 
will be in the interest of  the society. Rather, the 
provision is fashioned in such a way that the 
bidding of  the ruling class would always be 
observed by the stations. That is the reason 
behind the provisions of  subsection 3. After all, 
who determines the reasonability and 
justifiability of  other legal permutations? The 
state, through its machineries determines and 
coins obnoxious laws to clamp down on the 
broadcasting stations. In 2006, Africa 
Independent Television, (AIT), was closed 
down for three days and the Department of  
State Security (DSS), were on hand to secure the 
closure. The station presented a live coverage of  
the National Assembly's debate on tenure 
elongation engineered by President Olusegun 
Obasanjo's third term bid. May be, the 
government thought the live coverage helped to 
scuttle the arrangement because, according to 
some analysts, the masses were looking at the 
faces of  their representatives while the debate 
went on.

Since the NBC was established, monitoring 
of  stations at the national scale became central 
to the operations of  the Commission. The 
Commission established operational zones in 
all major cities of  Nigeria for supervisory and 
regulatory initiatives. To enable the commission 
to attain its mandate of  monitoring all 
broadcasting stations, officers of  the 
Commission at the zones combine with 
outstation officers and Broadcast Assessors to 
provide reports on all the 327 stations 
broadcasting in Nigeria, as far as possible, every 

week for the attention of  the Director-General. 
To ensure that the standard of  practice is 

high, seminars, workshops and conferences are 
organized either nationally or on zonal basis, for 
the personnel in the industry. Such training has 
been on the increase in the last half  decade of  
the Commission and mostly so in the last three 
years. Similarly, members of  staff  of  the 
commission undergo training, conferences and 
seminars abroad to update their knowledge and 
attain effective capacity building to supervise 
the industry. In 1996, a nationwide research tour 
was embarked on in order to get a systematic 
and scientific knowledge of  media audience, 
their usage and preference. A conference of  
African Broadcasters, (AFRICAST), is 
organized biennially, since 1996 where 
broadcasters, academics, manufacturers, 
producers from Africa, Europe and Asia do 
participate in a cross-fertilization of  ideas (NBC 
News Journal July-Sept. 2003).

One area that has generated so much 
controversy in the mandate of  the Commission 
is the issue of  sanctions against erring broadcast 
stations. From the issue of  local content 
requirements to that of  piracy, exclusivity, 
political broadcasts, profane music and video 
clips and non-payment of  fees and taxes, the 
Commission has stood against violations. The 
increase in the number of  stations also led to the 
increase in offences and blatant disregard of  the 
provisions of  the laws by the stations, the 
Commission had to clamp down on them. The 
sanctions were applied either by the 
headquarters or by the zonal offices, which have 
been delegated with the powers to do so. 
Although, the headquarters had delegated most 
of  the powers of  regulation, applying sanctions 
inclusive to the zonal offices, on the stations 
under their domain, serious situations do 
sometimes arise as to warrant the intervention 
of  the headquarters. Such situations apply to 
major breaches committed by almost all the 
stations across the country or where a station in 
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a zone persistently refused to obey the directives 
of  the zonal offices. The headquarters only 
applied the sanctions after several meetings, 
pleadings and warnings to the stations. (Saidu, 
2002). All the zonal offices of  the Commission 
had cause in one case or the other, to apply 
sanction(s) on some of  the broadcast stations 
under their jurisdiction for contravening the 
laws of  the industry. 

Again, Saidu (2002) provides, among 
several others, some examples of  breaches in 
different zones of  the Commission and other 
roles performed in the industry. In Maiduguri 
Zone, for example, Borno State Radio 
Television (BRTV) and NTA stations were sent 
several letters of  warning for breaching the 
percentage of  religious programmes, excessive 
foreign programmes and lack of  balance in their 
programming. 

In Umuahia Zone, Minaj Cable, Obosi was 
shut down for non-encryption. It was also fined 
N100,000 for breaching the provisions of  the 
Code while Broadcasting Corporation of  Abia 
State (BCA) was shut down for two months after 
exceeding the test transmission and for using 
unprofessional equipment. 

In the Benin Zone, Independent Television 
(ITV) was shut down for operating with 
nonprofessional equipment while Edo Broad- 
casting Service (EBS) was fined for persistently 
showing trado-medical advertisements. In the 
Lagos Zone, Murhi International Television 
(MITV) Lagos was made to issue an apology 
with graphics on air for transmitting an offensive 
programme, disparaging other people's religion 
and glamorizing obscurity. HERE and THERE 
Cable TV Ibadan was ordered to stop 
transmission for operating open television and 
using one channel as opposed to the terms of  its 
licence while NTA Channel 10 was ordered to 
stop transmitting CNN live. Similarly, state 
government-owned stations in the Lagos Zone 
comprising Lagos Television/Lagos State 
Broadcasting Corporation (LTV/LSBC), Ogun 

State Television(OGTV), OBSCOS were 
ordered to stop the network broadcast they had 
been undertaking. 

In Abuja Zone, ABG Cable was fined 
severally for airing sky movies without 
franchise, while NTA Minna and Kaduna State 
Media Corporation (KSMC) FM Kaduna were 
warned for airing excessive religious content 
and the broadcast of  TV Africa programmes. 

Summarily, the Commission had in some 
instances also closed down illegal broadcast 
stations among which are Jakada Radio 
Kaduna in Abuja Zone,Yenogoa FM in Benin 
Zone, and two separate illegal radio stations in 
the University of  Nigeria, Nsukka.

THEORETICAL FRAMEWORK
This study is rooted in Social Responsibility 
Theory of  the mass media. For proper 
understanding of  this research study, the Social 
Responsibility Theory which advocates a free 
and responsible press has been chosen. The 
theory was propounded by Siebert, Peterson 
and Schramm in the year 1963. "The social 
responsibility theory stipulates that the media 
enjoys a privileged position in the society and is 
equally obliged to be responsible to society for 
carrying but certain essential functions of  mass 
communication" (Anaeto, Onabajo, & Osifeso, 
2008, p.57).

Amos (2015) says the social responsibility 
theory reconciles the independence of  the 
media with its obligation to the society; it 
stresses how the media can be made to act 
responsibly to the society. The main principles 
according to Amos (2015) are:
i. Media should accept and fulfill certain 

obligations to the society. 
ii. These obligations are mainly to be met by 

selling high professional standard of  
informativeness, truth, accuracy, objectivity 
and balance.

iii. In accepting and applying these obligations, 
the media should avoid whatever might lead 
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to crime, violence or civil disorder or to give 
offence to minority groups.

iv. The media should be self-regulating within 
the framework of  law and establishment 
institutions.

v. The media should accept and reflect the 
plurality, giving access to various points of  
view.

vi. The society has the right to expect high 
standards of  performance from the media.

vii. Accountability of  media professionals 
should be to the society, employers and the 
market.

In relation to the study at hand, the media are 
expected to aid maintenance of  peace and 
tranquility, promote social cohesion and 
national unity as part of  the responsibility 
bestowed on them. These they can do by using 
their news contents, programmes, talk shows, 
commentaries among others, to achieve the 
constitutional responsibilities. So, the NBC as 
the managing agency has the same but 
overriding assignment. The NBC is not to 
design programmes for the media, but ensure 
that the producing outfits do so with utmost 
caution and without flagrant disregard for the 
rule of  law and constitutional provision of  the 
Federal Republic of  Nigeria. Hence, the NBC is 
expected to wade into any brewing issue that 
may degenerate into a full blown national or 
sectional crisis.

METHODOLOGY
The survey method was adopted for this study. 
Sur vey research methodology i s  an 
investigation of  the behaviour, opinion or other 
manifestations of  a group of  people by 
questioning them. Survey is useful in the 
measurement of  public opinion, attitudes and 
orientations which are dominant among a large 
population at a particular period. 

The people of  Ogun State formed 
population of  the study. A National Bureau of  

Statistics' 2012 report, citing the 2006 
Population Census puts Ogun estimate to Three 
Million, Seven Hundred and Fifty-One 
Thousand, One Hundred and Forty (3, 751, 
140) residents. In gathering data for this study, 
probability sampling technique was adopted. In 
particular, stratified sampling paradigm was 
used in that each of  the Senatorial Districts in 
Ogun State served as a stratum of  the study 
population. The three districts are Ogun 
Central, Ogun East and Ogun West. Then, from 
each of  the district, two local governments were 
selected using purposive sampling. The criterion 
for selection was based on equal distribution 
between the urban and rural environment. In 
this case, one urban-based local government and 
one rural local government, making two local 
governments, in each senatorial district, were 
picked. The districts are hereby explained 
according to the local government under them 
in the table below;

Fig 1: Distribution of Ogun State per Senatorial District
 

On deciding the local governments to be picked 
in each stratum (Senatorial District), fifty (50) 
respondents were randomly sampled in each 
local government (two from each area) across 
the three districts. This implies that six local 
governments were used as sample frame.

Source: Field Work, 2019

Ogun Central

Abeokuta North

Abeokuta South

Ewekoro

Ifo

ObafemiOwode

Odeda

Ogun East

Ado Odo

Egbado North

Egbado South

ImekoAfon

Ipokia

Ogun West

Ijebu East

Ijebu North

Ijebu North East

Ijebu-Ode

Ikenne

Odogbolu

Ogun Waterside

Remo North

Sagamu
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The data collection instrument was a structured 
quest ionnaire  which was  personal ly  
administered on the respondents. The 
questionnaire contained twenty-three (23) 
items; Section A had items on respondent's bio 
data while Section B contained items on the 
focus of  the research.

The instrument of  the study was subjected 
to validation through a pilot study. Pilot study 
helped test the appropriateness of  the 
questionnaire items before it was administered 
on the study sample. In this case, Ifo Local 
Government was used for pre-testing of  the 
instrument. The data collected from the 
respondents were analyzed using Frequency 
distribution (FDTs) tables and percentages. The 
responses to the questionnaire items were tallied 
and presented in frequency tables based on the 
research questions. 

Out of  the 300 copies of  the questionnaire 
distributed for this study, 253 were validly filled 
and retrieved from the respondents. This 
represents 84% return rate. Hence, the data 
analysis of  the research was done with the 
validly returned instruments. Consequently, the 
returned copies of  the questionnaire were 
enough to give unbiased data needed for this 
study. Hence, data were presented and analyzed 
using frequency counts, tables and percentages 
for easy understanding.

Discussion of Findings
Research Question 1:  To what extent has the NBC 
been able to perform its monitoring role as the 'watch 
dog' of  the broadcast industry?
From the data supplied, it is glaringly clear that 
the National Broadcasting Commission has 
proven capable of  handling the mandate it had 
been saddled and has been able to do this 
convincingly well. This was confirmed in Table 
13 of  this study when 78% of  the sampled 
respondents affirmed their knowledge of  the 
agency's mandate, which could have opened the 
commission to probe by the general populace if  

it was found wanting in its responsibility to the 
people and government of  the country.

Further to this, the people of  Ogun State not 
only know the assignments of  the commission 
but also noted that the agency has done pretty 
well in management of  media content in 
Nigeria. Table 15 further lends credence to this 
position where the respondents added that NBC 
is duly in charge of  ensuring qualitative and 
quantitative media broadcasting in the country

Some of  the past studies equally believe 
NBC has been able to perform its statutory 
monitoring roles over the broadcast media 
operators, thus serving as watch dog to the 
watchers themselves. This is in a bid to ensure 
sanity reigns in the system and discipline is 
instilled. But Ihechu and Okugo (2013) add that 
despite the relative successes of  the commission, 
it has been established that the commission 
serves as an agent of  government thereby 
beclouding its agenda of  pluralism in the 
broadcast sector. The commission, aside its 
responsibility to perform administrative 
functions of  the broadcast industry, register, 
regulate and control the media space with, is 
believed to operate with bias against the private 
stations; thus making it an "irregular" regulator. 
It is believed that the inability of  NBC to 
exercise its duties independently rests on the 
fact, that the power to issue licences is with the 
President of  the Federal Republic of  Nigeria, 
and not the commission. The laws, also 
erroneously gave the commission two much 
powers - making it a regulator and an arbitrator - 
thus it commits some fundamental flaws that 
places the country far behind other nations in 
terms of  positive regulation (Ihechu & Okugo, 
2013).

The authors further pointed that if  the 
licences are being issued by the country's 
supreme political authority, the commission 
would always bend the rules to protect the 
stations established by government or even 
friends to the corridor of  power. This scenario, it 
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is believed, fosters the principles of  the 
authoritarian theory. To this end, Ihechu and 
Okugo (2013) allude that:

In order to uphold democratic 
principles in a period Nigeria is being 
rebranded, it would be pertinent to 
adopt the principles of  the libertarian 
theory by reviewing the Nigerian 
Broadcasting Code and its application, 
and create an equal competitive 
atmosphere for all and sundry. This will 
be in line with the international 
standard that preaches against indecent 
content; for equal opportunities and the 
fairness doctrine (Dominick, 2009, 
p.380).

Research Question 2: To what extent do the rules and 
regulations of  NBC aid the level of  professionalism of  
Media broadcasters in Ogun State?
Going by the data supplied, respondents feel 
that due NBC management of  the broadcasting 
system in Nigeria is a factor to be considered 
when the serenity and professionally-inclined 
atmosphere of  the electronic media landscape in 
Ogun state. They added that the influence of  
NBC rules and regulation in influencing sanity 
in Ogun media space has been to a great extent.
This is but a vote of  confidence on the agency for 
a job well done. And notably, this feat has not 
been achieved by mere brandishing of  the 
voluminous rules and regulations for 
practitioners and media organizations, but 
timely discipline of  erring practitioners and 
media houses. According to data in Table 19, 
among all other options, temporary closure and 
withdrawal of  licence appear to be the biggest 
sticks the agency wields in dealing with 
defaulters of  the operational rules, thus 
dissuading others. Others, however, are 
withdrawal of  licence, temporary closure of  
media offices, and payment of  penalty. 

Recent example of  closure of  a media 

organization is that of  the Ekiti State 
Broadcasting Service where a fake election 
result was said to have been announced by the 
state governor, Mr. Ayodele Fayose who had, 
during a broadcast, declared that the candidate 
of  his party and Deputy Governor of  the state, 
Prof. Olusola Eleka, had emerged the 
Governor-elect - in the recently conducted 2018 
Governorship election in the state - at a time the 
electoral umpire, Independent National 
Electoral Commission (INEC) was yet to 
formally pronounce the winner of  the poll. The 
station was closed down for violating the ethics 
of  the profession by spreading fake news, 
capable of  undermining the peace of  the state.

The findings of  this study have shown that 
NBC's monitoring of  media content has 
brought the industry under scrutiny and public 
check. Past studies concur with this position and 
aligns the core responsibilities of  the 
commission to include content monitoring and 
sanctioning of  erring members. But these, still, 
are sources of  concern for scholars and 
professionals alike. It was the study of  Chioma 
(2014) which pointed out the fear. According to 
the author, the NBC seems not to have an 
adequate nor comprehensive monitoring 
strategy in place. Citing Ihechu and Okugo 
(2013), Chioma adds that the lack of  a 
monitoring station through which the activities 
of  broadcast stations can be monitored round 
the clock as it is done in western countries is a 
major regulatory setback of  the NBC. This it is 
believed make it possible for broadcast stations 
to boldly flout the stipulations of  the Code 
through broadcast of  content that reveal overt 
sexual behaviour, nudity, violence, bloodletting, 
smoking, alcohol, drug abuse, denigration of  
womanhood, and offensive vulgar language, 
expressions. 

On sanctioning process, Chioma (2014) 
recalls that the NBC operates three categories of  
sanctions for licensed stations that violate the 
Code. They are: licence revocation, written 
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warning to remedy a breach within a given time, 
and finally fines and stiffer sanctions for not 
complying with earlier sanctions. The author 
further asserts that it appears the commission 
was created to represent certain interests. In 
October 24, 2005, advocacy groups protested, 
through a letter to the Director General of  NBC, 
over the closure of  AIT and Ray Power FM. The 
position of  the group as contained in Omoyele 
(2005), quoted by Chioma (2014), states:

There was a lack of  proportionality 
between the offence al legedly 
committed by the stations and the 
sanctions imposed on them as the 
reasons given by the commission do not 
warrant the measures taken. The 
procedure adopted by the commission 
violated its own rules particularly the 
provisions of  the Nigeria Broadcasting 
Code (p.1)

Research Question 3: Does adherence to NBC rules 
and regulations inf luence the content of  its 
programme?
The data supplied have shown that strict 
adherence to stiffer penalty and strong 
opposition to double standard among media 
professionals are some of  the reasons for the 
sanity visibly becoming a norm in the media 
environment in Ogun State. Going by the data 
supplied, respondents feel that NBC's due 
diligence has paid off  and that is the reason why 
ethically-permitted contents are used in the 
media. Infact, table 17 shows the performance 
of  the agency, as noted by the respondents, 
during the study's survey. In the table, majority 
of  the respondents voted that the agency has 
been up and doing, in a bid to ensure 
professionalism and due practice are not fed to 
the dogs.   

No doubt, if  NBC was found wanting, the 
declaration made by Governor Fayose in the 
recently concluded 2018 governorship election 

of  the state, which of  course differed from the 
official result made available by the deserving 
agency of  government - INEC - would have been 
allowed to go away without the sanction placed 
on the media platform which was used for such 
unprofessional act. This again, is a testament to 
the will of  the commission to do the needful to 
preserve the superiority of  the agency over 
conducts of  parties under the control of  its 
affairs.

Obono and Madu (2010) agree with the 
report of  the findings above when it states that 
NBC's input to the Nigerian broadcast industry 
is instrumental to the contents that are churned 
out of  the broadcast media in Nigeria. They 
noted that the NBC's effort has awakened the 
African consciousness, limited foreign 
programme content, promoted indigenization, 
and enhanced the two-way communication and 
information flow as well as the appreciation of  
cultural value systems. With this repositioning, 
international broadcasting is affected as Africa 
ceases to be the dumping ground of  western 
media contents and Africa can now be heard 
loud and clear across the world, as some 
broadcast outfits are beginning to broadcast 
outside the continent. 

On the contrary, some scholars have alleged 
dissent that privatization of  the broadcasting in 
Nigerian have created a shift from broadcasting 
in national interest to broadcasting in 
commercial interest (Mohammed, 1994, quoted 
in Chioma (2014). This according to 
Mohammed became the situation due to the 
need for survival of  the media organizations in a 
well saturated and highly competitive industry. 
Chioma (2014) further notes that issues that are 
likely to threaten the sacred functions of  mass 
media - ensuring sovereignty of  the state - are 
expressed concerns as to "what extent the unity 
of  the nation can be safe-guarded, promoted and 
guaranteed with the deregulation of  broadcast 
ownership to include individuals and corporate 
entities whose primary motive is profit making."
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Research Question 4: Do the media houses in Ogun 
State comply with the NBC regulation of  100% local 
content programme design?
So far, great is the reports on the activities of  
NBC in the state and nationally. The 
respondents, who are majorly farmers, traders 
and civil servants certify that the performance of  
media organizations in the state had not fallen 
short of  expectation in producing programmes 
and other educative and entertaining 
programmes that suit their needs. The 
respondents added that the people believe Ogun 
State media comply with localization of  
programme contents as prescribed by NBC, and 
this has made them (the media) enjoy large 
patronage of  the people of  the state. 

A study by Obono and Madu (2010) come 
close to the finding of  the current study while 
discussing the extent to which the contents of  
television stations are foreign or local. The study 
indicates that about 85 percent of  programmes 
on STV, AIT and NTA are locally produced. 
This finding however does not support the claim 
of  total western influence on African media but 
queries media imperialism. The result points to 
an indigenizing content in Nigerian television, 
indicating that media operators are not passive 
but active in creating, choosing and determining 
the type of  programmes transmitted to its 
audiences. Media practitioners perform their 
professional responsibilities in meeting the 
needs of  their viewers. The change to 
indigenous sourced programmes according to 
the authors could be attributed to many factors 
including the 70 percent minimum local 
programming clause by the National 
Broadcasting Commission. While NTA 
projects 97.3 percent local content, STV 
showcases about 70 percent of  indigenous 
programmes. The proportion of  local to foreign 
sourced contents in Africa Independent 
Television (AIT) is 92.3 percent to 7.7 percent 
respectively (Obno & Madu, 2010). This result 
again contradicts the belief  held by a school of  

thought that privatization would bring about 
drainage in local contents. The most aired 
programmes are political and entertainment 
issues with each containing 17.6 percent content
In summary, some of  the major findings of  the 
research are:
1. Mass media are effective medium of  wider 

communication 
2. This study shows that though both radio and 

television are being followed in the state, 
television enjoys more patronage than radio 
does in the state.

3. Nigerian media contents are believed to be 
within the control of  NBC, as the agency 
has in recent years raised the bar of  content 
localization from 60% to 100%;

4. Ogun State media houses operate within the 
modalities given by NBC;

5. Media houses in Ogun State are in 
concordance with the rule that each 
broadcast media contents must reflect 100% 
localization of  programmes;

6. NBC stiff  stance against unprofessional 
practices are believed to have influenced the 
conduct of  media practitioners in the state;

7. Broadcast media stations in the state are 
under proper scrutiny, as the agency has 
vowed to ensure professionalism is not 
thrown to the dogs;

8. Programmes content in Ogun State have 
been influenced by the consistent 
monitoring of  the whole stations, to avoid 
breakdown of  law, especially at a time 
charlatans and non-professionals are 
parading themselves as broadcasters in a 
free media world

Conclusion
In Nigeria today, broadcasting has provided a 
vessel for the in-road of  alien cultural 
commodities, which constitute some of  the 
most virulent and persistent assault on our 
traditional values. The early 70s and 80s 
witnessed a sustained and wholesale invasion of  
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foreign programmes. Spanning the entire 
spectrum of  programme types at the beginning 
of  this disturbing trend (influx of  foreign 
programmes), television, much more than 
radio, was the greatest culprit. Indeed, by the 
late 80s and early 90s, many Nigerian television 
stations could "act as mere play-back studios of  
foreign stations in America and Europe" 
(Didigu, 2002, p.110).

Nigeria's deregulated broadcasting 
environment has taken off  brilliantly under the 
supervision of  NBC. Of  course, private 
investors in the industry are constrained by the 
huge capital requirement required to match the 
facilities already possessed by incumbent 
service providers to attain a geographical spread 
- at least to other cities. According to Ojeba 
(1996), only Lagos and a few other equally big 
cities enjoy meaningful broadcast coverage 
made possible by media deregulation, adding 
that it would take time before those in the rural 
area would be able to enjoy proper coverage and 
or have such media presence as can be seen in 
urban areas. Again, Ojeba further notes that 
there is a huge concentration of  government-
owned and commercial broadcast stations in the 
cities. In view of  this, it can be concluded that 
media organizations despite deregulation exist 
and serve primarily the interest of  the rich elite 
club across different divide. 

As Saidu (2002) noted, Nigeria's law make 
NBC occupy in the broadcast industry, the 
position the Central Bank of  Nigeria occupies in 
the banking industry. Hence, more powers must 
be given to the Commission to achieve 
milestone and deepen media operations within 
the purview of  the study's findings and beyond. 
It is a truism that the present law is far from 
adequate. The Commission needs to be 
adequately empowered to make it more effective 
like what obtains with the laws of  the regulatory 
agencies in charge of  broadcasting in other 
countries like FCC in USA and CSA in France.
 

Recommendations 
1. More engagements should be facilitated 

between the agency and media practitioners 
so as to give room for more achievement in 
terms of  professional practices; this is to 
ensure more training of  media personnel 

2. NBC should employ the services of  the 
general populace in arresting defaulting 
media organizations in the area of  content, 
general practices, among others. This can be 
achieved when the agency allow the public 
to report erring media houses and 
professionals; this could be synonymous to 
the whistle blowing policy of  the Federal 
Government of  Nigeria on corruption

3. NBC should be strengthened and further 
empowered as being canvassed for so that 
the bad eggs in the industry can be weeded 
out. This is in line with the view of  Saidu 
(2002) when he avers that the NBC occupies 
a position in the broadcast industry that is 
synonymous to what the Central Bank of  
Nigeria means to Nigerian banking 
industry. Therefore, more powers must he 
added to the Commission to achieve that. It 
is a truism that the present law is far from 
adequate

4. Ruling class and their representatives must 
not be allowed to tamper with the 
operations of  the agency for political 
reasons. Opposition figures also should not 
be haunted through the agency.
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Introduction
In brand management, online advertising has 
been regarded as a potent promotional tool for 
creating, building and managing a brand 
(Ohaja, 2003). The advent of  online advertising 
was influenced by the rapid rise of  the internet 
as a medium for global connectivity and 
interactions that spans all aspects of  life 
(bus iness,  enter ta inment ,  educat ion,  
information). She further observes that more 
advertisers are shifting advert spending to online 
technologies. This rise spans almost all 
communities although not at the same level of  
penetration. For advertisers, reaching 
consumers is a priority, making them use any 
medium available, reliable and effective. The 
Internet happens to be one of  these media.

Interestingly, there have been several studies 
on the nature of  online advertising in the 
business world; for example, Anusa (2016) avers 

that online advertising has turned out to be one 
of  the most preferred advert medium of  
communication, entertainment for people with 
extreme potential for growth. Online 
advertising has experienced a rapid growth 
recently as a result of  its unique advantages for 
both consumers and retailers, because it enables 
shopping any time of  the day, decreasing 
dependence to store visits, thereby helping 
consumers to save travel costs. Online 
advertising equally increases market area, 
decreasing overhead expenses and access to 
multiple options which as a result aids and 
promotes global and local brands. Thus, this 
study determines the effectiveness of  online 
advertising for promoting preference of  online 
shops in Nigeria using Jumia as a study 
example.

According to Zwass (2003) electronic 
commerce, commonly known as e-commerce 

O R I G I NA L A RT I C L E

This study is a literary reflection of  Jumia Online Shopping System in Enugu State, and how it affects consumer 
behaviour. The study sought to examine how online marketing affects the purchasing behaviour of  Enugu State 
Residents. It also looked at the level of  awareness of  Jumia online marketing among Enugu residents, the factors that 
influence online shopping behaviour of  consumers, the level of  patronage of  the online Jumia goods in particular. 
The paper recognized online shopping systems as the collection of  tools and telecommunication elements that 
enables the shopping behaviour of  initiating and completing business transactions without or with minimal direct 
human to human contact. This research was anchored on survey research method which enabled the researchers to 
elicit the needed responses from the respondents' on their online shopping experience. The findings reveal that fear 
of  being scammed were the major factors responsible for the present low level of  patronage of  online stores in 
Nigeria. We, therefore, recommend among other things that Federal Government should the enactment E-
commerce law to facilitate timely resolutions of  complaints from the consumers and enthrone more public trust on 
the services and products of  Jumia Online Advertising messages. 
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ore-business, consists of  the buying and selling 
of  products or services over electronic systems 
such as the Internet and other computer 
networks. Such business activities are 
conducted through electronic funds transfer, 
supply chain management, Internet marketing, 
electronic data interchange (EDI), inventory 
management systems, automated data 
collection systems and online transaction 
processing (Akintola et al., 2011).

As a new marketing channel, e-commerce 
can be characterized by easy access, relatively 
low organizational set-up cost, a global reach, 
time independence and interactivity. The 
advances in Internet technology allow for the 
expansion of  shopping options beyond 
traditional methods that may be more time 
consuming. Issues with having to physically 
gather information with offline shopping 
methods are alleviated. For instance, instead of  
having to physically visit different stores to 
compare prices or rely on circular pamphlets in 
newspapers, a consumer is able to search and 
retrieve needed information through the 
Internet. The Internet explosion has opened the 
doors to a new electronic world. The emergence 
of  social media began in the early days of  
internet when people started sharing 
information and communicating with one 
another but unfortunately; the platforms used 
then were more 'technology intensive' and 
required some level of  expertise before use. 
Hence, the number of  people using social media 
platforms then was limited. Over a period of  
time as technology advanced, platforms that are 
less sophisticated were developed thus, enabling 
billions of  regular Internet users, without any 
technology background, to use the services 
(Boyd & Ellison, 2010).

Online marketing and shopping is becoming 
quite popular in Nigeria, due to its relative 
convenience. And in the light of  this, many firms 
in Nigeria have also started using the platforms. 
Ayo (2011) surprisingly asserts that in spite of  

the growth rate of  Internet marketing, 
consumers still assess business website only to 
source for information and still purchase 
traditionally. Possible factors responsible for 
such behaviour are technology fit, trust and risk 
(security issues), internet infrastructures. A 
Complete Online Shopping and-Commerce 

Transaction Consists of  Series of  Actions, 
as the customer searching for the desired 
product online; making a choice and placing the 
order online; the payment stage (which could be 
done online or offline); and finally the delivery 
of  the products. These can be referred to as the 
major  s tages  of  atypicale-commerce 
transaction. Online vendors are therefore faced 
with the responsibility of  ensuring that these 
four major stages operate in a seamless manner 
that creates a pleasurable and functional 
shopping experience for online customer

Statement of the Problem
The evolution and rapid adoption of  social 
media networks across countries of  the world 
today have spurred many businesses to devise 
strategies in order to invite millions of  active 
users of  the networks to their product offerings 
usually on their own websites. Nigeria is not 
exempted in this growing phenomenon. Pastore 
(2000) submits that despite the significant 
increase of  internet shopping in the past, fewer 
people than anticipated actually purchase 
electronically. He further argues that in reality, 
people increasingly use the medium to obtain 
information but not for purchasing products. 
This study therefore sought to know the level of  
awareness of  Jumia online marketing by their 
customers in Enugu metropolis and to find out 
what motivates them to engage in online 
shopping.

Objectives of the Study 
This study sought to achieve the following: 
i. To determine the level of  awareness of  

Jumia online marketing among Enugu State 
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residents.
ii. To determine the factors that motivate 

residents of  Enugu metropolis to engage in 
online shopping.

1.4  Research Questions
To put this study in perspective, certain research 
questions evolved from the study objectives:
i. How does the use of  Jumia online 

advertising influence the consumer behavior 
of  Enugu residents?

ii. What are the factors that motivate them to 
engage in online shopping?

Theoretical Framework
This paper is anchored in Uses and Gratification 
theory as propounded by Elihu Katz in the early 
1970's. The theory discusses the effects of  the 
media on people. It explains how people use the 
media for their own need and get satisfied when 
their needs are fulfilled. In other words, the 
interest of  the profounder of  this theory is what 
people with the media rather than what media 
does for the people. Also, this theory is in 
contradiction to the Magic Bullet theory, which 
states that the audience is passive. Uses and 
Gratification theory has a user/audience-
centered approach. 

Overview of Online Marketing in Nigeria 
The emergence of  the Internet on the shores of  
human communities has affected and is still 
changing the way information is accessed 
thereby bringing about new communication 
culture. One of  the new ways of  creating a 
shared meaning engendered by the Internet is 
through online marketing which is also known 
as e-commerce. Suffice to say that the Internet 
has redefined the way producers, marketers and 
consumers relate. Regardless of  the size, a 
number of  businesses nowadays are embracing 
Internet marketing. Tokunbo (2017) notes that it 
is no longer news that there has been a 
phenomenal increase in the amount of  internet 

users in Nigeria. In the same vein, the number of  
online financial transactions have largely 
increased over the years. 

Similarly, Ayo, Adewoye and Oni cited in 
Tokunbo (2017) note that businesses in the 
countr y  have taken their  means of  
communicating and trading with their 
consumers to the online space. 

Despite the emerging growth of  ecommerce 
world over, less than the expected population in 
Nigeria are lagging behind in its adoption. 
Regarding the internet marketing in Nigeria, 
Ayo et al. (2017) in Tokunbo (2017) opine that 
there is still growth expectancy. With the advent 
of  websites like Jumia.com and Konga, 
attention has been drawn to the urgent need to 
address the legal issues and problems presently 
confronting online marketing in Nigeria. 

Concept of Consumer Behaviour in Nigeria
Consumer behaviour is the way a consumer acts 
towards a particular idea or situation that 
requires his or her response. Consumer 
behaviour is defined is the processes involved 
with the selection of  items at the disposal of  
consumers for purchase. It is the right of  the 
consumer to decide on the goods or services to 
purchase, use or dispose ofat any given time.

Steps in Consumer decision-making are
1. Problem recognition: There are those 

decisions which are easily recognized, 
defied, and solved (needs for food items) but 
there are unexpected problems as well that 
are hard to solve (needs of  car). Different 
factors that affect problem recognition step 
are social factors, cultural factors, reference 
groups, and environmental factors 
(Hawkins & Mothersbaugh, 2010). 

2. Information search: Once a problem is 
recognized, consumers begin to seek for 
relevant information. The two types of  
information sources available to consumers 
are internal and external information 
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search.
3. Evaluation of  alternative: Here, consumers 

start to compare and evaluate several 
alternatives in terms of  products features 
and their desire and needs. At this stage, 
consumers consider which alternative 
would be the best to fulfill their need. 

4. Product choice: Once consumers have 
found their relevant alternatives and 
evaluated them, they make their choice 
among the alternatives. The choice can be 
influenced by the gathered information 
from different sources. Therefore Internet is 
an effective tool in this stage. 

5. Post-purchase evaluation: The quality of  the 
decision becomes important in this stage of  
process and how well the choice worked 
out. Consumers start to compare their 
perceptions of  the product with their 
expectations. 

Factors Affecting Online Marketing in Nigeria 
Most people engage in online banking (e-
banking), are still not open to the idea of  
shopping online and prefer to carry out their 
transactions traditionally, i.e. face-to-face. 
Previous researches on the slow adoption of  
ecommerce and online shopping have identified 
various contributing factors and one of  such 
factors is accessibility to internet. (Folorunso, 
2006; Adeyeye, 2008; Ajayi, 2008; Ayo, 2008; 
Egwali, 2009; Adeshina & Ayo, 2010).A recent 
study on internet usage in the UK reveals that 
82.5% of  the total population (62,348,447) is 
internet users and 29.4% (18,354,000 people) 
are broadband subscribers (Internet World 
Stats, 2010). This ease of  access to the Internet 
has been identified as one of  the factors 
encouraging the adoption and growth of  
ecommerce and online shopping in the UK 
(Soopramanien & Robertson, 2007). 

In contrast, a majority of  the Nigerian 
population do not have access to the Internet. A 
recent study on internet usage in Nigeria reveals 

that about 16.1% of  the total population 
(149,229,090 people) is internet users and less 
than 1% of  the populace (i.e. 67,800 people) are 
broadband internet subscribers (Internet World 
Stats, 2009). From these percentages, it is 
evident that only a fraction of  the population 
uses the Internet and even those who access it do 
so through numerous cybercafés scattered all 
over urban parts of  the country (Ayo, 2006).

Adeyeye (2008) also identifies another 
crucial factor affecting online shopping in 
Nigeria to be the shortage of  indigenous online 
vendors. Most people who shop online do so 
from foreign online vendors like Amazon and 
EBay because there are very few credible online 
vendors in Nigeria. However, shopping from 
these foreign vendors can be discouraging due to 
high shipping costs and most orders not being 
processed. Nigeria has had a negative reputation 
for years as one of  the world's most corrupt 
countries engaging in wide scale Internet fraud.
A recent survey by the Internet Crime 
Complaint Center (ICCC) ranks Nigeria third in 
the world with 8.0% of  perpetrators of  
cybercrime living in Nigeria after the US 
(65.4%) and UK (9.9%) (Internet Crime 
Complaint Center, 2009). This percentage when 
compared with the total population of  
Nigerians (i.e. over 140 million people) poses a 
considerable threat to the Internet  

World, hence, most online vendors are wary 
when dealing with orders from Nigeria for fear 
of  fraud. It was also observed that, the few 
online vendors that exist do not have a 
"structured way of  presenting information 
(product categories) to users and besides, they 
offered little assistance in helping customers 
find appropriate products" (Ajayi, 2008). This 
makes it difficult for customers to use their 
websites for online shopping purposes and this 
could be the reason why most Nigerian 
companies with online presence had minimal 
commercial activities taking place (Ayo, 2008). 
It is therefore not surprising that only a fraction 
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of  the Nigerian populace engage in online 
shopping. A recent study by Adeyeye shows that 
only 16% of  the sample surveyed shop online 
and the most popular payment methods used in 
Nigeria were the prepaid card system and direct 
payment to vendors. 

However, due to poor internet access, lack 
of  structured e-payment systems, few online 
vendors often requiring offline payments, and 
other factors affecting online shopping in 
Nigeria, only a fraction of  the Nigerian 
populace engage in online shopping. Most 
people would rather engage in face-to-face 
transactions than go through the troubles 
associated with online shopping.

Research Methodology
Survey research design was adopted for the 
study. Survey is considered useful because it is 
important in obtaining information from the 
population about their opinion, attitude and 
behaviour towards a subject. The residents of  
the 21 Local Government Areas of  Enugu State 
constitute the population of  this study. In order 
to arrive at a sample, purposive sampling was 
used and 384 respondents spanning across the 
three Senatorial Districts from whom the 
primary data was elicited. Data was collected 
through personal administration of  384 copies 
of  the questionnaire to the respondents. 
However, 364 copies were recovered; hence, 
data analyses were based on the 364 copies of  
the questionnaire that were recovered. 

Data Presentation and Analysis
This section is guided by the three research 
questions used in the study. The research 
questions were answered using quantitative 
(questionnaire) research method.

Table 1: Level of Awareness of Jumia Online Marketing.

Source: Field Survey, 2019

The table reveals that more than half  of  the 
residents of  Enugu State are aware of  online 
businesses. 354 respondents representing 97.3% 
confirmed their awareness of  Jumia online 
marketing in Nigeria while, 10 respondents 
representing 2.7% declined knowledge of  any 
online marketing.

Table 2: Factors Motivating Buying through the Internet

Source: Field Survey, 2019

From the table above, it is evident that generally 
people who shop online do so for the sake of  
convenience. To this end, 57.1% of  respondents 
selected convenience. On the other hand, price is 
a propelling factor why some of  those who 
engage in online shopping do so as indicated by 
24.8% of  the respondents. To explore the level of  
patronage of  online stores in Enugu State 
Nigeria, items 4, 7 and 10 on the questionnaire 
was used to elicit data from respondents. The 
following tables therefore represent data 
collected. With the table above, one hundred 
and thirty three of  the respondents representing 
thirty six point five percent said that they had 

Response 

Yes 

No 

Total 

Frequency 

354 

10 

364 

Percentage 

97.3 

2.7 

100 

Response 

Convenience 

Price 

Saves time 

Any other 

Total 

Frequency 

76 

33 

20 

4 

133 

Percentage 

57.1 

24.8 

15 

3.1 

100 
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ever purchased a product online, while two 
hundred and thirty one of  them representing 
sixty three point five percent said no to 
purchasing a product online.

Table 3: Frequency of Online Shopping.

Source: Field Survey, 2019

From Tables 3.1-3.3 above, it is obvious that the 
percentage of  respondents who prefer 
traditional shopping to online shopping is very 
high (72.5%). To confirm this claim, it is evident 
from table 3.2 that only a handful of  
respondents (36.5%) have ever bought from 
online stores. Notwithstanding, it is noteworthy 
to point out that those who ever purchased a 
product online do not always or often patronize 
online stores.

Discussion of Findings
It is clear from the study that the majority of  the 
respondents in Enugu State are aware of  Jumia 
Online Marketing in Nigeria. This was the views 
of  97.3% of  the respondents who affirmed their 
knowledge of  online marketing in Nigeria. It 
could thus be said that many people all over 
Nigeria know about online marketing. This is in 
line with a study by Folorunso (2006, p. 226) 
that 70% of  the respondents surveyed had heard 
about e-commerce before in Nigeria, but only 
32% had used it. This means that more and more 
Nigerians are becoming increasingly aware of  
online shopping and its procedures.

The second research question centres on the 
factors that motivate online shopping behaviour 
of  consumers in Enugu State. Evidence from the 

research data show that people access online 
stores mainly because of  the convenience 
inherent in it. 57% respondents attested to this. 
This finding is in line with Beauchamp and 
Ponder (2010) who carried out a study on 
measuring consumer perception of  online 
shopping convenience.

They examined the major differences in 
store and online stores. In their findings, 
consumers perceived online shopping as being 
more convenient for purposes of  access and 
search convenience. This goes to show that 
while online access convenience focuses on 
accessible website and unlimited access to 
shipping, offline transaction convenience 
focuses on the quick and complete purchasing 
methods. 

However, Wolfinbanger and Gilly (2000) in 
their research on consumer motivation for 
online shopping found out that online buyers 
described online shopping as being enjoyable, 
fun and sociable. Many other researchers have 
also carried out studies to better understand 
consumer's behaviour towards online shopping.
Research question three sought to ascertain the 
level of  patronage for the Jumia online stores in 
Enugu State. Tables 3.1-3.3 answered the 
question. Maximum numbers of  respondents 
(72.5%) prefer other shopping to online 
shopping, majority rated online shopping as fair 
and patronized majorly sometimes and rarely 
ever. This shows that the level or degree of  
patronage of  online stores in Enugu State and 
Nigeria in general is low. 

This finding is in collaboration with Pastore 
(2000) who submits that despite the significant 
increase of  Internet shopping in the past, fewer 
people than anticipated actually purchase 
electronically. He further argues that, in reality, 
people increasingly use the medium to obtain 
information but not for purchasing products. It 
is equally doubted that the percentage of  
Internet users in Nigeria who purchase products 
online is in anywhere near the records 

Response 

Everyday 

Sometimes 

Rarely ever 

Total 

Frequency 

0 

60 

73 

133 

Percentage 

0 

45.1 

54.9 

100 
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documented in this respect in other countries. 
Ayo (2011) surprisingly asserts that, in spite 

of  the growth rate of  internet marketing, 
consumers still assess business website only to 
source for information but yet make their 
purchases traditionally. Possible factors 
responsible for such behaviour might be 
technology fit, trust and risk (security issues), 
internet infrastructures and so on. Researchers 
like Folorunso et al. (2006) identify factors 
affecting the adoption of  e-commerce in Nigeria 
as establishing cost, accessibility, privacy and 
confidentiality, data security, network 
reliability, credit card threat, authenticity, 
citizen's income and education. Data security 
and citizen's income are the major factors 
impeding the adoption of  e-commerce in 
Nigeria. 

Ayo (2006) also identifies the issue of  
cybercrime as a major factor responsible for the 
low level of  e-commerce implementation in 
Nigeria. Ayo (2006) states that "Internet 
penetration is still abysmally low and is one of  
the major threats to e-commerce implementa-
tion in the country". Other factors identified in 
previous studies include substandard online 
payment methods, lack of  trust in web retailers, 
poor technological infrastructures, and fear of  
inadequate security in online environments 
(Adeyeye, 2008; Ajayi, 2008; Ayo, 2006; 
Adeshina, 2010). 

All these factors mentioned, discourage 
most people from fully adopting and using 
ecommerce, thereby hindering the development 
of  e-commerce in Nigeria.

Conclusion 
The study shows that the level of  awareness of  
online marketing is high among Enugu State 
residents. From the study it can be seen that 
majority of  the respondents who patronize 
Jumia online stores do that because of  its 
convenience and t ime saving factor.  
Notwithstanding the awareness level, many are 

still skeptical about it and are either unaware it 
works or doubtful that they are not genuine 
enough. From the research carried out, it has 
been revealed that people do not trust online 
shopping fully because of  factors such as; 
challenge of  delivery time frame, quality of  
products, inadequate internet connection and 
card payment problem. 

Also, the literacy level of  many Nigerians 
towards online shopping is relatively low as 
many of  them do not understand online 
shopping procedures and still prefer patronizing 
traditional stores. 

Before now online shopping was shrouded 
with mysticism. Albeit, the study brings to fore 
the level of  awareness as well as the indices 
responsible for the various degrees of  patronage 
of  Jumia online marketing among Enugu State 
residents and Nigeria in general. The study 
however provides a new direction to both 
existing and potential online marketers that will 
help in sustaining online businesses.

Recommendations
From the field survey and calculated results, the 
researcher recommends that: 
i. The Federal Government through should 

initiate a legislation to be sent to the 
National Assembly to as a matter of  urgency 
to the need to prioritize Ecommerce in 
Nigeria. When this done, the country will 
enjoy the benefits of  a secured and regulated 
online commercial environment thereby 
winning the public trust.

ii. In line with the above, online business 
operators should be registered and licensed 
before operating in the country. This will go 
a long way in checking the excesses of  online 
fraudsters. 

iii. E-commerce portals/marketers should 
provide a platform for price negotiation as 
well as keep the price levels very low, as price 
attracts many valuable customers while 
proper and timely delivery, zero product 
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damage and quality checks must be kept in 
mind. 

iv. Online marketers should create a delivery 
model which guarantees that orders made 
get delivered within few hours or the same 
day an order is made. Also online business 
operators should create an avenue for 
speedy resolution of  customers' complaints.
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Introduction
In a bid to create awareness, increase sales and 
maintain customer loyalty to a particular 
product, manufacturers, organizations and 
service providers invade every available space 
with advertisements of  their products. 

Advertising has always been present for as 
long as man can remember, presenting itself  in 
forms as simple as direct advertising or as 
complex as institutional or national consumer 
advertising. The high rate of  business 
competition in the society has resulted in a 
tremendous increase in the volume of  
advertising in media. The public are constantly 
exposed to advertising at every turn, on the 
streets as billboards, posters, banners, fliers or 
handbills; in their homes and offices as radio 
and television commercials, ad placement in 
programmes and in movies, pop up ads on the 

Internet etc. The audience are always loaded 
with these advertisements trying to persuade 
them to react positively to the advertised product 
or service.

Advertising is attractively and convincingly 
placing a product or service on display to attract 
the attention of  prospective buyers to purchase 
the advertised products. Advertising does not 
only tell people about the product but it 
enlightens them on the benefits they stand to 
gain from using the product. For instance, the 
popular Indomie noodles commercial does not 
just advertise the product but emphasizes (using 
the caption, "the taste is the difference") that it 
tastes better than other noodles in the market. 
Also the Mamador oil commercial does not only 
present the product but also demonstrates that 
while the oil will not only produce tasty dishes, it 
is also a healthy option that "takes care of  the 

O R I G I NA L A RT I C L E

Advertising as an age long concept that has its roots deep into the economy, is employed to help promote an 
organization's products and services with an increase in sales as the ripple effect. Advertising to an extent has 
contributed immensely to the growth of  various businesses and organizations by increasing their sales volume, 
organizations have been able to diversify into other industries and advertising in some cases has helped to create a 
positive and lasting impression on the minds of  the audiences about the advertised products or services. It is in line 
with this that advertisers try to do everything within their means to ensure that their advertisement meet up with its 
goal, thereby engaging in deceptive advertising. Deceptive advertisement is fast becoming an acceptable trend in the 
society as many advertisements through the media has an element or two of  deception. Owing to the fact that 
advertising and culture are connected, the implication of  deceptive advertisement affects not only consumer 
behavior but also the culture of  the people. Hence, it is the aim of  this study to critically evaluate the implication 
deceptive advertising has on consumer behaviour and culture. present some findings, conclusion and 
recommendations 
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heart". This element of  advertising contributes 
to its persuasive abilities that stimulate the 
advertiser's intended effects from the audience. 

The effect of  advertising can be likened to a 
double-edged sword that can make or mar. The 
truth is that while advertising increases the sale 
and profit margin of  the advertised product or 
brand, it decreases the sale and profit of  a rival 
product. The simple analysis is that while 
advertising favours one product, it disfavours the 
other rival products.

Advertising, according to the Institute of  
Practitioners of  Advertising, "presents the 
persuasive possible selling message to the right 
prospect for the product or service at the lowest 
possible cost" (Jefkins &Yadin, 2000, p.5). In 
order to garner more sales of  their products, 
advertisers in most cases exaggerate the message 
in their advertisements with the main purpose of  
persuading the public to part with their 
resources which invariably will be to their own 
profit. The exaggerated advertisements are more 
often than not laced with a touch of  deception, 
that is, it is not all the advertisers claim the 
product can do that the product can actually do. 
The resultant effect of  this is that the consumer 
purchases the product and in reality the product 
fails to satisfy their exact needs. At this juncture, 
it can be deduced that such advertisement has 
misled the public which undoubtedly will 
induce a negative perception of  all advertised 
products. Herein lies the crux of  this study.

Theoretical Framework
This paper is anchored in the Hierarchy of  
Effect Model. The Hierarchy of  Effect Model is 
a marketing communication model developed 
in 1961 by Robert J. Lavidge and Gary A. 
Steiner. This effect model was created to 
describe how consumers proceed from the level 
of  unawareness of  a product to a level of  
awareness and finally to purchasing the product. 
The model holds that there are six steps to which 
a viewer is exposed to from an advertised 

product to actually purchasing the product. This 
effect model was named hierarchy as it suggests 
that the number of  consumers that complete the 
steps decreases stage by stage and that those who 
actually complete the steps are very significant 
for the advertiser.

Pamoni (2010) posits that the hierarchy of  
effect model holds that consumers respond to 
marketing messages in a structured way, based 
on how they think and feel and on what they do. 
It is very crucial for advertisers to understand the 
hierarchy model since the number of  viewers 
first exposed to the advertised product decreases 
as they move through the steps, hence the 
burden lies on the advertisers to package the 
advertisement in a way that will not only create 
awareness of  the product but also cause the 
viewers to purchase the product which is the last 
stage. The six steps of  the hierarchy of  effect 
model are discussed below as cited in Asemah 
and Edegoh(2017, p.160).

Awareness: As the first step in the process, 
awareness has to do with the viewer's exposure 
to the product probably for the first time via 
advertising. However, due to the litany of  
advertisement on the media, there is no 
assurance that the viewers truly become aware 
of  the product that is, being able to recall the 
product  af ter  their  exposure to the 
advertisement. Hence, the advertisers must take 
this step seriously as it is crucial that the viewers 
remember something tangible about the 
product, even if  it is just the name.

Knowledge: Beyond remembering the products 
name, the viewers may not possess any other 
knowledge about the product which will not 
prompt the individual to perform the final step 
and probably cause the individual to move to a 
rival product. Product knowledge is very 
essential to the target audience as it avails them 
of  the information about the product and 
whether the product will satisfy their needs 
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hence, it behooves the advertisers to advertise 
the product in a way that will enhance viewers' 
understanding and comprehension

Liking: At the stage of  really understanding and 
comprehending the benefits they stand to gain 
from a product, the viewer then begins to like the 
product if  the product conforms to their 
lifestyle. Thus, it is the responsibility of  the 
advertisers to ensure that the advertisement is 
prepared and presented in ways that will suit the 
preference of  the target audience. In order to 
achieve this, various features and benefits of  the 
product must be emphasized.

Preference: In a time of  serious competition 
among various similar products getting the 
target audience to prefer one brand over the 
others is not an easy feat. In order to detach the 
target audience from rival products, the 
advertiser must build consumer preference to 
their product by promoting the unique selling 
point of  their product.

Conviction: This is the customer's acceptance 
and desire to purchase the product. However, 
the advertiser can strengthen their target 
audience conviction by encouraging them to 
take part in test-run or sample of  the product. 
This is done to reassure the target audience that 
the advertised product can achieve all it claims 
to achieve.

Purchase: A successful conviction of  the target 
audience about the product will result to 
purchase which is the last step and the goal of  
every advertisement. However, the advertiser 
must make this stage as simple as possible for 
their target audience by either offering a price 
reduction or providing various payment plans 
for the customer.

This model is relevant to this study as it 
presents guidelines and possible strategies 
advertisers can use to increase sales of  their 

product and also the steps which the target 
audiences pass through before patronizing the 
product if  the product aligns with their 
established lifestyle.

The Concept of Advertising
In publicizing or creating awareness about a 
product or service, a company can decide to 
engage the media by placing ads of  their 
products on various media platforms such as 
newspaper, magazine, radio, television, 
billboard, internet etc. Advertising as an age 
long concept that has its roots deep into the 
economy is employed to help promote an 
organization's product and services with an 
increase in sales as the ripple effect. Advertising 
to an extent has contributed immensely to the 
growth of  various businesses and organizations 
by increasing their sales volume, organizations 
have been able to diversify into other industries 
and in some cases help to create a positive and 
lasting impression on the minds of  the 
audiences.

Advertising has been defined by various 
scholars to reflect their own meaning and 
function of  the concept. On this note, this 
section will provide some scholarly definitions 
of  advertising with an attempt to analyze some 
of  them.

Advertising according to the Advertising 
Practitioners Council of  Nigeria(APCON) in 
their Code of  Advertising Practice is "a form of  
communication through the media about 
products, services or ideas paid for by an 
identified sponsor" (2005, p.5). According to 
Arens (1999, p.7), Advertising is the structured 
and composed non-personalcommunication, 
usually paid for and usually persuasive in nature 
about products (goods, services and ideas) by 
identified sponsors through various media.

Osunbiyi (1999, p.8) adds that "advertising 
is a controlled persuasive communication, paid 
for by identified sponsor(s), about products, 
services or ideas and disseminated through the 
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mass media to a target group". Furthermore, 
Encyclopedia Americana (1997, p.113) defines 
advertising as "the techniques and practices used 
to bring products, services, opinions, or causes 
to public notice for the purpose of  persuading 
the public to respond in a certain way towards 
what is advertised". In alignment to this 
definition Nwosu (1999, p.239) opines that 
advertising is a "mass communication which is 
aimed at helping to sell goods, services, ideas, 
persons and institutions or organizations".

The most common element in all the 
definitions is that advertising is a packaged 
message intended to bring to the notice of  the 
public the existence of  a product, goods or 
services with the ultimate aim of  selling them to 
the public. Corroborating this, Daramola (2003, 
p.191) opines that "the objective of  advertising is 
to induce immediate action, to create liking and 
preference for a product or organization, and to 
create awareness about a product or service." 
Another common factor is that advertising must 
have a sponsor that places the advertisement on 
the media and has a lot to benefit from 
advertising the product, such as maximizing 
profit for the organization.

Advertising is packaged in different forms 
and different categories, Adekoya (2011) cited in 
Dania (2013, p.20) highlights major categories 
of  advertising used by various organizations as 
follows: 
i. Retail advertising: Advertising to consumers 

by various retail stores such as supermarkets 
and small stores. 

ii. Trade adver t is ing:  Adver t is ing to 
wholesalers and retailers by manufacturers 
to encourage them to purchase their 
products. 

iii. Industrial advertising: Advertising from 
manufacturer to other manufacturers 
k n ow n  a s  " b u s i n e s s - t o - b u s i n e s s "  
advertising. 

iv. Institutional advertising: Advertising 
designed to create an attractive image for an 

organization, rather than for a product. 
v. Product advertising: Advertising for a good 

or service to create interest among 
consumers, commercial and industrial 
buyers. 

vi. Advocacy advertising: Advertising that 
supports a particular view on an issue (e.g. 
an ad in support of  fake food and drug 
control). Such advertising is also known as 
cause advertising. 

vii. Comparison advertising: Advertising that 
comprises competitive products. 

viii. Interactive advertising: Customer- oriented 
communication that enables customers to 
choose the information they receive, such as 
interactive video catalogues that allow 
customers select items to view. 

ix. Online advertising: Advertising messages 
that are available by computer when 
customers want to receive them. 

All these are forms in which advertising is 
packaged and presented, however, one must 
note that a form of  convergence comes into play 
in some advertisements. This simply means that 
some advertisements can merge two or more of  
the categories to create a stronger message with 
greater impact. 

The Influence of Advertising on Consumer 

Behaviour
Companies and organizations that vigorously 
engage in advertising of  their products and 
services do so for a reason, realizing the power 
of  advertising to publicize and promote the 
product which invariably will increase sales of  
the advertised product. In line with this, Adeolu, 
Taiwo and Matthew (2005), in a bid to examine 
the influence of  advertising on consumer 
purchase of  Bournvita, found out that 
advertising plays a major role in influencing 
consumers' preference for the product and it has 
to a great extent contributed to the acceptance 
and success of  the product. The power of  
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advertising on consumers' patronage of  a 
product cannot be over emphasized.

Advertising has time and time again proven 
that its persuasive power has the ability to 
persuade consumers to purchase the advertised 
product.

Attesting to the above, Adekoya (2011) 
reveals that advertising has contributed in 
positioning a product, goods, service and even 
an organization strongly in the mind of  the 
consumer in a bid to foster and motivate the 
consumers to repeatedly purchase the product. 
Studies conducted proved that there exists a 
positive and significant relationship between 
advertising and sales of  a product. Echoing this 
point, Akanbi and Adeyeye (2011) conducted a 
study on the influence of  advertising on sales 
and linear regression ordinary least square 
method was used to analyze the data. The result 
confirmed that an increase in advertising can 
lead to an increase in sales of  the advertised 
product. While, advertising promotes the sale of  
one product, it is decreasing the sale of  the rival 
company's product. 

Advertising goes beyond increasing the sales 
of  the advertised product to educating the public 
on what makes the product differently unique 
from other related products in the market. This 
role of  advertising is called product 
d i f f e r e n t i a t i o n .  E xc e e d i n g  p r o d u c t  
differentiation, the ultimate and long term goal 
of  advertising is to establish brand loyalty. The 
significance of  brand loyalty on a product is that 
long after the advertisement is no longer running 
on the media, the consumers willingly choose to 
purchase the product over others every time they 
have need for it.

The Connection between Advertising and 
Culture Advertising aims at persuading or 
convincing people to choose one product over 
another. Invariably advertising tries to 
restructure an individual's way of  life from what 
has been previously known by the individual to a 
new and presumably better lifestyle. The 

individuals are also likely to patronize an 
advertised product only when it conforms to the 
lifestyle of  the individual. Herein lies the 
connection between advertising and culture. 
Onyeisi (2007) posits that culture is the 
manifestations of  human intellectual 
achievements regarded collectively, the 
customized civilizations and achievement of  
spiritual characteristics(cited in Akpan, Ihechu 
& Ikppat, 2013). Put simply, culture is the way of  
life of  a group of  people that is manifest in their 
dressing, language, food, art, dancing, values, 
beliefs, etc. 

Advertising and culture can be likened to the 
two sides of  a coin, both terms are somewhat 
inseparable as an action on one aspect produces 
a resultant effect on the other vice versa. In order 
to increase the chances of  selling their products, 
advertisers relate their products to prospective 
buyers by drawing inference from the belief  
systems and attitude of  their target audience. 
Similarly, 

When considering a marketing 
campaign for your business, or if  you 
are in the advertising and marketing 
field, understanding the impact of  
culture and race upon the consumer 
attitudes of  products and services is the 
first step to creating the perfect 
advertisement for any business. Within 
the cultural context of  advertising and 
marketing, the first key issue to address 
is whether the sector of  individuals you 
aim to market are considered of  high 
context or of  low context. This is to say 
that, individuals who are of  high 
context generally will respond well to 
adver t i sements  and market ing  
strategies with implied meaning and 
non-verbal cues. Whereas, the lower 
context target of  individuals will 
require direct verbally expressive 
marketing campaigns. In addition, to 
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context classification your marketing or 
advertisement campaign must also 
include considerations to the timing of  
your advertisement display as many 
cultures or ethnic groups work and play 
in different variables … (Cadena, 2007, 
n. p.).

Most advertisements on the media are 
reflections of  various cultures intended to speak 
in a language the audience can relate with on 
personal levels and, thus, feel the prompting to 
patronize the products. Solomon, Cornell and 
Nizan (2010) in Akpan, Ihechu and Ikppat 
(2013) describe the relationship between 
advertising and culture as an integral part of  
culture and culture is an integral part of  
advertising. They further added that there is 
need to understand the norms, beliefs and 
practices of  a culture in order to communicate 
with people who inhabit it. Culture cannot be 
separated from advertising and advertising from 
culture. This is based on the fact that they both 
have a symbiotic relationship, where a fraction 
or more of  the culture of  target individuals are 
used to promote and advertise a product with 
the primary aim to connect with the individuals, 
create awareness of  the product in the minds of  
the individuals and influence their attitude and 
buying behaviour in favour of  the advertised 
product. On the other hand, when the advertised 
product conforms to the lifestyle of  the target 
individuals, they either purchase the product to 
maintain their lifestyle or to create an entirely 
different lifestyle they feel is more beneficial for 
them. To this end, the connection between 
advertising and culture is intertwined and 
powerful with far reaching consequences.

Meaning of Deceptive Advertising 
Deception is a fabricated claim intended to 
delude someone into wrongly accepting false or 
inaccurate information. Deceptive messages are 
always misleading in nature with the intention 

of  convincing people to buy into the 
information. Deception exists in advertising and 
it is done with the purpose of  eliciting profitable 
response from the audience at the expense of  the 
customers' satisfaction.

Deceptive advertising was defined by the 
Federal Trade Commission (FTC), which is the 
main in depended consumer protection 
agencies in the United States. As 
"representation, omission or practice that is 
likely to mislead the consumer and practices that 
have been found misleading or deceptive in 
specific cases include false oral or written 
representations, misleading price claims, sales 
of  hazardous or systematically defective 
products or services without adequate 
disclosures, failure to perform promised 
services, and failure to meet warranty 
obligations." Barnes (1962, p.601) adds that "a 
false and misleading advertising is based upon 
deceiving the buyer who is misled to purchase a 
product or service that he would not have 
purchased if  he was fully informed with all the 
relevant facts." Despite the numerous merits of  
advertising, it still to an extent evokes doubt and 
unbelief  in the minds of  the audience. Deceptive 
advertising occurs when an inaccurate product 
claim is made, when the intended meaning of  an 
advertisement is false and when the advertiser 
intentionally omits a significantly negative 
aspect of  the product.

The FTC presents three elements for an 
advertisement to be regarded as deceptive. 
These elements are
1. The advertisement must contain "a 

representation, omission or practice that 
will likely mislead the consumer."

2. The false claim is likely to mislead 
reasonable members of  the public 
(consumers).

3. The omission and representation of  the 
advertisement must be a "material one". 
This means that the representation is likely 
to affect the consumer's decision whether or 
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not to use or purchase a certain product or 
service. This is considered material since the 
consumer may have decided differently if  
not for the deceptive advertising (Ezinwa & 
Ogbodo, 2014,p.50).

Deceptive advertising are done with the 
intention to mislead the consumers into 
purchasing products they would ordinarily not 
purchase if  they had all the right information at 
their disposal. The resultant effect of  deceptive 
advertising is that it causes dissatisfaction for the 
consumers and disappointment towards the 
advertiser and the product. Ezinwa and Ogbodo 
(2014, p.51) posit that there are three types of  
deceptive advertising namely, fraudulent 
advertising which is an outright lie; false 
advertising involves a claim-fact discrepancy. 
This means that the claims made in the 
advertisement are different from that which the 
product presents in reality; and misleading 
advertising which involves a "claim-belief  
interaction".

The Implication of Deceptive Advertising 

on Consumer Behaviour and Culture 
In a bid to increase the sale of  their products and 
maximize profit, most advertisers engage in 
deceptive advertising, intentionally using false 
claims, misrepresentation, omission and in 
some cases blatant lies to persuade prospective 
customers to part with their scarce resources. 
Deceptive advertisement is fast becoming an 
acceptable trend in the society as almost all 
advertisement on the media has an element or 
two of  deception. Owing to the fact that 
advertising and culture are connected, the 
implication of  deceptive advertisement affects 
not only consumer behaviour but also the 
culture of  the people.

The level of  customers' reaction to a 
deceptive advertisement majorly depends on 
how severe the deception must have been to the 
consumer; deceptive advertisements are 

packaged and presented in different forms and 
methods in the Nigerian media.

Price Method Deception: in this method 
advertisement tend to be deceptive when the 
price claims made in the advertisement is not the 
same with the price at which the product is sold 
in reality, which in reality the price is usually 
higher. In addition, price deception can be in the 
form of  hidden fees and charges and the misuse 
of  the word 'free' when in reality the consumers 
are made to pay for the so called 'free service' in 
one way or the other. A typical example of  this is 
the hundred naira price tag on the pet size Coca 
cola drink which is often sold for a hundred and 
twenty naira. The price method is deceptive 
because it misleads and causes the consumer to 
spend more than they originally planned for.

Other  for ms  in  which  dece pt ive  
advertisement are presented are; bait and switch 
method, graphic misrepresentation, no risk 
c la im,  t ime posi t ioning,  incomplete  
comparison, exaggerated expressions, false 
guarantee, celebrity endorsement, etc. 

After trying a product and coming to the 
realization that they have been deceived, 
consumers are prone to react in a certain way. 
Fayyaz and Lodhi (2015) posit that the 
perception of  being deceived is reflected in the 
behaviour that affects the repurchase intention 
of  the customer, thus impacting on the product 
loyalty. This simply means that the implication 
of  a deceptive advertisement rests not only on 
the consumers' dissatisfaction but it also affects 
the product as dissatisfied consumers will not 
stay loyal to the product, hence eliminating the 
long term goal of  advertising which is to 
maintain customer loyalty.

Culture as a way of  life of  a people can be 
influenced and changed by deceptive 
advertising. Establishing the fact that deceptive 
advertisements are incomplete and misleading, 
the implication of  deceptive advertising on 
customer's behaviour and culture is better 
illustrated than defined. For instance, the 
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advertisement of  drugs that claim to relieve 
symptoms of  an illness in two hours; such 
advertisement and claims will encourage the 
habit of  self-medication and drug abuse which 
will erode the culture of  getting tested and 
seeking professional help before any drug is 
prescribed and administered. An addition to the 
implication of  deceptive advertising on 
consumer behaviour and culture is the frequent 
advertisement of  beer and alcohol through the 
media. These advertisements portray the 
pleasures derivable from the consumption of  
beer and alcohol and even claim that the 
consumption of  a certain beer brand can result 
in the fulfillment of  the consumer's 
dreams.Guilty of  this is the current Gulder 
commercial in circulation. Such advertisements 
fail to mention that long-term and excess 
consumption of  alcohol can lead to alcohol 
dependence which can cause malnutrition, 
memory loss, mental ill health, heart and liver 
problems, swelling of  the pancreas, cancers of  
the digestive tracks, etc.  (Rxlist, 2019). The 
resultant effect of  this is that consumers are 
deceptively drayed to dumping their safe and 
healthy lifestyles to purchasing and depending 
on the advertised products that will help them 
accomplish their goals which in reality are not 
achievable.

Conclusion and Recommendations
Culture is a very significant and vibrant part of  
our society. Culture to an extent influences the 
advertisements the audience are exposed to in 
the media and to some extent the advertisements 
viewers are exposed in the media influence their 
way of  life. Realizing the immense power of  
advertising to increase the sale of  their products, 
manufacturers, producers, organizations and 
institutions massively engage in the advertise-
ment of  their products, goods and services; 
bombarding their target audience with the 
advertisement of  their products on every space, 
ranging from print media, electronic media, 

outdoor media to even the new media.
In the quest to have a competitive edge over 

their rivals, advertisers engage in deceptive 
advertising, which is no longer a new trend but 
its practice is sky rocketing. In Nigeria, 
deceptive advertising will only result in short 
term increase in the sale of  the advertised 
product, having established that deception 
results in consumer dissatisfaction. The long 
term goal of  advertising which is to maintain 
customer loyalty to the brand is defeated as a 
dissatisfied customer will switch to a rival 
product in order to satisfy their need. Presently, 
the kind of  advertisements in the media space 
can be likened to predators looking for 
vulnerable preys to pounce on. Thus, the 
audience must be shielded from such 
deception.Realizing this, the Advertising 
Practitioners Council of  Nigeria (APCON) 
states that all advertisements in Nigeria must 
conform to the following guidelines;
1. Be legal, decent, honest, truthful and 

respectful of  Nigerian culture;
2. Be prepared with a high sense of  social 

responsibility and should not show 
disregard for the interest of  consumers and 
the wider Nigerian society;

3. Conform to the principles of  fair 
competition generally accepted in business 
and fair comment expected in human 
communication; and

4. Enhance public confidence in advertising, 
(Kehinde, 2005,p.7).

However, the advertisements through the 
Nigerian media seems to be falling short in 
adhering to the provision of  APCON, thus 
APCON must adopt strict measures to get 
advertisers to conform to the above stated rules.
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Introduction
Background to the Study
Political transitions in Nigeria were a product of  
elite agitation. They merely recruited the media 
for political effect and to provide the necessary 
bite to the struggle. The media used the twin tool 
of  editorial and column writing to set the agenda 
of  political revolutions. Obafemi (2008) avers 
that the established editorial culture which was 
consolidated by the Daily Times of  Nigeria, 
founded in 1926, through the innovative 
formation of  editorial boards, bestowed on the 
press two interrelated leverages: to comment 
incisively on issues and take position and to 
enlighten the masses on the nitty-gritty of  issues 
at stake. The overall aim was to influence 
decision-making at the highest levels as well as 
conscientize and mold public opinion at the 
lowest levels of  followership.  This unparalleled 
power wielded by the media was at the root of  
the anti-media policies that manifested in the 
sealing of  media houses as well as the 
assassination of  journalists both in military and 

democratic regimes.
The Nigerian media created an aura of  

invincibility around personalities that anecdotal 
evidence upbraided for less noble roles in 
Nigeria's socio-economic and political 
development, thus undermining its social 
responsibility to the society. The cardinal social 
responsibility of  the media, which ought to be 
owed the society in general, was transferred to 
the elite on account of  such factors as media 
ownership structure, commercialistic interest, 
dominant interest of  the elite and overriding 
power of  the state. The resultant effect is the 
enthronement of  the culture of  impunity and 
total disregard of  the rule of  law in government 
and governance. The necessary fallout of  the 
media elite complicity is the effective 
marginalization of  the masses. 

The media elite linkage has created a 
terrorism of  sorts as the society is detrimentally 
manipulated through political advertising. 
Terrorism does not merely connote the use of  
physical violence to wreak havoc on targets. 

O R I G I NA L A RT I C L E

This paper is based on broadcast media terrorism during 2018 Ekiti governorship election. The research was 
anchored on Social Responsibility Theory and employed survey as research method. Questionnaire was 
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Also, it does not simply entail as classically held 
by extant theorization, the use or threat of  the 
use of  violence to influence the government or 
to intimidate the public or a section of  the 
public, including international organizations, 
for the purpose of  advancing a political, 
religious or ideological cause (Hoffman, 2009). 

Terrorism has assumed wider connotations. 
It is not just disgruntled groups that use the 
instrument of  terror. The state also uses terror in 
myriad ways outside the precinct of  actual 
physical violence. This could be through micro-
terrorism to depict the genre of  terrorism that 
the state visits on its citizenry. The media had 
collaborated with the elite in unleashing terror 
on the masses through psychological, political 
and administrative manipulation of  political 
advertising groups that use the instrument of  
terror. The state also uses terror in myriad ways 
outside the precinct of  actual physical violence. 
We have used the concept of  micro-terrorism to 
depict the genre of  terrorism that the state visits 
on its citizenry.

Statement of the Problem 
The history of  the media in Nigeria denotes that 
it was conceived as a tool for social action. The 
major function of  the media is to educate, ad 
inform in order to enlighten the general public 
for even development in the society. The place of  
media especially broadcast media during 
electioneering campaign is indisputable, 
because media is the only avenue through which 
large heterogeneous audiences can be reached. 
Undoubtedly the dominant interest of  the elite 
determines the trajectory and competitive 
nature of  political advertising. Political 
advertising in Nigeria often incorporates such 
primordial elements as ethnicity, religion and 
gender as its rallying strength. 

The Nigerian elite uses them as mobilizing 
totem to herd the masses towards their preferred 
political inclination. The state of  development 
in Nigeria vis-à-vis the nature of  political 
advertising shows a disjunction between 
political claim and reality. The media have used 

the concept of  balancing to surreptitiously fan 
the embers of  its interest and fixate it within the 
front burners of  public consciousness. 
Therefore, there is a need to examine the impact 
of  media terrorism on media (broadcast media) 
and also to investigate the influence of  media 
ownership on media operation. This paper seek 
is based on broadcast media terrorism during 
2018 Ekiti Governorship election with the study 
of  Ekiti State Television (EKTV).

Objectives of the Study 
The objective of  this study revolves round the 
following:
1. To determine the impact of  media terrorism 

on electoral process in Nigeria.
2. To ascertain the level of  broadcast media 

especially EKTV involvement in media 
terrorism during election period.

3. To find out whether media terrorism is 
influenced by media ownership.

Research Questions    
1. What impact does media terrorism have on 

electoral process in Nigeria?
2. To what extent does broadcast media 

especially EKTV get involved in media 
terrorism during election period?

3. How does media ownership influence 
media terrorism?  

Significance of the Study
This study which examined broadcast media 
terrorism during the 2018 Ekiti governorship 
election with the study of  "EKTV" will help to 
draw the attention of  media practitioners and 
owners (especially the television) to duty and 
obligation of  the media in the society rather than 
serving as a political puppet. It will also be 
significant to the entire public as it will educate 
them on what media terrorism is and its effect on 
electoral process in Nigeria, thereby, creating 
awareness on the hazards of  mismanagement of  
the media during election period. 

Furthermore, this work will serve as a 
reference point for any person who may which 
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to carry out research on any related topic.

Scope of the Study
This research work is delimited to broadcast 
media terrorism during 2018 Ekiti governorship 
election. The study focuses on three selected 
Local Government Areas each from the three 
Senatorial Districts in Ekiti State.

LITERATURE REVIEW
Brief History of Media Terrorism in Nigeria
Prior to 1999, Nigeria had witnessed eleven 
regimes, out of  which the military accounted for 
eight and instituted one contraption called the 
Interim National Government (ING) that was 
eventually sacked through a military coup d'état 
and cumulatively ruled for twenty nine years. 
Although the various military regimes used the 
instrumentality of  draconian decrees to beat the 
media into line, they brought about changes that 
introduced robustness in the operations of  the 
media especially in its agenda-setting role. Even 
though Obafemi (2008) described the 
relationship between the government and the 
media during the period of  military autocratic 
regimes as uneasy bed-fellows, it was during the 
military that a certain kind of  liberalization was 
introduced in the electronic department of  the 
media. This liberalization ushered in privately-
owned electronic media houses. But the press, 
since the colonial era, never lost its verve as a 
crusader for common good. But the common 
good championed by the press did not have 
cross-class definition or distinguishing 
parameters. In actuality, common good 
coincided with the dominant interest of  the elite. 
The composition of  the elite in Nigeria is quite 
fluid and complex, as it is not mutually exclusive 
but cross-cuts through political, bureaucratic, 
religious, military and traditional spheres 
(Olujide et al., 2010). 

Since Nigeria's independence in 1960, there 
have been four identifiable political transitions: 
three were supervised by the military (1979, 
1992/1993 and 1999) and one by a democratic 
regime (2007). None of  these transitions 

consciously factored the masses in its 
conceptualization and execution. The elite on 
both sides of  the divide claimed to be the 
mouthpiece of  the people. In other words, the 
preferences of  the dominant elite, who wanted 
power for its sake, were equated with those of  
the masses. This debatable equation of  elite 
interest with that of  the masses, in terms of  
preferable political system, is an offshoot of  the 
thinking that political system determined 
economic outcomes. Or put more succinctly, 
that democratic regimes were superior to 
military regimes especially in terms of  equitable 
distribution of  socio-economic or political 
dividends. Even the military oligarchs tended to 
subscribe to this logic as they promptly 
promised, on assumption of  office, of  
fashioning a new political order. 

Babawale (2007) has described this as a 
response to the crisis of  legitimacy that 
confronts military regimes. As he puts it, all 
previous military administrations tried to 
wriggle out of  the crisis of  legitimacy by making 
promises of  a rapid return to civil rule. Each of  
the transition programmes had its peculiar 
challenges. And these challenges which 
emanated from, and engendered by, the 
mainstream and fringe political elite consisted 
mainly in the deployment of  anti-democratic 
strategies. A checklist includes: banning certain 
categories of  persons from contesting, 
clamouring for the incumbent to transmute 
themselves into democratic leaders and the 
organizations of  solidarity rallies through 
pressure groups for the advancement of  their 
narrow interests and perennial shifting of  
handover date.  

There is no doubt that the various political 
transition programmes embarked upon by the 
military were done in deference to the pressures 
mounted by the elites through the media. In this 
respect, the media have creditably set tasks. But 
in championing and orchestrating political 
revolutions, the masses have held the short end 
of  the stick. 

The various transition programmes 
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operationally sidelined and relegated the masses 
to the fringes as their inputs were quite 
infinitesimal. For example, the Constitution 
Drafting Committee of  1975 and the 
Constituent Assembly that produced the 
moribund 1979 constitution, the 1988 
Constitution Review Committee (CRC) that 
masterminded the still-birth 1989 constitution 
and the 1994/95 National Constitutional 
Conference (NCC) whose deliberations were 
encased in the 1999 constitution were all 
conferences of  the elite, as the majority of  their 
membership were hand-picked and chosen by 
the military elite. The implication of  this as 
Babawale (2007) observes was that people at the 
grassroots developed aversion for politics as they 
saw it as a vocation of  the elite. Therefore, their 
involvement in politics was purely for the 
immediate benefits or inducement to be 
obtained for that effort.

The transition programmes, as desirable as 
they were to the overall interest of  the country 
pitched the elite in squabbles that underscored 
their parochial interests. For instance, these 
squabbles enabled the Babangida Transition 
Programme to be subjected to countless 
adjustments from October 1, 1990 to 1992 and 
to August 27, 1993 until it was fruitlessly 
terminated on June 23, 1993 (Babawale 
2007:58). The same forces that egged IBB 
towards the abandonment of  the democratic 
goals it set for its regime hijacked the late Gen. 
Abacha and put him on the path of  self  
succession. While different sections of  the elite 
were either pacified or cowed, the intrinsic lot of  
the masses was total neglect in the scheme of  
unfolding political drama as they were 
threatened with mass extermination. 

Dada (2006) avers that the Late Gen. Sani 
Abacha proclaimed with his mouth that he 
would continue to rule even if  the population of  
Nigeria was reduced to six [and] that he would 
deal decisively with anyone who tried to hinder 
his ambition of  perpetuating himself  in power. 
The Abacha-for-President campaign under the 
aegis of  Youths Earnestly Ask for Abacha 

(YEAA), the National Mobilization and 
Persuasion Committee for Abacha 1998 and 
other motley pro-Abacha for President 
Organizat ions  c lear ly  por t rayed the  
convergence of  elite-media conspiracy. Elite 
conspiracy consisted in the seeming unanimous 
adoption of  the Abacha candidacy by the then 
five political parties and the deployment of  the 
propaganda of  the indispensability of  Abacha 
in the crafting of  a new Nigeria. A handful of  
anti-Abacha elite who could no longer take the 
heat of  Abacha's counter-attack fled into self-
exile. The media, in consideration of  its survival 
and commercial interest, in the face of  the rising 
culture of  impunity against press freedom, not 
only tempered its critical reportage but 
capitulated in its hard-line stance. The 
conformists were rewarded with patronage 
through advert-placements and sponsorship of  
special features from the government and pro-
government organizations. There is no doubt 
that the Nigerian media antagonized 
antidemocratic policies of  various regimes as 
well as championed the restoration of  
democracy. But they did so within the ambit of  
the sphere of  interest specified by their 
management.

The dimensions and politics of  terrorism: 
the media-elite linkage despite the lack of  
agreement amongst scholars as to the defining 
characteristics of  terrorism, in general terms, it 
denotes the deployment of  violent and 
nonviolent means towards a target in order to 
achieve a desired end or to precipitate the 
achievement or non-achievement of  a desired 
end. A representative national conceptualiza-
tion of  terrorism yields certain uniformity. 
Hoffman (2009) affirms that the legal system 
and code of  law of  the United Kingdom 
influenced those of  the United States, Canada, 
and Israel as to the boundaries and connotations 
of  terrorism. Thus, the United Kingdom's 
Terrorist Act 2000; United States Code, Title 18, 
Section 2331 (18 USC 2331); Canada's 
Antiterrorism Act (Bill C-36) and the Israeli 
Prevention of  Terrorism Ordinance No. 33 all 
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perceive terrorism as the use or threat of  the use 
of  violence to influence the government or to 
intimidate the public or a section of  the public, 
including international organizations, for 
advancing a political, religious or ideological 
cause. Paul Wilkinson has also described 
terrorism as a special weapon or method which 
has been used throughout history by both states 
and sub-states, and organizations for a whole 
variety of  political causes or purposes (cited in 
Abonyi, 2006). These definitions are 
problematic considering their narrow and 
restrictive parameters. The goals of  terrorism 
are not always the achievement of  political, 
religious or ideological goals. They transcend 
those goals. Terrorism is motorized by the quest 
for the ascendancy of  personal or group interests 
in a milieu of  interests. 

It is erroneous to contend as Gould (1999) 
did, that terrorism is typically  a unidirectional 
and bottom-top phenomenon and a war waged 
by persons and groups who considered 
themselves as unprivileged victims of  
socioeconomic, political, and technological 
advancement in the modern world and who 
desired visibility for the purpose of  a redress. 
Within the global and national arena, the tool of  
terrorism has been wielded by individuals, 
groups, organisations, states and other non-state 
actors in the pursuit of  their interest. 

Understandably, the different strategies 
adopted by terrorist groups target both tangible 
and intangible landmarks. Although every actor 
within the global arena is a potential terrorist, it 
is the non-state actor, on account of  its 
suprasovereign status that poses the greatest 
danger to global stability and system survival. 
But, within national boundaries, the state has, in 
a number of  ways, dispensed terror on the 
citizenry, notwithstanding the form of  
government.  

The capabilities of  various actors to unleash 
terror and the magnitude of  damage achievable 
through terrorist attacks have led to the 
differentiation of  terrorism into macro and 
micro. The difference between the two lies in the 

sophistication of  organisation, resources at their 
disposal, target of  attacks, expected outcome of  
attacks, magnitude of  attack, and nature of  
weapons used in carrying out attacks. While 
macro-terrorism necessarily entails broad-based 
violence using sophisticated weaponry, 
microterrorism covers small targets and uses 
ordinary weapons and/or psychological tools. 
Microterrorism has been conceptualized 
contemporaneously in terms of  contraction in 
the magnitude of  the effect of  terror attacks. 
This conceptualization flowed from the shift in 
the strategy and target of  terrorist attacks by 
groups especially the al Qaeda. Their 
orientation has shifted towards the strategy of  
thousand acts - that is, systematic piecemeal 
attacks on their enemies instead of  a big bang. 
Zakaria (2010) describes micro-terrorism as 
small-scale terrorism, driven from the local 
level, whose practitioners choose not the largest 
or most spectacular operations but those that are 
likely to succeed. As useful as this definition is, it 
narrowly conceptualizes micro-terrorism 
within the ambit of  non-state actors. State actors 
are also agents of  micro-terrorism and their 
targets are not just anarchists or antigovernment 
groups but in certain cases, the generality of  the 
masses. The avenue through which the national 
elite orchestrate their terror on the people is the 
mass media through the psychological weapons 
of  political advertising.  

The Nigerian political elite have evolved 
mechanisms through which they terrorize the 
people. The media often distorted the truth 
about indicted politicians describing them as 
innocent victims and attributing their travails to 
politics, ethnicism or such primordial 
sentiments. Two factors power the elite-media 
collaboration: the patronage from state 
apparatus of  power and cash (Kargbo, 2006). 
The seeming balance of  the commercialistic 
interest of  the media and their social 
responsibilities has led to such contraptions as 
special projects or features. Under this guise, 
certain illegalities such as first lady syndrome 
and the celebration of  hollow rituals such as 
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hundred (100) days in office where all manner of  
uncensored political adverts chronicling 
dubious progress are fed to the people. 
Notwithstanding the disclaimers by the media 
organizations, this propaganda serves only the 
ruling elite. To compound issues, the foreign 
media are often employed for greater effects, 
especially to deepen the legitimacy of  the 
propaganda.

The Nigerian Elite, Media and Political Transitions  
Nigeria's political experience is undoubtedly 
chequered. Before the 1999 re-emergence of  
civil rule in Nigeria's political horizon, the 
media was under siege. The jackboot of  military 
autocracy made sure it was in strict control of  
the media through a combination of  stick and 
carrot. It was easy for the military to terrorize 
and control the media because of  several factors 
namely; (i) power of  arbitrary and retroactive 
legislation; (ii) government monopoly of  the 
media; (iii) restrictions arising from official and 
unofficial regulatory bodies (iv) state-sponsored 
violence against media practitioners; (v) 
economic strangulation of  media houses 
through arbitrary closure; and vi) systematic 
denial and withdrawal of  patronage through 
advert and sundry placements owing to 
government dominance of  economic activities.

Broadcast Political Advertising as a Weapon 
of Political Terrorism 
Nigeria's experience in political engineering 
points to a diversified experience. From 
parliamentarianism to presidentialism with 
military autocracy in-between, political 
advertising has been deployed in numerous 
ways through various media and for myriad 
purposes.  The claim by Olajide, Adeyemi and 
Gbadeyan (2010) that "the extensive use of  
television and radio has supplanted direct 
appearances on the campaign trail" might be 
true for the developed economies but obviously 
false for underdeveloped countries especially in 
Africa. Several factors account for the seeming 
indispensability of  rallies in Africa as a major 

vote-gathering strategy. These include: low level 
of  information and communication technology 
(ICT), widespread poverty, lack of  necessary 
infrastructure to power television stations; low 
ratio of  person-to-TV access, corruption and 
absence of  people-oriented development 
models often associated with leadership and 
governance failure. The electorate in under 
developed countries generally perceive election 
period as their "once-in-a-blue-moon" 
opportunity to take their piece of  the national 
cake from their leaders. 

Pinto-Duschinsky (2004) succinctly states 
that television does not yet rule the world. 
Indeed, in many parts of  Africa and Asia, 
television sets and even radios can be quite hard 
to find outside the cities. In almost all African 
countries rallies are still the best way for 
candidates to reach the voters. In Nigeria, 
political rallies and direct appearances in 
specially arranged town meeting venues have 
remained an integral part of  its electioneering 
campaign process. But, because of  the 
increasing relevance of  the media, (and in recent 
times the ICT outlets like the GSM and 
Internet), such direct appearances have come to 
serve the purpose of  consolidating the 
orchestrated media bombardment through 
political adverts. Political advertising connotes 
more than mere "use of  the media by political 
candidates to increase their exposure to the 
public" as adduced by Olujide, Adeyemi and 
Gbadeyan (2010). Such a definition is 
simplistically narrow and does not portray its 
complexities.

As useful as extant categorisation of  
political advertising might be, it falls short of  
methodological exactitude in connection with 
Nigeria. While spotting the flaw in Johnston 
and Kaid's classification of  political advertising 
into image and issue adverts, Olajide, Adeyemi 
and Gbadeyan (2010) propounded three major 
categories of  political advertising as: political, 
contrast and negative or attack adverts. 
Interestingly, they were caught in the same 
methodological net they set out to untangle. The 
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manner in which political advertising has been 
deployed over the years in Nigeria provides the 
radar towards its categorisation. We contend 
that there are five distinct categories of  political 
advertising in Nigeria's political space namely:
a) Activist adverts - concerned with advocacy 

for groups or neglected interest outside the 
domain of  the dominant elite interest. 

b) Status quo adverts - aimed at maintaining 
the status quo in terms of  regimes, office 
holders and their policies. 

c) Continuity/Change adverts - directed at 
mobilizing and winning support for either 
continuity for the officeholder or political 
party or for change of  the status quo. 

d) Federal Character adverts - involves the 
demand for inclusiveness in governance and 
concession for certain political positions to 
engender feelings of  belonging, equity and 
justice in the polity. 

e) Smear Campaign adverts - Where certain 
categories of  people are negatively labelled, 
preparatory to their political destruction. 

Political advertising has been a permanent 
feature in Nigeria's political firmament 
irrespective of  the form of  government in 
operation. Both military and democratic 
governments variously utilized political 
advertising to achieve their ends. In all these, 
their target had been the masses. In other words, 
political advertising has been deployed as a 
handy tool by both types of  government to 
manipulate the masses in the furtherance of  
their interest. Often, it is the conflict of  interest 
amongst the elite that motorises political 
advertising. While political advertising targets a 
segment or the entirety of  relevant population of  
eligible voters, its aim is to successfully mobilize 
them for marketing the object of  its campaign. 
In other words, while presenting the subject of  
its campaign, political adverts ultimately expect 
a feedback, whether positive or negative, from 
the masses. To this end, political advertising 
does not function in isolation but within the 
dictates of  the political environment. Thus, 

whether in one-party, two-party or multiparty; 
autocratic or democratic states; political 
advertising is indispensable both for mobilising 
support for regimes' consolidation as well as 
legitimacy and for the opposition parties' drive 
for change. Put succinctly, political advertising 
involves the evolvement of  effective strategies 
aimed at building and packaging candidates and 
political platforms within the framework of  
credibility on the one hand or the creation of  
doubts towards the opponents on the other 
hand, for the sole purpose of  winning the 
support of  the masses in democratic or 
nondemocratic states. The tasks of  political 
advertising are not exhausted in the checklist 
propounded by Lund (cited in Awonusi, 1996) 
namely; attracting attention, arousing interest, 
stimulating desire, creating conviction and 
getting action in the form of  support. The tasks 
of  political advertising also include countering 
the strong points of  the opponents; shoring up 
the weaknesses of  the subject of  political adverts 
and inundating the target audience's 
sociopsychological space with messages of  the 
superiority of  the subject over other contenders. 
The environmental and socio-economic 
peculiarities of  states determine the dominant 
political advertising strategies in operation. 
Apart from the strategy of  direct self-marketing 
in rallies and campaign trails and the use of  
pamphlets, circulars, fliers, billboards and 
stickers, the broadcast (Television and Radio) 
have been the most influential political 
advertising strategy in Nigeria.

Undoubtedly the dominant interest of  the 
elite determines the trajectory and competitive 
nature of  political advertising. Broadcast 
political advertising in Nigeria often 
incorporates such primordial elements as 
ethnicity, religion and gender as its rallying 
strength. The Nigerian elite and aspirant use 
them as mobilising to herd the masses towards 
their preferred political inclination. The state of  
development in Nigeria vis-à-vis the nature of  
political advertising shows a disjunction 
between political claim and reality. The media 
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have used the concept of  balancing to 
surreptitiously fan the embers of  its interest and 
fixate it within the front burners of  public 
consciousness. The failed tenure elongation 
project of  Obasanjo provides a veritable 
example. A groundswell of  political advertising 
towards the realization of  the Third Term 
project was orchestrated and sustained by a 
trans-ethnic and inter-elite coalition led by Mr. 
Festus Odimegwu, the erstwhile Managing 
Director of  Nigerian Breweries Plc. Obasanjo 
was reified as a messiah and his regime ascribed 
with doubtful credentials of  economic 
prosperity (Olayinka 2006). Although there was 
a preponderance of  opinions against the project, 
there was nevertheless certain ambivalence in 
the media. 

Media, Politics and Public Opinion
According to McNair, (1995), "any analysis of  
how the media fulfill their obligations to voters 
and candidates should take into consideration 
the political and social context in which the 
media operate". This context is shaped by a 
variety of  factors: 
a) Strength of  the right to freedom of  

expression. This factor includes problems 
related to freedom of  the press; the use of  
harassment, attacks or pressures against 
independent media; the use of  courts and 
vexatious lawsuits to impede journalists in 
their activities; the lack of  proper regulation 
of  the media; government control over 
essential resources such as printing houses 
or distribution systems. In countries where 
journalists are targets of  intimidation, 
violence or repression, the fairness of  the 
election coverage is likely to be undermined 
by the lack of  security for media 
professionals.  Also,  a cl imate of  
intimidation is likely to encourage 
selfcensorship among journalists. Similarly, 
in a country with a short history of  
democratic elections the quality of  the 
media coverage could be affected because of  
a lack of  experience and poor professional 

standards.  
b) Connections between media and politics. 

This factor includes the extent to which the 
political authorities try to control 
state/publicly owned media; the misuse of  
instruments such as renewal of  licences, 
financing, or registration to influence media 
activity; or the direct involvement of  media 
groups and owners in the electoral race. 
Direct and indirect forms of  pressure that 
the government exerts on the media are an 
important element affecting the freedom of  
the mass media. This capacity to operate 
freely depends to a great deal on the kind of  
relationship the media develops with the 
political powers. Blumler and Gurevitch 
proposed a schema to classify the 
relationship between the media and political 
entities. This may vary in four ways: 
i. The degree of  state control over mass 

media organisations. This can take 
several forms, such as control over 
appointment of  media personnel, 
control over financing of  media 
enterprises or control over the content of  
media coverage. 

ii. The degree of  partisanship displayed by 
mass media. This can be determined by 
looking at: party involvement in media 
ownership and management, political 
partisanship in the editorial policies of  
newspapers or the party affiliations of  
readers. 

iii. The degree of  integration of  media and 
political elites. There are informal 
mechanisms by which these two groups 
can influence each other because of  their 
political affinity and social-cultural 
proximity. One of  the obvious 
consequences deriving from the 
tendency in politics and the media to 
develop a mutual and very close 
relationship is a deep integration 
between the two elites of  professionals.

iv. The extent of  respect for journalistic 
ethics within media institutions. 
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Adherence to journalistic standards and 
ethics by media professionals is a 
powerful mechanism to guard against 
media and journalists being transformed 
into political weapons serving the goals 
of  politicians.  

c) The relationship between the media and 
public opinion. This factor deals with 
how far the media are able to impose or 
suggest cultural and political ideas and 
with the ability of  the public to receive 
and digest this information in a critical 
manner. If  citizens are to be actively 
involved in the public sphere and to be 
aware of  their right to receive correct 
and timely information, the media 
should be accountable and responsible. 
Accountable and responsible media will 
report according to ethical and 
professional standards, trying to inform 
voters in an accurate, objective and 
timely manner. (McNair, 1995).

The Media in the Electoral Process 
People are often influenced in their political 
perceptions by what they learn from the media. 
Yet the media can also play a more specific part 
in enabling full public participation in elections, 
not only by reporting on the performance of  
government, but also in a number of  other ways 
by educating the voters on how to exercise their 
democratic rights. (Niemi & Norris, 2001).
lBy reporting on the development of  the 

election campaign. 
lBy providing a platform for the political 

parties to communicate their message to the 
electorate. 

lBy allowing the parties to debate with each 
other. 

lBy reporting results and monitoring vote 
counting.

lThe degree of  media autonomy, in 
particular their freedom from political or 
corporate interference. 

lThe degree of  media diversity/pluralism in 
content, views and formats. More in detail, 

external pluralism can be defined as 
pluralism achieved at the level of  the media 
system as a whole, through the existence of  
a range of  media outlets or organisations 
reflecting the points of  view of  different 
groups or tendencies in society. The 
contrary term, internal pluralism, is defined 
as pluralism achieved within each 
individual media outlet or organisation.

In this framework, three kinds of  interrelated 
rights and complementary duties are 
considered: the rights of  voters, the rights of  
parties and candidates and the rights of  the 
media themselves.

The Broadcast (Electronic) Media and Election 
Coverage 
The electronic media are usually subject to a 
higher degree of  control by public authorities 
than print media. This is usually justified by two 
main arguments: 
lThe need to guarantee the fair allocation of  

limited public resources (airwaves and 
frequencies).

lThe need to impose a certain level of  public 
obligation on broadcasters. Broadcast 
media (television in particular) are 
considered more than a simple tool of  
communication, as they are an essential 
instrument to promote social, cultural and 
political objectives. It is therefore important 
to regulate their activities to protect society 
against any risk of  biased information. 

The globalization of  mass communication and 
changes imposed by digital technology has 
modified this argument to an extent, since they 
seem to offer greater scope for media diversity. 
(Niemi & Norris, 2001).

However, these new developments only 
highlight a new set of  issues affecting media 
freedom, including the concentration of  media 
ownership and the "digital divide", with the 
consequent need to take steps to guarantee 
universal access.  
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Television has been both a participant and a 
witness to the changes in many political 
systems. It is the central medium for political 
and electoral information (at least in industrial 
and postindustrial societies). Today it is 
unimaginable to think about politics without a 
televised stage.  

Political action, including election 
strategies, need television to win over public 
opinion, to legitimize policies and to set a 
campaign agenda (Price & Kruger, 2000).

Radio usually uses a greater number of  
frequencies than television. This, combined 
with the lower cost of  establishing a radio 
station, may allow for greater diversity in radio 
broadcasting. 

The main difference within the electronic 
media is between those that are publicly and 
privately owned. This distinction has 
consequences for the degree of  control and 
regulation imposed on them by public 
institutions. The underlying idea of  public 
service broadcasting is that the private sector 
alone cannot ensure pluralism in the broadcast 
sphere. The strength of  this idea and of  its 
consequent implementation varies according to 
different regional contexts. The European 
model of  a strong public service broadcasting 
system contrasts with the experience of  the 
United States, where public service broadcasters 
are far less significant than the private ones, and 
with the model that existed in the Soviet Union, 
where the aims of  the state broadcaster 
coincided with those of  the Communist Party 
(Curran & Park, 2000).

Public broadcasters tend to be held to higher 
standards of  responsibility with respect to 
pr incip les  of  universa l i ty,  d ivers i ty,  
independence, and distinctiveness from other 
kind of  broadcasters and accountability. The 
stricter regulation imposed on these 
broadcasters is justified by the need to protect 
them from undue interference or control of  the 
government, thus enabling journalists to freely 
operate according to their obligation to the 
public. However, in many countries public or 

state broadcasting channels remain under tight 
government control. (Lasswell & Leites, 1999).
While all media are expected to offer 
responsible and fair coverage, it is particularly 
incumbent upon state/publicly owned media to 
observe more rigorous standards since they 
belong to all citizens. The citizens pay fees and 
the public media has the legal and moral 
obligation to serve the interest of  the general 
public, not partisan or private interests. Using 
state/publicly owned media to promote a 
certain political party or candidate is therefore 
an illegitimate manipulation of  the public using 
the public's own resources. The state media are 
more vulnerable to such pressure from the 
authorities especially in those countries where 
they have not yet been transformed into truly 
independent public service broadcasters. State-
controlled broadcasters are often paralysed by 
frequent interference by political powers.  

Publicly funded broadcasters should 
provide a complete and impartial picture of  the 
entire political spectrum in their coverage of  an 
election, given that they are obliged to serve the 
public and offer a diverse, pluralistic and wide 
range of  views. 

The Advantage of the Incumbent on the Media 
during Election
Being part of  government means a larger degree 
of  attention from the media because of  their 
need to cover the activities of  the government, 
which may include official events, meetings and 
policies implemented. Events can be genuine 
and relevant (such as national celebrations or 
anniversaries), genuine but marginal (such as 
opening of  public buildings) and pseudo-events 
(occasions created or managed by the 
government with the aim of  getting better or 
wider media coverage). The government is also 
the main policy maker, and coverage is 
necessary to keep the public informed. (Jibo& 
Okoosi-Simbine, 2003).

Members of  the executive act in the interest 
of  the whole nation, but, on the other hand, they 
represent a political party. This dual identity 
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becomes particularly problematic during an 
election campaign, in relation to two rights: 
1. The right of  equal opportunities to access for 

candidates, a right that has to be balanced 
with the freedom and obligation of  the 
media to cover government activities.  

2. The right to equal treatment for candidates. 
News related to the incumbent government 
may sometimes be framed in a positive light 
because of  the kind of  events covered (for 
example, official meetings, international 
summits, etc.).  

This is also a trend that can often be observed in 
transitional democracies, members of  the 
government can try to disguise election 
campaign activities or propaganda within the 
framework of  their institutional activities or 
public information campaigns. During an 
election campaign, it is not rare to observe 
government ministers inaugurating buildings, 
giving speeches to students, organizing 
international meetings or launching a new 
programme against drug addiction to obtain 
additional coverage by the media.

The distinction between these two kinds of  
activities is notalways simple, even for the 
independent media. "The root of  the problem of  
'incumbent's advantage' is that there is usually 
no clear and natural distinction between the 
actions which a president, government minister 
or legislator takes in the natural course of  
carrying out his or her official duties and the 
action he takes in order to be re-elected."

All these strategies of  pressure can be part of  
a pattern of  abuse of  public media. While there 
is universal recognition that incumbency has 
certain advantages, incumbent candidates 
should not misuse state resources, whether 
material or human, to promote their political 
parties or candidature.

According to Olujide (2010), the media 
should be consistent in separating the activities 
of  incumbent powers from the activities they 
pursue as the representatives of  political parties 
running in the election. No privileged treatment 

should be given to public authorities by the 
media during election campaigns. The ability of  
the media to resist this influence largely depends 
on their strength and autonomy. In contexts 
where the media system is not strong enough to 
counterbalance the influence of  political power, 
measures to protect journalists' autonomy may 
be needed to limit or prevent the government's 
advantage. Strict rules for government coverage 
on broadcast media can include measures such 
as banning ceremonies attended by the 
government, a right of  reply by opposition 
parties on news of  public interest, setting 
proportions of  coverage among government, 
majority and opposition parties within news 
coverage and informative programmes. 

Strict regulation should be carefully adopted 
as the intention of  right rules about amounts of  
coverage on television news may be subverted. 
If  a television producer is prejudiced against one 
party, he may report boring parts of  speeches of  
politicians of  that party while presenting a more 
interesting and appealing set of  news clips about 
his favoured party. Equal time on news 
programmes does not guarantee equally 
favourable treatment.

National Broadcasting Commission Function during 
Election Period Especially during Ekiti State 2018 
Gubernatorial Election.
The government regulatory authority for the 
broadcast media is the National Broadcasting 
Commission (NBC). In the run up to the 
elections, in spite of  the actions it undertook and 
the warnings it disseminated, federal and state-
owned broadcasters did not observe guidelines 
on equal opportunity and airtime and many did 
not refrain from "glamorizing government 
functionaries". Fort this reasons, one of  the key 
recommendations issued by The EU EOM 
stated: "The NBC should implement sanctions 
against violations of  the law impartially. The 
NBC should have a more transparent 
mechanism for dealing with complaints and 
addressing the problem of  media violations 
during elections. With greater transparency and 
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a public mechanism for dealing with complaints 
against media and breaches of  the Broadcasting 
Code, the NBC could take a more forthright role 
in regulating media coverage of  elections in a 
system that would allow checks and balances. 
The NBC should be independent and have 
sufficient resources to be able to guarantee that 
the media cover the elections according to the 
principles of  fairness, balance and impartiality." 
The motive for media ownership in Nigeria has 
remained unchanged as media ownership is 
dictated by ideological and political 
considerations. Prior to the just concluded 
governorship election in Ekiti State, the Ekiti 
State Broadcasting Television was banned by 
National Broadcasting Commission, till further 
notice as a result of  the then state incumbent 
governor Peter Ayodele Fayose's declaration of  
Professor Eleka, the PDP gubernatorial 
candidate as the winner of  the election. This is 
however against the law of  classified materials 
as stipulated in the code and ethics of  media 
practice.   

The liberalization of  the electronic media 
through Decree 38 of  1992 as amended by Act 
No 55 of  1999 introduced a new robustness in 
the importance of  the media in the Nigerian 
polity. The Federal Government through the 
instrumentality of  this decree set up the 
National Broadcasting Commission with the 
core responsibilities to regulate and deregulate 
broadcasting in Nigeria in terms of  licensing 
stations, regulating broadcast content and 
setting standards for quality broadcasting. Jibo 
(2003) has argued that a constant fixture in the 
firmament of  media practice in Nigeria, as in 
other parts of  the world, is the ever-present 
personal interest of  the proprietor or the senior 
journalists in their overall operations.

Theoretical Framework
Social Responsibility Theory 
Social responsibility theory of  the media was 
developed by Siebert, Peterson and Schramm in 
1956. The first attempt at defining the social 
responsibility of  the media came from the 

Hutchins Commission on the Freedom of  the 
Press in 1947. After four years of  deliberations, 
the commission came up with the following five 
guidelines for a socially responsibly press:
i. A truthful, comprehensive, and intelligent 

account of  the day's events in a context 
which gives them meaning;

ii. A forum for the exchange of  comment and 
criticism;

iii. The projection of  a representative picture of  
the constituent groups in the society;

iv. The presentation and clarification of  the 
goals and values of  the society;

v. Full access to the day's intelligence.

Middleton (2009) observes that though the 
principles are valued, they are not precise and 
that these guidelines were generally considered 
not to have had any significant impact on the 
media industry's development. This report 
however influenced Siebert (2006) theory of  
social responsibility. Their view held that the 
media is to use their powerful position to ensure 
appropriate delivery of  information to 
audiences. Where this is not so, there must be 
regulations to enforce it. In their own words:

The power and near monopoly position 
of  the media imposed on them an 
obligation to be socially responsible, to 
see that all sides are fairly presented and 
that the public has enough information 
to decide; and that if  the media do not 
take on themselves such responsibility it 
may be necessary for some other agency 
of  the public to enforce it.

This highlights the crucial role of  the media in 
shaping societal processes such as public 
opinion, societal and political development. 
According to Denis McQuail (1987), the 
following principles guide this theory: 
i. That media should accept and fulfill certain 

obligations to society.
ii. That through professional standards of  

informativeness, truth, accuracy, objectivity 
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and balance, these obligations can be met. 
iii. That media should regulate itself  within 
the framework of  law and established 
institutions to be able to carry out its 
responsibilities. 

iv. That whatever might lead to crime, violence, 
civil disorder or offence to minority groups 
should be avoided by the media.

v. That the media should reflect its society's 
plurality, giving access to various points of  
view and grant all the right to reply.

vi. Based on principle (i) the society has the 
right to expect high standards of  
performance from the media. Intervention 
can only be justified to secure public good.

vii. Accountability of  media professionals 
should be to the society, employers and the 
market.

According to Hyun (2013), the social 
responsibility theory argues that the press has a 
responsibility to the public. This responsibility 
obligates the press to contribute to societal 
improvement. Thus, they must provide accurate 
and truthful information to the public. Another 
extension to this is that the reporting must be 
investigative. This means that every reported 
fact must be properly analyzed and interpreted 
with clear explanations.

Gunaratus (1996) identifies six (6) functions 
of  the media adopted by the social responsibility 
theory. One of  these functions bequeaths to the 
media the responsibility of  enlightening the 
public so as to make it capable of  self-
government. By implication, the media must 
accurately and effectively arm the public with 
the right information to make right decisions 
and take appropriate actions where necessary.

Owen-Ibie (1994) also contributes to the 
discussion on the theory of  the social 
responsibility of  the press. He is of  the opinion 
that the mass media are expected to inform the 
citizenry of  what goes on in the government, 
which, in a way, keeps rulers in check. Also, the 
media should be reporting on and promoting 
discussion of  ideas, opinions and truths toward 

the end of  social refinement, acting as a nation's 
'bulletin bound' for information and mirroring 
the society and its people just the way they are, 
thus expressing the heroes and the villains.

Part of  the provisions for the social 
responsibility theory, is the ability of  the media 
to raise conflict to the plane of  discussion via 
their information, entertainment, and sales. 
Okunna (2002) opines that the derailment of  the 
press into negativity necessitated the postulates 
of  the social responsibility theory which aimed 
at matching freedom with obligation to society. 
At the core of  social responsibility is public 
interest whereas liberty and restraint are the 
watchwords. The Nigerian print media are 
obliged to assume their responsibility of  
reporting the intricacies of  Lassa fever as 
appropriate (i.e. reflecting in their messages 
truth, accuracy, objectivity and balance) so that 
the audience would make informed decisions. It 
is expected that individuals see to it that the 
Nigerian print media do not avoid carrying out 
their duty as expected so that they are not found 
wanting.

RESEARCH METHOD
The research design of  the study is the survey 
method. According to Ohaja (2003), research 
design means the structuring of  investigation 
aimed at identifying variables and their 
relationship. It is used for the purpose of  
obtaining data to enable the researcher test the 
questionnaires or answer research questions by 
providing procedural outline for conducting 
research.

Okoye (1996) opines that survey is a method 
which is geared towards the study of  people, 
their attitudinal frame of  mind, and their 
systems, motivational range and manifestation. 
Survey method which was used is adopted in 
counter-checking the already existing ideas and 
knowledge known and seen which concerns this 
study.

Area of the Study
The area of  this study comprised three selected 
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Local Government Areas, each from the three 
Senatorial Districts in Ekiti State, namely: 

Ado Local Government in Ekiti Central 
Senatorial District, Moba Local Government 
Area in Ekiti North Senatorial District and Ikere 
Local Government Area in Ekiti South 
Senatorial District. 

Population of the Study
Population means all cases or individuals that fit 
a certain specification. Population defines limit 
with which the research findings are applicable. 
The population of  this study which comprises 
adult male and female of  the three selected 
Local Government Areas in the three Senatorial 
Districts in Ekiti State was 680, 000 as recorded 
below:
Ado Ekiti: 427, 700
Moba: 198, 300
Ikere: 202, 500
Total: 828, 500

Sample Size and Sampling Procedure
According to Asemah (2012), a sample is a 
limited number of  elements selected from a 
population which is the representative of  that 
population. This is because, in most cases, it is 
impractical to study the entire population.

Moreover, Taro Yamane's Formula was 
used to select the sample size from the total 
population of680,000 which would now be 
evenly distributed and randomly sampled in the 
selected Local Governments.

A sample size of  400 respondents was taken 
as sample for the study. This sample was derived 
using Taro Yamane's statistical formula for 
sample size determination thus:
n= N

 21+ N (e)
Where n = sample size   (828, 500)

N = population    (828, 500)
e = level of  significance (5%)  
1 = Constant   (1)

The researcher used 5% 'level of  significance to 
determine the sample size.

n =          828, 500
2

1+ 828, 500 (0.05)
n =       828, 500

1+ 828, 500 (0.0025)
n =        828, 500

1+ 2071
n =        828, 500

2072
n = 399.9
n    =         400

Data was collected using the questionnaire 
which the researcher administered face to face 
to the respondents. All the 400 copies of  
questionnaire distributed were retrieved by the 
researcher. This represented a response rate of  
100%

Instruments for Data Collection
In gathering data for this study, the researcher 
used the survey research method while the 
instrument used was questionnaire.

Thus, questionnaire was purposively 
administered on the recipients from the three 
selected Local Government Areas in the three 
Senatorial Districts in Ekiti State. The purposive 
selection was used to gather data for the research 
work.

Method of Data Analysis
Data was qualitatively analyzed from the 
responses of  the respondents to the 
questionnaire distributed on assessment of  the 
role of  television broadcasting in the 
development education of  rural communities in 
Ekiti State.

DATA PRESENTATION AND ANALYSIS
Research Question 1: What impact does media 
terrorism have on electoral process in Nigeria?
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The data collection were tabulated and itemized 
according to the responses obtained from the 
respondents. Percentages were used to analyze 
the responses as contained in the questionnaire. 
From the above table, item 1, it was discovered 
that 320 respondents representing 80% admit 
that media terrorism had impact on electoral 
process in Nigeria while the remaining 80 
respondents representing 20% disagreed.  

Also in item 2, 300 respondents representing 
75% admitted that media terrorism has negative 
impact on electoral process in Nigeria, while the 
remaining 100 respondents representing 25% 
admitted that media terrorism has positive 
impact on electoral process in Nigeria. In item 3, 
260 respondents repressing 65% said they were 
influenced by the media during election period, 
while the remaining 140 respondents 
representing 25% had contrary opinions. 

Finally, in item 4 of  the above table, 240 
respondents representing 60% admitted that 
media terrorism engendered free and fair 
election in Ekiti State, while the remaining 160 
respondents representing 40% said media 
terrorism did not engender free and fair 
elections in Ekiti state. The above table shows 
that media terrorism as any impact on electoral 
process in Nigeria has attested to by the highest 
number of  respondents in item 1 and 2.

Table 2: Research Question 2: To what extent does 
EKTV as a broadcast media get involved in media 
terrorism during election period?

From the above table 2, item 1 it was discovered 
that 260 respondents representing 65% admitted 
that EKTV as a broadcast media is involved in 
media terrorism while the remaining 140 
respondents representing 25% disagreed.  Also 
in item 2, 240 respondents representing 60% 
admitted that EKTV as a broadcast media is 
frequently involved in media terrorism during 
election period, 120 respondents representing 
30% admitted that it was sometimes involved in 
it, while the remaining 40 respondents 
representing 10% admit that EKTV as a 
broadcast media was involved in media 
terrorism during election period once in a while.
Finally, from item 3 of  the above table, 260 
respondents representing 65% admit that they 
were influenced by media terrorism during 
election period, while the remaining 140 
respondents representing 25% had contrary 
opinions. From the above table, it can be 
deduced that EKTV as a broadcast media 
frequently gets involved in media terrorism 
during election period as attested to by the 
highest number of  respondents in item 2 of  the 
above table. 

1

2

3

Items Response
Does EKTV as a broadcast 
media involve in media 
terrorism?
How often does EKTV as a 
broadcast media involved in 
media terrorism during 
election period?
Were you influenced by media 
terrorism during election 
period?

No of Respondents
Yes (260)
No   (140)
Total (400)
Frequently      (60)
Sometimes    (30)
Once in a while (100)
Total                 (400)
Yes                  (260)
No                   (140)
Total                (400)

(%)
65
25
100
60
30
10
100
65
25
100

S/No

1

2

3

4

Item Response 

Does media terrorism have any 

impact on electoral process in 

Nigeria

What impact does it have on 

electoral process in Nigeria

Are you influenced by the media 

during election period

Does media terrorism engendered 

free and fair election in Ekiti 

state?

No of Respond.

Yes         (320)

No           (80)

Total       (400)

Negative (300)

Positive   (100)

Total       (400)

Yes    (260)

No          (140)

Total       (400)

Yes         (240)

No          (160)

Total       (400)

(%)

80

20

100

75

25

100

65

25

100

60

40

100
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Table 3: Research Question 3: How does media 
ownership influence media terrorism especially EKTV 
during electioneering campaign?

From the above table 3 item 1, it was discovered 
that 260 respondents representing 65% admitted 
that media ownership influences media 
terrorism especially during electioneering 
campaign while the remaining 140 respondents 
representing 25% disagreed.  

Also in item 2, 280 respondents representing 
60% admitted that Ekiti State government 
influences the operation of  EKTV especially 
during election period while the remaining 120 
respondents representing 30% disagreed. 

Finally, from item 3 of  the above table, 240 
respondents representing 60% admitted that 
government influence on EKTV during election 
period results in media terrorism, while the 
remaining 160 respondents representing 40% 
disagreed to the question. 

It can be deduced from the above that media 
ownership influences media terrorism 
especially during electioneering campaign as 
attested to by the highest number of  respondents 
in the above table.
  
Discussion of Findings 
This paper examined broadcast media terrorism 
during 2018 Ekiti Governorship election with 
the study of  EKTV. It also sought to ascertain 
the level of  broadcast media involvement in 

media terrorism during election period.
Question 1 seeks to know the impact of  

media terrorism on electoral process in Nigeria, 
in which table 1, item (1 and 2) attested to the 
fact that media terrorism has impact on electoral 
process in Nigeria with highest total number of  
320 respondents representing 75% in item (1) 
and 300 respondents representing 80% attested 
that media terrorism has negative impact on 
electoral process in Nigeria. Therefore, it can be 
deduced from the above that media terrorism 
has a great impact on the electoral process in 
Nigeria as attested to by the highest number of  
respondents in items 1 and 2.

Question 2 is on the extent to which EKTV 
as a broadcast media is involved in media 
terrorism during election period. Table 2 item 2 
reveals that EKTV as a broadcast media 
frequently is involved in media terrorism during 
election period as attested to by the total highest 
number of  240 respondents representing 60%. 
Therefore, it can be deduced from the above that 
broadcast media especially EKTV frequently is 
involved in media terrorism during election 
period.

Finally research Question 3sought to know 
whether media ownership influences media 
t e r r o r i s m  e s p e c i a l ly  E K T V  d u r i n g  
electioneering campaign. Table 3, item (1 and 3) 
attested that media ownership influences media 
terrorism especially at EKTV during 
electioneering campaign. In item (1), the highest 
number of  260 respondents representing 65% 
attested to the fact that media ownership 
influences media terrorism especially during 
electioneering campaign and 240 respondents 
representing 60% which is the total highest 
number of  respondents attested that 
government influence on EKTV during election 
period resultsin media terrorism. It can be 
deduced from the above that media ownership 
influences media terrorism especially during 
electioneering campaign as attested to by the 
highest number of  respondents in the above 
table. 

1

2

3

Items Response

Does media ownership influence 

media terrorismespecially during 

electioneering campaign?

Does Ekiti state government 

influence the operation of EKTV 

especially during election period?

Does government influence on 

EKTV during election period result 

to media terrorism?

No of 

Respondents

Yes        (260)

No         (140)

Total      (400)

Yes        (260)

No         (140)

Total      (400)

Yes        (240)

No         (160)

Total       (400)

(%)

65

25

100

60

30

100

60

40

100
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CONCLUSION  
This work concludes that the starting point to 
redress the micro-terrorism that the political 
elite and the Nigerian state had unleashed on the 
masses is the review of  the Nigerian constitution 
through the involvement of  the people. It also 
concludes that the media had become an 
accomplice in the marginalization of  the masses 
through uncensored political advertising. While 
business principles dictate that the survival of  
business enterprises hinges on profitability, the 
media must recognize that the overriding 
impetus for its existence is the promotion of  
social justice. It is when social justice has been 
served that profit would come under the 
purview of  consideration. The unwitting effect 
of  the current political advertising regimen in 
practice in Nigeria is the emboldening of  the 
culture of  impunity and the glorification of  a 
warped mindset that everything is answerable to 
monetary inducement: two effects that are 
antidevelopment.

Recommendations
This study recommends that:
1. The National Broadcasting Commission 

and other media regulatory bodies should 
sanitize the media industry through the 
enforcement of  media laws especially 
during election period

2. The operation of  the broadcast media 
should not be subjected to the ownership 
whim and caprices. It should rather be based 
on compliance with the rules and principles 
guiding media profession in order to carry 
out their oversight and legitimate function 
without fear of  sanction.

3. Government should amend the act or law 
that allows freedom of  the press in order to 
allow them to carry out their oversight 
function without any interference either 
from the government or any public figure in 
the society. 
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Introduction
Before the advent of  e-commerce, traditional 
marketers of  airtime do face the challenge of  
poor patronage and sales. Before now, one had 
to walk up to a retail store before getting airtime. 
Worst of  all, most people face great 
embarrassment when their airtime finishes at 
the middle of  an important call and they may 
not readily see any shop around to recharge and 
continue the calls. In most cases, huge contracts 
and business dealings are lost as a result. This 
problem becomes more worrisome when one is 
on transit especially on a long journey. The poor 
accessibility of  airtime seems to hinder the level 
or extent to which subscribers may purchase 
airtime. This is because traditional mode of  
business is limited by time and distance. The 
challenges of  the traditional mode of  business 
transactions call for a more efficient method of  
business which led to the advent of  e-commerce.

Electronic commerce (e-commerce) popularly 
referred to as online shopping is the latest 
development in the computer age regarding 
business transactions.  In fact, online shopping 
has come to stay. All nations of  the world 
including Nigeria are gradually embracing the 
fast growing modern trend of  business 
transactions which have numerous advantages 
over the traditional mode of  buying and selling. 
E-commerce is the activity of  buying or selling 
of  products on online services or over the 
Internet. It draws on technologies such as 
mobile commerce, electronic funds transfer, 
supply chain management, Internet marketing, 
online transaction processing, electronic data 
interchange (EDI), inventory management 
systems, and automated  systems  (Wienclaw, 
2013). 

Obrien (2016) views e-commerce as  retail 
sales direct to consumers via web sites and 

O R I G I NA L A RT I C L E

The study was on the influence of  electronic commerce on consumers' purchasing power on air time (recharge cards) 
in Jos metropolis. The study was a descriptive survey carried out to examine how electronic commerce influences 
the quantity of  sales of  airtime in the study area. The study raised three research questions and three hypotheses. The 
population was all the subscribers of  MTN, Airtel and Glo Networks in Jos metropolis. The sample is 250 
respondents drawn within the study area via convenience sampling technique. Data were collected by means of  a 
questionnaire designed by the researcher, validated by three experts and having a reliability index of  0.78. The 
percentage and Chi-square test were used for data analysis. Results indicated that electronic channels used for the 
sales of  airtime include ATM cards, POS, Internet, Mobile Apps among others. In the same vein, the study 
discovered that the use of  electronic commerce technique improved the sales of  airtime in the study area. It was 
recommended among other things that the use of  electronic commerce should be extended to the sales of  other 
products especially household products. The study concluded therefore that the advent of  electronic commerce has 
influenced the purchasing power or behavior of  consumers of  airtime in Jos metropolis.
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mobile apps, and conversational commerce via 
live chat, chat bots, and voice assistants. It could 
be seen as the activity or action of  buying 
products or services over the Internet. It means 
going online, landing on a seller's website, 
selecting something, and arranging for its 
delivery. The buyer either pays for the goods or 
service online with a credit or debit card or upon 
delivery. This mode of  business has grown in 
popularity over the years, mainly because people 
find it convenient and easy to bargain and shop 
from the comfort of  their home or office 
(Wienclaw, 2013). 

E-commerce has become the third most 
popular Internet activity, following e-mail using 
instant messaging and web browsing (Li & 
Zhang, 2012).  Business transactions via e-
commerce may have the propensity to boost 
sales by increasing the likelihood of  better 
patronage by consumers. This may be as a result 
of  the numerous advantages of  e-commerce 
over the traditional mode of  business for both 
consumers and retailers. According to Manju 
(2013), some of  the benefits of  e-commerce 
include but not limited to all round shopping, 
decreasing dependence to store visits, saving 
travel costs, increasing market area, decreasing 
overhead expenses and offering a wide range of  
products. More than 85% of  world's online 
population has ordered goods over the Internet 
during the recent years (Adiele, 2018).

Similarly, consumer purchasing power 
refers to the amount or the quantity of  products 
a customer is able and willing to spend money to 
purchase at a particular time. It equally refers to 
how far a customer is willing to patronize a 
particular product through buying it (Obrien, 
2016). Sometimes most people may be 
discouraged to patronize a product when they 
consider the hassles and stress they will go 
through in obtaining the products (Gabriel, 
2015). This may be one of  the reasons many 
people opt for online purchases. In the views of  
Weitz (2015), the ease and convenience 

associated with e-commerce is one of  the 
motivating factors to most buyers. Continuing, 
Weitz notes that most buyers may wish to 
increase their purchasing power on a product 
when such a product is readily available and 
could be accessed with less rigour. In other 
words, a customer is most likely to purchase 
products he or she may not go through stress to 
obtain. This is the major reason why most young 
people are opting for e-commerce or online 
businesses. 

Again the speed of  operation of  e-
commerce may be another motivation. In the 
present computer/jet age where every human 
endeavour (including sales and purchases) is 
done with utmost speed, many people seek for 
easy, faster and convenient ways of  getting their 
goods delivered to them in the shortest possible 
time and as at when needed, hence the 
unequivocal crave for e-commerce (Yusuf, 
2011). Moreover, the complex nature of  today's 
world in addition to technological advancement 
does not permit the application of  archaic 
methods of  business transactions. It seems as if  
there is a connection between e-commerce and 
the rate and quantity of  goods consumers or 
customers may purchase. Could it be that the 
ease and convenience associated with e-
commerce which has removed the hassles of  
traditional mode of  commerce (like travelling 
long distances to purchase, delivery expenses, 
long queues in the banks for payment or risk of  
being attacked by robbers through carrying of  
cash for payment) have motivated buyers or 
consumers in Jos metropolis to increase their 
purchasing power on telephone airtime? It is 
against this background that the present study is 
being conducted to examine whether the advent 
of  e-commerce has any influence on consumers' 
purchasing power on airtime recharge cards in 
Jos metropolis of  Plateau State.

Statement of the Problem 
The rate of  sales of  airtime in Jos metropolis has 
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increased lately. A lot of  persons now have easy 
access to airtime unlike before when traditional 
sales was the only means of  selling. With the 
advent of  e-commerce, there seems to be an 
increase in the volume of  sales made by 
communication companies in recent times. This 
is because many youths now easily buy airtime 
using electronic channels like automated teller 
machine (ATM), mobile payment modes, 
mobile phones and point on sale (POS) services. 
These e-channels seem to remove the challenges 
of  distance and accessibility posed by the 
traditional mode of  sales. Now the problem of  
this study is to examine the influence of  
electronic commerce on consumers' purchasing 
behavior in Jos metropolis using GSM airtime 
as a case study.

Purpose of the Study 
The study is designed to:
1. Identify the various electronic channels or 

platforms available for consumers for 
purchasing airtime recharge cards in Jos 
metropolis.

2. Find out the benefits associated with the use 
of  electronic commerce in the sale of  
airtime recharge in Jos metropolis.

3. Ascertain how electronic commerce has 
influenced customer's purchasing power on 
airtime recharge in Jos metropolis.

Research Questions
The study is guided by the following research 

questions
1. What are the various electronic channels 

used by consumers for purchasing airtime in 
Jos metropolis?

2. What are the benefits associated with the 
use of  electronic channels for the purchase 
of  airtime recharge cards in Jos metropolis?

3. How does electronic commerce influence 
customers' purchasing behavior on airtime 
recharge in Jos metropolis?

Hypotheses
The following hypotheses were formulated for 
the study and were tested at 0.05 level of  
significance.
1. There is no significant influence of  the 

availability of  electronic commerce 
channels on consumers' purchasing power 
on air time recharge cards in Jos metropolis.  

2. There is no significant influence of  the 
benefits associated with electronic 
commerce on customers purchasing 
behaviour of  airtime recharge cards in Jos 
metropolis.

3. There is no significant influence of  
electronic commerce on consumers' 
purchasing behavior of  airtime recharge 
cards in Jos metropolis.

Significance of the Study
The study is significant because it will hopefully 
be of  benefit to stakeholders like
1. Youth
2. Communication firms like MTN, Airtel, 

Globacom
3. Marketers
4. General public

Methodology 
The study adopted the descriptive survey design. 
The design is ideal because data obtained were 
used to make a description of  the opinions of  
respondents about the topic under investigation. 
The population for the study is all global services 
of  mobile telecommunication (GSM) 
subscribers of  the three major communication 
networks operational in Jos metropolis which 
are MTN, Airtel and Globacom. The accurate 
data about the population for the study is not 
known due to multiple subscriptions by 
customers and the issue of  barring of  GSM lines 
of  some subscribers due to poor subscriber 
identification module (SIM) card registration 
and theft of  phones. The sample for the study is 
250 respondents. The sample is made up of  150 
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S/NO

1

2

3

4

5

6

Statement of Benefits

Fast and excellent delivery

Ease of access anytime

Convenient in all situations

e-channels are cost effective

Safer and more reliable 

Cheaper due to removal of 

middlemen or agents

Freq

220

230

240

180

190

170

%

88

92

96

72

76

68

Freq

30

20

10

70

60

80

%

12

08

04

28

24

32

Agreed      Disagreed

youths (who are basically undergraduates), 50 
men and 50 women conveniently drawn from 
the study area. The criterion for selection is 
based on those who were willing and 
conveniently available to participate in the 
study. Data were collected using a structured 
four-point questionnaire designed by the 
researcher. The questionnaire was tagged 
electronic commerce and consumer purchasing 
behavior scale (ECCPBS). The test-retest 
reliability index of  the questionnaire was 0.78 
indicative of  high reliability. The face-to-face 
method was used for data collection in which 
the researcher personally administered the 
instrument to the selected respondents. Simple 
percentage and Chi-Square were the statistical 
procedures adopted for data analysis of  the 
research questions and hypotheses respectively. 
The bench mark is 50% for the research 
questions.

Results
Research question 1: What are the various 
electronic channels used for purchasing airtime by 
consumers in Jos metropolis? 

Table 1: Electronic Channels Used for Airtime 

Purchase in Jos Metropolis

Field Survey 2019

Table 1 show that mobile applications (88%) 
and electronic transfers (80%) are the most 
popular electronic channels used by consumers 
in their purchase of  airtime recharge cards. Also 
the least used channel is ATM cards (56%).

All the channels have affirmative responses 
above the cut off  mark of  50%, hence all the e-
channels are accepted as influential.

Research questions 2: What are the benefits 
associated with the use of  electronic channels for 
the purchase of  airtime recharge cards in Jos 
metropolis.

Table 2: Benefits of Electronic Channels in the 

Purchase of Airtime

Field Survey 2019

Data in table 2 shows that convenience (96%), 
ease of  access (92%), and fast and excellent 
delivery (88%) are the greatest benefits of  use of  
e-channels for airtime purchase. The least 
benefit is that it is cheaper due to removal of  
middlemen or agents (68%).

Electronic Channnels

Use of ATM cards

Mobile Applications

Internet payment

Use of point of sale (POS)

Electronic transfers

Freq

140

220

180

150

200

%

56

88

72

60

80

Freq

110

30

70

100

50

%

44

12

28

40

20

Agreed      DisagreedS/NO

1

2

3

4

5
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Research Question Three: How does electronic 
commerce influence consumers' purchasing power 
on airtime in Jos metropolis?

Table 3: Influence of Electronic Commerce on 

Consumers' Purchasing Power Airtime

Field Survey 2019

It is seen in table 3 that electronic commerce 
influences customers' purchasing behavior 
through beating, distance barrier (86%) and 
creating confidence in customers (76%) among 
others.

Hypotheses one: There is no significant influence of 

availability of electronic commerce channels on 

consumers' purchasing power of airtime recharge 

in Jos metropolis.

Table 4: Chi-square summary of the influence of 

availability of E-channels on consumers purchasing 

behavior of airtime 

Field Survey 2019

2
Data in table 4 show that calculated X  value of  
83.22 is greater than table value of  9.44 at 0.05; 
hence, the hypothesis is rejected. This means 
that there is a significant influence of  availability 
of  electronic commerce channels on consumers' 
purchasing power on airtime recharge in Jos 
metropolis.

Hypothesis two: There is no significant influence of 

the benefits of electronic commerce on customers' 

purchasing power on airtime recharge cards in Jos.

Table 5: Chi-Square Summary of the Influences of 

Benefits of Electronic Commerce on Consumers' 

Purchasing Power on Airtime

Field Survey 2019

S/No

1

2

3

4

5

Statement

Electronic commerce platforms 

create confidence in customers 

to make more purchases.

The transferability of air time 

recharge card to friends boosts 

sales of air time outside a 

particular location.  

The features of buy and share 

available on e-platforms helps to 

sell more air time to other 

consumers.

Electronic commerce beats the 

barrier of distance hence more 

consumers can access it leading 

to more sales.

Direct payment via e-channels 

does not allow customers to feel 

pain hence more sales.

Freq

190

210

205

215

195

%

76

84

82

86

78

Freq

60

40

45

35

55

%

24

16

18

14

22

Agreed      Disagreed

2X cal

83.22

Variables

ATM

Mobile 

Apps

Internet

POS

Electronic 

transfer 

Fo

140

220

180

150

200

Fe

125

125

125

125

125

Fo fe

-15

95

-55

25

75

2(fo - fe)

225

9025

3025

625

5625

2/fe(fo - Fe)

1.80

7.22

24.20

5.00

45.00

Df

4

a

0.05

Variables

Benefits

Purchasing 

behavior

Fo

205

45

Fe

125

125

Fo Fe

80

-80

2(Fo - Fe)

6400

6400

2(Fo - Fe)

51.20

51.20

X

0.05

Df

1

2X cal

102.4
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Variables
Electronic
Commerce

Purchasing 
Behavoiur  

Fo
203

47

Fe
125

125

Fo Fe
78

-78

2(Fo - Fe)
6084

6084

2(Fo - Fe)
48.672

48.672

X

0.05

Df

1

2X cal

97.34

2
Table 5 shows that calculated X  value of  102.40 

2
is greater than table X  value of  3.84 at 0.05 level 
of  significance at a degree of  freedom of  1; 
hence, there is sufficient evidence to reject the 
null hypothesis. This leads to a conclusion that 
there is significant influence of  benefits of  
electronic commerce on consumers' purchasing 
power on airtime.

Hypothesis Three: There is no significant influence 

of electronic commerce on consumers' purchasing 

behavior of airtime recharge in Jos metropolis.

Table 6: Chi-Square Summary of the Influence of 

Electronic Commerce on Consumers' Purchasing 

Behavior on Airtime  

Field Survey 2019

Results in table 6 show that the value of  
2 2

observed X  (97.34) is greater than table X  value 
of  3.84 at 0.05 level of  significance with a degree 
of  freedom of  1; hence, there is sufficient 
evidence to reject the null hypothesis. The 
decision leads to a conclusion that there is a 
significant influence of  electronic commerce on 
consumers' purchasing power on airtime 
recharge cards.

Discussion
The study is on the influence of  electronic 
commerce on consumers' purchasing behavior 
on telephone airtime in Jos metropolis. The 
study seeks to examine whether the advent of  
electronic commerce influences the extent to 
which customers buy airtime recharge. The 
analysis of  research question one showed that 
electronic channels available for the sale of  

airtime recharge include ATM, Mobile 
application and POS. This result is in line with 
Adiele (2018) who stated that in modern days 
most people use electronic mediums for most 
transactions. This is because the traditional 
modes of  business transactions, with their 
associated delays no longer stand the test of  the 
internet age. The internet age is characterized by 
high speed of  operation of  any dealings whether 
business or academics. As a result, most people 
do not go for any platforms that take long 
process especially youths. In addition, these e-
channels make transactions faster and more 
convenient.

In the same manner, it was gathered that 
convenience and ease of  access are the major 
benefits associated with electronic commerce in 
the purchase of  airtime. These benefits are very 
real and it follows from the spirit of  the 
computer age where delay is not an option. 
Gabriel (2015) stated that the use of  electronic 
commerce relieves stress of  travelling long 
distance, taking risk of  accidents and time 
consumption. Presently, one can conveniently 
transact businesses from the comfort zone of  
one's house without necessarily meeting with 
the customers or travelling out. For the airtime, 
people buy them from their homes, offices, on 
transit and anywhere via any of  the e-channels. 
This has made e-channels more popular lately.

The study equally found out that electronic 
commerce has significant influence on 
consumers' purchasing power or behavior. This 
finding may be due for the numerous benefits 
associated with electronic commerce. Yusuf  
(2011) stated that electronic commerce is 
becoming more popular lately because of  its far 
reaching influence on customers. Customers are 
attracted to purchase products more when the 
procedures for its purchase are less 
cumbersome. This may be the case for airtime. 
Electronic channels help customers to have 
access to airtime anytime, anywhere and any 
day. There are no restrictions as to what time one 
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can buy airtime using electronic channels. This 
is contrary to traditional market which has 
opening time and closing time.

Summary of Findings
1. The available electronic channels for the 

purchase of  airtime recharge include ATM, 
mobile app, POS and others.

2. Some of  the benefits of  electronic channels 
in the purchase of  airtime include ease of  
access, and fast and excellent delivery.

3. Electronic commerce influences consumers 
purchasing behavior through creation of  
confidence in customers, beating the 
barriers of  distance, and others.

Conclusion
The study was on the influence of  electronic 
commerce on consumers' purchasing power on 
airtime recharge in Jos metropolis. The study 
was designed to find out how electronic 
commerce causes a boost on the rate at which 
customers purchase airtime recharge. From the 
results, it was gathered that electronic channels 
for the purchase of  airtime recharge include 
ATM, POS, mobile Apps and others. Some of  
the benefits associated with electronic 
commerce include fast and efficient delivery and 
ease of  access among others. In the same vein, 
electronic commerce influences consumers 
purchasing behavior through building of  
confidence and beating the barriers of  time and 
distance among others.

Recommendations
Based on the findings, the following are 
recommended:
1. Some electronic channels were identified 

which are used for airtime purchase; hence, 
it is imperative that such e-channels be 
extended for the purchase of  other products 
like household goods.  

2. Many benefits were identified which are 
associated with electronic commerce; 

hence, it is recommended that citizens 
utilize electronic commerce channels to 
transact businesses for safer and faster 
dealings.

3. The study found that electronic commerce 
influenced consumers purchase behavior 
toward airtime recharge; hence, it is 
necessary that other product manufacturers 
use electronic commerce to promote the 
sales of  their products.
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Introduction
Glocalization is a novel construct in the 
postmodern world and is gaining popularity 
among major development scholars across the 
globe. The term according to Giampietro (2016) 
can be used to broaden the understanding and 
analysis of  a wide range of  socio-cultural, 
economic and political discourses which 
globalisation fails to address. Globalization as a 
development concept was meant to break the 
socio-cultural, economic, religious and political 
barriers between nations of  the world. In other 
words, globalization in its essence targets 
socioeconomic development in nation states 
through international technological and 
cultural transfers. However, critical scholars 
have argued that globalization is a capitalist 
creation; as such, it has failed woefully to 
achieve the intended objectives of  its existence 
(Ritzer, 2003). Some other scholars argue that 

the flow of  media in particular, from the rich 
states to the poorer countries, often aggravates 
the already existing power gap between them, or 
that imported media cultures may threaten the 
native culture of  the receiving country. 

Based on these fears, the term glocalization 
was introduced to serve as a complementary 
concept to globalization. Robertson (1992), 
who was the first person to introduce the 
concept of  glocalization, argues that 
globalization does not produce uniformity in the 
world system as intended, but differences and 
fragmentation of  the world into a multitude of  
glocal realities. Roudometof  (2016) also notes 
that glocalization has no objective such as "one 
world with one culture" or "borderless world"; 
rather, it accepts other cultures. Glocalization 
also takes diversity as the essence of  social life 
unlike globalization. Thus, glocalization is the 
result of  the failures of  globalization, which has 
been lost in its own hegemonic project. 

O R I G I NA L A RT I C L E

Glocalization is a relatively novel construct which is gaining popularity among major development scholars across 
the globe. It denotes how global products and services are locally marketed to the reach of  consumers. The concept is 
gaining attention in the academia due to the inconsistencies found within the ideals of  globalization. The purpose of  
this paper is therefore to explore the concept of  glocalization in relation to the context of  social media and how such 
influences socio-economic development in the society. The paper is theoretically based – relying on review of  extant 
literature on the concept of  glocalization in relation to media and development. Overall, the study illuminates the 
critical influence of  glocalization of  the social media contents on socio-economic development especially in 
developing nations like Nigeria. This paper reveals that social media contents such as language settings, nearby 
options, local awareness ads, and other features evident on Facebook, Twitter, Whatsapp and other social media 
applications are instances of  glocalized contents that enhance socio-economic development. Typically, the 
language option and local awareness ads on Facebook are for language development against extinction, and 
economic development respectively.

Keywords: Glocalization, Globalization, Development, Social Media, Glocalized Media.
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Glocalization is therefore a concept that 
acknowledges that despite global trends towards 
homogenization as embedded in the ideals of  
globalization, differences and or the desire 
towards difference remains very strong among 
local cultures; and it is the act of  organising 
these differences to have a global dimension that 
brings socio-economic development to nation 
states.

A very significant aspect where both 
globalisation and glocalization remain vital is 
the use of  the media. Over the previous decades, 
the media have played a very central role in 
propagating the ideals of  globalization. 
However, the media have often been a 
mechanism to disseminating or propagating 
western socio-cultural, economic, political and 
religious ideals. This has made it difficult for 
local cultures within developing economies to 
become subsumed in the globalization process; 
thereby retarding the developmental processes 
in such nations. A relatively few studies have 
examined how globalization of  the media 
influences development (Haruna & Ibrahim, 
2014), but not many scholars have interrogated 
the influence of  glocalized social media 
contents on socio-economic, cultural, political 
and religious development especially in the 
Nigerian context. This paper is therefore 
positioned to explore theoretically how 
glocalization of  the social media contents can be 
used to influence socio-economic development 
in local cultures especially in developing nations 
like Nigeria.

Review of Concepts and Related Literature
The concept of  glocalization has been widely 
deployed by social scientists to examine diverse 
types of  interrelationship and interdependency 
between local and global processes. It is used to 
describe a product or service that is developed 
and distributed globally but is also adjusted to 
accommodate the user or consumer in a local 
market. Often, glocalization campaigns involve 
culturally friendly media and ad campaigns to 
encourage the acceptance of  foreign products 

among a local audience. In the words of  Foglio 
and Stanevicius (2007), glocalization is a 
method that revolves around both globalization 
and localization. They further explain that, in 
this context, it is stated that glocalization is 
where the marketers think globally but act 
locally. Secondly, their definition denotes that 
glocalization is where the marketers can provide 
their brands or products globally but, in the 
meantime, they also consider the local issues 
into their brands or products. This is in tune with 
Dumitrescu and Vinerean's (2010) assertion that 
a product which is glocal will be able to face the 
challenge from either international or local 
level. Also, to the local people, they will feel that 
the brands or the products (that have been 
glocalized) suit their needs and wants. In other 
words, glocalization depicts the adaptation of  
global and international products, into the local 
contexts they are used and sold in. For instance, 
a global product or service, something everyone 
needs and can make use of, may be tailored to 
conform with local laws, customs, or consumer 
preferences. This denotes that products that are 
glocalized are, by definition, going to be of  
much greater interest to the end user, the person 
who ends up using the product. This is so, 
because, while it is something that everyone can 
use and has use for, as a global product, its 
localization makes it more specific to an 
individual, their context, and their needs.

Glocalization of  social media contents for 
development deals with how information and 
products and services advertised in social media 
can enhance development in developing 
countries such as Nigeria. Hence, the lacuna this 
research sets to fill through the application of  a 
theoretical framework that best describes the 
subject matter under discourse. This is the thrust 
of  this paper. Glocalization on social media 
ensures that a brand is communicated directly to 
the consumer in a local and relevant context, 
which strengthens the consumer relationship 
and raises the brand's credibility. Glocalization 
plays a vital role in the development of  media; 
hence, it involves the process of  tailoring media 
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products at the global and local scale. These 
days, news and other information are spread 
with high speed due to the availability of  social 
media. Glocalization appears to be incredibly 
popular in world media. It refers to the fact that 
people are attracted to different features in 
diverse parts of  the world, and this is a great field 
for entrepreneurs to develop and seek for the 
best approaches to satisfy the needs of  their 
viewers. Therefore, they have many more points 
of  manipulation on the social preferences and 
use them for their business growth, thus 
development.

Glocalization and Glocalized Media
Glocalization originated from the Japanese 
word, "dochakuka", which refers to an 
agricultural practice employed as a strategy by 
the Japanese business community (Robertson, 
1995). It combines with the words globalization 
and localization which expresses the concept of  
products and services designed to benefit a local 
market while at the same time being developed 
and distributed on a global level. The concept 
was later developed by Robertson (1995) as a 
socio-cultural theory because it critically 
transcends the banal binary oppositions 
associated with globalization, and so registers 
the societal co-presence of  sameness and 
difference, and the intensified interpenetration 
of  the local and the global, the universal and the 
particular, and homogeneity and heterogeneity 
(Giulianotti & Robertson, 2007). In this 
concept, local connotes processes involving 
local domain while global involves processes 
involving non-local domain. According to 
Roland Robertson - a sociologist, glocalization 
describes the tempering effects of  local 
conditions on global pressures. At a 1997 
conference on "Globalization and Indigenous 
Culture", Robertson averred that glocalization 
denotes the simultaneity --- the co-presence --- of  
both universalizing and particularizing 
tendencies. Internationalization, an earlier term 
for globalization, is still used in some industries 
when referring to preparing products for 

international marketing.
When put together, glocalization seeks to 

create new social actors and structures that are 
essentially "local in spirit but global in 
character", capable of  responding to local social 
problems brought on by neglect of  the welfare 
state in a format that is backed by global insight 
and power (Hong & Song, 2010). Patel and 
Lynch (2013) add that glocalization refers to the 
merger of  global and local perspectives on the 
socio-economic and political impact of  all 
phenomena that affect local and global 
communities. This view meshes well with 
Khondker (2004) who earlier asserts that 
glocalization is a good description of  blending 
and connecting local and global contexts while 
maintaining the significant contributions of  the 
different cultural communities and contexts. 
This also tallies with Kobayashi (2012) who 
contends that glocalization does not necessary 
imply that dominant cultures are eradicating the 
local. Rather, global ideas, practices, and 
commodities are localized leading to the 
renewal of  local space, culture, and identity. In 
agreement with the above views, Khondker 
(2005) avers that glocalization is similar to a 
sophisticated version of  globalization, where its 
main elements are: 
1. Diversity in social life. 
2. Maintaining differences across cultures. 
3. Autonomous operation of  history and 

culture to offer a sense of  uniqueness to the 
experiences of  groups (whether cultures, 
societies or nations).

4. Glocalization removes the fear that 
globalization resembles a tidal wave erasing 
all differences. 

5. Glocalization does not promise a world free 
from conflict but offers a more historically 
grounded and pragmatic worldview.

In this sense, glocalized media refers to a media 
that is inclined to framing of  local and global 
community connectedness in relation to social 
responsibility, justice and sustainability (Patel & 
Lynch, 2013). Glocalized media is a holistic 
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perspective that advocates the removal of  
ethnocentric and culturally relativist political 
agendas in media use. It promotes and 
encourages third culture building - which 
subscribes to the respectful exchange of  the 
cultural wealth of  all cultures leveraged as 
common ground for nations' building, socio-
economic, cultural, political as well as religious 
development. Adding to these, Doshi (2017) 
argues that within the context of  media 
development, 

Glocalization refers to ways in which 
media companies localize their content 
by infusing design, narratives, and 
content with local elements. In contrast 
to the top-down cultural imperialism 
approach, where media from the 
Global North are pushed into markets 
of  the Global South without any 
attention to the audience's culture, 
glocalization is seen as a culturally 
competent practice that emphasizes the 
role of  culture in audience engagement. 
(p. 2).

Conceptualizing Development
Development is not exclusively an economic 
concept, but it is multi-dimensional. This 
implies that the concept of  development is 
applicable in different fields including the 
media. Accordingly, development is associated 
with modernization, material advancement, 
industrialization, scientific and technological 
progress, the emergence of  nuclear energy, 
electronic and biological revolution, and new 
knowledge about man and the universe. It 
means urbanization, socio-cultural transforma-
tion, mass literacy, vertical and horizontal 
mobility, human resource development, 
employment opportunities and the emergence 
of  specialized and independent occupational 
roles (Umuru, 2002). Wilson (2002) also 
believes that development is defined 
qualitatively as a process of  improvement in the 
general welfare of  the entire society usually 

manifested in desirable changes in the various 
aspects of  the life of  the society such as: 
i) a reduction in the level of  unemployment; 
ii) a reduction in the extent of  personal and 

regional inequalities; 
iii) a reduction in absolute poverty; 
iv) a rise in real output of  goods and services 

and improvement in techniques of  
production; (v) improvement in literacy, 
health services, housing and government 
services; 

vi) improvement in the level of  social and 
political consciousness of  the people; 

vii) greater ability to draw on local resources 
(both human and material) to meet local 
needs; and

viii) a reduction in pollution and/or 
environmental degradation. 

The media plays a critical role in developmental 
processes of  every nation in the world. However 
the character of  the media also has a significant 
role to play in informing the nature of  
development that occurs within such society. 
Hence the question is what is the character of  
the media in the globalized world?

Character of the Media in the Globalised World
The processes of  globalisation have often been 
criticised by many authors as not only harmful 
to local economies and cultures but helps to 
enrich the western economies. In the same vein, 
the media as one of  the agents of  globalisation 
has consistently become westernised inclined. 
According to Okunna (1993) as cited in Haruna 
and Ibrahim (2014), the developed nations 
dominated the international flow of  news well 
into the1990s due to their domination of  the 
world communication systems and resources, 
which include news agencies, satellite broadcast 
facilities, newspapers and magazines. This often 
makes a majority of  local media channels in 
developing nations like Nigeria more or less 
feature popular cultures in high frequencies 
compared to frequency to which they project 
local cultures. According to McQuail (2010), 
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countries as the receiving ends of  global media 
often complain of  media imperialism, arguing 
that global mass media is having negative effects 
on the culture and traditional values of  their 
citizens. This implies that regional cultural 
autonomy is undermined by imbalance in the 
flow of  mass media content. Hence, the national 
identity of  such regions in an age of  globalism is 
in danger of  being subverted. The author further 
points out that "the unequal relationship in the flow 
of  news increases the relative global power of  large and 
wealthy news-producing countries and hinders the 
growth of  an appropriate national identity and self-
image" (p. 222).

Leonard Li (2015) in his paper titled "Social 
Media and Glocalization" investigated the 
relat ivi ty between social  media and 
glocalization and how different brands are 
affected. His essay revealed that products or 
brands of  global market can also be glocalized. 
It was proved that glocalized brands or products 
can attract the local market and be successful in 
the local market. He further posits that both 
global and glocal brands or products are 
important as in a global context (which 
promotes homogenization, standardization), 
the brands or products can reach the 
international market, while in a glocal context 
(which adapts the local culture), the glocalized 
brands or products will win the favour of  the 
local community as it contains the cultural 
elements that have been rooted in their cultural 
background (Dumitrescu & Vinerean, 2010).

Francois (2015) notes that Facebook is a 
company with global elements, meaning that 
people all around the world use Facebook as a 
platform to stay connected with others. 

Facebook gains its profit from the 
advertisers who advertise their products, or 
brands on Facebook. With Facebook, people 
from different cultural society background can 
connect with each other. Thus, Facebook 
enables the communication between an 
individual with another and is not bounded by 
geographical space. Besides, the interaction and 
communication through Facebook is not 

bounded by time factor as well. Hence, Bilic 
(2010) affirms that, without a shadow of  a 
doubt, Facebook is a global company. Leonard 
Li (2015) further opines that Facebook does 
glocalize its content, setting or the feature inside 
the application as well. For example, under the 
setting of  the Facebook, users can change the 
language settings. As we know, language is one 
of  the core elements of  culture. Thus, with 
different culture of  different countries, people 
can set the language settings to their preferred 
language. Therefore, Facebook as a global 
company does take culture aspect - language 
into account. Besides language setting of  
Facebook which is an example of  glocalization 
done by the global company Facebook, the 
"Nearby" function in Facebook application is 
also another significant example of  Facebook 
company glocalizing its product - Facebook, so 
that it can attract the people from different 
countries to utilize or use Facebook. The 
function of  "Nearby" is actually to help the 
Facebook users to find out the local businesses, 
and also, through this function of  "Nearby", 
Facebook is also able to recommend them the 
friends who also stay at the same region with 
them. These are typical instances of  glocalizing 
products and services. In addition, Facebook as 
a global company also glocalizes the content of  
Facebook application by introducing the feature 
of  "Local Awareness Ads" which provides an 
opportunity for the local businessmen to reach 
out to their local market. 

Based on the above cited examples of  
functions introduced by Facebook, we can 
deduce that although Facebook is a global 
company, it does glocalize its content, so that 
people all over the world can find Facebook 
useful and beneficial to them; hence, they will 
feel that Facebook is a want or need for them for 
the pur pose of  business promotion,  
communication, exchange of  information or 
opinions and many others. The three contents 
identified as features of  Facebook application 
above enhance development in diverse ways - 
bus iness  deve lopment  and language  
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development respectively. Whatsapp, Twitter, 
Telegram, Instagram and other known social 
media applications have some of  their contents 
glocalized for development in various ways. 
Therefore, social media contents have far 
reaching developmental strides.

Glocalization of the Media and Development
Over the past few decades, the process of  
globalisation which favours western economic 
system has often influenced the structure of  the 
media across the globe. Globalisation seeks to 
conquer and overcome space and local 
identities, unlike glocalization which seeks to 
retain space and local identities. As such, with 
particular reference to the developing worlds, 
especially Africa, globalization through its 
agents has resulted in the wholesale imposition 
of  exogenous processes on these societies 
particularly in the media world. Thus, 
glocalization is seen as the alternative to 
bringing the media to incorporate the local and 
global domains simultaneously. Glocalization 
suggests that people need a local context to 
understand or appreciate global media. The 
question that requires answer here is how can 
glocalization of  the media influence develop-
ment especially in developing economies like 
Nigeria?

The media plays a vital role in the society as 
one of  the agents of  social change and 
development. It helps in generating revenue to a 
nation through the selling of  products across the 
globe and contributes greatly to Gross Domestic 
Product. Hence, the media can be glocalized by 
a way of  developing media industries that are 
indigenously oriented, focusing on the 
promotion of  local issues, cultures and products 
as well to have a global dimension. Through this 
process, some local cultures and practices which 
have remained dormant within smaller cultures 
can begin to gain momentum in the global 
perspective, which will thereby improve the 
socio-economic and cultural development of  
such societ ies.  In addit ion,  through 
glocalization, the media can strike a balance 

between local and foreign markets, cultures and 
products. So that socioeconomic as well as 
cultural ideas from the western countries can be 
localized and used to enhance existing 
socioeconomic and cultural ideas of  the local 
people, and not to destroy them. This will 
enhance growth and development of  socio-
economic, cultural and political systems that are 
original to the people.

India is a typical example of  a state where 
glocalization has helped to facilitate the 
sociocultural development of  her economy. 
According to Sonwalkar (2001), in the early 
1990s, Indian television channels had their 
highest audience ratings within the region and 
forced foreign channels to adjust their 
programmes so as to fit into the Indian national 
and local culture. With this method, Bollywood 
(Indian Media Company) was able to occupy 
space in the global sphere and also retain their 
cultural heritage in their productions.

In Nigeria, the concept of  glocalization is 
also paving way in the media industry and is 
helping to make tremendous impact in 
developing local talents especially in the music 
and movie industry. For instance, the African 
Magic cable station has incorporated different 
local stations that showcase African local 
cultures, religion, politics and socio-economic 
system. These include: African Magic Igbo, 
African Magic Yoruba, and African Magic 
Hausa. These stations produce contents that are 
locally structured, incorporate new talents in the 
movie industry, and reaches to a wider audience 
across the globe. This helps to promote 
development of  local cultures in the global 
sphere.

Social Media in the 21st Century
A number of  scholars have conceptualized 
social media in different ways. Accordingly, 
social media was described by Boyd and Ellison 
(2008) as websites which allow profile creation 
and visibility of  relationships between users; 
web-based applications which provide 
functionality for sharing, relationships, group, 
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conversation and profiles (Kietzmann, 
Hermkens, McCarthy, & Silvestre, 2011). These 
include channels like Facebook, Twitter, 
Instagram, LinkedIn, Whatsapp, Skype, and a 
host of  other recently developed social media 
applications. The social media is part of  the 
technologically enabled advances or ideas 
which have evolved through digital technology 
revolution. It has become a vital tool for 
information dissemination, products adverting, 
political discourses and a wide range of  other 
socio-cultural discourses among diverse 
population. The social media is also part of  the 
idea embedded in globalization agenda which 
has made it possible for a host of  global 
(westernised) culture to reach a number of  
diverse groups of  people at very easy and 
affordable rate. 

Theoretical Framework
This paper is anchored in the Dependency 
theory as articulated by Andre Gunder Frank, a 
German-American economic historian in the 
1960's and 1970's. This theory was perceived as 
an alternative approach grounded in neo-
Marxism, and which adopted a theoretical 
framework that saw capitalism and inequality as 
a key perspective in understanding the impact of  
power relations on global communications. 

According to the argument, transnational 
corporations based in the North engaged in a 
web of  interdependency with the economies of  
the South, setting the terms of  global trade, 
dominating markets, production and labour. 
Dependency theorists and Latin American 
scholars argued that these economic relations 
worked within an exploitative dependency 
model that promoted American capitalist 
mentality in developing countries (Mattelart, 
1979).

Development was thus shaped in a way that 
benefitted largely the developed nations, 
maintaining the peripheral countries in a 
continuous position of  dependence. Latin 
American scholars stressed that it was Western 
media companies that were reaping the rewards 

of  the modernization programmes, and that 
they were actually reaching out to the South in 
order to conquer new markets for their products. 
The authors of  this theoretical thought are 
however of  the view that a new world order can 
be created through revolution in critical thought 
about the actual terms and conditions of  
existence in the globalized world. It is the 
product of  the ideas within this theoretical 
blueprint that gave rise to the concept of  
glocalization. The social media has become an 
agent of  change in both cultural assimilation 
and exhibition. Thus, developing nations like 
Nigeria can utilize the advantage of  social 
media in domesticating cultural values which 
can be promoted in the global sphere. With this, 
local cultures can supersede the domineering 
features of  global cultures and yet remain global 
in character. 

Conclusion
This paper addressed the concept of  
glocalization of  social media in relation to 
development. The paper is theoretically based; 
hence, arguments raised in this study were 
anchored to the position of  extant scholars who 
have written extensively on the theme of  
glocalization. Consequently, the paper argued 
that the quest to address the inconsistencies in 
the ideals of  globalization has inevitably led to 
the new movement for a more encompassing 
ideology which is manifest in the concept of  
glocalization. It cited instances such as 
"Language Settings", "Nearby" and "Local 
Awareness Ads" found on Facebook application 
and other social medial applications. This 
concept does not assume that globalization is 
totally detrimental to developing cultures; 
rather, it holds that globalization favours the 
developed economies more. Thus, using the 
local as the basis to reach the global becomes 
necessary to have homogeneously developed 
economies. As a result, the media in local 
economies are gradually evolving to incorporate 
local contents which are projected into the 
international media arena. This is often done by 

NTAtvc J of  Comm. 2019;3(1):56 - 63 62

Glocalization of Social Media Contents for DevelopmentDIMOKWU C. M, & OBIDIKE N. F.



merging globalized media with local 
specificities and this mixes the elements which 
different cultures can share with specific 
elements that pertain to a specific culture. 

The influx of  glocalized media products in 
the global terrain has led to tremendous changes 
and developments in local cultures and would 
continue to gain momentum as the concept 
continues to be applied within the context of  
social media. Although media organisations in 
developing cultures like Nigeria are recognizing 
the influence of  glocalizing their services, much 
gap still exists with regard to the global and 
glocal social media contents. Hence, there is 
need for more intensified research to propagate 
the ideals of  glocalization within the context of  
developing economies.
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Background to the Study
Taking a look at the place where one goes to in 
order to listen to songs, watch recent events, be it 
for information or entertainment, one 
unconsciously turns to the television, radio, 
newspapers, magazine, Internet, you tube and 
others. The sources that the majority of  the 
general public turn to get news and information 
are generally called the mass media. According 
to Heidi Thorne (2018), mass media are any 
medium used in the transmission of  
information that reaches large numbers of  
people, usually within a short frame, in a one-to-
many communication flow. McQuail (2000) 
describes mass media as a means of  
communication that operates on a large scale, 
reaching and involving virtually everyone in a 
society to a greater or lesser degree.

Mass media practice is increasingly 
becoming a difficult concept to define and 
delineate because of  some contemporary 

developments having direct effects on its 
practice. The twenty - first century invention of  
the new media, especially the internet, has 
revolutionized and redefined the scope and 
practice of  journalism all over the world. 
However, regardless of  the seemingly nebulous 
outlook of  journalism in the contemporary 
time,  mass media is concerned with the 
gathering, processing and dissemination of  
information regarded as important and critical 
to the operations of  the different components of  
the society. 

According to Ndolo (2011), mass media 
refers to those organized means of  
dissemination of  facts, opinions, entertainment 
and other information, such as newspapers, 
magazines, books, films etc. While journalisms 
is limited to the art and science of  gathering, 
processing, editing and dissemination of  news 
and information, media practice encompasses 
both journalism and other workers in a media 

O R I G I NA L A RT I C L E

Mass media practice, like other professions, has direct impact on the citizenry and the society at large. Practitioners 
are expected to be guided by a code of  conduct which members are expected to comply with strictly, and to be 
enforced by a body acceptable to all the stakeholders with some rules put on ground.  Mass media practitioners in 
Nigeria have experienced some hitches in the cause of  their work and thus there is need to identify these issues. 
Using the qualitative method in addition to some interviews, this paper highlights the impediments to effective mass 
media practice in Nigeria. It builds its postulations on the social responsibility theory and the authoritarian theory. 
Despite the challenges, the media people have coped as a much as the media do often times cause these impediments 
internally. The researcher recommends, among others, that government, addressing the issue of  regulations and 
security for the media practitioners in the country, provide a more stable economy while employers and employees 
of  the media industry should engage in constant training and retraining of  the media practitioners.
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organization. 
Nevertheless, journalism and media 

practitioners are interchangeably used in this 
study to mean the same thing. Journalism is the 
occupation of  reporting, writing, editing, 
photographing or broadcasting news or of  
conducting any news organization as a business 
(Duyile, 2007). According Nile (2015), 
journalism is the work of  finding, creating, 
editing and publishing news or materials for a 
newspaper, magazine and broadcast industries 
and thus a journalist is a person who writes for 
or conduct a newspaper or magazine. 
Furthermore, if  the media must discharge their 
duties in the spirit of  fairness, accuracy, balance 
and objectivity, then there should be an enabling 
environment which reduces if  not ends the 
issues which obstructs effective mass media 
practice. The absence of  this is likely to lure the 
media into “undue stress” or worse still 
sensational or sycophantic reporting, which 
may be misleading and biased.

Therefore, against this backdrop this 
research seeks to highlight those issues that 
impinge on effective media practice in Nigeria. 
In essence, the work seeks to ascertain, among 
other things, the extent to which these issues 
could impede effective journalism practice in 
Nigeria.

RESEARCH OBJECTIVES 
The broad objective is to find out the 
impediments to effective Mass Media practice 
in Nigeria while, the specific objectives are:
1. To find out the effect of  regulations on mass 

media practice in Nigeria.
2. To determine the influence of  ownership on 

mass media practice in Nigeria.
3. To ascer tain the impact of  non-

professionalism on mass media practice in 
Nigeria.

4. To establish the extent to which ethics has 
impacted on mass media practice in 
Nigeria.

RESEARCH QUESTIONS
1. What is the effect of  regulations on mass 

media practice in Nigeria? 
2. What is the influence of  ownership on 

media practice in Nigeria?
3. What is the effect of  non-professionalism on 

mass media practice in Nigeria? 
4. What is the extent to which ethics affect 

mass media practice in Nigeria?

LITERATURE REVIEW
The proliferation of  various forms of  mass 
media due to the mainstreaming of  internet and 
new technologies has brought a whole new 
dimension of  ubiquity of  the media to the 
populace. We are surrounded by the quickest 
revolution of  the media in these times. Mass 
media practice, like other professions, has direct 
impact on the citizenry and the society at large. 
Thus, are expected to be guided by a code of  
conduct which members are expected to 
comply with strictly, and to be enforced by a 
body acceptable to all the stakeholders and also 
less on the various variables that impede on its 
practice. As the mouth piece of  every nation, 
the media have from inception played various 
roles in the society.

Uche Nworah studied the changing 
Landscape of  Journalism Practice in Nigeria 
and is of  the opinion that, the media has 
continued to be veritable sources of  news and 
information to both Nigerians at home and in 
the diaspora. In carrying out the functions, 
Tsebee (2011) in Udeh-Akpeh and Ukwela 
(2017) says that the Media practitioners are 
commonly referred to as the people who engage 
in the occupation of  working in the newspaper, 
magazine, radio and television industries (mass 
media).  

Udeajah in Ndolo (2011) pointed out 
thatmedia practitioners are often subjected to 
different kinds of  difficulties. Amadi (2003) also 
notes that:
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In Nigeria where the mainstream 
electronics media are almost exclusively 
owned by the government and just very 
few privileged collaborators, the bug of  
law and hierarchical control are 
common to the extent that radio and 
television station managers who engage 
in any manner of  independent editorial 
initiative are quickly whipped into line 
with either suspension, outright sack or 
both.

As a recommendation to the above hindrance 
to effective mass media practice, Yalaju (2006) 
stressesthe need that “the press should have the 
right to write, inform and educate the public 
without fear of  censorship, intimidation, 
molestation or restraint to personal liberty of  
the writer, subject only to existing laws.” The 
absence of  the above laws has really impeded 
the objectivity, independence courage of  the 
Nigerian journalists because any little mistake 
could lead to jail or sack.  

The industry is faced with the primary 
challenge of  balancing its social responsibility 
with business interest and also with other 
external impediments. The media practitioners 
on their own have a lot of  ethical issues they 
have entangled themselves.

Okoye in Ndolo (2011) posits that media 
practice demands that its practitioners are 
expected to have some level of  moral 
obligations to the nation. On the other hand, 
there is the issue affecting state-owned stations 
and that can be said to be that many of  them are 
still operating analogue rather than digital 
equipment. This has limited the reach, clarity 
and fidelity of  their signals. Also, some of  the 
state-owned stations do not offer challenging 
work environment for their staff. Often times, 
staff  are frustrated by non-payment of  salaries, 
lack of  operational funds, dilapidated office 
accommodation, and obsolete equipment. Not 
to mention that most stations still suffer undue 

control by their owners. Political influence is 
crippling most state-owned stations, while 
privately owned stations are still being used to 
pursue the clannish interests of  their owners.

Furthermore, the media system of  any 
nation is not only a reflection of  that society. It is 
also, very dear to the heart of  the people and 
government of  the nation. For this reason, the 
government of  most nations has been in 
constant move to hatch legal means of  
controlling the operations of  the media. On the 
other hand, the press has also been in constant 
search for a better way of  operating within the 
legal framework provided by the state without 
sacrificing its freedom to hold, receive and 
disseminate information.

Mass media practice cannot stand except it 
attaches codes rules and laws to its apron. The 
Nigerian media has over the years been accused 
of  being colored, shaped or influenced by 
emotions, sentiments and other forces at work. 
The media has in some cases fallen under the 
influence of  politicians, ethnic bias, and 
religious bigotry.  This has oftentimes made it 
hard for the media to truly float its own 
programme and agenda and to effectively carry 
out their responsibility to the Nigerian 
populace. Mass media laws are the rules, 
regulations and policies from the government 
that regulate journalism practice. Over the 
years, government has enacted such laws in 
order to regulate mass media practice generally 
in the country. The first press law in Nigeria was 
enacted during the colonial era. It came into 
force in1903.

Asadu (2007) identifies one of  the legal 
control mechanisms that weigh the media down 
in the discharge of  their social responsibility to 
the people as law of  sedition. Nigeria is a 
country that practices mixedeconomy that is the 
means of  production is partly owned by 
government and individual. Though Nigerian 
private media flourishes, it behooves on us to 
note that their continuity depends on not 
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overstepping or overriding on the government 
power. Individuals own the media while 
government policies influence their operations. 
Many agents of  Nigeria's press have been 
imprisoned, exiled, tortured, or murdered as a 
result, among them being Ogoni activist and 
television producer Ken Saro-Wiwa, who was 
executed for treason on the order of  the Sani 
Abacha dictatorship in1995. Even under the 
somewhat less-oppressive current civilian 
government, journalists have continued to 
come under fire, be it from the government as 
with the June 2006 arrest of  Gbenga Aruleba 
and Rotimi Durojaiye of  African Independent 
Television under charges of  sedition .Apart 
from the above mentioned, there is also the 
extra legal means of  controlling the mass media 
in Nigeria which has been a form of  obstructing 
its effective practice.  Udeze (2012) threw more 
light on this globally, all arms of  the government 
have legal means of  controlling the activities of  
media men. Some of  these legal means are often 
branded such as “laws of  libel, sedition, 
invasion of  privacy, violation of  copyright, 
obscenity and indecency”. Beyond these laws, 
government has other brazen and suffocating 
means of  controlling and gagging the press. It is 
the illegal and brazen means of  suppressing the 
press that is called extra-legal means of  press 
control. These means are called extra-legal 
control measures, because they are not rooted in 
law or court order. Rather they are based on the 
whims and caprices of  those in authority and 
their overzealous aids”.  

These measures serve as impediments to 
effective mass media practice in Nigeria, some 
are as follows: 

a.  Incessant arraignment/arrest of Journalists
Nwodu (2006) is of  the view that detention 
means “keeping or confining in security 
custody, someone who is undergoing trial in 
a competent court of  law over an allegation 
of  crime”. In this case, someone who is 

arraigned before the court for alleged 
criminal act can be detained in police 
custody or any other lawful security 
custody.

In order to have a clearer understanding of  the 
injustice to media practitioners which in the 
researches opinion has caused an impediment, 
let us take a look at the term “unlawful”. The 
idea of  unlawful detention therefore means 
locking up someone who has neither been 
charged to court nor made appearance in the 
court for as long as the security agents desires. 
This has been the case in Nigeria. At various 
times and occasions in Nigerian history, 
journalists have often been unlawfully detained 
and punished for discharging their official 
duties by government and its agents. For 
instance the case of  Amakiri, a correspondent 
of  the Nigerian Observer in Port Harcourt was on 

th27  July, 1973 tortured because of  his report, the 
arrest of  Mr Abiri, the publisher of  Weekly 

stSource newspaper in Yenagoa on 1  July, 2018; 
the arrest of  Kaduna State based Leadership 

stNewspaper correspondent Midat Joseph on21  
April 2017, and the NUJ as reported in The Sun 
online newspaper condemned the arrest and 
unlawful detention of  Premium Times reporter, 

thSamuel Ogundipe since August 13  2018. 
Amongst these impediments are the 

constant confiscation of  working equipment, 
destruction of  media houses and incessant 
arrest of  media personnel. 

According to Udeze (2012) the above listed 
are some of  the worst crimes of  those in 
authority against the media. Udeze further 
noted that many media organisations in Nigeria 
have suffered this fate in the hands of  
unidentified and yet to be arrested agents of  
government in power. Most times, media 
organisations are either raised by government 
instigated fire or out rightly demolish the offices 
of  media organisations as a result of  perceived 
opposition to it or critical comments on 
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government policies and actions. Example is the 
demolition of  Yinka Ayefele's radio station in 
Ibadan (Fresh FM) by the state government in 
August 2018.

Theoretical Framework
This study is anchored in the social 
responsibility theory of  the press propounded 
by Siebert, Peterson and Schramm in 1956. The 
theory postulates that the press is attached with 
freedom but must act responsibly in carrying 
out  fundamental  funct ions of  mass  
communication. Juxtaposing this study with 
the theory, a media practitioner is expected to 
shield himself  from any form of  ethical issue 
that will further lower the standards of  the 
profession as this could disrupt his sense of  
social responsibility which calls for objectivity, 
fairness and adherence to codes of  ethics 
guiding his practices. As Apuke (2016) puts it, 
an ideal journalist must be socially accountable 
to the audience. Mass media practice entails a 
great deal of  fiduciary relationship between the 
journalist and members of  the society, for 
whom the journalist publishes. This 
relationship therefore entrusts a commendable 
level of  responsibility on the journalist. A good 
practice of  journalism demands high 
compliance with the legal and ethical dictates of  
the profession. 

The Way Forward: Town and Gown Interface:
Having a town and gown interface between the 
classroom and the newsroom will go a long way 
in softening the ground and correcting the 
effects of  some of  the impediments as listed in 
this study. By applying this method, the 
interface makes it possible for practitioners to 
have the knowledge and the principles as well as 
know what is obtainable in the field. For 
instance, the Pacific University for professionals 
create a programme for exchange where the 
students come for training and go back. This can 
help in moving the mass media practice in 

Nigeria forward by repairing and building from 
the root and foundation.

DISCUSSION OF FINDINGS
The discussion used here is in line with the 
research objectives of  this study and from the 
qualitative data from interviews with a Media 
consultant and Deputy Managing Director of  
Enugu State Broadcasting Service (ESBS) and 
also an interview with a staff  member of  
Smooth FM 98.1 in Victoria Island, Lagos State 
which was used to elicit some answers 
pertaining to impediments to effective mass 
media practice in Nigeria.

RESEARCH QUESTION (RQ) 1
What is the effect of  regulations on mass media 
practice in Nigeria? According to the 
interviewee in as much as regulation may be the 
problem, the deregulation of  the Nigerian 
broadcast media in August 1992 did not only 
remove the monopoly of  ownership from the 
government but also became an impediment. 
He added that the proliferation of  the broadcast 
media though a good thing, resulted in the 
influx of  many people into the media practice 
but with few seasoned ones to man and head the 
media organisations. He further says that 
nepotism, mediocrity and lowering of  
standards has helped in obstructing effective 
media practice in Nigeria.

Also one of  the respondents opined that in 
relationship with regulations that there is no 
true freedom of  expression. Regulatory 
agencies hound the stations over perceived 
infractions, which more than half  the time turns 
out to be harmless.

RQ 2: What is the influence of ownership on media 

practice in Nigeria?
In response to the issue of  ownership as an 
impediment, another interviewee responded by 
saying that oftentimes those things regarded as 
impediments are the practitioners personal 
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interpretation which are likely coloured by their 
own interpretation and that the issue of  
ownership he believes that its an inevitable thing 
for the employees to work in line with the 
owners policy as the saying “he who pays the 
piper calls the tune” implies. Every owner in his 
opinion wants profit and as such so long as their 
policy does not breach the code of  ethics of  
broadcasting, then it won't affect mass media 
practice.  The only time ownership becomes an 
impediment is when the partisanship of  the 
owner begins to affect the professional standard 
of  the mass media or when heads of  the media 
organisations are political appointees as often 
seen in government owned stations, where often 
times content tilts towards the political party 
affiliation of  the mediums. 

To buttress this researchers, Bassey-Duke, 
Brown and Talabi in their Study “The 
challenges of  development Journalism in 
Nigeria” have shown that somehow the elitist 
status still plays a role in the performance of  the 
mass media. They assert that as communication 
revolution continues to shape the perspective of  
society, the media industry is growing by leaps 
and bounds (long and energetic). The growing 
urban-rural divide is evident in media reporting. 
Even at the urban level, most often, issues that 
affect the lowest common denominator in 
society are ignored. Power equations and 
commercial interests have taken over the 
commitment of  the media. In the rural scenario, 
poverty and illiteracy dominate the media.

Furthermore, the respondents believe that 
ownership has influenced the sound of  the 
station in the sense that the music and quality of  
presentation on the station must have the 
approval of  the owner. This has affected the 
nature of  reports on the station because any 
negative publicity about entities the owner has 
interest in or has affiliation with is not allowed 
even when it is topical and the reporter is 
obliged to report it.

Ofuafor in Ali (2013) studied Media Role 

and the hurdle of  the Nigerian journalist in 
agreement with the response from the above 
journalist as regards elitist status stated that 
because of  its social role in informing and 
educating the masses, the Nigerian mass media 
is always made to be seen at the centre of  any 
national crisis. This has caused the Nigerian 
media to be reduced overtime to mere tools in 
the hands of  the governing class to legitimize 
and perpetuate their illegitimate rule. The 
political class has found it easy to impose its will 
on the media because of  the challenges that 
media practitioners had to face in the course of  
discharging their duties. Such challenges 
include poor remunerations, poor conditions of  
service, job insecurity, nepotism, exposure to 
hazards, inadequate facilities for research and 
development and several that have already been 
mentioned in the course of  this study.

RQ3. What is the effect of non-professionalism on 

mass media practice in Nigeria? 
Non professionalism has resulted in Junk 
journalism, fake news, and brown envelope 
syndrome becoming prevalent in Nigeria's mass 
media. 

Attoh (2018)is of  the opinion that training 
and re-training will go a long way in re-
orientating the mass media practitioners, if  it is 
handled from the roots. He said that 
unfortunately the major mass communication 
institutions in Nigeria are still mostly analogue, 
making mention of  the Nigerian Television 
Authority (NTA) College in Rayfield Jos and 
the Federal Radio Corporation of  Nigeria in 
Sogunle Lagos. These institutions are still in the 
process of  updating their equipment and other 
gadgets to meet contemporary trends.  He said 
on this “you don't need to operate in the 80s but 
know about it to lead you where you are going”.

He also observed that the curriculum and 
educational system of  the mass communication 
departments and institution were adding to the 
impediments to effective mass media practice. 
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According to him, the curriculum of  mass 
communication in schools has often times 
hindered the process of  the total and complete 
preparation of  the media persons who finally 
are meant to man the field. They often are not 
solution broadcasters unlike their counterparts 
in other developed countries. He said that “The 
curriculum has not factored in these as often 
times we are producing individuals who are 

th thequipped with the tool of  the 18  and 19  
century to operate and cope with the new trend 

stand challenges of  the 21  century”.  
Although, there exist in Nigeria, today, a 

number of  institutes, colleges/schools, 
polytechnics and universities offering 
Journalism or Mass Communication. These 
schools should do more than just teach 
journalism, and do critical analysis. 

To corroborate this, Tabuwe and Tangjong 
(2010) in Adaja, (2011) who studied “Nigerian 
Journalism and Professionalism: Issues and 
Challenges” said in relation to education, 
“Journalism education should do more than 
teaching students how to write; it should teach 
them to think, to verify, to acclaim, to criticize 
and to synthesize”. Again, the gap between 
school curricula and journalism practice needs 
to be bridged. According to Chibita (2010) in a 
study in which people were asked the most 
critical gaps between Journalism Curricula and 
practice, “top on the list was investigative and 
analytical skills, language proficiency 
(particularly English), writing skills, computing 
skills, and lack of  depth in cognate areas such as 
political science, economics, sociology and 
literature”. 

All the above mentioned have hindered 
effective practice in the field.

RQ4. What is the extent to which ethics affects mass 

media practice in Nigeria?
Taking a look at the effects of  ethics on mass 
media practice, the loss of  ethics stands to have 
hindered a lot in its practice as this has affected 

the way the society often sees the journalist. 
There is also a level of  total disregard for 
objectivity, truthfulness and an infiltration of  
corruption in the field. Going on to ask the 
journalists, Mr Attoh said that taking a look also 
in connection with the ethical standard of  
journalism in Nigeria, he believes that there 
should be a clear cut editorial policy guiding 
each medium and is of  the opinion that only few 
media organizations have well-articulated 
editorial policies. And as such that breeds 
unethical behaviour.

One other prevailing factor that can be 
hinged to the root of  ethical issues in the mass 
media is the issue of  remuneration which is 
often seen as a major hindrance to effective mass 
media practice. Employers of  the media 
practitioners sometimes fail to meet their 
financial obligation such as regular payment of  
salaries, as some are owed over a year or more. 
This often leads to corruption in the system and 
compromises the professional system with the 
rising issue of  brown envelop and others.  In 
practical terms, if  you sample the opinion of  the 
media practitioners it is believed to be the 
foundation of  all the ethical issues that lowers 
the standards of  the mass media practice in 
Nigeria. 

Uzuakpundu on funding says that stations 
run themselves and funds are scarce. This 
results in resources being rationed, sometimes 
to the detriment of  the station's operations. 

Also, just like every same-structured outfit, 
funds may be diverted for the owner's personal 
use, putting operations and staff  welfare at risk.

SUMMARY
Seven key findings emerged from critical 
analyses of  data from literature and interview 
from two media practitioners:
1. Irregular salary and poor welfare conditions 

undermine the observance of  ethical codes 
among journalists. As a result, envelope 
journalism, more popularly called 'brown 
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envelope', is widespread.
2. Lack of  editorial independence undermines 

professional standards. Many journalists in 
Nigeria are struggling to balance between 
observance of  professional ethics and 
'survival'.

3. The professional and regulatory bodies in 
Nigerian's journalism practice are not doing 
enough to ensure effective professional 
standards.

CONCLUSION
Journalism is a profession that deserves respect, 
dignity and moral decorum. The ethics of  the 
profession must not be disparaged or treated 
with impunity. 

The study has discussed the impediments to 
effective mass media practice in Nigeria.  It has 
shown that the Nigerian media has been rocked 
by problems of  interference in the discharge of  
its duties both internally and externally.

These problems include that of  ownership 
interest, ethical issues, financial issues, and 
regulatory bodies and de-regulation. These 
problems, among others, have overwhelmingly 
controlled media and hindered it from 
effectively discharging its duties and 
responsibilities as it should. The study argues 
that journalists cannot be entirely blamed for 
doing what they are doing because there are 
challenges which have reduced them to 
lowering their standards and often times they 
must obey the saying that he who “pays the 
piper calls the tune”.

Recommendations 
The success of  the mass media practice in any 
nation owes alot to the legal and ethical stance 
of  media professionals. In the light of  this study, 
it is recommended that media practitioners 
should work with media proprietors, and the 
government to bridge the gap to enhance the 
services rendered by the mass media. The media 
should rise to their expectation and use their 

power judiciously.
The study also recommends that the right to 

disseminate and publish through the press be 
treated with utmost care by the government 
recognizing that Nigeria is a multi-ethnic state 
and as such accord the media its place in the 
nation.

Mass media establishments should 
endeavour to train and re-train their staff  and 
media owners should endeavour to fulfill their 
financial obligations to their staff, as failure to 
do so could result in proliferation of  brown 
envelope syndrome.

Furthermore, the study asserts that the mass 
media are important and integral part of  the 
society and their importance cannot be 
neglected. The study therefore recommends 

that all media houses must strive to live up to the 
expectations of  the people, no matter the 
constraints and challenges that might stand in 
their way. 
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Introduction               
Nigeria has made efforts in the past to address 
developmental issues. These include but not 
limited to the Green Revolution, Operation 
Feed the Nation, Better Life for Rural Women, 
Directorate of  Food Roads and Rural 
Infrastructure, National Food Exhilarated 
Programme, Family Economic Advancement 
Programme, etc. The extent to which these 
goals have been achieved remains a matter for 
debate. Largely, it is obvious that not much was 
achieved in contrast to public expectation as 
well as that which was envisaged by the 
Government.

 Low levels of  development are a common 
feature of  most developing countries around the 
world. People experience extreme poverty, with 

a substantial segment of  the population living in 
deplorable conditions, and lacking basic 
amenities taken for granted in other parts of  the 
world (Kayode & Adeniran, 2012).

To address this problem, world leaders and 
leading development institutions around the 
globe developed a blueprint to galvanize efforts 
to meet the needs of  the world's poorest. They 
agreed to work together to end extreme poverty. 
This blueprint was tagged the Millennium 
Development Goals (MDGs) with an eight-
point agenda and specific targets (United 
Nations General Assembly,2000). The 
Millennium Declaration was signed by leaders 
of  189 countries in 2000. The year 2015was 
fixed as deadline for achieving most MDGs. 
However, by 2015, most countries had not met 
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The inability of  the Millennium Development Goals to address critical developmental issues globally on expiration 
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the target; hence the MDGs were transformed 
into what is today known as the Sustainable 
Development Goals, with a seventeen (17) point 
agenda (Kayode & Adeniran, 2012).

The Nigerian government realized the 
importance of  involving the media in achieving 
the MDGs organized a campaign which was 
carried out in 2005 including a training for 
media practitioners to encourage reporting on 
the connection between these and daily life 
(MDG Monitor, 2008). Considering the 
responsibilities expected of  the media towards 
achieving the MDGs, the question that arises is 
whether the Nigerianmedia are living up to the 
responsibilities (Kayode & Adeniran, 2012).

Available records reveal that Nigeria has not 
met all the MDGs within the prescribed period 
of  fifteen years (2000-2015). The great 
challenges of  the country have not been met by 
great action and impact by the Nigeria 
government (Alamu, 2017, pp. 3-6).

Wole-Albu (2018) said the success of  the 
SDGS would depend largely on the effective 
communication of  the goals.

Audu (2017) and Jefkins (1998) identified 
four (4) factors that inhibit the drive by 
organizations towards promoting services, 
ideas or products. These factors include 
hostility, prejudice, apathy and ignorance. He 
warned that unless these challenges are 
addressed, valuable time and resources will be 
committed but with little or no results.

Kadiriet et al. (2015) further elaborate on 
the position of  critics complaining that media as 
the watchdogs are barking of  the wrong things. 
As a result, many fears are exaggerated which 
often lead to unnecessary measures and 
legislation which culminate in “gonzo justice” 
in the parlance of  media (Althaide, 2002; 
Sabato, 1991; Fog, 2004). Furthermore, media 
critics have not only criticized the media of  
wrong doing in the democratic process but also 
in many other areas of  social endeavor. For 
example, many media have suppressed 

information about the health hazards of  
smoking due to pressure from advertisers 
(Cirino, 1973). Even more alarming is the claim 
that certain mass media (especially women's 
magazines) are promoting worthless alternative 
health products and in the process conspiring 
with the industry to defraud consumers of  
billions of  dollars every year. These and many 
other issues are against the mass media (Barrett 
& Javis, 1993).

This paper sets to explore the strategic 
position of  the media in promoting the ideas of  
the Sustainable Development Goals(SDGs) 
with a view to attaining success for the 
development or appreciable development of  
Nigeria by the year 2030. It does not intend to 
examine all the factors of  the Sustainable 
Development Goals but rather limits itself  to 
the media in promoting the programme.

THEORETIC FRAMEWORK 

Agenda Setting Theory
The agenda setting theory was made popular by 
the quote of  Bernard Cohen (1963), saying that 
the press “may not be successful much of  the 
time in telling people what to think, but it is 
successful in telling its readers what to think 
about”. There is plenty of  evidence that the 
media have a strong influence on people's 
perception of  which issues are important and 
which problems they want their government to 
do something about. The influence of  news 
mass media increases when the need for 
orientation among the viewers is much. The 
need for agenda setting in democratic issues is 
necessary here. On the other hand, the agenda 
setting effect is lower for unpleasant issues that 
people can observe directly, as well as for other 
issues that the audience is well informed about. 
The media have little power to set the agenda 
when people have sufficient political knowledge 
to counter-argue the claims made by the media. 
Therefore the agenda-setting effect is stronger 
for concrete issues that are easy to visualize than 
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for abstract issues. Agenda setting for issues of  
democracy must be concrete and result oriented 
not issues that are products of  sentiments 
otherwise the audience may be dissuaded from 
accepting the news (McCombs & Reynolds, 
2002; Yagede & Dozier, 1990; Yengar et al., 
1982). The media may put attention catching 
issues on the agenda for economic reasons, 
especially when it involves sensational issues 
like danger, crime, sex, celebrity scandals and 
corruption (Kleinnijenhuis &Rietberg, 1995; 
Zhu, 1992). 

The mass media can set the agenda about 
the SDG's and they will come a major issue. 
This will create the much needed attention for 
the SDG's. Akeeni et al. (2013) see the ability 
of  the media to order and organize our world 
for us as one of  the important effect mass 
communication has on our society.

Agenda Building Theory
Lang and Lang (1983) contributed a study on 
the relationship between the press and public 
opinion in the Watergate crisis and discovered 
that the original notion of  Agenda Setting 
needs to be improved upon development 
communication. The theory by Mcvail derived 
from Everrette Roger's Diffusion of  Innovation 
Theory and Daniel Lerner's Modernization 
Theory sees media and communication as 
propelling modernization and modern 
physical and economic development in their 
environments and societies (Wole- Abu, 2018).

The innovation and diffusion theory 
pounded by Everrette Roger's in 1986 proposed 
using communication and diffusion to transfer 
technology and innovation from development 
agencies to clients which raises the appetite in 
them fo r  change  th rough  c rea t ing  
modernization among members of  the public. 
The traditional media in this case is used to 
suppor t development programme by 
disseminating information that will stimulate 
participation and support for SDGs.

Framing Theory 
The basis of  the framing theory is that the media 
focuses attention on certain events and then 
places them within a field of  meaning. The 
theory assumes that the media draws the public 
attention to certain topics, it decides what 
people think about; the journalists select the 
topics. This is the original agenda setting 
“thought”. Framing theory and the concept of  
framing bias suggests that how something is 
presented (the frame) influences the choices 
people make. Communication itself  comes with 
a frame. The elements of  the communication 
frame include: A message, an audience, a 
messenger, a medium, images, a context and, 
especially, higher-level moral and conceptual 
frames. The choice of  language is, of  course, 
vital, but it is vital because language evokes 
frames — moral and conceptual frames. Baran 
and Davis (2009, p.35) explain that the framing 
theory examines the idea about how people use 
expectations to make sense of  everyday life. The 
basis of  framing theory is that the media focuses 
attention on certain events and then places them 
within a field of  meaning. This field of  meaning 
can have an effect on the audience's beliefs, 
attitudes and behaviours, by connecting a 
particular meaning or interpretation on an issue 
(Audu & Yibeikas, 2015).

Development Media Theory
The development media theory is a normative 
theory of  mass media designed to address the 
imbalance in development and information 
flow of  third world countries; as well as to 
provide solutions to the technological problems 
facing them. McQuail (1983, p. 95) highlights 
the main principles of  this theory. For the 
purpose of  this paper only three (3) main points 
that relate to the subject under discourse are 
outlined:
 Media should accept and carry out positive 
development tasks in line with nationally 
established policy;
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Media should give priority in news and 
information to links with other developing 
countries, which are close geographically, 
culturally or politically; Journalists and other 
media workers have responsibilities as well as 
freedoms in their information gathering and 
dissemination tasks.

Based on the agenda setting and 
development media theories, we sought to 
examine the Nigerian media's contribution to 
achieving the SDGs. We examined whether the 
press has been able to raise SDG-related issues 
to the public agenda. The study also examined if  
the Nigerian press performs a watch-dog role 
(namely holding the government accountable).

LITERATURE  REVIEW
The seventeen (17) pillars of  the Sustainable 
Development Goals include Zero poverty, Zero 
hunger, Good health and wellbeing, Quality 
education, Gender equality, clean water and 
sanitation, Affordable and clean energy, Decent 
work and economic growth, Industrial 
innovation and Infrastructure, Reduced 
inequality, Sustainable cities and communities, 
Responsible consumption and production, 
Climate action, Life below water, Life on land, 
Peace, justice and strong Institutions, and 
Partners for the goals (Alamo, 2017, p. 2).

To be able to execute this onerous task, the 
mass media must have the capacity to deliver. 
Abu (2018) puts it “they need to have capacity to 
be part of  the implementation, reporting and 
monitoring of  s tages  of  the SDG's  
implementation”. He notes the success of  the 
MDG's recorded by some countries was 
recorded not only in terms of  financial 
commitment but also on the level of  
communication strategies which they adopted.
In most developing like Nigeria the strength of  
achieving success of  national project lies in the 
ability to create awareness. The tradition media 
which made up of  Newspapers, Magazines, 
Radio Television and their likes play a key role 

in the society. They disseminate information to 
the society performs three key functions these 
are surveillance on the environment, correct to 
the society and transmit social heritage from 
generation to generation Lasswell (1948) and 
Wright (1959) added the fourth function of  
entertainment. These functions can be carried 
out in various ways in form of  through news 
reporting, editorials, criticism, Commentaries 
of  government activities.

Guterres (2018) notes that the development 
of  competitive and sustainable Pharmaceutical 
manufacturing sector in Africa can help 
promote better health and wellbeing as well as 
sustainable Economic growth(UN General 
Assembly Summit, New York ,2018).

On its part the UN (2015) said the 
Industrialization, with strong linkages to 
domestic economies will help African countries 
to achieve high growth rates, diversity their 
economies and reduce their exposure shocks. 
This will substantially contribute to poverty 
eradication through employment ant wealth 
creation. The success of  Africa`s industrializa-
tion will require the creation of  enabling 
environment that will enhance domestic 
capacity in respect of  Physical and Social 
infrastructure, Human capital, Financial 
Systems, Research and Development, 
Technology and good Governors.

Michael and Smith in their Book “ 
Economic Development Tenth Edition, hold 
that the high rates of  growth in developed 
economies is being witnessed because of  Mass 
application of  many new technological 
innovation based on rapid advancement in the 
stock of  knowledge being made possible by 
growing surplus wealth. The less developed 
Nations on the other hand neither have the 
financial resources nor the scientific and 
technological know-how to undertake the kind 
of  research and development that would lead to 
long term economic development. They further 
identified the major differences between 
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developing countries and developed countries 
as in the efficiency of  domestic economic, 
Political and Social Institutions. For example, 
they not iced in  the  ear ly  s tage  of  
industrialization, many developed countries 
like the United Kingdom, the United State, and 
Canada had economic rules in place that 
provided re la t ive ly  broad access  to  
opportunities for individuals with entre-
preneurial drive. These appear to be lacking 
with developing countries. In his 59th 
independence celebration message, Professor 
Shut (2019) describes the media as the convener 
of  the ideas, which are necessary for societal 
development. In the role in Sustainable 
Development Goals, Shut said it is to concertize 
educate and mobilize society to adopt the right 
values, believe and attitude toward positive and 
total change in society and adopt the right 
strategies for development.

Writing on the Mass Media for sustainable 
development in Nigeria, Kadin et al (2015), 
while quoting C. Wright Mills in the Power Elite 
said the 'Mass Media have two important 
characteristics:“To communicate to a great 
number of  people and second,  The audience 
has no effective way of  answering back”.

The media plays a very important role in our 
society. The media which can be a newspaper, 
magazine, radio, television, books etc. takes 
control of  the information we see or hear. John 
(1997) in Audu and Yibeikas (2018) noted that 
the mass media binds communities together, by 
giving messages that become a shared 
experience (p.6).

Roy (2015), in Global Ethics Network, said 
“The media is playing an outstanding role in 
creating awareness and shaping of  public 
opinion and strengthening of  society. The 
media act as the watch dog to protect public 
interest against malpractices”. 

Role of the Mass Media in Development
The United Nations Economic Commission for 

Africa (2005) noted that development objectives 
such as the MDGs can only be effective if  they 
help in getting the message across. The 
commission pointed out that the media can 
contribute to achieving developmental 
objectives through continued training, and 
more back-up for African journalists.

A number of  roles have been assigned to the 
media in achieving development within any 
society. Atone point in time, policy makers, 
government, civil societies, development 
organizations and the private sector 
acknowledged the important role the mass 
media can play in achieving developmental 
goals or targets. A senior executive of  the 
United Nations Development Programme 
(UNDP), Aggarwala (1979) in Kayode and 
Adeniran (2012) notes that a journalist covering 
the development beat is expected to: “critically 
examine, evaluate and report on the relevance 
of  a development project to national and local 
needs, the difference between a planned scheme 
and its actual implementation and the 
difference between its impact on the people as 
claimed by the government and as it actually is” 
(cited in Dare, 2000, p. 164). However, if  at all 
the Nigerian media reports or disseminate 
news, the news is more of  entertainment than 
information and education; rather the mass 
media prefer to supply sensational news such as 
sex, violence, fashion etc. (Kadiri et al., 2015).

Aggarawala's description of  development 
journalism emphasizes the watchdog role of  the 
press. In a CIMA report on independent 
media's role in development, Graves (2007) 
noted the need for the media to provide reliable 
sources. According to this report, developing an 
appropriate media development strategy can 
create accelerated sustainable democratic and 
economic development (Kayode & Adeniran 
(2012).

The report also noted that the media can 
enhance democratic development by giving a 
voice to the people, acting as a balance and 
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watchdog to potential government misconduct.
The then Secretary General of  the UN, Kofi 

Annan reiterated the role of  the media with 
regard to the MDGs (SDGs) when he stated 
thus that:

The media are not just indispensable 
partners in delivering services to the 
poor at the scope required by the 
MDGs but they can also catalyze 
actions within countries on pressing 
development concerns, mobilizing 
broad based movements and creating 
grassroots pressures to hold leaders 
accountable to their commitments 
(Kofi Annan, cited in MDG Report, 
2005).

The Role of Media in Nigeria
The 1999 Constitution (as amended 2010); 
Chapter 2, Section 22 states “The press, radio, 
television and other agencies of  the mass media 
shall at all times be free to uphold the 
fundamental objectives contained in this 
chapter and uphold the responsibility and 
accountability of  the government to the 
people”.According to the code of  ethics for 
Nigerian Journalist (1998), item (2) – Accuracy 
and Fairness
i) A journalist should refrain from publishing 

inaccurate and misleading information. 
Where such information has been 
inadvertently published, prompt correct 
should be made. A journalist must hold the 
right to reply as a cardinal rule of  practice.

ii) In the cause of  his dailies, a journalist 
should strive to separate facts from 
conjecture and comments.

Also, item (12) - Social Responsibility states that 
a journalist should promote universal principles 
of  human rights, democracy, justice, equity, 
peace and international understanding.

Comparing these provisions to the practice 

in Nigeria, it appears that little attention is given 
to them hence the prevalence of  legitimization 
crisis. Reporters and Journalists in Nigeria have 
not adhered to these and such have raised a lot 
of  concerns. Most of  them publish to favor 
those who have the financial capacity to pay 
their way through. This makes the media 
vulnerable to manipulations, selective and 
biased reportage (Audu & Yibeikas, 2018).

A number of  media regulatory agencies 
exist in Nigeria. These include: The New 
Agency of  Nigeria (NAN), Broadcasting 
Organization of  Nigeria (BON), The Nigeria 
Press Council etc.

Role of the Mass Media in Development
Kayode (2012) identified a number of  roles 
assigned to the media in achieving development 
within any society. Atone point in time, policy 
makers, government, civil societies, develop-
ment organizations and the private sector 
acknowledged the important role the mass 
media can play in achieving developmental 
goals or targets. A senior executive of  the 
United Nations Development Programme 
(UNDP), Narinder Aggarwala (1979), noted 
that a journalist covering the development beat 
is expected to:

'critically examine, evaluate and report 
on the relevance of  a development 
project to national and local needs, the 
difference between a planned scheme 
and itsactual implementation and the 
difference between its impact on the 
people asclaimed by the government 
and as it actually is' (Dare, 2000, p. 164).

The Current Strength and Challenges of the Media 

in Nigeria  
Wood and Barnes (2007) in Kayole and 
Adeniran (2012) acknowledged the role of  the 
mass media redirecting poverty via raising 
public awareness and shifting political opinion, 
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and recommended the following function for 
the media: (i) Informing a wide range of  
audience on poverty reduction issues (ii) 
Providing an open forum to reflect different 
public views including those of  economically 
poor people and (iii) Providing and inclusive 
platform for public debate and scrutinizing, 
holding all actors to account for their actions. 
Besides this constitutional provision, there is 
also in place the freedom of  information Act 
2010which guarantees access to public records 
but with safeguards.

On the other hand, Mass Media in Nigeria 
have a number of  challenges. First, the issue of  
sustainability of  media outlets has become a 
major challenge. Sustainability demands that 
media institutions should acquire all the 
necessary gadgets and equipment to facilitate 
their work. But rather what you find with many 
media houses are instrument that are old and 
unserviceable. The eventual outcome of  this is 
that many media stations may not be able to 
transmit developmental news to sustain 
democracy (Obaitan, 2008; Sherem, 1989).

The activities of  most foreign media in this 
direction most times is compounded by what is 
described as “satellite tyranny” this involved the 
direct broadcast through satellite television 
prograrmmes to homes across the world 
specifically been championed by the CNN of  
the united states. Most times the news they 
disseminate about Nigeria may be different from 
the reality, just because of  the disdain they have 
for African countries (Tunji, 1991). 

The critical role, for good and ill which 
media ownership had played in the evolution of  
the press in Nigeria must be a factor to behold. 
Ownership of  media had exacerbated the 
sectional, divisive and heterogeneous political 
entity of  Nigeria. The pervasive impact of  the 
mass media and their ability to influence the 
minds of  the people demands that the society, 
and not just the state should take special interest 
in their communication role, for and must be 

seen and accepted as a public trust if  
development must be achieved and sustained.

Bratic (2008) appreciates the difficulties 
media practitioners face in collecting materials 
for reporting during crises situation but the 
journalist should set aside pre-framed beliefs 
and view situations on the platform of  a third 
party instead of  concentrating on exposing the 
bad aspects or good aspects of  the conflict. This 
explains the difficulty media practitioners may 
encounter in reporting SDGs projects in areas 
experiencing conflicts, e.g. North Eastern 
Nigeria (Audu & Yibeikas, 2015; Audu & 
Yibeikas, 2018).

Expected Contribution of the Nigerian Mass 

Mediain Propagating SDGs
Peter Millet, writing on the responsibility of  the 
press pointed out that the backbone of  any 
democracy is an independent, professional and 
responsible Press whose major pillar is 
credibility. Nayak (2017) describes the media as 
the most powerful tool of  communication in 
developing countries, adding that the media 
create awareness among the people more than 
anything else. The United Nations Economic 
and Council report in July 2019 outline three 
major components which will facilitate the 
attainment of  the SDGs by the targeted year of  
2030.These include adequate financing, 
information and communication and capacity 
building.   

Ubana (2015) expressed worry over what he 
described as the lack of  prominence given to the 
MDGs by the mass media. He posited thus “the 
coverage of  the MDGs by the selected Nigerian 
Newspapers over the years was significantly 
low, preeminence should be given to it and the 
Nigerian Union of  Journalists reoriented and 
change its members on the importance of  
development news reporting.

The media should pay more attention to 
development issues such as child mortality, 
maternal health and universal primary 
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education, and other components of  the SDGs. 
The media needs to diversify their information 
sources on the development stories they report, 
especially stories related to the SDGs. The is 
most importantly expected to develop a 
watchdog role by monitoring progress on 
developmental projects of  Government, and 
report to the public when the government is not 
living up to expectation and its responsibilities.

Finally, the media as a partner in the 
developmental process in Nigeria, it is import 
that they participate actively in the policy 
implementation team of  the SGDs to ensure 
that they take ownership of  the reportage of  the 
entire process of  implementation and 
monitoring of  SDGs projects. This will help 
build public trust and confidence in the process 
of  achieving the seventeen (17) Sustainable 
Development Goals (SDGs). 

Conclusion
Despite successes in promoting government 
presence and programs, especially the fight 
against insecurity across the country, the media 
in Nigeria appears to have paid little attention in 
reporting issues surrounding the attainment of  
Sustainable Development. A study conducted 
by Layode and Raleem (2012) on the coverage 
of  the Millennium Development Goals MDGs 
in Nigeria by some National dailies showed that 
“the Nigerian media did not give equal coverage 
to development issues. They reported some 
issues frequently, while other pressing 
development issues challenging the country 
were neglected. Furthermore, the Nigerian 
media did not do much to educate, enlighten or 
motivate the public towards the need to achieve 
development issues”.

These have been attributed largely due to 
insecurity and inaccessible areas of  certain 
areas, politicization of  reportage, patronage of  
sentiments of  the owners of  the media outlets, 
sensationalism in reporting other issues and 
lack of  proper motivation and equipment 

required to cover considerable areas that can be 
temporarily inaccessible. The responsibility of  
ensuring that Nigeria and Nigerians enjoy the 
benefits and meet the set targets of  the 
Sustainable Development Goals cannot be left 
to government alone. The media, as an 
important player and a development partner 
must ensure that awareness and credible 
information is provided as regards the need to 
support the attainment of  the Sustainable 
Development Goals (SDGs).

Recommendations
There is need to package the Sustainable 
Development Goals in attractive packages for 
both media practitioners and the general public 
to serve as immediate motivation for them to 
promote the Goals and its targets. There is need 
for town hall meetings and partnership 
symposiums to engage government and media 
practitioners to ensure that the media takes 
ownership and responsibility of  ensuring that 
proper information is disseminated to the public 
in other to mobilize them to support the process. 
Proper consultations should be made to ensure 
that the SDGs projects are sited within safe and 
accessible zones to ensure proper coverage by 
the media.  

There is need for close partnership and 
cooperation between the media and security 
agencies to ensure that status reports for projects 
sited within crises areas are forwarded and 
made available to media practitioners for proper 
reportage. The media must pay more attention 
to development issues such as child mortality, 
maternal health and universal primary 
education. The media needs to diversify their 
information sources on the development stories 
they report. The media must develop a 
watchdog role by monitoring progress on 
developmental projects of  Government, and 
report to the public when the government is not 
living up to expectation and its responsibilities.
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Introduction
A quick look into the history and evolution of  
local broadcasting will help understand these 
two decrees and the motive behind them. In this 
paper we take precaution of  outlining the key 
points and issues, being an academic inquiry. 
First the major terms such as broadcast, 
deregulation, divergence, and culture are briefly 
explained. The second phase focuses on the 
abridged history of  broadcasting in Nigeria.The 
third phase focuses on comparative analysis of  
the decrees. The last phase which is the 
concluding part probes the viability and the role 
of  Nigeria Television Authority today. 

Broadcast, in a broad sense, means 
transmission of  radio signal and, also, to 
transmit a programme or information on 
television or radio. Though private investors are 
allowed to broadcast programmes on air, the 
government has continued to keenly monitor 
every activity on broadcast airwaves. Both 
military and political governments regulate the 
media. Deregulation, means dismantling of  
legal and governmental restriction on the 

operation of  certain business. We look at the 
differences in the motives of  the governments in 
Decree 24 of  1976 and Decree 32 of  1992.

EVOLUTION AND GROWTH OF BROADCASTING 

IN NIGERIA
Broadcasting in Nigeria has evolved from the 
rediffusion service of  the British Empire Service 
to NTA and a host of  Independent broadcast 
houses. Broadcasting proper started in 1936 
when the first Radio Distribution Service 
(Rediffusion) was opened in Lagos and 
distr ibuted the Bri t ish Broadcast ing 
Corporation (BBC London) programmes. 
During the colonial era the re-diffusion post and 
telegraph department was the sole authority 
responsible for distribution of  programs to 
subscribers in Lagos, Kano and Ibadan. Under 
this system, programs were distributed via 
landlines from the studios to the various 
listening boxes for which the subscribers paid a 
token fee (Okunna, 2003). Later, the re-
diffusion stations were transformed into fully 
operational radio stations. The Western 
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This paper x-rayed two notable policies to bring to the fore the relevance of  NTA in our contemporary society. Using 
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Regional colonial Nigeria under the 
premiership of  Obafemi Awolowo established 
the first television station known as the Western 
Nigerian Television (WNTV) at Ibadan in 1959. 
Obata (1994) describes the birth of  WNTV as 
accidental, in so far as Awolowo embarked on it 
due to his inability to use the services of  the 
Federal Radio station to reply to the broadcast 
of  the then Governor-General McPherson over 
the constitutional matters of  1953.

Following the success of  the Western 
Region's effort, the other two regions in Nigeria 
(colonial Nigeria) then, North and East, upon 
realizing the power and influence of  radio and 
television, went into establishing their own 
broadcast stations. In 1960, the Eastern 
Regional government set up the Eastern 
Region Television station at Enugu. Shortly 
after in 1962, the Northern Nigerian Regional 
government and a British Television company 
Grenada Electrical Company established a 
television station as an arm of  the Broadcasting 
Company of  Northern Nigeria (BCNN) in 
Kaduna. The station was known as the Radio 
Kaduna-Television. The three regional 
governments broadcasting organizations were 
wholly independent of  federal government 
control. The federal government on its own 
part established in 1962 the Nigerian Television 
Service (NTS) in Lagos to serve its interest. 
Subsequent additions to the stable of  
broadcasting stations in Nigeria were the Mid-
Wester n Broadcast ing  Commiss ions  
established by the military Governor, Samuel 
Ogbemudia, in 1973. Similarly, in 1974 the 
government of  the then Benue-Plateau State 
established the first station transmitting in 
colour. Between 1966 and 1979- after the civil 
war, the broadcast media graduated to re-
orientate the citizenry towards national unity. 
In 1975, television networking called Nigerian 
Domestic Satellite Communication System 
(DOMSAT) was introduced by the Murtala/ 
Obasanjo regime. This was followed by the 

amalgamation of  all television stations by the 
federal government in April 1976 which also 
established the Nigerian Television Authority 
(NTA). Ten television stations formed the core 
of  NTA: Western Nigeria Television, Ibadan 
(WNTV); Eastern Nigeria Television, Enugu 
(ENTV); Radio-Kaduna-Television Kaduna 
(RKV); Nigerian Broadcasting Commissions 
Television Lagos, Mid-West Television, Benin 
MTV; Benue-Plateau Television, Jos (BPTV); 
Kano State Television, Kano (KSTV); 
NorthWest Television, Sokoto; Eastern 
Nigerian Television, Aba (Okwonkwor, 1990).

The deregulation of  broadcasting in Nigeria 
came with the promulgation of  decree 38 of  
1992 by military President Ibrahim Babangida. 
The decree established the National 
Broadcasting Commission NBC to approve and 
regulate broadcasting. African Independence 
Television AIT and Ray power became the first 
indigenous private TV and radio stations in 
Nigeria. Media researchers have asserted that 
the number of  broadcast stations (both public 
and private) in Nigeria include over 100 radio 
stations, 147 television stations, 35 cable 
(MMDS), five Direct to Home Satellite cable 
stations (DTH) and four direct satellite 
television Stations (DBS). 

DEREGULATION AND PROLIFERATION OF PRIVATE 

BROADCAST STATIONS IN NIGERIA
Both decree No 24 0f  1976 and decree No 38 of  
1992 stand for two opposite ends. The first is 
amalgamation while the latter, deregulation. A 
careful look into these two positions leads us to 
the fact that 'motive' behind the decrees is a 
major contending factor. It all started from the 
origin of  broadcasting in Nigeria which set the 
pace and uses of  broadcast media by subsequent 
media owners. The Re-diffusion of  the British 
Colonial government was established to create 
a one-way communication between the British 
Empire and its subjects (Nigerians). This served 
its purpose till late 1959 when an independent 
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media house, the Western Nigeria Television 
was established. The McPherson 1954 
constitutional provision, in which broadcasting 
ceased to be in the federal exclusive lists, paved 
the way for regional government to own its 
media house. The historic move by the Western 
premier led the cue for other regional 
governments. It is pertinent to note that all the 
media houses established by the regional 
governments are solely to serve as amouth piece 
of  respective governments (and subsequently 
political par ties).  After the colonial 
government's aim was countered by the 
Western regional, the proliferation of  
broadcasting in Nigeria culminated in 1976 
where the military government amalgamated 
all the independent television stations to form 
the Nigerian Television Authority. 

We can see that struggle for media 
ownership, either by the government or 
independent proprietors has political tone, till 
1992 which was agitated on the point of  
economic and social fact. Ajayi (2010,p.145) 
noted that Nigeria Broadcasting Service (NBS) 
of  the 1950s was set up as organ of  the Nigerian 
(colonial) government, but was found out that 
for the NBS to operate effectively it had to enjoy 
an independent existence from government. 
The motive behind the Murtala/Obasanjo 
decree 24 of  1976 was appropriate at the time. 
This view was supported by OlufemiOnabajo 
(2001,p.104) when he contends that:

NTA was established to restore order 
out of  chaos, to restore a sense of  
national destiny and propagate 
common cultural bonds, through 
television broadcasting among all the 
ethnic groups in Nigeria.

Government operation is out of  the question. 
The enactment of  Decree No 32 of  1992 by the 
military government allowing private 
commercial broadcasting in the country was 

another laudable action. Though the 
government expresses some concern for abuse, 
it has other cogent reasons to deregulate the 
broadcast media. The establishment of  
National Broadcasting Commission NBC, 
does not mean the dissolution of  NTA; the 
commission licensed private media houses and 
regulates their operation. Technically, it still 
has the reins. 

THEORETICAL UNDERPINNINGS
This study is a sensitive one because it involves 
mass media and state authority. Naturally this 
falls under the normative media theory and we 
can narrow it to the agenda-setting theory and 
Development Media Theory. Hence, we shall 
briefly consider this theory in any way it affects 
the broadcasting service of  our nation.

Agenda-Setting Theory
Propounded in 1972 by Maxwell McCombs 
and Donald L. Shaw, this theory attempts to 
explain why people with similar media 
exposure place importance on the same issues. 
It is assumed that the media set the agenda for 
our general discussion. The media may not 
always determine what we think, but what we are 
to think about. The agenda-setting theory 
proposes that the facts which people know 
about public issues tend to be those which the 
mass media present to them. Baran 
(2012,p.368) puts it simply, a theory that argues 
that media may not tell us what to think, but 
media certainly tell us what to think about. 
Folarin (1998, p.68) looks at the theory from a 
different view, stating that the Agenda setting 
implies that the mass media predetermine what 
issues are regarded as important as a given time 
in a given society.  He further explains that the 
theory does not ascribe to the media the power 
to determine what we actually think, but it does 
ascribe to them the power to determine what we 
are thinking about. Babatunde Folarin gave us 
elements involved in agenda-setting to include:
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i. The quantity of  frequency of  reporting 
ii. Prominence given to the reports through 

headline display; pictures and layout in new 
spacing magazines, film, graphics, or timing 
on radio and television.

iii. The degree of  conflict generated in the 
reports, and 

iv. Cumulative media-specific efforts over time.
 
In addition to politics and elections, research on 
agenda-setting later focused on racial unrest, 
student riots, crime statistics, inflation, drug 
abuse etc. for example, in Nigeria, the June 12 
election was widely publicized by the media by 
giving it loud headlines. Kunczik (1988, p.192) 
as cited in Folarin (1998, p.68) points out that 
appropriate procedures for examining agenda 
setting involve comparisons between media 
content over a certain period and the subjects 
that most people in the society are discussing. 
The greater the consonance, the more agenda 
setting  hypothesis, but it is generally agreed that 
it has a strong enough basis in logic and 
experience as Marshal McLuhan (1968, p.204) 
cited by Keane (1991) concludes that the process 
can colour events by using them in a particular 
way, or refusing to use them at all. 

DEVELOPMENT MEDIA THEORY
Development media or Development 
Communication refers to a spectrum of  
communication processes, strategies and 
principles within the field of  international 
development, aimed at improving the 
conditions and quality of  life of  people 
struggling with underdevelopment and 
marginalization. Development communication 
is characterized by conceptual flexibility and 
diversity in the application of  communication 
techniques used to address the problems of  
development. Some approaches in the field 
include: information dissemination and 
education, behaviour change, social marketing, 
social mobilization, media advocacy, 

communication for social change, and 
participatory communication. Development 
communication is for the betterment of  the 
society though raised from a particular group 
but affect the whole mass for better.

According to the development media 
theory, some common conditions of  developing 
countries that limit the potential benefits of  
other theories here are: 
a. T h e  a b s e n c e  o f  c o m mu n i c a t i o n  

infrastructure
b. Dependency on the developed world for 

hardware and software.
c. The commitment of  these societies to 

economic, political and social development 
as a primary national task.

d. The developing countries' awareness of  
their similar identity and interest in 
international politics.

Because of  these different conditions, the 
developing countries overriding objectives 
would be to use mass media for nation building. 
In the interest of  this task of  national 
development, the freedom of  the media and of  
journalists needs to be curbed to an extent. The 
main thrust of  development communication 
theorists has been on the use of  media as a 
support to national development programmes 
like poverty alleviation, population control, 
literacy drive, employment generation schemes, 
etc.

To Baran and Davis (2012), Development 
media theory advocates media support for an 
existing political regime and its efforts to bring 
about national economic development. What 
this mean is that by supporting government 
development efforts, media aid society at large. 
The thrust of  the theory is that until a nation is 
well established and its economic development 
well underway, media must be supportive rather 
than critical of  government.  Implying that 
journalists must not pick apart government 
efforts to promote development. They believe 
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that it is an updated version of  authoritarian 
theory and that media should never surrender 
the power to criticize government policies, even 
if  voicing those criticisms risks causing them to 
fail.

THE NIGERIA TELEVISION AUTHORITY 

(NTA) TODAY
Established by the Nigerian Television Act Cap 
24 of  1976, NTA is the National Television 
Broadcasting Network for Nigeria, expressly 
mandated to provide as a public service in the 
interest of  Nigeria, independent and impartial 
television broadcasting for general reception 
within Nigeria. But following amendments and 
modifications of  the enabling Act by 
Government, the public service (nonprofit) 
ac t iv i ty  o f  the  NTA has  sus ta ined 
corresponding modifications. In the first 
instance, its exclusive right for television 
broadcasting in Nigeria was revoked.

Secondly, the mandate to operate as a 
nonprofit public service entity was partially 
revoked. It is now a Public Service partly funded 
by Government, partially commercialized but 
operates strictly within the enabling public 
service guidelines, the Broadcasting code and 
civil service structure. Thirdly, the broadcasting 
mandate of  the NTA has been expanded from 
only broadcasting to Nigeria, to broadcasting to 
Nigeria and the world at large. Though the 
deregulation of  broadcasting in Nigeria may 
dwindle the power and influence of  the 
Nigerian Television Authority, there are still, 
vital role it plays in the present time. Some critics 
are of  the opinion that NTA no longer serve its 
pur pose s ince deregulat ion,  but  the 
management have continue to beat their drums 
about their achievements. Take for instance, the 
network claim of  being the largest network in 
African was boldly stated in the Station's 
website it, reads “As at the last count, NTA has 
101 Stations spread across Nigeria making it the 
largest Television Network in Africa. Currently, 

this claim cannot be rebuff  and makes the 
station have a strong point. In 2010, NTA 
entered a partnership with Startimes 
International in the area of  Terrestrial Digital 
Transmission to fast track the graduation to 
Digital Broadcasting ahead of  the 2015. The 
partnership is also for the purpose of  increasing 
the revenue base of  the Authority. There are 
currently NTA News 24, NTA Sports 24, NTA 
Knowledge, NTA Hausa, NTA Igbo, NTA 
Yoruba and NTA Entertainment on the 
NTA/Startimes bouquets. The deregulation of  
broadcasting has also brought Nigerian 
Television to its toe. New reform has helped 
transform it to a more specialized network as 
outlined above. The claim of  The Nigeria 
Television Authority to be the largest network in 
Africa is due to the huge privileges enjoyed from 
the federal government through grants, and by 
being solely in charge of  government's main 
broadcast nationwide .The station still boast of  
having the largest viewership for they covers the 
36 states of  the federation. Take Benue and Ekiti 
States where only state-owned channels rival 
NTA, the people have very limited offer, and so 
is the case in many other states across the 
federation.

CAN THE NIGERIAN TELEVIVION AUTHORITY (NTA) 

SURVIVE THE RACE?
Ajayi (2010,p.151) grouped the objectives of  
broadcasting in Nigeria into social objectives, 
cultural objectives, economic objectives, 
political objectives and technological 
objectives. Sub-section I in section (a) reads “to 
promote generally accepted social values and 
n o r m s  e s p e c i a l ly  c iv i c  a n d  s o c i a l  
responsibilities”. When compared with other 
private stations, the Nigeria Television 
Authority is the only media house that strictly 
follows this objective by airing only, programs 
that do not offend the people's sense of  morality. 
The private stations in their attempt to woo 
viewers, airs foreign programs with obscene and 
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violent contents.
The Nigerian Television Authorityalso 

abides by the cultural objective of  broadcasting 
which states “Broadcasting shall, among 
others, seek, identify, preserve and promote 
Nigeria's diverse culture.” The NTA religiously 
followed this objective when it established 
specialized stations to cater for important 
aspects of  the nation. NTA Hausa, NTA Igbo, 
and NTA Yoruba air specialized programmes 
in these dominate languages. Added to the list is 
NTA Knowledge, NTA Entertainment to 
amuse the viewing audience.

Olufemi Onabajo (2001, p.133) asserts that 
NTA is the only major network in Nigeria. 
Onabajo defines networking as 

a major station with which other lesser 
stations form affiliates for the purpose 
of  enjoying more qual i tat ive 
programming through proper  
coordination and harnessing of  
program inputs from both main and 
affiliate station.

While outlining the problems of  networking in 
NTA, Onabajo listed restrictive laws, over 
independence on the proprietorship of  
government, paucity of  live shows, drama, 
musical and light entertainment, among others. 
The Nigeria Television Authority lost its appeal 
to contemporary audience when it airs bland 
entertainment, a weakness stations like Galaxy 
Television took advantage of  to attract larger 
viewers.

The Nigeria Television Authority has met 
heavy criticism for being the government's 
mouth piece, they dare not give an objective 
view on government actions, and this view was 
supported by Onabajowhen he wrote:

The scenario had been dull moments 
for the audience of  broadcasting since 
they had no other choice than to listen/ 

view what government thought was 
best for them. The Nigerian Television 
Authority and the Federal Radio 
C o r p o r a t i o n  ( F RC N ) ,  w e r e  
particularly guilty of  government 
syndrome in their broadcasts.

The era of  private broadcasting (although it has 
its own pitfalls) has brought some improvement 
in terms of  offering alternatives to the audience. 
But when viewed on the other hand critics have 
also lamented the lack of  cultural relevance on 
the Nigerian broadcasting. This was the stance 
of  Babatunde Olugboji  (1997),  who 
complained that little attention is paid to 
producing culturally-relevant local programs 
that could contribute meaningfully to the 
development of  the society. There is no doubt 
that the influx of  foreign programmes on our 
private stations has caused concern for 
everyone who cares, because it has been 
discovered that the broadcast media have over-
bearing influence. Many of  these private 
stations do not know what real programming is 
all about, either because of  the rush to start 
transmission or that their owners are 
completely ignorant.

Researchers have shown that programmes 
are no longer being conceptualized or 
implemented by the appropriate programme 
planning committee but by private individuals 
who claim to be master programmers. This is 
the scenario in many private broadcast media. 

It is sad to note that the Nigerian broadcast 
audience is not an education-driven audience.  
It is an audience that is majorly interested in 
entertainment and this shows the level of  its low 
educational attainment. An enlightened society 
will be more interested in news and public 
affairs programs, while drama programs may 
just come once in a while to ease off  tension. 
This explains why some private broadcast 
stations embark on a 24 hours drama and music 
jamboree as a programme policy thrust. In all 
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these, the Nigerian Television Authority seems 
to be the only local channel which is culture-
centric. Most of  its programmes are developed 
around our cultural heritage and the anchors are 
always dressed appropriately to depict our 
tradition. The Nigeria Television Authority 
seems to plays it part even in the face of  stiff  
competition.

CONCLUSION
Looking at the core mandates of  the NTA which 
are News and Programmes, it is appropriate to 
say that the station has lived up to its mandate. 
However, its popularity has been choked by 
private broadcasting stations which are giving 
the audience what they “want” to see. The 
conservatism of  Nigeria Television Authority 
and the liberalism of  the private media houses 
are two different ends which will strike a balance 
in our society if  all sides play their part 
accordingly. Even in the advanced societies. 
Government controlled media houses are still 
being respected and widely viewed; NTA 
should not be an exception. The American 
Broadcasting Service (ABS/ABC) is widely 
viewed by many households in spite of  all the 
numerous entertaining and political channels. 
The British Broadcasting Corporation is among 
the leading global channels. The Nigerian 
Television Authority needs repositioning, no 
doubt, yet it has helped balance our views.
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Introduction 
Jefkins (1977, p.211) in Ehikwe (2005) defines 
outdoor advertising as any word, letter, model, 
sign, placard, board notice, device or 
representation, whether illuminated or not, 
used for the purpose of  advertisement, 
announcement or direction. It can be defined as 
the display of  paper posters on static sites. 
Hasan (2013, p.694) posits that outdoor 
advertising media include posters, painted 
bulletins, electric spectaculars, hoardings, 
boards, neon signs, glow signs, wall writing, 
balloons etc. Outdoor advertising is a big 
industry known for its simplicity, strong graphic 
treatment, high level of  coverage and its relative 
cheapness.

The impact of  advertising on consumer 
decision making is one that is quite huge 
depending on the type of  advertising and 
advertising message being examined. The 

influence of  technology on commerce is quite 
high. It has led to the evolution of  E-commerce 
(electronic commerce) in the world. According 
to Hasan (2013, p.678), electronic commerce 
involves the production, advertising, sale and 
distribution of  production via telecommunica-
tion networks. E-commerce via the internet has 
already made inroads into traditional business 
and trade at both local and global levels. In 
Nigeria, e-commerce is popular with websites 
like Konga.com, OLX.com, Kaymu.com and 
Jumia.com engaging in it.

This study is aimed at determining if  e-
commerce platforms in Nigeria use outdoor 
advertisements to create awareness about their 
existence. It seeks to reveal the relationship that 
exists between people's exposure to outdoor 
advertisements of  e-commerce platforms and 
their usage of  such platforms to purchase goods 
and services in Nigeria. It is also targeted 

O R I G I NA L A RT I C L E
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towards investigating the impact of  outdoor 
advertisements of  e-commerce platforms on the 
growth of  e-commerce in Nigeria.

STATEMENT OF THE PROBLEM
The growth of  e-commerce industry in the 
world is largely based on people's awareness 
about it and its benefits to them. Though 
relatively new to the business sector, its impact 
on the business climate of  Nigeria cannot be 
overlooked. This study seeks to know the role 
outdoor advertisements of  e-commerce 
platforms play in the growth of  e-commerce in 
Nigeria. This research is aimed at finding out 
whether outdoor advertisements of  e-
commerce platforms have any impact on the 
growth of  ecommerce in Nigeria.

Therefore, this study seeks to find out the 
impact of  outdoor advertising on the growth of  
e-commerce in Nigeria. The role/impact of  
outdoor advertising on the various sectors of  the 
Nigerian economy has been severally 
researched on by communication scholars. One 
sector in which its impact has not been 
determined by scholars in the Nigerian 
economy is the e-commerce sector. This is 
because e-commerce is a relatively new sector of  
the Nigerian economy. E-commerce is a form of  
commerce that is done electronically on 
computers and technologically enhanced 
equipment. 

RESEARCH QUESTIONS
1. Do e-commerce platforms in Nigeria use 

outdoor advertisements to create awareness 
about their existence to people?

2. Is there any significant relationship between 
p e o p l e ' s  e x p o s u r e  t o  o u t d o o r  
advertisements of  e-commerce platforms 
and their usage of  such platforms to 
purchase goods and services in Nigeria?

3. Do outdoor advertisements of  e-commerce 
platforms have any impact on the growth of  
e-commerce in Nigeria?

CONCEPTUAL AND THEORETICAL FRAMEWORK

USES AND GRATIFICATION THEORY
This theory originated from Herta Herzorg in 
1944. The Uses and Gratification theory is a 
theory of  Mass Communication that places the 
needs, motives and gratification of  media users 
in the center of  interest and sees media users 
playing an active role in the media consumption 
process. It can be said that e-commerce 
companies in Nigeria are using the outdoor 
media to advertise their existence and the 
advantages of  using them to purchase goods and 
services online with the aim of  making profit, 
staying in business and growing the industry on 
the long run. Outdoor advertising makes this 
possible because it ensures that people are aware 
of  the existence of  new and existing goods and 
services globally.

E-commerce platforms give people the 
opportunity to purchase goods at any time 
during the day or night as long as they have the 
necessary equipment and financial capacity to 
do so. People can also use these outdoor adverts 
to purchase goods and services which are either 
not within their environment or they do not 
have time to physically go to market to 
purchase. It gives the gratification of  having 
goods delivered at their doorsteps in their own 
convenient time. This gratification can only 
happen when people are aware that these e-
commerce companies exist and can be used to 
meet their needs in a technology enhanced 
world. People become aware when e-commerce 
companies use outdoor media continuously all 
over the society to let people become aware of  
their existence. The uses and gratification 
theory reflects the link between e-commerce 
companies, outdoor media and people in the 
same society and how they benefit each other. 

OUTDOOR ADVERTISING
Outdoor advertising is one of  the components 
of  out-of-home media. Arens (2006, p.129) 
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explains out-of-home medium as any medium 
outside the home that can be used to 
communicate to people in an environment. 
They include posters in bus shelters and train 
stations, billboards, stadium scoreboards, flying 
banners and light, skywriting and kiosk posters.

According to Nyarko et al. (2015), outdoor 
advertising is a "major medium," along with 
television, radio, newspapers, magazines, the 
Internet, and cinema. The growth of  outdoor 
advertising has included a considerable increase 
in the use of  nontraditional formats, including 
street furniture (e.g., bus shelters, kiosks), 
alternative media (e.g., arenas and stadiums, 
airborne, marine), and transit (e.g., buses, 
airports). The history of  outdoor advertising 
agency in Nigeria dates back to the founding, by 
UAC, of  the West Africa Publicity (WAP) in 
1928, which among other agency services, 
engaged in posting of  advertisement posters on 
walls at strategic locations.

In due course, other advertising companies 
among which is Nigeria Advertising Service Ltd 
founded by Chief  Chinyelugo Megagu sprang 
up to tap the rapidly expanding opportunities in 
the outdoor advertising business. Others include 
Railway Advertisement Service, Wilmer 
Publicity Gilbertson Advertising Limited, 
Nigeria Commercial and Industries Enterprise 
Publicity Associates of  Nigeria limited. 
Afromedia did the first posters printing in 
Nigeria in 1962 (Onyenyili-Onuorah, 2010). 
Outdoor advertising, however, has witnessed its 
challenges over the years. In what looked like 
the major steps to address the problem facing the 
outdoor sub-sector of  the advertising industry, 
stakeholders in the industry (government, 
practitioners and advertisers) have identified 
areas of  conflict between practitioners and 
regulatory agencies. There are over 165 outdoor 
firms still existing in the market, managing over 

21,000 boards across Nigeria.

E-COMMERCE
According to Mathur (2014), companies and 
consumers are discovering that global 
networking and other  technological  
innovations are powerful assets if  used as 
competitive weapons in their day-to-day 
activities. Ecommerce is associated with the 
buying and selling of  information, products and 
services via computer network today.

E-commerce is all about a perfect interface 
between business management, strategy and 
technology with a view to serving the customers 
more satisfactorily. The internet on which 
ecommerce rides is a major catalyst for the 
economic development of  Nigeria. Ecommerce 
can be placed in two categories i.e. e-
Merchandise (selling goods and services 
electronically) and e-Finance (online financial 
services and transactions). Some of  the 
advantages of  engaging in e-commerce 
transactions by the e-commerce sites include 
reduction of  transaction and operational costs, 
maximising efficiency and convenience of  
receiving payments online, among many other 
benefits. The way an e-commerce site handles 
the transactions goes a long way in determining 
customer trust, loyalty, retention and referral, 
which will further boost sales and profits.

METHODOLOGY
The survey research method and key 
personality interview were used to get data for 
this study. 300 copies of  the questionnaire were 
distributed to respondents in University of  
Ibadan and Lead City University, Ibadan in 
Oyo State and 264 copies were returned. The 
data generated were subject to analysis and 
presented below in simple percentage tables for 
easy understanding and simplicity. 
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RESULTS

TABLE 1: DEMOGRAPHIC CHARACTERISTICS OF 

RESPONDENTS

Table 1 shows the characteristics of  the 
respondents as they relate to their gender, age 
and level in the university. Gender distribution 
shows that 42% of  the respondents were males 
while 58% of  the respondents were females. The 
distribution of  age groupings show that 85.6% 
of  the respondents were between the ages of  
2024years, 12.1% of  the respondents were 
between the ages of  25-30years, 1.5% of  the 
respondents were between the ages of  31-
40years and 0.8% of  the respondents were 
between the ages of  4150years. Respondents' 
level of  education within the university shows 
that more of  400 level students were questioned 
in which 41.7% of  the respondents were 
accounted for, 12.9% were 100 level students, 
14.8% were 200 level students, 29.2% were 300 

level students and 1.5% of  the respondents were 
500 level students. It was discovered that 63.3% 
of  the respondents were aware of  e-commerce 
platforms, 20.5% were not aware of  e-
commerce platforms, 12.5% are not sure and 
3.8% of  the respondents don't know if  they are 
aware of  e-commerce platforms in Nigeria. 
www. jumia .com,  www. j i j i .ng,  www.  
konga.com, www.payporte.com, www.olx. 
c o m . n g ,  w w w. r e m i t a . n e t ,  w w w. n g .  
oriflame.com and www.aliexpress.com are the 
e-commerce platforms known to the 
respondents.

Usage of outdoor advertisements to create 

awareness of the existence of e-commerce 

platforms in Nigeria to people
Respondents were asked to indicate  if  they 
have seen different types of  outdoor adverts 
before, if  outdoor advertisements were effective 
in creating awareness of  e-commerce platforms 
in Nigeria and what the purpose of  outdoor 
adverts are. Their responses are presented 
below.

TABLE 2: E-COMMERCE ADVERTS SEEN 

BY RESPONDENTS

Table 2 above shows that 65.9% of  the 
respondents have seen e-commerce adverts on 
billboards, bus benches and taxis, 14.4% have 
not seen, 16.7% of  the respondents are not sure 
they have seen and 3% of  the respondents says 
they do not know if  they have seen e-commerce 
adverts on billboards, bus benches and taxis in 
Nigeria.

CHARACTERISTICS

GENDER

Male

Female

AGE

20 - 24 years

25 - 30 years

31 - 40 years

41 - 50 years

LEVEL

100

200

300

400

500

Awareness of e-commerce

Yes

No

Not sure

I don't know

Total

FREQUENCY

111

153

226

32

4

2

34

39

77

110

4

167

54

33

10

264

%

42%

58%

85.6%

12.1%

1.5%

0.8%

12.9%

14.8%

29.2%

41.7%

1.5%

63.3%

20.5%

12.5%

3.8%

100%

SEEN
Yes
No
Not sure
I don't know
Total

FREQUENCY
174
38
44
8
264

PERCENTAGE%
65.9%
14.4%
16.7%
3%
100%
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TABLE 3:  EFFECTIVENESS OF OUTDOOR

ADVERTISING 

Table 3 shows that 79.2% of  the respondents 
perceive e-commerce adverts as effective, 6.8% 
do not perceive it as effective, 9.8% of  the 
respondents are not sure about its effectiveness 
and 4.2% of  the respondents did not know if  
outdoor advertising is effective in creating 
awareness of  e-commerce platforms in Nigeria. 
According to the respondents, the following are 
the purposes of  outdoor adverts:
1. To enlighten and help people know better 

about products and services.
2. To create awareness for the advertised 

product so as to maximize profit.
3. To promote sales.
4. To create wider and faster awareness to the 

public about e-commerce.
5. To get people informed and interested.
6. To raise awareness of  e-commerce 

platforms in Nigeria.
7. To ensure effective public awareness.
8. To attract more customers and improve 

business.
9. To buy products and create awareness to 

their target population.
10. To get recognition so as to get increase in the 

brand name and profit.
11. To get higher market share, gain brand 

loyalty and satisfy customer needs.
12. To persuade the public on a particular 

product and how good the product is.
13. To promote the image of  the e-commerce 

platform.

Existence of significant relationship between 

people's exposure to outdoor advertisements of e-

commerce platforms and their usage of such 

platforms to purchase goods and services in 

Nigeria
Respondents' opinion on the items in the 
questionnaire given to them are grouped 
together and presented below.

TABLE 4:  INFLUENCE OF EXPOSURE ON SALES

Table 4 shows 53.8% of  the respondents saying 
that their single exposure to outdoor 
advertisement of  different e-commerce 
platforms help to influence its sales, 15.2% of  
the respondents said no, 25.4% of  the 
respondents can't say and 5.7% of  the 
respondents were indifferent on the influence 
that their single exposure to advertisement of  
different e-commerce platforms influence its 
sales.

TABLE 5: INCREASED AWARENESS 

OF  E-COMMERCE  PLATFORMS

In Table 5, 73.9% of  the respondents say their 
exposure to outdoor advertisement of  different 

EFFECTIVENESS

Yes

No

Not sure

I don't know

Total

FREQUENCY

209

18

26

11

264

PERCENTAGE %

79.2%

6.8%

9.8%

4.2%

100%

INFLUENCE

Yes

No

Can't say

Indifferent

Total

FREQUENCY

142

40

67

15

264

PERCENTAGE %

53.8%

15.2%

25.4%

5.7%

100%

Increased Awareness

Yes

No

Can't say

Indifferent

Total

Frequency

195

23

28

18

264

Percentage %

73.9%

8.7%

10.6%

6.8%

100%
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e-commerce platforms help to increase their 
awareness of  them and influences sale, 8.7% of  
the respondents said no, 10.6% can't say and 
6.8% of  the respondents were indifferent on the 
influence that their frequent exposure to 
advertisement of  different e-commerce 
platforms have on increased awareness of  such 
platforms and sales.

TABLE 6: PERSUASIVE POWER OF OUTDOOR 

ADVERTISEMENT

In Table 6, 75.8% of  the respondents said that 
catchy and persuasive advertisement of  
ecommerce platforms draws their attention to 
the products and services advertised and 
influence them to buy. 8.3% of  the respondents 
said it does not, 9.8% of  the respondents can't 
say if  it does or not and  6.1% of  the respondents 
were indifferent as to whether catchy and 
persuasive advertisement of  e-commerce 
platforms draws their attention to the products 
and services advertised and influence them to 
buy or not.

Impact of outdoor advertisements of ecommerce 

platforms on the growth of ecommerce in Nigeria
Respondents' opinions on whether or not  
outdoor advertisements of  e-commerce 
platforms have impact on the growth of  
ecommerce in Nigeria were grouped and 
presented below in simple percentage tables.

According to the data in Table 7, 61.7% of  
the respondents said that outdoor advertisement 
of  e-commerce platforms has influenced the 
growth of  e-commerce in Nigeria, 10.6% of  the 

respondents said it has not, 19.7% of  the 
respondents can't say if  it has and 8% of  the 
respondents are indifferent about the influence 
that outdoor advertising of  e-commerce 
platforms have on the growth of  e-commerce in 
Nigeria.

TABLE 7: INFLUENCE OF OUTDOOR

ADVERTISEMENT

TABLE 8: WELL PRESENTED OUTDOOR 

ADVERTISEMENT

Table 8 above reveals us the number of  
respondents who agreed or disagreed about 
well-presented outdoor advertisement of  
ecommerce driving its awareness which leads 
to more patronage and growth of  e-commerce 
in Nigeria. 76.1% of  the respondents agreed 
that it does, 7.2% said they don't think it does, 
8.3% of  the respondents can't say and 8.3% of  
the respondents were indifferent that well-
presented outdoor advertisement of  e-
commerce drives awareness which leads to 
more patronage and growth of  e-commerce in 
Nigeria.

PERSUASIVE POWER

Yes

No

Can't say

Indifferent

Total

FREQUENCY

200

22

26

16

264

PERCENTAGE %

75.8%

8.3%

9.8%

6.1%

100%

INFLUENCE

Yes

No

Can't say

Indifferent

Total

FREQUENCY

163

28

52

21

264

PERCENTAGE %

61.7%

10.6%

19.7%

8%

100%

OPTIONS

I agree

No, I don't

Can't say

Indifferent

Total

FREQUENCY

201

19

22

22

264

PERCENTAGE %

76.1%

7.2%

8.3%

8.3%

100%
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TABLE 9: OUTDOOR ADVERTISEMENT IS BEST FOR 

AWARENESS

According to the data in table 9 above, 71.6% of  
the respondents were of  the opinion that 
outdoor advertisement is best for creating 
awareness of  e-commerce platforms in Nigeria, 
9.5% of  the respondents were of  the opinion 
that outdoor advertisement is not the best, 
11.4% of  the respondents can't say if  outdoor 
advertisement is the best for creating awareness 
and 7.6% of  the respondents are indifferent 
about outdoor advertisement being the best for 
creating awareness about e-commerce 
platforms in Nigeria.

DISCUSSION OF FINDINGS
The findings from the research question are in 
consonance with the information gathered from 
the key personality interview conducted. 
Results show that a higher percentage of  
respondents (63.3%) are aware of  e-commerce 
platforms. Table 2 shows that 65.9% of  the 
respondents have seen e-commerce adverts on 
billboards, bus benches and taxis. Respondents 
further affirm that they are aware of  seven 
ecommerce websites in Nigeria. The purpose of  
the adverts amongst other things is to create 
awareness for the advertised product so as to 
maximize profit. Table 3 reveals that 79.2% of  
the respondents perceive e-commerce adverts as 
effective in creating awareness of  e-commerce 
platforms in Nigeria. 

Mr Ikechukwu Ugwu of  the Marketing 
Department of  Konga Mall was interviewed. 
He revealed that billboards, lamp holders, BRT 

branding are some of  the outdoor platforms 
used. This is because people are exposed to 
them as they go about their daily businesses. It 
can thus be said that outdoor advertisement is 
used by e-commerce platforms to create 
awareness about its existence to people. 

The responses of  the respondents on the 
second research question were grouped and 
presented in tables 4 to 6 above. Table 4 reveals 
that 53.8% of  the respondents say their single 
exposure to outdoor advertisement of  different 
e-commerce platforms help to influence its 
sales. Table 5 confirms that exposure to outdoor 
advertisement of  different e-commerce 
platforms help to increase their awareness of  
them and influences sales. 75.8% of  the 
respondents further says that catchy and 
persuasive advertisement of  e-commerce 
platforms draws their attention to the products 
and services advertised and influence them to 
buy in table 6.

It can, thus, be said that there is a significant 
relationship between people's exposure to 
outdoor advertisements of  e-commerce 
platforms and their usage of  such platforms to 
purchase goods and services in Nigeria. This 
answer was ably supported by Mr. Ikechukwu  
Ugwu of  Konga Mall who posits that people are 
exposed to outdoor advertisements of  
Konga.com as they go about their daily 
business. Hence, its impact in awareness 
creation and usage of  e-commerce platforms for 
goods purchase by Nigerians. 

Some questions were posed at the 
respondents in the questionnaire in order to get 
an answer for research question three. The 
responses gotten were grouped and presented in 
tables 7 to 9 above. Table 7 shows a high 
percentage (61.7%) of  the respondents 
affirming that outdoor advertisement of  e-
commerce platforms has influenced the growth 
of  ecommerce in Nigeria. The data displayed in 
table 8 shows that 76.1% of  the respondents 
ag reed  tha t  we l l -p resen ted  outdoor  

OPTIONS

Yes

No

Can't say

Indifferent

Total

FREQUENCY

189

25

30

20

264

PERCENTAGE %

71.6%

9.5%

11.4%

7.6%

100%
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advertisement of  e-commerce drives awareness 
which leads to more patronage and growth of  
ecommerce in Nigeria. As presented in table 9, 
there is a belief  by a large percentage (71.6%) of  
the respondents outdoor advertisement is best 
for creating awareness of  e-commerce platforms 
in Nigeria. It can thus be said that outdoor 
advertisements of  e-commerce platform have a 
huge impact on the growth of  e-commerce in 
Nigeria because it helps in attracting people's 
attention to the existence of  e-commerce 
websites, its purpose and usage to purchase 
goods and services on the websites.

This answer is further affirmed by Mr 
Ikechukwu Ugwu who said while being 
interviewed that the usage of  outdoor adverts 
has been impactful and has increased people's 
patronage of  e-commerce platforms because 
outdoor advertising operates on the principle of  
'seeing is believing'. This brings to the fore that 
the responses gotten from the study population 
correlates with the interview and raises the 
conclusion that outdoor advertising has a huge, 
positive and significant impact on the growth of  
e-commerce industry in Nigeria. Hence it can 
be said that the usage of  outdoor adverts have 
contributed immensely to the growth of  the 
ecommerce industry in Nigeria. The answers 
derived from the research questions show a clear 
indication that the choice of  the researcher to 
use the Uses and Gratification theory as the 
theoretical framework for this study is 
appropriate.

Various e-commerce platforms in Nigeria 
use outdoor advertising strategically well to 
inform, educate and persuade Nigerians on 
their existence, their usage and benefits. The 
respondents clearly posit that outdoor adverts 
have persuaded them to use e-commerce 
websites to purchase goods and services on the 
internet. This tallies with the strategic usage of  
outdoor adverts by e-commerce companies to 
create awareness and increase sales as opined by 
Mr. Ikechukwu Ugwu, a marketing staff  of  

Konga Mall during an interview conducted by 
the researcher. 

It can thus be said that outdoor advertising 
has played a huge impact on the growth of  
ecommerce in Nigeria alongside other media of  
communication and tools of  marketing 
communication. Its continuous usage is hoped 
to still have a huge impact on the growth of  the 
ecommerce industry now and in the nearest 
future. 

CONCLUSION 
Outdoor advertising is one of  the ways through 
which e-commerce companies and other 
organizations can create awareness about their 
products if  they want to remain in the market 
and increase their market share in the Nigerian 
market. It is essential to point out that the data 
obtained from the respondents reveals that 
outdoor advertising have its advantages over 
other types of  advertising. People can access 
outdoor adverts easily because outdoor adverts 
of  e-commerce companies are placed in 
strategic places that people pass through on a 
regular basis as they go about their various daily 
activities in the Nigerian society.

Most people might not have the time and 
access to adverts of  e-commerce platforms on 
other media because of  their financial status as 
well as the transient nature or price of  such mass 
media forms. The opposite is the case of  
outdoor advertising. Outdoor adverts, also, have 
the advantage of  being revisited by people. Its 
static nature and long lasting characteristics 
makes it easy for people to be exposed to 
information about e-commerce platforms in 
Nigeria as many times as possible. The message 
it contains can be read repeatedly as people walk 
past or drive through the area in which it is 
erected. The messages of  e-commerce 
companies being presented publicly can be 
written or designed in the local language of  the 
people in that town or state. This will attract the 
attention of  the audience to the e-commerce 
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advert and enable them to understand the 
message irrespective of  their societal or 
educational status.

RECOMMENDATIONS
It is recommended that e-commerce 
companies be more enlightened on the 
importance of  outdoor advertising to their 
growth individually and as players in the same 
industry. Due to the recent emergence of  the e-
commerce industry in Nigeria, e-commerce 
operators and businesses must ensure that they 
maximize the use of  outdoor adverts and other 
promotional avenues to create awareness of  
their existence as well as motivate people to 
change their traditional mindset on purchase 
of  goods and services in Nigeria. They should 
focus on using outdoor adverts as a means of  
educating the populace about the advantages 
of  e-commerce and how it works. They should 
continue to use outdoor advertising as a means 
of  informing the people about their existence 
and persuading the people to use e-commerce 
platforms regularly. This will help grow the 
industry in Nigeria over time. Players in the e-
commerce industry (Jumia.com, Jiji.com, 
Konga.com, OLX.com, etc.) must strategically 
and continually study the Nigerian market and 
plan accordingly in order to maximize their 
potential and get a good share of  the e-
commerce market in Nigeria. The Nigerian 
market is one that is constantly evolving and 
new techniques of  doing things are being 
developed on a daily basis. 

The regulators of  the advertising and 
ecommerce sectors in Nigeria should also strive 

to ensure that all avenues of  marketing 
communication (outdoor advertising inclusive) 
are not negative in their outlook and usage by 
ecommerce operators and the industry at large. 
Outdoor advertising should actually be used to 
promote healthy rivalry that will lead to the 
overall growth of  the e-commerce industry in 
Nigeria. Players and regulators of  the industry 
do strategic analysis of  outdoor advertising 
campaigns on a regular to ensure that the 
growth of  the industry is sustained and 
continuous. Outdoor adverts should also be 
used to address issues and provide solution to 
issues that will be encountered by e-commerce 
users on a daily basis. 
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Introduction
Cultural practices that define the essence of  a 
particular group of  people should be protected 
from extermination as a result of  modernity so 
that such a society will progress. This is because 
our traditional heritage involves shrines, caves, 
rocks, shelters and other cultural artifacts as well 
as dance, music and drama.

In Africa, festivals are done in accordance 
with its importance to the regeneration of  the 
community. In time past, ritual performances 
did not allow Media participation. This is 
because any attempt to cover the event using 
audio-visual instrument attracted inglorious 
sanctions from the community.

Culture as a Signifier of People's Identity
Culture is generally defined as a totality of  the 
ways of  life of  a people which involves their arts, 
craft, beliefs, values, occupation and so on. 

In the Cultural Policy for Nigeria (1988,p.5), a 
publication of  Federal Republic of  Nigeria, 
culture is explained to be:

The totality of  the ways of  life evolved 
by a people in their attempt to meet the 
challenge of  living in the environment, 
which gives order and meaning to their 
social, political Aesthetics and religious 
norms and moods of  organization, 
thus, it distinguishes a people from the 
neighbours. 

Tsebee (2011, p.30) says culture is "that 
complete whole knowledge, beliefs, arts, morals, 
laws, customs and other capabilities and habits 
acquired by man as a member of  the society." 

Culture has two components: the material 
and the immaterial components. However, in 
the Cultural Policy for Nigeria(1988,p.5), 
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culture is classified to include "material, 
institutional, philosophical and creative 
aspects." These four categorizations of  cultural 
aspect of  a people is further explained thus:

The material aspects refer to artifacts 
like tools, clothing, medicine, housing, 
food, etc. and the institutional deals 
with political, social, legal and 
economic structures. Philosophical is 
concerned with ideals, beliefs, literature 
(oral and written) as well as their virtual 
and performing arts. 

It is important to note that culture exists and 
survives by the activities of  The custodians Who 
employs various resources at their disposal to 
prevent and sustain their existence from one 
generation to another because it is only through 
preservation that you can have a "shared 
historical experience of  a given Society which of  
course is continuous and ever-changing and 
developing" (Ademola & Okunola, 2013, 
p.180). In order to sustain cultural practices, 
people usually celebrate and defend the 
uniqueness of  any aspect of  Culture with a high 
sense of  responsibility and pride, especially in 
this period when urbanization and civilization 
have almost relegated which cultural practices 
especially in Nigeria to the background.

Therefore, media, as an aspect of  the 
creative segments of  culture, becomes an avenue 
or channel of  not only promoting the beauty of  
culture, but also to preserve and sustain cultural 
practices for the existence of  the people. This is 
because media, according to Mcquail (1969, 
p.2), is "the entire system within which messages 
are produced, selected, transmitted, received 
and responded to"in any society. Elaborately, 
Bundekaan (2010,pp.168-169) cited in Oluwole-
Dada (2016, pp.29-30) proclaims that:

Media help to improve the quality of  
lives and environment, promotes 

cooperation and social inclusion and 
skills building within communities; it is 
used to maintain local knowledge.

Media are a cultural vehicle which "acts as a 
very potent socialization medium that shapes 
ideals, styles, attitudes, and cultures of  nations, 
since it is a giant mirror which reflects the values 
and ideals of  a given society." (Ayokoroma, 
2016, p.3). The most prominent of  the medium 
of  Media is the audio-visual. Audiovisual 
Media is" a sensible medium to present people's 
worldviews and their daily conditions of  living, 
exploring its ability to adjust and negotiate the 
challenges of  modern life." (Adeoti, 2014, p.17). 
The television, for example, is an audiovisual 
medium. 

In his contribution to the examination of  the 
interrelationship of  audio-visual medium of  
film and Culture, Ekwuazi (1991, pp. 79-81), 
observed that" the prism through which reality is 
apprehended is culture, cultural biases and 
prejudices and that every film is a cultural 
encyclopaedia. "Indeed, the combination of  
audiovisual media to the sustenance and 
preservation of  cultural practices cannot be 
overemphasized. This is because their 
participation in a celebration of  cultural event 
guarantees cultural reawakening, informal flow 
of  knowledge, cultural development, social 
mobilization as well as socialization of  the 
people. This usually ensures continuous 
development and inventions because media 
remain one of  the major" art forms what are the 
greatest carriers of  our cultures, values and 
customs (Kafewo, 2009, cited in Olayiwola 
2013,p. 320).This includes the" exploit of  
materials, dress, ornament, architecture, object 
and archaeological remains of  people" 
(Nwadigwe, 2004, p.289). Indeed, audio-visual 
media play numerous roles and finally become a 
"weapon of  cultural propagation utilising his 
project on the nation's vast and diverse culture, 
securing a niche for it in the evolving cultural 
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Village" (Olayiwola, 2013, p.337).
All these are to ensure cultural assimilation 

b y  n ew  ge n e r a t i o n  t h r o u g h  m e d i a  
documentations because Oloruntoba (2009, 
p.6) believes that through media, "the identity 
and character of  a nation, is image and culture 
are impressed on popular mind" and thus 
becomes a weapon for unity, peaceful 
coexistence, education, health, science and 
technology, a non-violent solution to social 
problems and conflict in the society. 

Theoretical Framework
Denis Mcquail (1978)'s Normative Theory 
seeks to "locate Media structure and 
Performance in the milieu (environment) in 
which they operate." it is described as a theory 
that deals with what ought to be. It equally 
explains the expected operation of  Media under 
political, economic and cultural circumstances. 
Dennis Mcquail, therefore, summarises the 
basic principles of  the Theory as:

media should accept to fulfill certain 
obligations to society
these obligations are mainly to be met by 
setting high or professional standards of  in 
formativeness, truth accuracy objectivity 
and balance media will concern all classes 
of  audience rather than focus on higher 
classes in the society
  society and the public have a right to accept 
high standards of  performance and 
intervention from the media. 

The major cardinal obligation of  Media 
inOsogbo community through the Osun 
Osogbo festival includes impartation of  
knowledge, provision of  cultural information 
platform of  entertainment to the people of  
Osogbo and beyond. 

Historical Profile of Osogbo
Osogbo is an ancient town located in Osun 
State. The early Osogbo, according to Adedayo 

(2010, p. 19) were" Ijesha from Ipole-omu in 
Obokun who were faced with harsh living 
conditions of  drought and famine, which 
prevented them from getting abundant water for 
farming and domestic use." It was as a result of  
this condition that they moved in search of  a 
better living condition. Adedayo (2010,p.26), 
explained that:

A hunter Olutimehin advised Larooye 
the King to establish his Kingdom in 
the groove. Larooye was the Owaroki 
(king) of  Ipole-omu, a settlement built 
on a hilly area surrounded by trench 
dogs to protect the community from 
attacks by other tribes. 

They are both oral account is substantive 
because of  the availability of  image repetition of  
Larooye at the palace premises. Upon their 
settlement at the Groove, the built houses and 
engaged in farming activities that made them to 
clear and cut down the trees in the forest. 
Olakunle (2014, p.11) confirms that:

Why they were building and engaging it 
is which involve the cleaning of  parts of  
the thick forest and ...of  trees, one of  
the trees fell on the dye pots of  Osun 
goddess who was yet to manifest herself  
to the immigrants. Provoked by this 
danger, voice from the river shouting 
"Laro, Timehin you have broken all my 
dye pots.”

Therefore, other spirits in the forest emerge from 
their shrines to commiserate with Osun goddess 
on the damages done to her pots. They continue 
to chorus" spirit of  the bush (Osogbo), we 
empathize with you." This was how the named 
the spirit "Osu-igbo" which later became 
Osogbo. However, the veneration, celebration 
and worship act of  the Osu-igbo to be as are sult 
of  the Atonement made by the immigrant ruler, 
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Larooye, in order to appease the spirit of  the 
river goddess. Larooye entered into agreements 
with the goddess that he will protect the fore 
stand that Osun goddess will protect the people 
in return. She then promised to multiply them if  
they will propitiate her and build a shrine for her. 
To seal the pact, the king offers the sacrifice. 

The Performance Process of the Osun Festival
The documentation from the National Museum 
and Monument reveals that Osun Osogbo 
festival started since 1370 AD, when the people 
of  Osogbo began the celebration of  the Osun 
goddess. The festival has survived the test of  
time despite the conscious effort made by the 
Europeans to diminish and rubbish this rich 
cultural heritage in Nigeria. 

In an interview with his Royal Majesty, Oba 
Jimoh Oyetunji Olanipekun LarooyeII, the 
Ataojo of  Osogbo land and festival custodian on 
October 7, 2017 we were informed that" the 
festival has a two-week programme of  events 
starting with the traditional cleansing of  the 
town called Iwopopo. Iwopopo entails the street 
parade led by the King to popo area in Osogbo 
town. It is a traditional City cleansing. He 
submits further that this is followed by the 
lighting of  the 644 years old 16 point lamp, three 
days later called Ina oloju-merindinlogun. Some 
4 days later, comes the assemblage of  all the 
crowns of  past rulers with which the current 
king will bless the town. This is known as 
IBORIADE.

Other events that are usually done on 
different days of  the festival includes interschool 
football matches, stake-holders presentation 
forum, Osogbo, PMAN performance day, 
FTAN (Federation of  Tourism Associations of  
Nigeria)'s Osun forum, Osun hospitality 
workshop, traditional games, (Ayo Olopon), 
arts exhibition, golf  competition, Osun 
marathon walk (State government) Susanne 
Wenger's sacred colloquium in Osogbo and 
other social awareness organized in the 

celebrative mood of  Osun Osogbo festival. 
These are highly covered by the media.

The final day is for the Arugba. This is the 
day Arugba, who is a young maid en that has not 
known a man carries the big calabash containing 
the ritual element from the palace to the groove. 
On getting to the groove, she puts the calabash 
on the river. It is believed that as soon as Osun 
gets the sacrifice, the king is prompted and he 
opens his hands to receive a gift from Osun. It is 
believed that Osun spits into his hands. This 
spitis put inside a pot in the shrine. The water is 
used to cure all diseases through out the year. 
The king opening his palms to receive the gift is 
referred to by the people as ATEWOGBEJA 
(one who uses his hands to receive the fish). 
This, in a shortened form became the title of  the 
king as Ataoja of  Osogbo. 

Sustenance and Preservation of Osun Osogbo 

Festival through Media
The usefulness of  media in the society can be 
viewed majorly from three perspectives: 
education, information and entertainment. The 
information aspect, deals with the dissemina-
tion of  ideas or intimating the general public on 
certain issues that is about to happen. As some 
people receive information, they learn in the 
process which translates to the educational goal 
of  the media. While people spend their time to 
enjoy the amusement of  some programmes, 
they tend to socialize through media.

Therefore, our focus is to see how the 
audiovisual media have been used to preserve 
and sustain the cultural and traditional values of  
OsunOsogbo festival. Jimoh (2002, p.18) 
underscores media participation in the 
OsunOsogbo and their contribution to the 
development of  the festival event to its present 
status as a world tourist centre by UNESCO 
thus:

Both electronic and print media have 
been playing notable roles in all the 
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aspects of  culture in Osogbo festival. 

All media organizations' reporters will come to 
Osogbo for coverage of  the symbolic event. 
They will also conduct interviews with the 
Ataojo of  Osogbo who is also the custodian of  
culture and tradition in the town. Some also 
conduct interviews with frontline artists in 
Osogbo there by enriching their stations.

Sustaining the Educational Value of Osun Osogbo 

Festival through the Media
Education in media perspective can be said to 
mean the teach in grand acquisition of  
knowledge, attitudes and values of  a particular 
practice within a given society. Majasan (1967) 
cited in Jekayinfa and Kolawole (2010, p.4) 
stated that "education is the process by which 
Society passes its culture from one generation to 
another." the role of  Media in Osun Osogbo 
equally and tails the importation of  values, 
norms tradition and Customs of  a festival to the 
people of  Osogbo and the world at large. 

This is because documentation of  the event 
by both local and international media outlets is 
to ensure that the tradition of  the festival is made 
available to every body especially those that 
could not witness it in order to learn and be 
equipped with the historical antecedents of  
Osogbo town. 

The documentation not only ensures 
continuity and stability of  the festival but also 
teaches both national and international 
audience about the history of  Osogbo town, its 
religious practice and people's attitudes towards 
their heritage. By this, Media becomes a 
platform upon which non indigene get to be 
developed about the sociological frame work of  
the people of  Osogbo land. 

For instance, entrenches and instilled values 
of  women virtues in the minds of  young girls not 
to be way worse as seen in a character of  the 
votary maid (Arugba) Osun. This shows that the 
society attaches great value and honour to the 

sanctity of  virginity until marriageable age. 
Also, the moral essence of  the festival is upheld 
through audio visual recording of  the festival. 
This becomes "the art of  making available to 
teach new Generations the organised 
knowledge of  the past" which is the process by 
which the traditions and culture of  Osogbo are 
preserved, transferred and sustained from one 
generation to another. 

Another instance is the coverage of  Osun 
children cultural Fiesta that comes as a 
programme during the festival. This is an avenue 
to expose the growing children to the ethics and 
Ethos of  cultural practices ranging from dress 
culture behavioral culture as well as teaching of  
some interpersonal relationships. 

Sustenance of Osun Osogbo Festival Informational 

Value through the Media
Information is seen as a powerful tool of  human 
organisation without which there cannot be a 
developed and organised society. Information 
allows proper relationship between man and his 
society because, it is the knowledge about 
certain phenomenon that will serve as a guide 
and relating with human and nonhuman 
phenomenon around him. Hence, Media is a 
powerful tool of  mass dissemination of  detailed 
information. The audio visual aspect of  Media 
does not only give information or description of  
events, its hows details through technological 
gadgets of  the camera and recording 
instruments. These offers people the 
opportunity to be equipped with detailed 
information about certain issues in the society. 
Similarly, audio-visual involvement in the 
Festival of  OsunOsogbo, generate and 
disseminate information in a number of  ways. 
Firstly, the pre-festival phase which usually 
involves a press briefing at the palace of  Ataoja. 
This opens the festival to public knowledge and 
signals the commencement of  the festival 
activities. This press briefing is done essentially 
through Media outlets that will reach the larger 
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Society and intimate them on the lineup of  
activities of  the festival. 

The use of  audio jingles to send goodwill 
messages to the Ataoja by groups of  individuals 
and corporate bodies popularize and sensitize 
people in the nooks and crannies of  the society 
about the festival. This information, does not 
only prepare the mind of  the people to 
participate in the festival, but equally and gauge 
them to be on the lookout for the days especially 
people in foreign countries. 

Another way in which information of  the 
festival preserve the festival is that, traditional 
religions in Osogbo I made known to the outside 
world especially Ifa worship because all ritual 
events are led by Ifa priests to the groove. This 
can be one of  the reasons why Ifa religion is 
gaining ground even in foreign countries.

Shrines of  Ifa worshippers, Sango, Ogun 
and other deities are present in the Osun groove 
because all the gods have roles to play in the 
celebration of  OsunOsogbo festival. The 
traditional belief  system of  Osogbo people are 
therefore made popular to the world. The video 
recording of  the procession and in a 
olojumerindinlogun, serve as historical 
information about the festival. It is through 
Media transmission that many get to know the 
age of  the sacred lamp and this can be a guide to 
ascertain the origin of  the celebration. Also, the 
visual documentation of  some archaeological 
objects like Osun shrine in the groove, provide 
information about the arts and crafts of  the 
people in ancient times. 

The same can be said of  the recitation of  
Osogbo anthem which is another performance 
that is loaded with information about the 
development of  Osogbo town as well as the 
epithet of  Osun goddess. Therefore, audio 
visual media do not just popularize the festival, 
but have been a major contributor to the 
admission of  OsunOsogbo festival as a World 
Heritage Festival. This was why a European was 
accommodated as a custodian of  the festival. 

Susan Wenger popularly known as Adunni 
Olorisa became the head of  all the worshippers 
of  OsunOsogbo. Technologically, people get to 
know the craftiness of  Osogbo people in the area 
of  beads and accessories making. There is also a 
carnival, the Wenger Carnival, art exhibition 
takes place. This is well covered by the 
audiovisual unit and it is popularized far and 
wide. 

Sustenance of the Osun Osogbo Festival 

Entertainment through the Media
One of  the cardinal rules of  Media is to elicit joy 
in people; to relieve them of  boredom. In the 
Osun Osogbo festival, several entertaining 
activities are line dupby the organising 
committee in order to entertain people. Some of  
these events include inter-schools football 
matches, stakeholders presentation forum, 
Osogbo, PMAN performance day, FTAN 
(Federation of  Tourism Associations of  
Nigeria)'s Osun forum, Osun hospitality 
workshop, traditional games, (Ayo Olopon), 
arts exhibition, golf  competition, and other 
social awareness organized in the celebrative 
mood of  OsunOsogbo festival. These are highly 
covered by the media.

On a particular day, all the past and present 
ArugbaOsun will converge at the pavilion in the 
palace premises and dance to the Rhythm from 
Dundun and Sekere players. They will be called 
order and each will dance to seven different 
readings from drummers irrespective of  their 
age The Ataoja will give them gift and pray for 
them to witness another year. 

The current votary Maiden Mogbonjubola 
Olawale danced to the rhythms of  music before 
receiving her gift from the King. The hallmark 
of  the last year event was the installation of  a 
new chief  drummer (Ayangalu) who will be 
incharge till he retires from the profession. He 
dances to drums from other drummers and he 
will be proclaimed by the Ataoja. All the official 
entertainment events in the festival are from 
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corporate Business Ventures such as MTN, 
Globacom, Goldberg, Star and others. These 
shows feature popular Fuji musicians and pop 
artists across Osogbo land. All these are made to 
happen by the media which enlightens the ritual 
mood of  the festival. 

Importantly, the objective of  the media in 
the celebration of  OsunOsogbo festival gives the 
festival an opportunity to become globalised. 
This is because, those in the diaspora who could 
not participate physically in the festival we are 
opportune to just interact with an event but also 
to know what happened during the festival. The 
visual recording a live broadcast of  the 
OsunOsogbo festival on various national and 
international television stations, is aimed at the 
preservation and sustenance of  cultural code 
emblems of  the festival. Through this, many 
people get involved in the festival. Some may 
even get initiated to believe in the spiritual power 
of  the river goddess because of  some 
testimonies given at the riverbank. 

Through the media, potency of  the Osun 
water is popularized and as such, cultural value 
of  Osogbo people is made permanent on the 
minds of  the viewer's irrespective of  their towns. 
By this, the media increase the level of  
participation in a cultural festival as it promotes 
a large number of  people in the cultural 
discussion, participation and appreciation. The 
festival also develops the economic values of  
Osogbo town. This is because, the visitors 
during the Festival, buys Osogbo artifacts and 
souvenirs when going home. Today, UNESCO 
promotes the festival as one of  the world best 
tourist destinations which pulls people from 
different countries.

Conclusion and Recommendations
This study appraises the indispensability of  
audio visual Media in the sustenance and 
Preservation of  cultural ethics and ethos of  
OsunOsogbo festival. The participation of  
Media in all the activities of  the festival is a way 

through which modern Communities are made 
to understand the essence and purpose of  the 
people's cultural heritage. The use of  
technological devices of  the media in the 
documentation of  such practices in advertently, 
promotes the cultural philosophical belief  of  the 
people. 

These achievements are made because the 
media, through the OsunOsogbo festival, have 
become a platform of  education, where people 
learn and get acculturated to the festival. They 
are, also, aware of  changes in the social set up 
and information. Simultaneously, they get 
entertained with several activities of  the festival. 
Beyond these, participants are allowed to 
interact with the people of  Osogbo in a number 
of  ways in the sense that different national and 
international television stations like NTA, 
Channels, and OSBC TV are radio stations 
across the country that transmit the festival live 
and record the events of  the festival at different 
points in time. Some of  them come with their 
OB vans to undertake Live Transmission of  the 
ceremony and engage participants in interview. 
This gives a sense of  immediacy to those 
watching a different location even when they 
might be restricted to non-physical interaction. 
It is among the findings that media involvement 
in OsunOsogbo festival has broken the usual 
barrier of  threat by the hosting Communities 
who usually want to disallow coverage of  
festival activities. This in a way contributes to 
the preservation and sustainment of  human 
culture why is AIDS the stability and 
development of  cultural practices Among the 
Young Ones especially those in the diaspora. 
For instance, the projection of  religious 
practices of  Ifa, where children were chanting 
IyereIfa, is documented for knowledge transfer 
to other interested people in the diaspora. 

Similarly, the past Arugba maiden's dancing 
to Dundun drums well as the procession from 
the palace to the group protect and preserve the 
ethics and Ethos of  OsunOsogbo festival. 
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It has become imperative for all societies in the 
world that do not want their festivals perish, to 
embrace the technology cool advantage of  
media in protecting and preserving the sanctity 
of  the cultural practices in order to ensure its 
sustainability and preservation for the coming 
generations. This will be more guaranteed when 
the  cus todians  o f  cu l ture  and  les s  
confrontational whenever Media practitioners 
are cited at cultural performance venues. This is 
because their participation will help in the 
preservation and popularization of  Cultures 
that are hither to unknown. This strategy boosts 
the patronage of  cooperative organisations and 
tourists across the globe as this cultural media 
content can be revisited from time to time as 
educational resources for up coming 
generations. 

It is recommended that lovers of  culture 
move beyond the patronage of  a ceremony: to 
ensure a timely sponsor of  the other events of  
the festival and show such around the world. 
While doing this, the responses to will become 
known in the nation and this can boost their 
businesses. This can be said of  MTN and GLO 
who are past sponsors of  OsunOsogbo festival. 
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Background
Product Information provides requisite 
knowledge, increases awareness and strengthens 
bond especially for those who have been 
exposed to advertised products and services in 
the past; therefore, advertising communication 
is fast becoming an important area of  integrated 
marketing communications (IMC) that is 
intended to reach a large and heterogeneous 
audience with the aim of  maximizing profit. No 
wonder Edeh (2015, p.1) posits that information 
about goods and services is a critical aspect of  
every attempt to influence, persuade and 
i n s t i g a t e  p a t r o n a g e  i n  c o n s u m e r s .  
Consequently, it is the communication ability of  
those who produce goods and services in large 
scale that creates brand awareness and thither to 
generate prospective customers and maintain 
brand loyalty.

America Marketing Association (AMA), 
according to Wright (1977), defined advertising 

as any paid form of  non-personal presentation 
and the promotion of  ideas, goods and services 
by an identified sponsor. Thus, the objective of  
advertising is basically to change the thinking 
pattern (or buying behavior) of  the recipient so 
that he/she is persuaded to take the action 
desired by the advertiser. In a nutshell, 
advertising can be seen as an audio or visual 
form of  marketing communication that 
employs an openly sponsored, non-personal 
message to promote or sell a product, services or 
idea.

Advertisement can also be carried out to 
remind already existing consumers about the 
availability of  already exiting goods and services 
in the market and also to communicate 
additional information to consumer pertaining 
additional values in a product. Commercial 
advertisers often seek to generate increased 
consumption of  their products or services 
through branding, which associates a product's 

O R I G I NA L A RT I C L E

This study analyzed viewers' perception of  embedded product advertisements in the movie: The Joneses. The 
research work ascertained how effective product advertisement inside movies can be and how these embedded 
products can be used to influence consumer purchase decision. This study adopted the uses and gratification 
theoretical framework so as to yield an objective result. The survey method was adopted for research design, using 
questionnaire as instrument of  data collection to elicit responses from respondents. One of  the key findings is that 
the embedment of  product advertisement into movies has proven to be effective in creating awareness and 
promotion of  the products and services seen in movies which has helped to increase patronage for the advertiser(s). 
It is recommended that traditional media organizations and media practitioners should be creative enough to 
advertise products and services to consumers in a clutter-free environment as advertisement is the life wire of  
traditional media.
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name or image with certain qualities in the 
minds of  consumers.

The birth of  embedded advertisement in 
movies The embedding of  advertisement into 
movies is basically a marketing strategy 
employed by producers or manufacturers of  
products to give more identification, 
prominence and effective acknowledgement to 
their products in forms of  movies.

Lewis et al. (2002) state that embedment of  
advertisement or product placement began in 
the nineteenth century. By that time, Jules Verne 
published the adventure novel Around the 
World in Eighty Days (1873); his fame had led 
transport and shipping companies to lobby to be 
mentioned in the story and whether Verne was 
actually paid to do so, however, remains 
unknown. Furthermore, research reported by 
Jean-Marc Lehu (2007) suggests that film 
produced by Auguste and Louis Lumiere in 
1876 was made at the request of  a representative 
of  Lever Brothers in France. The film featured 
Sunlight Soap which may be the first recorded 
instance of  paid placement in film. This 
consequently led to Cinemas becoming one of  
the earliest channels used for product 
placement; and recognizable brand names 
appeared in movies televised via cinemas. The 
earliest example of  product embedment into 
movies is "The Garage", "a Buster Keaton", 
Falty Arbuckle short comedy film which 
featured the Logo of  Red Crown gasoline in 
several scenes.

Statement of the Problem
The key to the commercial success of  products 
and services lies in the ability of  manufactures to 
effectively reach a vast majority of  audience 
through a combination of  marketing mix or 
channels of  communication capable of  creating 
and sustaining awareness about the existence, 
functions and availability of  their products and 
services to the public which is most likely to be 
achieved through products placement into 

movies. 
Since advertisers have become increasingly 

concerned about the less efficiency and impact 
of  traditional advertisements placed in 
television, radio and print due to the transient 
nature of  electronic media, limited time and 
space and less information dissemination about 
the uniqueness, features, locations and other 
positioning of  products, advertisers have come 
up or turned to alternative approaches to 
effectively advertise their products. Embedding 
of  products, services and ideas into movies in 
order to arrest the maximum attention of  
consumers, and to maximize sales was 
introduced, because conventional ways of  
advertising is declining, becoming less effective 
and providing less sale or patronage. Over the 
years, advertisers have come to terms with 
advertisement clutters which compete for 
attention with dozens of  other products or 
brands. Therefore, advertisers need to think 
outside the box to come up with this market 
strategy of  embedding product ads into movies 
which is likely to be featured in a clutter-free 
environment.

In addition, other means of  advertising are 
becoming monotonous and less effective; hence, 
it is imperative for advertisers to resort to 
employing new innovative ways to attract and 
record high patronage. Thus, this study is set to 
investigate viewers' perception of  embedded ads 
in movies with the view to ascertaining its 
efficacy.

Conceptual interpretation of advertising
Advertising exposes goods and services to the 
consideration of  consumers and persuade 
consumers to buy certain products advertised to 
them. Advertisements are seen in newspapers, 
magazines, television, handbills, posters, 
billboards, movies and the internet and are 
heard on radio and other audio devices. 
Advertising is very important because however 
good a product is, it will not find a buyer if  no 
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one knows about it.
Nowadays, everyone is influenced by 

advertising and we do not even realize how it 
affects us (Frolova, 2014). Belch and Belch 
(2003) aver that advertising plays an important 
role in our everyday life. They further reiterate 
the fact that advertising and other types of  
promotional messages are used to sell products 
and services as well as to promote cause, market 
political candidates, and deal with societal 
problems such as prostitution, alcohol, drug 
abuse, rape, cultism etc. It, therefore, means that 
advertising basically determines our perspective 
of  images and way of  life and it has an impact on 
our thinking as well as on the attitude towards 
ourselves and the world around us. 

Advertising and promotion are fast 
becoming an integral part of  our social 
economic system in the 21st century. Belch and 
Belch (2003) postulate that in market-based 
economies, consumers have learned to rely on 
advertising and other forms of  promotion for 
information they can use in making purchase 
decisions. This is why a well creative, appealing 
and persuasive advertising content is crucial in 
order to attract high patronage, profits and, 
possibly, brand loyalty.

Springer (2007) as noted in Frolova (2014) 
writes that "the power of  advertising is such that 
even the number one brand in the world believes 
and invests in it". 

Advertising plays an important role as it 
positions a brand into the minds of  consumers 
and thereby creating differentiation in a 
competitive market place. Kamble (2011) points 
out that advertising is used for communicating 
business information to present and prospective 
customers. It usually provides information 
about the advertising firm, its product qualities, 
place of  availability of  its products etc. 
Advertising is indispensable for both the sellers 
and the buyers. However, it is more important 
for the seller. In the modern age of  large scale 
production, producers cannot think of  pushing 

sale of  their products without advertising them.

Embedded advertising in perspective
Belch and Belch (2003) agree that for decades, 
the advertising business was dominated by large, 
full-service Madison Avenue-type agencies-the 
advertising strategy for a national brand 
involved creating one or two commercials that 
could be run on network television, a few print 
advertisements that would run in general 
interest magazine, and some sales promotion 
support such as coupons and premium offers. 
However, in today's world there are a myriad of  
media outlets - print, radio, cable and satellite 
TV and the Internet, competing for consumers' 
attention. Marketers are now looking beyond 
the traditional media to find new and better 
ways to communicate with their customers. 
According to Brennan and Babin (2004), 
producers and marketers are now changing the 
way they communicate with their consumers 
knowing that they are operating in an 
environment where advertising messages are 
everywhere and consumers channel-surf  past 
most commercials and brands promoted in 
traditional ways are becoming less effective.

Reed (1989) cited in Gupta and Lord (1998) 
states that interest in product embedment grew 
tremendously in 1982 in the US after the 
celebrated successful placement of  Reese's 
pieces Candy in the film"E.T" in which an alien 
was shown to follow a line of  Reese's pieces, and 
Elliot's successfully attempts to make friends 
with the alien by offering him Reese's Pieces. 
Following this product embedment, sales of  
Reese's Pieces according to Reed increased by 
65% in the three months after "E.T" was 
released.

Factors in the media environment which 
have sent marketers searching for alternatives to 
advertising include avoidance of  television ads 
by zipping and zapping (Olney, Holbrowk, & 
Batra, 1991), audience fragmentation due to the 
proliferation of  cable channels, commercial 
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clutter driven by increasing time allocated to 
advertisements as it is the life wire of  traditional 
media and a simultaneous decrease in 
commercial length (Lawrence, 1989).

According to d'Astous & Chartier (2000), 
product embedment is the inclusion of  a 
product, a brand name, or the name of  a firm in 
a movie or in a television program for 
promotional purposes. Gupta and Lord (1998) 
further recommend the inclusion of  other forms 
of  media such as video games, television shows, 
music, videos and novels. Russell and Belch 
(2005) define product embedment as "the 
purposeful incorporation of  a brand into an 
entertainment vehicle".

Objectives of the Study
The study was carried out in order to find out the 
perceptions of  viewers on the suitability and 
efficacy of  embedded advertisements in movies, 
particularly, "The Joneses". Specifically, the 
study seeks to:
1. Assess audience views on the use of  

embedded advertising technique in movies.
2. Ascertain the effectiveness of  product 

advertisement in movies.
3. Determine the extent in which embedded 

advertainment can help persuade and 
influence consumers into purchasing 
brands seen in movies.

Research Questions
1. How do viewers feel about the use of  

embedded advertising technique in movies 
watched?

2. Are product advertisements in movies 
effective?

3. To what extent can embedded advertain-
ment help persuade and influence 
consumers into purchasing brands seen in 
movies?

Theoretical Framework
This study is anchored in the Uses and 

Gratification Theory. Uses and gratification 
theory of  communication explains how media 
consumers use the media to fulfill their needs. 
Gratification of  needs is the most important role 
of  the media for humans. People get knowledge, 
interaction, relaxation, awareness, escape and 
entertainment through media which they use for 
interpersonal communication as well. This 
theory is centered upon users and audience 
approach and is more related to Maslow's 
hierarchy of  need; and is also closely related to 
human psychology of  needs, motives and 
influence. Uses and gratification theory focuses 
on free will of  audience.

Methodology
This study undertook a survey method of  
research to investigate audience perception on 
the embedment of  product placement in movies. 
The survey design was adopted in order to get 
first-hand information and help make 
descriptive analysis and interpretation of  
audience views opinions. However, Osuala 
(2001) asserts that "surveys are oriented towards 
the isolation of  causative factors".Survey 
research is used because it is more realistic than 
experiment as it investigates phenomenon in 
their settings naturally; also it does not just 
undercover data, but it interprets, synthesize 
and integrates the data and points to 
implications and interrelationships among 
variables which in this case are advertisements 
and movies.

Area/Population of the study

This study was carried out on 200 and 400 level 

students of  Mass Communication Department, 

University of  Jos, Plateau State, Nigeria in the 

2017/2018 academic session with similar/ 

qualified characteristics. The total population 

for both levels is 301 according to student's 

statistics for 2017/2018academic session. Some 

students were shown the movie "The Joneses" as 

a case specific for MAC 223 and MAC 413 
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elective courses taught by the researcher. The 

rationale for choosing these sets by the 

researcher is because one is a lower class (200 

level) with little knowledge of  advertising and 

the other a higher class with more experience in 

advertising; this is to ensure balance in terms of  

their views, opinions and perceptions. Ohaja 

(2003) opines that research populations are all 

those persons, materials or things that fall under 

the umbrella of  the topic or that can be 

ascertained to address the research problem or 

meet the research objectives. 

Sample size determination

Sample size determination is the act of  choosing 

the number of  observation or replicates to 

include in a statistical sample. Osuala (2001) 

noted that a sample of  a unit should be selected 

from the list with care and precision and that a 

good sample must be as nearly representative of  

the entire population as possible. The sample 

size is an important feature of  any empirical 

study in which the goal is to make inferences 

about a population from a sample.

Therefore, in this study a sample size of  100 

respondents was used for analysis. The sample 

size was determined using Morgan's table for 

sample size, with a confidence level of  95% and 

a 5.0% error margin.

Sampling technique

For this research, the sampling technique used 

was the purposive sampling technique. A 

purposive sampling is a non-probability sample 

that is selected based on characteristics of  a 

population and the objective of  the study. 

According to Maxwell (1996) cited in Hamed 

(2016) purposive or judgmental sample is a 

strategy in which particular settings, persons or 

events are selected deliberately in order to 

provide important information that cannot be 

obtained from other choices. Asika (1991) 

writes that "in choosing some sample elements, 

the researcher may be guided by what he 

considers typical cases which are most likely to 

provide him with the requisite data or 

information". Therefore, the researcher decided 

purposively to choose only those students that 

took electives in MAC 223 and MAC 413 

courses.

Instrumentation

The instrument of  data collection used in this 

study was the questionnaire.

Method of data collection

Self-administration of  questionnaire was 

adopted by the researcher in collecting primary 

data. 

Data analysis/presentation

According to Nwana (1981) cited in Toluhi 

(2001) data analysis refers to "those techniques 

used by the researcher to extract data that were 

not apparently there before and which would 

enable the summary description of  the subject 

studied".

Data from various sources are gathered, 

reviewed and then analyzed to arrive at some 

sort of  findings or conclusion. Therefore, the 

data gathered for this study through the 

questionnaire were analyzed and summarized 

using tables, chats and simple percentiles.

Demographic Data of Respondents

 

Source: Field study, 2019.

Sex of Respondents
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The chart above shows the frequency 

distribution of  the sex of  respondents. Out of  

100 respondents, 42 representing 42% are male, 

while 58 representing 58% are female.

Source: Field study, 2019.

Chart 2 represents the frequency distribution of  

respondents' age. It showed that 62 respondents 

representing 62%are within the age distribution 

of  18-25 years old, while 33 respondents 

representing 33% were within the age limit of  

26-35 years. 5 respondents representing 5% were 

within the age grade of  36-45 years. However, 

none of  the respondents were above the age of  

46 years.

 

Source: Field study, 2019.

Chart 3above shows the level of  study of  

respondents in which 47 respondents 

representing 47% were 200 level students, and 

53 respondents representing 53% were 400 level 

students of  Mass Communication Department, 

University of  Jos.

Table 1: Research Question 1: What is your perception 

of the movie?

Source: Field study, 2019.

Table 1 sought to know respondents perceptions 

of  the movie and 41 respondents representing 

41% says the movie is informative, 41 

respondents representing 41% agrees that the 

movie is educative while 18 respondents 

representing 18% ascertained that the movie is 

captivating. 

Table 2: Question 2: Is the movie capable of increasing 

product patronage among viewers?

Source: Field study, 2019.

Table 2 shows the responses gotten from 

respondents as to whether the movie is capable 

of  increasing product patronage among viewers 

and all 100 respondents representing 100% 

agrees that the movie is actually capable of  

increasing product patronage among viewers 

and none of  the respondents agree that the 

movies is not capable of  increasing product 

patronage among viewers. 

Table 3 looks at respondents' responses on 

whether they think products embedment into 

movies is the alternative method to increase 

sales against traditional media. 90 respondents 

Age Grade of Respondents

Response

Informative

Educative

Captivating

Total

Frequency

41

41

18

100

Percentage (%)

41.0

41.0

18.0

100

Response

Yes

No

Total

Frequency

100

-

100

Percentage (%)

100

-

100Level of Study of Respondents

NTAtvc J of  Comm. 2019;3(1):106 - 113 111

MWANSAT S. S.  & DAPOET B. Analysis of Viewers' Perception of Embedded product Advertisement in The Movie: “the Joneses”



representing 90.0% agrees that the embedment 

of  products into movies is the alternative 

method to increase sales against traditional 

media while 10 respondents representing 10.0% 

says it's not.

Table 3: Question 3: Do you think product embedment 

in movies is the alternative method to increase sales 

against traditional media?

Source: Field study, 2019.

Table 6: Research Question 2: How effective can 

product embedment be? 

Source: Field study, 2019.

Table 4 sought to know how effective product 

embedment can be; this answers RQ 2. 56 

respondents representing 56.0% said it can be 

very effective, 38 respondents representing 

38.0% said it can be effective, none of  the 

respondents agree to less effective and 6 

respondents representing 6.0% said they are not 

sure.
Table 5 looks at respondents' responses on 

whether the embedment of  products into 
movies can persuade viewers over buying the 
embedded products.  98  respondents  
representing 98.0% said yes while 2 respondents 

representing 2.0% said no.

Table 5:  Research Question 3: Can the embedment of 

products into movies persuade viewers over buying 

the embedded products? 

Source: Field study, 2019.

Table 6: Research Question 3: Can product 

embedment into movies influence consumers buying 

habit?

Source: Field study, 2019.

Table 6 looks at respondents opinions on 
whether products embedment into movies can 
influence consumers buying habit. 98 
respondents representing 98% agreed that 
products embedment into movies can influence 
consumer buying habit while 2 respondents 
representing 2% disagreed.

Summary/Conclusion

This study delved into audience's perceived 
perspective on the embedment of  products 
advertisement into movies with special 
reference to a foreign movie titled"The Joneses". 
It revealed, among other things, the effectiveness 
of  products embedment into movies, which is 
primarily aimed at creating products awareness 
and increasing patronage for the advertiser. The 
key to the commercial success of  products and 
s e r v i c e s  l i e s  i n  t h e  a b i l i t y  o f  a  

Response

Yes

No

Total

Frequency

90

10

100

Percentage (%)

90.0

10.0

100

Response

Very Effective 

Effective

Less Effective

Not Sure

Total

Frequency

56

38

-

6

100

Percentage (%)

56.0

38.0

-

6.0

100

Response

Yes

No

Total

Frequency

98

2

100

Percentage (%)

98.0

2.0

100

Response

Yes

No

Total

Frequency

98

2

100

Percentage (%)

98.0

2.0

100

NTAtvc J of  Comm. 2019;3(1):106 - 113 112

MWANSAT S. S.  & DAPOET B. Analysis of Viewers' Perception of Embedded product Advertisement in The Movie: “the Joneses”



manufacturer/advertiser to effectively reach a 
vast majority of  audience through a 
combination of  marketing mix or channels of  
communication capable of  creating and 
sustaining awareness about the existence and 
availability of  their products to the public. 

Interestingly, results have shown that with 

the embedment of  products advertisement into 

movies, products manufactures and advertisers 

have been able to curb the high rate of  

advertisement clutter and audience loss of  

attention by effectively embedding their 

products into movies which has succeeded in 

subtly creating products awareness and has 

helped in influencing, persuading, and inducing 

audience into purchasing products and services 

seen in movies.

Recommendations

It is a very capital intensive venture to produce 

and advertise products to consumers, which 

implies that there should be return on every 

investment put together to reach consumers and 

make them consume products and service 

available at the market place. Therefore, this 

study makes the following recommendations:

1. Traditional media practitioners should be 

more creative with regard to exploring 

modern forms of  advertising products to 

consumers.

2. Media organizations and practitioners 

should consider the embedment of  products 

advertisement into their daily media 

programmes.

3. Information overload can lead to audience 

loss of  attention, hence the need for 

advertisers to explore more interesting ways 

of  product awareness.
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Background to the Study
Prior to 1948, only antenna signals were used to 
transmit television programmes to audiences. 
Transmission through antenna signals was 
however distorted due to distance and certain 
environmental factors like mountains, hills and 
unfavourable weather conditions. These 
challenges were subsequently addressed with 
the advent of  cable television. Cable television 
was first experimented in Oregon, USA. In 
1948, Ed Parson of  Astoria, Oregon, built the 
first CATV system consisting of  twin-lead 
transmission wire strung from housetop to 
housetop.  It was developed to deliver over -the- 
air television signals to small towns and villages 
where the antenna signal could not be received 
(Cable History, 2014). The shrinking of  the 
world into a global village through the 
sophistication of  communication technologies 

brought a twist to the use of  cable television 
worldwide. Audience from various parts of  the 
world begin to seek information about people, 
issues and events in other parts. When 
globalization narrows the space between people 
across the world, audiences in a nation become 
more inclined to know about other nations. But 
then, distance has always been a problem. 
Television programs produced and aired in one 
part of  the world could not be transmitted to 
other parts using the antenna signals. To make 
television programmes accessible to audience 
all over the world, the cable technology was 
adopted (Nwabueze, Nweke, Nwaebi,& Ebeze, 
2012). Cable television became a means of  
receiving programming otherwise unavailable.

According to Odunlami, (2014), it was 
Alhaji Bawa Garuba (ABG) who started cable 
TV Industry in Kaduna in 1984. His primary 
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goal was to downlink cable TV signals from 
transmitters; the down linking of  satellite 
signals from transmitters started in 1991. Hero 
communications, through ABG, installed the 
first Multichannel, Multipoint Distribution 
Service (MMDS) in Lagos and other major 
cities including Kaduna and Rivers States.  
Recounting Nigeria's steady drift towards cable 
TV, which is often referred to as pay TV, 
Igbokwe (2009,p.4) avers that "Nigeria now has 
one of  the most vibrant media subsectors on the 
continent with the licensing of  private radio and 
television stations and there is substantial 
takeup of  pay TV". The growth of  cable 
television technology in Nigeria has led to 
increase in subscribers. According to Wooley 
and Southwood (2008, p.32), "growing cable 
and satellite subscriber bases suggests more 
people are willing and able to pay for services." 
Subscribers can choose between monthly, 
weekly or daily subscription plans. 

Electronic banking channels enable 
customers to carry out transactions on their own 
with ease and convenience (Ovia, 2002). 
According to Okechi and Oruan (2013), 
electronic banking system is an innovative 
service delivery mode that offers diversified 
financial services like cash withdrawal, funds 
transfer, cash deposits, payment of  utility and 
credit card bills, cheque book requests, and other 
financial enquiries. There has been a paradigm 
shift in banks from the traditional banking 
system to an improved platform anchored on 
electronic system (Kamakodi & Khan, 2008). 
This has made it easy for consumers to carry out 
transactions on their own with ease and 
convenience. E-banking facilitates common 
transactions such as withdrawals, money 
transfer, payment of  goods and services and 
payment of  bills (Chavan, 2013). For a customer 
to successfully use any e-banking product for 
performing financial transactions there must be 
an internet connection and smart digital systems 
(Sharma,2011). Prior studies suggests that 

electronic payment methods provide their 
customers with a number of  advantages 
including location free access (Laukkanen & 
Lauronen, 2005), a wide variety of  purchase 
possibilities, an easy alternative to cash 
payments and timely contacts with their 
financial resources. 

Taking into cognizance its advantages and 
constraints, it is difficult to tell if  audience use 
electronic banking channels for cable TV 
subscription. To eliminate all traces of  
assumption, it becomes imperative to conduct a 
study to identify and analyze various E-banking 
channels and assess the level of  audience use of  
these channels for cable TV subscription in Kogi 
State.

Statement of the Problem
Electronic banking was adopted by banks to 
improve their service delivery, decongest queues 
in banking halls and enable customers 24/7 
access to their financial activities. Floh and 
Treiblmaier (2006) substantiate this with their 
assertion that the proliferation of  electronic 
banking globally can be attributed to its 
costsaving potentials and convenience on the 
part of  customers. While industry watchers 
argue that e-banking advantages outweigh the 
demerits, the naysayers of  this technology 
driven innovation argues the contrary. As a 
result, it becomes imperative to determine how 
these arguments impact on cable TV 
subscribers. The audience use and experience 
remains the most credible source of  the extent of  
dependability on e-banking for TV subscription. 
Such consequently necessitated an investigation 
of  this phenomenon.

Objectives of the Study
In general, this study evaluates audience use of  
electronic banking channels for cable TV 
subscription. Specifically, the objectives of  this 
study are to:
1. Find out how many Kogi State University 
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staff  members use e-banking channels for 
cable TV subscription.

2. Find out what e-banking channels Kogi 
State University staff  mostly use for Cable 
TV subscription.

3. Determine how frequently Kogi State 
University staff  members use electronic 
banking for cable TV subscription.

Research Questions
The following are the research questions for the 
study.
1. How many of  Kogi State University staff  

members use E-banking channels for cable 
TV subscription?

2. What E-banking channels do Kogi State 
University staff  members mostly use for 
Cable TV subscription?

3. How frequently do Kogi State University 
staff  members use electronic banking for 
cable TV subscription?

Significance of the Study
This study aims at evaluating and assessing the 
use of  electronic banking channels for cable TV 
subscription amongst Kogi State University 
staff. This study will be of  immense significance 
to researchers in the academia. It does not only 
aim at contributing to knowledge but also 
providing a foundational basis for further 
studies into the use of  E-banking channels to 
facilitate access to television contents. This 
study also throws more light on audience use of  
information technology (IT) as E-banking 
involves the use of  information technologies like 
Mobile phones, PC and internet. It is also 
beneficial to the banking sector by providing 
insight on customers' usage pattern and 
preference of  electronic banking channels of  
payment. In addition, this study also benefits 
regulators and owners of  cable TV platforms by 
providing substantial information and data 
needed to carry out market research on their 
customers to improve service.

Scope of the Study
While the research is geared towards appraising 
audience use of  E-banking channels for cable 
TV subscription in Kogi State, the geographical 
area of  coverage will be limited to Kogi State 
University, Anyigba, as this researchers study 
the phenomenon among the staff  of  KSU.

Theoretical Framework and Literature Review

Technological Acceptance Model (TAM)
Technological acceptance model is an 
information systems theory propounded by 
Fred Davis in 1989.  It is an extension of  Ajzen 
and Fishbein's theory of  reasoned (TRA). It is 
the most widely accepted model of  users' usage 
of  technology (Venkatesh, 2000). The model 
suggests that when users are presented with a 
new technology, a number of  factors influence 
their decision about when and how they will use 
it. Prominent amongst these factors are 
Perceived Usefulness (PU) and Perceived Ease 
of  Use (PEOU). According to the theorist, 
perceived usefulness is the degree to which a 
person believes that using a particular system 
would enhance his or her job performance while 
perceived ease of  use is the degree to which a 
person believes that using a particular system 
would be free from effort (Odumeru, 2012). 
Despite the overwhelming support for the use of  
the TAM in understanding technology 
acceptance and usage, the theory has certain 
limitations. For example, a study of  the theory 
by Moon and Kim (2001) shows that the TAM 
does not precisely capture the influences of  
technological and usage context factors that 
influence user acceptance and use of  IT systems. 
Consequently, various studies have included 
additional factors such as subjective norms, 
trust, security and privacy, perceived self-
efficacy and enjoyment, demographic variables 
and information available regarding online 
banking to provide a fuller understanding of  the 
topic (Maduku |& Mpinganjira, 2012; 
Yaghoubi, 2010; Pikkarainen et al., 2004).In 
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TAM 3 proposed by Venkatesh and Bala (2008) 
in the context of  E-commerce, the effect of  trust 
and perceived risk on system use were included. 
This theory is relevant to the study because it 
considers all the factors capable of  influencing 
the rate of  audience use of  E-banking channels 
for cable television subscription. According to 
this theory, audience use of  E-banking services 
can be influenced by perceived ease of  use, 
perceived usefulness, perceived risk and trust. 
Therefore, in studying audience use of  e-
banking channels for cable television 
subscription, the theory offers foundational 
information that influences the extent of  
audience use of  the system. 

Cable Television and its growth in Nigeria
Cable Television is a system for distribution of  
audio-visual content for television, FM radio 
and other services to consumers through fixed 
coaxial cables, avoiding the traditional system 
of  radio broadcasting antennas (broadcast 
television) and has widespread use, mainly 
through the pay-TV services. Technically, the 
cable TV involves the distribution of  a number 
of  television channels received and processed in 
a central location (known as head-end) to 
subscribers within a community through a 
network of  optical fibre and/or coaxial cables 
and broadband amplifiers. The use of  different 
frequencies allows many channels to be 
distributed through the same cable, without 
separate wires for each, and the subscriber 
selects the desired channel from among all. In 
Nigeria, when the military took over in 1984, the 
broadcast sector was not hijacked like it was in 
1970. The existing broadcast stations just had to 
follow a set of  guidelines. That same year, Alhaji 
Bawa Garuba (ABG) started the first cable 
television service in Nigeria. However, the down 
linking of  satellite signals from transmitters 
started in 1991. Hero communications, through 
ABG, installed the first Multichannel, 
Multipoint Distribution Service (MMDS) in 

Lagos and other major cities including Kaduna 
and Rivers States. With the introduction of  the 
"cableantenna", direct broadcast satellite 
became revolutionized as the receiver which is 
much cheaper than satellite dish came within 
the reach of  more people (Okoye, 2004).As at 
inception, ABG had over 6 foreign stations 
including Cable News Network (CNN), 
EuroSport, Canal France and Channel Zero, 
inter alia. After the deregulation in 1992, ABG 
through technical partnership became 
Communication Trend Limited (CTL). 
Following the deregulation, other cable 
television providers began to spring up in the 
Nigeria cable television market. Some of  the 
earliest cable service providers in Nigeria 
include: Satnet now known as Ultimal in 1993 
and Multichoice in 1995.Presently, over 10 cable 
service providers in Nigeria including GoTV, 
TSTV, Kwese TV and Startimes. One of  the 
major factors responsible for the growth of  cable 
television in Nigeria is the love for sports. 
According to Igbokwe (2009), "The substantial 
uptake in payTV in Nigeria has been attributed 
to the broadcast of  European football."

From its inception in the 1990s to date, 
different cable television operators have flooded 
the Nigerian market (Ajayi, 2016). Some of  the 
most popular operators of  cable television 
services in Nigeria are:

DSTV: digital satellite television is a Sub-Saharan 
African direct satellite service owned by 
MultiChoice with headquarter in South 
Africa. The service started in 1995 and 
provides multiple channels and services to 
their subscribers. In May 2018, DSTV 
reached 13.5 million customers across 
Africa (Wikipedia).

Startimes: Startimes Nigeria is a subsidiary of  
Startimes Media, a Chinese based company. 
This cable TV is a digital terrestrial 
television (DTT) network services brought 
to Nigeria by NTA star TV network limited 
and was the first digital TV to hit Nigerian 
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market earlier in 2010.It uses DVB-T 
(Digital Video Broadcast on Terrestrial) 
technology which does not require the 
installation of  dish to deploy its services. 
This technology has since then been 
upgraded to DVB-T2. The new DVB-T2 
technology will work anywhere in the 
country where they operate or where their 
services have been extended to (naijnaira, 
2018).

GOTV: GoTV Nigeria is a product of  Multichoice 
Nigeria, a subsidiary of  Multichoice Africa 
headquartered in South Africa. GoTV is a 
cable TV that deploy its service with DVB-
T2, the latest digital terrestrial broadcast 
technology. Apart from Nigeria, GoTV is 
also available in Zambia, Uganda, Rwanda, 
Namibia, Mozambique, Malawi, Kenya 
and Ghana. It was launched into Nigerian 
market in 2012. GoTV was first launched in 
OYO state capital (Ibadan) as GoTV 
Nigeria offering 20 channels then. GoTV 
coverage has gradually extended to almost 
all Nigerian cities and towns in the past 
years (naijnaira, 2018).

KWESE TV: KweséTV is a pay-as-you-watch cable 
TV service, offering over 50 channels of  
world-class entertainment. KweseTV was 
launched in Nigerian in 2017 and also 
available in Rwanda, Zambia, Ghana, 
Kenya, Tanzania, Uganda, Ethiopia, 
Malawi, Botswana, Namibia, Lesotho and 
Swaziland. Kwesé is a Pan-African 
entertainment company operated by Econet 
Media, a subsidiary of  Econet Wireless. 
Kwesé's product offering is available on 
satellite, cable and internet based platforms, 
including video-on-demand and mobile 
options. With Kwesé, content is not only 
accessible through multi-platform service, 
but also through a revolutionary payment 
model. Kwesé subscribers can also enjoy an 
always-on programme offering on their 
KweséTV decoders (Ogunsayan, 2018).

E-banking and E-commerce
E-commerce can be basically defined as the 
production, promotion, selling and distribution 
of  products and services in an online 
environment. E-commerce is the use of  
electronic communications and digital 
information processing technology in business 
transactions to create, transform, and redefine 
relationships for value creation between or 
a m o n g  o r g a n i z a t i o n s,  a n d  b e t we e n  
organizations and individuals (Nisha and 
Sangeeta, 2012). According to Turban and King 
(2003) and Ngai and Wat (2005), E-commerce 
can also be defined from several different aspects 
which include Communication aspect, business 
process aspect, Service aspect and online aspect.
E-banking Channels in Nigeria 

Mobile Banking: Mobile banking involves 
the use of  mobile phone for settlement of  
financial transactions, it supports person to 
person transfers with immediate availability of  
funds for the beneficiary, mobile payments use 
the card infrastructure for movement of  
payment instructions as well as secure SMS 
messaging for confirmation of  receipt to the 
beneficiary). Segun (2011) defines mobile 
banking as an occurrence when customers 
access a bank's networks using cellular phones, 
pagers, personal digital assistants, or similar 
devices through telecommunication wireless 
networks. Akpan (2009) views mobile banking 
(Mbanking) as an application of  mobile 
commerce that enables customers to bank 
virtually at any convenient time and place. 
Mobile payment has a very exciting potential 
within Nigeria, given the low infrastructure 
requirements and a rapidly increasing mobile 
phone penetration. The services covered under 
this product include account enquiry, funds 
transfer, recharge phones, changing of  
passwords and bill payment. The major forms of  
mobile banking include Internet Banking, 
Telephone banking, ATM and POS terminals.
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Review of Empirical/Related Studies
Customers' adoption and use of  E-banking services: 
The South African perspective by Daniel Kofi 
Maduku (2014).
This research was aimed at studying the rate of  
customers' adoption and use of  E-banking 
services provided by retail banks in South Africa 
and the factors influencing them. Specific 
objectives of  the study were to find out the 
demographic profile of  respondents, trends in 
Internet and cell phone banking adoption and 
usage and to ascertain customer perceptions of  
internet and cell phone banking in terms of  
perceived usefulness, ease of  use, trust in the 
system, perceived self-efficacy and awareness.  
The study was anchored in technological 
acceptance model (TAM) and employed cross 
sectional descriptive survey design and was 
conducted in Guateng province. The research 
instrument was the questionnaire. 700 
questionnaires were administered and 394 were 
useful leaving response rate at 56 percent.  The 
findings of  the study confirm that customers' 
trust in the E-banking system is the strongest 
predicator to use of  E-banking services. The 
study recommended increased security on E-
banking system to encourage widespread 
adoption and use of  the services. The major 
limitations of  the study were the use of  
convenience sampling method. Also, it took 
place in only one province and it is cross-
sectional limiting the implications of  the 
research on other E-banking retail customers 
throughout the country. Both studies employed 
technological acceptance model as a theoretical 
guide and set out to rationalize audience 
attitude towards adoption and use of  electronic 
banking channels and services. However, 
Maduku's research differs from this research in 
the geographical area of  coverage. Maduku 
studied the phenomenon in Guateng 

Province, South Africa while these 
researchers studied it in Kogi State, Nigeria. 
Furthermore, the sampling method differs. 

Maduku used convenience sampling while the 
multi stage sampling method including 
stratified sampling was used in this research for 
fair representation of  the population under 
study.

Analysis of  subscription demand for pay TV by 
Manabu Shishikura, Norihiro Kasugu and Akio 
Torii (2005).
To analyse cable TV subscription demands and 
behaviour of  subscribers in Japan, this empirical 
study assumed three subscription patterns. 
These patterns are non- subscription, cable TV 
subscription and subscription to broadcast 
services via communication satellites. 
Anchored in the discrete choice model, the 
study used questionnaires to extract data from 
513 Japanese out of  which 221 respondents 
were identified as cable television subscribers. 
The study concluded that other factors other 
than price influence subscription demand in 
India as findings revealed that price elasticity for 
paid broadcasting is high. Based on the findings 
of  the study, it recommended special attention 
to basic channel services as key to the spread of  
pay TV in Japan. The major limitation to this 
study was poor response rate of  respondents. 
The research above used survey research 
method and questionnaire to elicit data from 
respondents. The same method and instrument 
was used by these researchers. However, the 
above research was conducted in Japan and used 
the discrete choice model while this research 
was conducted in Nigeria using technological 
acceptance model.

Methodology
This study exploited the potentialities of  the 
survey design. All staff  of  Kogi State University, 
Anyigba constituted the study population. The 
total number of  staff  as at December, 2018 was 
1638.The sample size of  this study was 
determined by looking at the different sample 
sizes worked out by Philip Meyer's table. 
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Stratified Population
Total Poulation

x Total sample size

 979
1638

=          x 322 = 192

According to the table, 322 (Three hundred and 
twenty-two) as a sample size is appropriate for 
the population of  this study (1,638). The multi 
stage sampling technique was employed by the 
study while simple random sampling was used 
for all other stages. In the first stage, stratified 
sampling was used. The sample is selected in 
such a way as to ensure that certain sub groups in 
the population are represented in the sampled 
population of  their members (Kombo & Tromp, 
2006) The staff  of  Kogi State University falls 
under two categories which are academic staff  
and non-academic staff. Using the stratified 
sampling procedure, the researcher gave each of  
the categories a sample size proportionate to 
their population. 

Academic Staff:

Non-academic Staff:

Data was collected using the questionnaire and 
the return rate was 312 which amounted to 96%. 
The Statistical Package for Social Sciences 
(SPSS) was used for analysing the quantitative 
data. This was in order to obtain frequencies, 
percentages and statistical measurements in the 
initial analysis. Data was presented using simple 
percentage.

Table 1 shows the percentage distribution of  
respondents by age. From the Table, 28 
respondents (9.0%) are within the age bracket of  
25-29, 63 respondents (20.2%) are within the 
ages of  30-34. 29.5% of  the respondents which is 
92 respondents are within the ages of  35-39 
years. 20.8% of  the respondents which equals 65 
respondents are within the ages of  40-44 while 
65 respondents representing 20.8% of  the total 

respondents are 45years and above. The 
predominant age bracket of  respondents is 
therefore 35-39years while the age bracket 25-29 
have the least number of  respondents.

Data Presentation

Table 1: Age Distribution of Respondents

Source: Field Survey, 2018

Table 2: Staff Cadre of Respondents

Source: Field Survey, 2018

Table 2 above shows the percentage distribution 
of  staff  status of  the respondents. Results from 
the table shows 128 respondents (41.0%) are 
academic staff  while 184 respondents (59.0%) 
are non-academic staff. From this table, nearly 
half  of  the respondents are academic staff. Non-
academic staff  however exceeds academic staff.

Table 3: Response on ownership of Cable TV

Source: Field Survey, 2018

Stratified Population
Total Poulation

x Total sample size

 659
1638

=          x 322 = 130

Variable

25-29yrs

30-34yrs

35-39yrs

40-44yrs

45yrs and above

Total

Frequency

28

63

92

64

65

312

Percentage%

9.0%

20.2%

29.5%

20..5%

20.8%

100.0%

Variable

Academic

Non-academic

Total

Frequency

128

184

312

Percentage%

41.0%

9.0%

100.0%

Variable

Yes

No

Total

Frequency

276

36

312

Percentage%

88.5%

11.5%

100.0%
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Table 3 shows responses on subscription to cable 
television. The table indicates that 276 
respondents out of  312 representing 88.5% own 
cable television while 36 respondents 
representing 11.5% do not own to cable 
television. The result shows that the number of  
respondents who own cable television are 
greater than the number of  those who do not

Table 4: Response on the Use of Electronic Banking 

Channels for Cable TV Subscription

Source: Field Survey, 2018

Table 4 above shows response on the use of  
electronic banking channels for cable television 
subscription. From the result, 101 respondents 
representing 36.5%of  the entire 276 respondents 
who own cable TV use electronic banking for 
cable television subscription while 175 
representing 63.4% do not use electronic 
banking channels for cable television 
subscription. This table indicates that the 
percentage of  respondents who subscribe to 
cable television using electronic banking 
channels is smaller than the percentage of  those 
who do not use electronic banking channels for 
cable television subscription.

Table 5:Reason for Not Using Electronic Banking 

Channels for Cable TV Subscription

Source: Field Survey, 2018

Table 5 captures reasons some audience 
members who own cable TV, refuse to use 
electronic banking channels for subscription. 
144 respondents representing 82.3% and 31 
respondents representing 17.7% do not use 
electronic banking channel for cable television 
subscription because it complex and risky 
respectively. This table portrays perceived ease 
of  use as an important determinant for usage.

Table 6: Response on Electronic Banking Channels 

mostly used for Cable TV Subscription

Source: Field Survey, 2018

Table 6 shows response on electronic banking 
channels the respondents mostly use for cable 
television subscription. 49 respondents 
representing 48.5% mostly use internet banking, 
18 respondents representing 17.8% mostly use 
mobile banking, and 27 respondents 
representing 26.7% mostly use ATM while 7 
representing 7% use other forms of  electronic 
banking. From the table, it is evident that the 
most used electronic banking channel for cable 
television subscription is internet banking.

Table 6 shows response on the frequency of  
use of  electronic banking channels for cable 
television subscription. Out of  the 312 
respondents, 92 respondents representing 29.5% 
use it monthly, 9 respondents representing 2.9% 
use it yearly while 211 respondents representing 
67.6% never used it. None of  the respondents 
used it on daily and weekly basis.

Variable

Yes

No

Total

Frequency

101

175

276

Percentage%

36.5%

63.4%

100.0%

Variable

It is complex

It is risky

Total

Frequency

144

31

175

Percentage%

82.3%

17.7%

100%

Variable

Internet banking

Mobile banking

ATM

Others

Total

Frequency

49

18

27

7

101

Percentage%

48.5%

17.8%

26.7%

7%

100.0%
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Table 7: Response on the Frequency of Use of 

Electronic Banking Channels for Cable TV 

Subscription

Source: Field Survey, 2018

Discussion of Findings
The aim of  this study is to identify and examine 
various electronic banking channels and assess 
the level of  audience use of  these channels for 
cable television subscription among the staff  of  
Kogi State University.

Research Question 1 sought to find out how 
many of  Kogi State University staff  members 
use ebanking platforms for their cable TV 
subscription. The study first attempted to 
numerically establish ownership of  cable TV 
amongst the respondents. In table 3, the study 
observed that Cable TV enjoys a rather high 
patronage amongst KSU staff  as 276 (88.5%) of  
the respondents attested to having it in their 
homes. This rather high number represented in 
ownership is however corroborated by the 
opinion of  Igbokwe (2009,p.4) who avers that 
"Nigeria now has one of  the most vibrant media 
subsectors on the continent with the licensing of  
private radio and television stations and there is 
substantial take-up of  pay TV. Despite the high 
patronage of  cable TV in Nigeria, it does not 
guarantee consistency in the subscription. To 
mitigate against poor subscription, service 
providers in partnership with financial 
institutions have resorted to exploiting the 
potentialities of  e-banking channels and have 
made them available for subscribers as an 

option. Out of  the relatively large number of  
respondents who own cable TV, only 101 
respondents representing 36.5% 101 of  the 
respondents 36.5% actually claim to use 
ebanking for their subscription. A whopping 
63% of  them do not use electronic banking for 
their subscription. This was captured in table 4. 
The major reason why they do not use e-banking 
channel according to 82% of  the respondents is 
in their claim that it is complex in nature.17% of  
them also insist that they consider it risky. This 
finding is corroborated by Shishikura, Kasugu 
and Torii (2005), who concluded that factors 
other than price influences subscription demand 
as price elasticity for paid broadcasting is 
typically high.

Research Question 2 sought to determine the e-
banking channel KSU staff  mostly use for cable 
TV subscription. Table 6shows that internet 
banking tend to be the most popular platform 
used by the audience for cable TV subscription. 
The major finding for this research question was 
captured in table 5 which showed that 49 
respondents representing 48.5% mostly use 
internet banking and the rationale behind this 
may not be unconnected to the increased access 
to the internet on-the-go amongst the growing 
population. Mobile banking according to the 
findings of  this study appears to be the next 
popular platform amongst the respondents as it 
relates to its use for cable TV subscription is the 
ATM and mobile banking which account for 
26% and 17% respectively. This finding is in line 
with the findings of  Laukkanen (2007) and 
Laforet and Li (2005). Laukkanen found 
internet banking to be the most leading form of  
electronic banking in Europe. In their study, 
Laforet and Li discovered internet banking to be 
the most widely used means of  electronic bill 
payment in China. However, the findings of  this 
study and that of  Laukkanen (2007) and Laforet 
and Li (2005) are not in agreement with the 
findings of  Aaliya (2015). The Pakistani 

Variable

Daily 

Weekly

Monthly

Quarterly

Yearly

Total

Frequency

0

0

92

9

0

101

Percentage%

00.0%

00.0%

91%

9%

0%

100.0%
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research revealed that most people pay online 
bills using the card system. Though Maduku 
(2014) revealed that cell phone (mobile) banking 
exceeded internet banking as a means of  
electronic bill payment in South Africa, it was by 
a very narrow margin of  5%. This implies that 
internet banking is a widely used channel 
irrespective of  region.Littler and Melanthiou 
(2006) also emphasized that banks can succeed 
in market expansion and promote cross-selling 
of  alternative financial services and products 
through online and mobile banking. Mobile 
banking particularly helps to sustain the 
communication between the banks and their 
customers. On this note, Yu and Guo (2008) 
suggest that through mobile banking, banks 
capitalize on the inherent characteristics of  
portable technology to facilitate instantaneous 
and reciprocal communication with customer. It 
is imperative to note that the use of  ATM for 
cable TV subscription appears to be more 
popular than mobile banking amongst the 
respondents. This to a large extent may be as a 
result of  the its growing popularity as articulated 
by Adesina and Ayo (2010) who opine that 
banks have made huge investments in 
telecommunication and electronic systems and 
users have also been validated to accept 
electronic system as useful and easy to use. 
Studies revealed automated teller machine 
(ATM) as the most commonly used E-banking 
channel in Nigeria.

Research Question 3 sought to determine the 
frequency of  use of  electronic banking channels 
for cable TV subscription amongst the 
respondents. According to Table 7, out of  the 
101 respondents who use electronic banking 
channels for cable television subscription as 
revealed in table 4, about 91% of  the 
respondents use it on a monthly basis while 9% 
use it on a yearly basis. It may be safe to conclude 
that respondents do not use electronic banking 
channels for cable television subscription on 

weekly and daily basis as the option for pay as 
you go is still at its infant stages. The perceived 
risk may have been responsible for the high 
monthly subscription option amongst the 
audience. Perceived risk in E-banking system 
include financial risk, security and privacy risk, 
performance risk, psychological risk, social risk 
and time risk (Lee, 2009). This finding conforms 
to the tenets of  Technological Acceptance 
Model propounded by Davis in 1989. In line 
with previous studies, this study adds trust in the 
E-banking system and perceived risk of  
Ebanking services together with the TAM 
constructs of  perceived usefulness and ease of  
use to improve the understanding of  audiences' 
use of  E-banking channels for cable TV 
subscription in Kogi State. With regard to 
perceived usefulness, Frangos (2009) notes that 
this is the overriding motive behind customers' 
use of  e-banking. A study in China indicates that 
many customers migrate from traditional over-
the-counter services to e-banking because of  
their aversion to the former (Laforet & Li, 
2005).This migration may have been facilitated 
by Perceived ease of  use in E-banking entails the 
physical or mental effort that customers exert or 
are likely to exert during the use of  E-banking 
(Maduku & Mpinganjira, 2012). The extent of  
customers' trust in the attributes of  a bank and 
the overall E-banking system remain a 
significant influence to its adoption and use and 
the options selected (Hong, Teh, Vinayan, 
Soh,& Ong, 2013).

Conclusion and Recommendation
The use of  electronic banking channels for 
payment of  utility bills offers both the sending 
and receiving parties tons of  advantages as 
highlighted in the work of  researchers like 
Kamakodi and Khan (2008), Adeshina and Ayo 
(2010) and Odumeru (2012) to include location 
free access, flexibility amongst others. This 
system is however not devoid of  disadvantages, 
chief  amongst them as identified by Asaolu, 
Ayoola and Akinkoye (2011) being incidence of  

NTAtvc J of  Comm. 2019;3(1):114 - 125 123

AKOJI OBAJE, et al An appraisal of e-banking use for cable TV subscription amongst Kogi State University staff



fraud. Even though this system has come to be 
accepted worldwide as a means of  paying utility 
bills, some persons still have their reservations 
about it. Based on the findings, the work 
concludes that the staff  of  Kogi State University 
are not left out of  technological improvements. 
They are well aware of  electronic banking 
channels. Some of  the major factors militating 
against audience use of  electronic banking 
channels for cable television subscription 
include lack of  trust in the system (perceived 
risk)and its perceived complex nature. To 
address these impediments and ensure 
audiences adopt the use of  electronic banking 
channels for cable television subscription, the 
following recommendations are being made. 
1. Cable television service providers should 

endeavour to send self-help messages to 
their subscribers more often so as to intimate 
them of  ways to make payments easily and 
stress free. 

2. The National Communication Council 
(NCC) is expected to properly regulate 
mobile service and internet service 
providers in the country by defining 
sanctions for service providers who fail to 
meet up with the set standards, publicizing 
these sanctions and sensitizing the 
subscribers with the process of  seeking 
redress. This way, the speed and quality of  
mobile and internet services provided will 
be upgraded thus, reduce cases of  delay in 
payment response and trust issues.

3. Appropriate security measures should be 
taken by Central Bank of  Nigeria (CBN) in 
regulating electronic banking activities as it 
relates to security. One step verification 
option should be eliminated to reduce cases 
of  fraud in the system. It is recommended 
that multiple steps verification (two steps 
and above) should always be used for 
security boost. 

4. The Central Bank of  Nigeria should also 
regulate the activities of  the banks as it 
relates to service provision to their 
customers. There is a stipulated time frame 
for reversal of  failed transactions which 

some banks do not adhere to. It is 
recommended that CBN sanction banks 
who do not conform to these regulations to 
serve as deterrent to other and improve their 
services.

5. The study also recommends that banks and 
mobile/internet service providers should 
embark on campaigns that emphasize the 
safety measures placed in the electronic 
channels when used for cable television 
subscription.
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Introduction 
The use of  multi-sectorial communication on 
human's handling processes of  the environment 
is not popular in the literature as a crucial factor 
in winning the war against climate change and 
its attendant problems of  greenhouse pollution, 
global warming and destruction of  lives and 
properties (Oyero, Oyesomi, Abioye, Ajiboye & 
Kayode-Adedeji, 2018, p.4058). According to 
BBC World Service TrustAfrica Talks Climate 
(2010, p.4) climate change is one of  the most 
important issues on the global political and 
economic agenda, yet it has taken at least 20 
years to become an international priority.  In 
many ways, this is because climate change was 
originally communicated as a scientific problem 
which was complex, confusing, and at times 

contested scientific information resulted in a 
slow public and political response to the climate 
crisis.

The fight against climate change could be 
won or lost on the pages of  newspapers, in TV 
and radio broadcasts and on the internet and 
mobile phones. This is because people need 
good information to make effective decisions at 
the household or global level and most people 
get their information about climate change from 
the media. Journalists can warn of  extreme 
climatic events, explain complex policies, 
highlight coping strategies that work on the 
ground, act as watchdogs that protect the public 
interest, and promote the necessary actions 
from consumers, businesses and governments 
to build green economies (Shanahan, 

O R I G I NA L A RT I C L E

It is necessary for the Nigerian mass media to bridge the communication gap between explaining complicated 
scientific terminology and an unenlightened audience. A simple example is conveying meaning to terms like 
anthropogenic global warming to a lay man. Climate change is caused by two basic factors, which include natural 
processes (biogeographical) and human activities (anthropogenic). The anthropogenic factor in climate change 
involves human activities that either emit large amount of  greenhouse gases into the atmosphere that depletes the 
ozone layer or activities that reduce the amount of  carbons absorbed from the atmosphere.  The human factors that 
emit large amounts of  greenhouse gases include industrialization, burning of  fossil fuel, gas flaring, urbanization 
and agriculture. The human factors have been proven to be responsible for the ongoing unequivocal climate change 
or global warming. The mass media also owes the responsibility to enlighten human beings on how to harness their 
energies in mitigating against their harmful actions that leads to destroying the environment. Similarly, data from 
the studies of  media effects have proved that the mass media wields the power of  setting the agenda to give 
prominence to issues which becomes important in stimulating public discourse. The mass media in Nigeria has a lot 
to do in harmonising the stakeholders which include policy makers, civil societies and the general public to take 
proactive measures to cope with the attendant challenges already faced by alternating weather patterns caused by 
climate change.
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2011).The climate change debate has also taken 
place in industrialised nations, among a public 
largely safe from its worst effects. For many, 
climate change is an abstract concept. In Africa, 
climate change is far from abstract; it is already 
determining the course of  people's lives. 
Extreme weather events and greater 
unpredictability in weather patterns are having 
serious consequences for people who rely on 
land, lakes and seas to feed themselves and to 
earn a living as a result, Africa's engagement 
with the issue is evolving rapidly, presenting an 
opportunity to leapfrog the slow evolution of  
western public opinion and political action 
(www.africatalks climate.com). 

Shanahan (2011) observed thatmedia 
coverage also matters on the global stage, 
especially at the UN Framework Convention on 
Climate Change (UNFCCC) negotiations. 
Journalists at these talks can provide audiences 
at home with relevant reports on the 
negotiations and what their governments are 
doing. But few media outlets from the global 
South invest in sending journalists to such 
meetings, so there is often minimal media 
presence there. This means that most of  the 
news comes from Western media outlets, 
presenting the viewpoints of  the more powerful 
nations and international non-governmental 
organisations.

This makes it difficult to interpret further 
opinion-poll results about climate change in 
Africa; most polls suggest that Africans view 
climate change less seriously than Non-Africans 
do, (BBC WST, 2010). This may point to a lack 
of  information concerning the relevance and 
implications for Africa, but could also reflect a 
lack of  understanding of  the questions asked. 
Boykoff  and Roberts (2007) observe that after 
years of  broadcasting images of  starving babies 
on desolate African plains, “donor fatigue” has 
led many non-profits and international aid 
agencies to develop softer-edged requests for 
aid.  While popular media reporting on climate 

change continues to focus on apocalyptic report 
after catastrophic prediction, there is a similar 
attempt to shift coverage to include some 
hopeful solutions that do not leave viewers or 
readers at the point of  despair and inaction.

Understanding Anthropogenic Global Warning 

(AGW) Theory  
The earth receives shortwave radiation from the 
sun (including the visible part of  the spectrum), 
one-third of  which is reflected while the rest is 
absorbed by the atmosphere, ocean, ice, land 
and biota. The energy absorbed from solar 
radiation is balanced, in long term, by outgoing 
radiation from the Earth and atmosphere. 
Terrestrial radiation is emitted in the form of  
long wave infrared energy. The balance between 
energy absorbed from solar radiation can 
change due to a number of  factors such as 
changes in the sun's energy output, slow 
variation in the earth's orbit and the greenhouse 
effect. The greenhouse effect is one of  the most 
important factors and is one in which 
humankind has the capacity to change.

Santra (2011) observes that shortwave 
radiation can pass easily through the 
atmosphere whereas long wave terrestrial 
radiation emitted by the warm surface of  the 
earth is partially absorbed by a number of  trace 
gases which are called greenhouse gases 
(GHG). The main natural GHGs are Carbon 
Dioxide (CO ), Methane (CH ), Nitrous Oxide 2 4

(N O), Water Vapour (H 0) and Ozone (O ) in 2 2 3

the Troposphere and stratosphere. Further 
human actions in recent decades add new 
halocarbons (HFG) as GHG. 

Thus, the greenhouse effect arises because 
the atmosphere is largely transparent to 
incoming solar radiation from the planetary 
surface and the atmosphere. Since the beginning 
of  the earth's origin, the effects exists as a 
natural process. But since the 20th century, the 
effect is enhanced by man's activities that are 
liable to destabilize the natural balance (Santra, 
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2011). Rasak (2013) explained that this theory 
of  climate change contends that human 
emissions of  greenhouse gases, principally 
carbon dioxide (CO ), methane(CH ), and 2 4

nitrous oxide (N O), are causing a catastrophic 2

rise in global temperatures. The mechanism 
whereby this happens is called the enhanced 
greenhouse effect. This theory is called 
“anthropogenic global warming” or AGW for 
short. Energy from the sun travels through space 
and reaches the Earth. The Earth's atmosphere 
is mostly transparent to the incoming sunlight, 
allowing it to reach the planet's surface where 
some of  it is absorbed and some is reflected back 
as heat out into the atmosphere (Bast, 2010).  
Certain gases in the atmosphere, called 
“greenhouse gases,” absorb the outgoing 
reflected or internal thermal radiation, resulting 
in Earth's atmosphere becoming warmer than it 
otherwise might be.  Water vapour is the major 
greenhouse gas, responsible for about 36 to 90 
percent of  the greenhouse effect, followed by 
carbon dioxide CO  (<1 to 26 percent), 2

methane(CH ) (4 to 9 percent), and ozone,(O ) 4 3

(3 to 7 percent) (IPCC, 2007). During the past 
century, human activities such as burning wood 
and fossil fuels and cutting down or burning 
forests are thought to have increased the 
concentration of  CO  in the atmosphere by 2

approximately 50 percent (NOAA, 2007).   
A small increase in temperature causes 

more evaporation, which places more water 
vapour in the atmosphere, which causes more 
warming. Global warming may also lead to less 
ice and snow cover, which would lead to more 
exposed ground and open water, which on 
average are less reflective than snow and ice and 
thus absorb more solar radiation, which would 
cause more warming. Warming also might 
trigger the release of  methane from frozen peat 
bogs and CO  from the oceans (IPCC, 2007).   2

The supporters of  the AGW theory contend 
that the ~0.7°C warming of  the past century-
and-ahalf  and ~0.5°C of  the past 30 years is 

mostly or entirely attributable to man-made 
greenhouse gases. They dispute or disregard 
claims that some or perhaps the entire rise could 
be Earth's continuing recovery from the Little 
Ice Age (1400-1800) (Rasak, 2013,pp. 253-254). 
They use computer models based on physical 
principles, theories, and assumptions to predict 
that a doubling of  CO  in the atmosphere would 2

cause Earth's temperature to rise an additional 
3.0°C (5.4°F) by the year, 2100 (Bast, 2010).

When these climate models are run 
“backwards” they tend to predict more 
warming than has actually occurred, but this, 
the theory's backers argue, is due to the cooling 
effects of  aerosols and soot, which are also 
products of  fossil fuel combustion. Proponents 
of  the AGW theory believe manmade CO is 2 

responsible for floods, droughts, severe weather, 
crop failures, species extinctions, spread of  
diseases, ocean coral bleaching, famines, and 
literally hundreds of  other catastrophes. All 
these disasters will become more frequent and 
more severe as temperatures continue to rise. 
Nothing less than large and rapid reductions in 
human emissions will save the planet from these 
catastrophic events.

Ecological Implications of Anthropogenic Global 

Warming in Nigeria
In reviewing the wider ecological implications 
is important to refer to Akpodiogaga and 
Odjugo (2010) who noted that increasing 
temperature (global warming) and decreasing 
precipitation in most parts of  the world are the 
greatest impacts of  climate change. These 
brings about either negative or positive 
ecological impacts in different parts of  the 
world. The increasing temperature has led to 
increased land-based ice instability and its 
melting. The thawing of  the Arctic, cool and 
cold temperate ice, the increasing rainfall in 
some parts of  the world and expansion of  the 
oceans as water warming has started impacting 
on sea level rise, coastal inundation and erosion. 
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The current global estimate of  sea level rise is 
0.2 m and it is projected to increase to 1 m by the 
year, 2100 (Hengeveld & Whitewood, 2005).

The implication is that the present 0.2 m sea 
2level rise has inundated 3,400 km , of  the coastal 

region of  Nigeria, and if  the sea level rise attains 
the projected 1m on or before 2100 then 18,400 

2km , of  the coastal region may be inundated 
(NEST, 2003). Coastal settlements like Bonny, 
Forcados, Lagos, Port Harcourt, Warri and 
Calabar among others that are less than 10 m 
above the sea-level would be seriously 
threatened by a metre rise of  sea-level. The sea 
incursion due to sea-level rise means salt-water 
intrusion into the fresh water, invasion and 
destruction of  mangrove ecosystems, coastal 
wetlands and coastal beaches. The worst impact 
is population displacement, which may result in 
communal crisis. 

The coastal inundation and erosion with 
their associated population displacement are 
currently major environmental problems in 
Nembe, Eket and other coastal settlements in 
Bayelsa, Delta, Cross River, Rivers, and Lagos 
States of  Nigeria. It is estimated that a metre rise 
in sea level will displace about 14 million people 
from the coastal areas of  Nigeria (Abu, 2007). 
Weather-related disasters have become more 
frequent in the past four decades and the trend 
continues. In 2010, the National Emergency 
Management Agency (NEMA) reported that 
over 250,000 Nigerians were displaced by flood 
disasters that ravaged many communities across 
the country. Weather related disasters, 
especially flooding, are reported, almost daily in 
the country's news media (BNRCC, 2011, p.i).

The increasing temperature and decreasing 
rainfall have led to frequent drought and 
desertification. The Sahara Desert is observed 
to be expanding to all directions trying to engulf  
the Sahellian region of  Africa with annual 
expansion of  1-10 km (Yaqub, 2007). Odjugo 
and Ikhuoria (2003) also observe that Nigeria 

o
north of  12 N is under severe threat of  desert 

encroachment and sand dunes are now 
common features of  desertification in states like 
Yobe, Borno, Sokoto, Jigawa and Katsina. 
Mohammad (2009) reports that desert, which 
now covers about 35 percent of  Nigeria's land 
mass, is advancing at an estimated 0.6 km per 
annum while deforestation is taking place at 3.5 
percent per annum. The desert belt has moved 
from Kebbi, Kano, Maiduguri to new Bussa, 
Kaduna, Jos, Shelleng while Savannah now 
interface between desert and forest along Oyo, 
Osun, Kogi and Benue States.

Moreover, the Sudan Sahel region of  
Nigeria has suffered decrease in rainfall in the 
range of  3-4 percent per decade since the 
beginning of  the nineteenth century. The 
migrating sand dunes have buried large expanse 
of  arable lands, thus reducing viable agricultural 
lands and crops' production. This has prompted 
massive emigration and resettlement of  people 
to areas less threatened by desertification. Such 
emigration gives rise to social effects like loss of  
dignity and social values. It often results in 
increasing spate of  communal clashes among 
herdsmen and farmers and such clashes resulted 
in the deaths of  people in northern states of  
Nigeria between 1998 and2019 (Yaqub, 2007).  
Akonga (2001) also shows that most of  the 
destitute that emigrated as a result of  drought 
and desertification usually move to nearby 
countries.

In Nigeria, many rivers have been reported 
to have dried up or are becoming more 
seasonally navigable while Lake Chad shrunk 
in area from 22,902 km2 in 1963 to a mere 1304 
km  in 2000. This shows that what is left of  Lake 2

Chad in the year 2000 is just 5.7% of  1963 
(Odjugo, 2007). Awake (2009) also confirms the 
fact that Lake Chad has shrunk by 95% and so 
many rivers in Nigeria, especially in Northern 
Nigeria, are in the danger of  disappearing.

The water scarcity will create the tendency 
for concentration of  users around the remaining 
limited sources of  water. Under such 
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circumstances, there is increased possibility of  
additional contamination of  the limited sources 
of  water and transmission of  water borne 
diseases like cholera, typhoid fever, guinea 
worm infection and river blindness.

There also exists a relationship between 
climate change and human health. The 
excessive heat, increasing water stress, air 
pollution and suppressed immune system 
occasioned by climate change will result in 
increasing incidence of  excessive death due to 
heat exhaustion, famine, water related diseases 
(diarrhoea, cholera and skin diseases), 
inflammatory and respiratory diseases (cough, 
and asthma), depression, skin cancer and 
cataract. One of  the greatest impacts of  climate 
change is the worsening condition of  extreme 
weather events like drought, flood, rainstorms, 
windstorms, thunderstorms, landslides, 
avalanches and tsunamis, among others 
(Odjugo, 1999, 2007; Changnon, 2001). 

Odjugo (2008) notes that the frequency and 
magnitude of  wind and rainstorms did not only 
increase, they also killed 199 people and 
destroyed property worth N85.03 billion in 
Nigeria between 1992 and 2007. Climate 
change has started to, and will continue to 
impact negatively on agriculture and food 
security especially in tropical and subtropical 
regions because greenhouse gas emissions 
would increase the risk of  hunger by additional 
80 million people by 2080 in Africa and Sothern 
Asia (DFID, 2006; Nwafor, 2006, 2007; 
DeWeerdt, 2007).

Agenda-setting and Framing Theory
Agenda-setting was given its name and its 
foundational work by McCombs and Shaw 
(1972, p. 184). In their study of  a small North 
Carolina community during the 1968 
presidential campaign found out that although 
different news media would represent political 
life differently, there was a significant 
correlation between issues that were defined as 

important by the media and by the voters: 
'voters tend to share the media's composite 
definition of  what is important'. According to 
McCombs and Shaw (1972), cited in Ovoh 
(2008, p. 222) “members of  the audience not 
only learn about public issues through the mass 
media, they also learn how much importance to 
attach to an issue or topic from the emphasis the 
media place upon it.” According to Nwabueze 
(2006, p. 176), “Agenda-setting theory posits 
that by frequently covering and giving 
prominence to issues in the media, the audience 
attaches importance to those issues more than 
others. By so doing, the mass media set Agenda 
for public discussion.” Agenda setting theory is 
basically a theory of  strong media effect which 
suggests that with the passage of  time, the 
media agenda becomes the agenda. Griffin 
(2000) cited in Nwabueze, Nnaemeka, Umeora 
and Okika (2015) observes that “the media act 
as a mediator between the world outside and the 
picture in our head.” The agenda setting role of  
the media further posits that the news media tell 
the public which issues are important and 
which ones are not.

The media have the responsibility of  setting 
agenda and shaping the way the public 
understand certain issues like those of  climate 
change science, the politics of  it, its impact and 
the need for action. According to Nwabueze, 
Nnaemeka, Umeora, and Okika (2015), the 
centrality of  the mass media to the knowledge 
of  goings-on in the society is at the heart of  their 
influence on public's knowledge, attitudes and 
behaviour. To catch a glimpse of  the happenings 
in the society or meet a psychic need, some read 
newspaper or magazine or both, while some 
others watch and listen to television and radio 
respectively. In setting the agenda on climate 
change, the media can play a crucial role in 
disseminating useful climatic information to 
e f fect ive ly  guide publ ic  debate  and 
understanding about the weather and climate 
change. Regular and accurate communication 
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about climate change is the first step towards 
developing coping mechanisms in Africa 
(Tagbo, 2010). In terms of  'agenda-setting' of  
climate change discourse through the media, 
Newell leans on this model as an “all-embracing 
explanation for the nature of  media coverage of  
global warming”, despite acknowledgement 
that the model fails to “accurately depict the 
complexity and challenging nature of  the 
climate change problem” (Newell, 2000, p.86).

One of  the ways through which the media 
inform and educate the public about issues is 
framing and agenda setting. According to 
Taylor (2011), framing is important in terms of  
how a message is shared and how it is received. 
Also, frames and agenda regulate how the 
society shapes reality. Furthermore, agenda 
setting captures the way in which policy makers 
and power elite receive and then formulate 
(frame) science information, which are then 
presented by the media following their inbuilt 
structural framing devices.

Similarly, Dearing and Rogers (1996, p. 
22).Identify three types of  agenda setting: the 
first is the Public agenda setting, in which the 
public's agenda is the dependent variable (the 
traditional hypothesis). This is followed by the 
second which is Media agenda setting, in which 
the media's agenda is treated as the dependent 
variable ("agenda building"). The Policy agenda 
setting, as the third type in which elite policy 
makers' agendas are treated as the dependent 
variable ("political agenda setting").Dearing 
and Rogers (1996), argued that mass 
communication research, has focused a great 
deal on public agenda setting and media agenda 
setting, but has largely ignored policy agenda 
setting, which is studied primarily by political 
scientists. As such, the authors suggest mass 
communication scholars pay more attention to 
how the media and public agendas might 
influence elite policy makers' agendas i.e., 
where the policy makers get their news from and 
how this affects their policies. However, 

Dearing and Rogers (1996) posit that audiences 
are actively engaged in dominant societal 
discourses at any particular moment. They 
argue that the media helps to reinforce ideas and 
contexts in which information is perceived. In 
their view, the agenda setting process is not 
static but a continuous motion of  different 
issues in the public domain competing to gain 
the attention of  the media, the public and policy 
elites (Dearing & Rogers, 1996).

To this end, Mare (2011) explains that in 
modern societies,  the media are an 
indispensable avenue of  obtaining information 
and are crucial in moulding awareness and 
concern as far as climate change issues go. Mare 
further states that the news media are a civic 
arena that stimulates diverse discourse of  public 
affairs, a major medium where the meanings of  
public issues are produced, reproduced, and 
transformed. Besides, the media are important 
for us to appreciate risks, responsibilities, and 
the functioning of  the polity. Finally, because of  
the capability of  the media to educate, Mare 
(2011, p. 8) concludes that, “the media sector is 
often seen as having a special responsibility in 
promoting development communication, 
d isas ter  war ning  and disseminat ing  
information to the most at-risk communities in 
the context of  climate change”.

For the Nigerian media, knowledge of  
climate change can be framed around solutions 
and ways in which people, governments and 
communities can act. According to Biello 
(2007), some of  these include limiting 
population growth to check pressure on land, 
curtailing the cutting down of  trees, 
disconnecting electrical appliances when not in 
use to conserve energy, consuming and buying 
less, being more efficient and avoiding wastage 
of  electricity, water, fuel, etc. Other measures 
include reduction of  greenhouse gas emission 
through burning of  bush, coal, oil, and natural 
gas; infrastructure upgrade, construction of  
energy efficient buildings and possibilities of  
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cleaner, alternative fuels.

The Role of the Mass Media in Promoting Mitigation 

and Adaptation to Anthropogenic Global Warning
Through time, mass media coverage has proven 
to be a key contributor among a number of  
factors that have shaped and affected science 
and policy discourse as well as public 
understanding and action. Mass media 
representational practices have broadly affected 
translations between science and policy and 
have shaped perceptions of  various issues of  
environment, technology and risk (Boykoff  & 
Roberts, 2007). Within the issue of  climate 
change, two more terms need quick review and 
clarification: climate change mitigation and 
adaptation.
Boykoff  and Roberts (2007) further explain that 
mitigation of  emissions is the reduction of  
greenhouse gasses released to the atmosphere. 
Meanwhile, Adaptation to climate change has 
been defined by Working Group II of  the 
Intergovernmental Panel on Climate Change as 
adjustment in natural or human systems in 
response to actual or expected climatic stimuli 
or their effects, which moderates harm or 
exploits beneficial activities (IPCC, WGII, 
2007). 
Overall, media coverage of  climate change both 
mitigation and adaptation takes place in the 
larger context of  regulatory frameworks, 
political constraints and economic drivers. 
Cultural as well as regional and national 
differences too contribute to differences in how 
these interactions take place. The factors all 
contribute to the ways in which climate change 
is committed through media representations. 
Media professionals such as editors and 
journalists – produce news within a political, 
economic, institutional, social and cultural 
landscape. Moreover, news coverage of  climate 
change – both mitigation and adaptation – is 
produced through journalistic norms and 
values. In the production of  news, stories are 

partly generated from asymmetrical power 
relationships, and partly developed through the 
history of  professionalized journalism (Starr, 
2004). 

Socio-political and economic factors have 
given rise to distinct norms and values (Lee, 
2006), and these buttress journalistic practices 
(Bennett, 2002). This mobilization of  power is 
complex, and often subtle as well as 
contradictory. In fact, discontinuities can arise 
in media coverage through the very professional 
journalistic norms and values that have 
developed to safeguard against potential abuses 
of  asymmetrical power (Boykoff  & Boykoff, 
2004). Thus, media coverage of  climate change 
(adaptation and mitigation) is not a simple 
collection of  news articles and clips produced 
by journalists and producers; rather, 
representations signify key frames derived 
through complex and non-linear relationships 
between scientists, policy actors and the public, 
often mediated by news stories.

Previous research has argued that such 
adherence to these first- and second-order 
norms to 'episodic framing' of  news – rather 
than 'thematic framing' whereby stories are 
situated in a larger, thematic context – and this 
has been shown to lead to shallower 
understandings of  political and social issues 
(Iyengar, 1991; Boykoff  & Boykoff, 2007). This 
episodic framing can then skew media coverage 
that affects public understanding of  climate 
change mitigation and adaptation. Authority 
order bias is a second-order journalistic norm 
where journalists tend to primarily, and 
sometimes solely, consult authority figures – 
government officials, business leaders, and 
others (Bennett, 2002). 

Research has shown that through media 
coverage of  climate change, there is often 
significant acceptance of  political and expert 
voices by the public (McManus, 2000). 
Moreover, the complex issue of  public trust in 
authority figures may feed back into and 
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influence climate policy decision-making 
(Pidgeon & Gregory, 2004; Lorenzoni & 
Pidgeon, 2006). The sometimes explicit but 
often tacit drive to restore order can then serve 
to defuse or amplify concern about threatening 
social issues, even if  such effects are not 
warranted. Since environmental issues (such as 
climate change mitigation and adaptation) 
often appear in the news because of  a looming 
or unfolding crisis, this penchant for 
authoritative often government sources is not a 
trivial matter (Miller & Riechert, 2000). 
However, effects of  this journalistic norm 
become less straight forward when there is overt 
contestation and 'dueling' authorities clash. 
This leads both back to first-order norms of  
personalization and dramatization, and to the 
final second-order norm of  balance. Balance is 
often seen as an activity that carries out the 
pursuits of  objectivity (Cunningham, 2003). 
Both mitigation and adaptation – compete with 
other issues for public attention and as well as 
engagement and action.

Previous attempts to theorize the rise and 
fall of  media coverage and public concern for 
ecological issues have relied on Anthony 
Downs's 'Issue-Attention Cycle'. For instance, 
in mapping the environmental policy-making 
process, Roberts relies on this model to “provide 
an explanation of  the waxing and waning of  
issues within the policy environment” (Roberts, 
2004, p. 141).

Boykoff  and Roberts (2007) in describing 
the 'Issue-Attention Cycle' Downs posited that 
public attention to environmental issues moves 
through five sequential stages. First is the 
“preproblem stage”, when an ecological 
problem such as anthropogenic climate change 
risk exists but has yet to capture public attention. 
Downs posits that expert communities are 
aware of  the risks, but this has not yet been 
disseminated more widely. In the case of  media 
attention of  climate change mitigation and 
adaptation, this might be considered the 

conditions before 1988, where there were just 
four stories across forty newspapers in the 
decade before. The second phase is that of  
“alarmed discovery and euphoric enthusiasm”, 
where dramatic events make the public both 
aware of  the problem and alarmed about it. The 
aforementioned events of  the late 1980s can 
help explain how there were increased 'hooks' 
for climate change stories. Third, is the 
“gradual-realization-of-the-cost stage” where 
key actors acknowledge sacrifices and costs that 
will be incurred in dealing with the problem. 
One could argue that this characterization 
might coincide with the emergence of  a 
cohesive group – since called 'climate 
contrarians' that began to challenge scientific 
findings regarding the presence of  an 
anthropogenic climate change signal.  Fourth, 
is the “gradual-decline-of-intense-public-
interest stage” where, according to Downs 
(1972, pp.3941), actors become discouraged at 
the prospect of  appropriately dealing with the 
issue, and crises are normalized through 
suppression and in some cases boredom. It 
could be argued that this might coincide with 
the slight decrease in coverage of  climate 
change adaptation in the mid-1990s and climate 
change more generally. Finally, fifth is the 
catchall “post-problem stage”, where the 
formerly 'hot' issue “moves into a prolonged 
limbo a twilight realm of  lesser attention or 
spasmodic reoccurrences of  interest”. In this 
stage, Downs covers all possibilities when he 
states that the issue “once elevated to national 
prominence may sporadically recapture public 
interest” (Downs, 1972, p.42).

Conclusion
Nigeria's vulnerability to climate change is due 
to its geography, situated at latitude 4° to 14°N 
and longitude 2° to 15°E, with a shoreline of  
800 km in the south. The country is exposed to 
drought and desertification in the north and the 
effects of  the rising sea level in southern states. 
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Nigeria is likely to see growing shifts in 
temperature, rainfall, storms, and sea levels over 
the strategy period, and the inability to adapt to 
this climate variability could have negative 
effects on development progress (USAID/ 
Nigeria, 2015).

Extreme climate conditions such as high 
wind, heavy rainfall and heat resulting in 
wideranging scenarios such as tropical storms, 
floods, landslides, droughts and sea-level rise 
could cause populations to be displaced, which 
in turn can lead to conflict and civil unrest. Also, 
the public health infrastructure could be eroded 
if  resources are diverted from its maintenance to 
disaster recovery. Pests and diseases are 
implicated in climate change with climatic 
conditions such as temperature, precipitation, 
sunshine and wind affecting and accelerating 
their proliferation. Food crops are affected by 
their presence (creating economic problems due 
to low agricultural yields and food shortages, as 
well as human population problems such as 
malnutrition).  Climate related diseases such as 
malaria, cholera, typhoid and dengue fever can 
also exacerbate human suffering, which in turn 
affects the productivity of  Nigeria's labour force.

The difficult position of  the media in 
capitalist society is that commercial news 
outlets require huge amounts of  advertising to 
pay their salaries and other expenses, and the 
greatest advertisers are for automobiles, real 
estate, airlines, fast food, and home furnishings.  
To create demand for real mitigation of  climate 
change emissions would require the media to 
repeatedly and insistently call for truly 
revolutionary changes in society, precisely away 
from consumption of  the products of  their 
advertisers. By comparison, creating pressure 
for the allocation of  significant resources for 
adaptation to climate change will be relatively 
less threatening to the system that supports 
these media outlets. Whether that allocation 
will include sending funds to poor nations, of  
course, remains to be seen. To date in the studies 

and analyses outlined above, the media have in 
some cases demonstrated to have played a role 
in hampering accurate communications about 
climate science to policy actors and the public 
via the media (Boykoff  & Boykoff, 2004). 
However, in other cases the role of  mass media 
in communicating climate science, mitigation 
and adaptation has been mixed or more positive 
(Boykoff  & Boykoff, 2007).
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Introduction
People's perception of  death and its causes are 
clouded by their custom and traditional beliefs. 
The reaction of  people to sickness and ill health 
is shaped by their traditional beliefs, which to a 
large extent also influence their accepting 
orthodox and other innovative healthcare 
measures (Ohadike, 1988). Traditional medical 
practices are being recognized increasingly as an 
important tool in today's effort to cure various 
kinds of  diseases in the world. In some 
countries, trado-medical practices have been 
integrated into the healthcare delivery systems 
with significant success. But in most African 
countries, the blueprints for healthcare have 
continuously neglected trado-medical practices. 
There is now a growing patronage of  traditional 
medicine in Nigeria leading to a clash of  interest 
between the modern and traditional medical 
practice, which may be due to professional and 

cultural pride. The overall picture that emerges 
today is that people in our society directly or 
indirectly use the services of  the traditional 
medical practitioners irrespective of  social class. 
Joshua (2010)statesthat traditional medical 
practitioners are more competent in the 
treatment of  health problems native to Africa 
such as malaria and yellow fever than those 
which are foreign, for example tuberculosis, 
measles and chicken pox.

In a study of  Ghana, Le Grand (1988) found 
out that both urban and rural respondents used 
traditional medical treatment in self-care and 
patronage of  traditional medicine was 
irrespective of  level of  education. However, city 
dwellers treatailments that are not among the 
most prevalent health problems while rural 
dwellers treat ailments that are more acute at an 
early stage often before an orthodox medical 
practitioner is consulted. A majority of  the 

O R I G I NA L A RT I C L E

For centuries trado-medical services have dominated the healthcare delivery system in Nigeria and more than 70% of  the 
population patronizes traditional medicine before visiting orthodox medical practitioners. The aim of  the study is to 
analyze the accessibility of  traditional medicine in Kaduna State. Data for the study was derived from the administration 
of  a structured questionnaire to a sample of  400 respondents of  the study area. Descriptive statistics, the ANOVA, 
Pearson's correlation and regression analysis were the techniques used to summarize the data and test the hypotheses. The 
result shows that a majority of  the respondents (99.3%)  have traditional medicine centres. in their areas. The number of  
people who patronize particular types of  Traditional medicine centres available is shown as follows:  bonesetters 28.5%, 
traditional birth attendants 25.0%,  herbalists 24.75%; spiritualists 12.75%,  circumcisers5.5% , no particular specialty 
1.25%, and others  who are traditional barbers (Wanzami) 1.75%. Furthermore, the study reveals that a majority of  the 
respondents (80.5%) travel less than 2km to access available traditional medicine centres from their homes. This implies 
that traditional medicine is readily accessible and available to the people in the study area. The analysis identifies foot 
(54.8%) and motorcycle (22.7%) as the prominent modes of  transport to the healthcare centres in the area. The study 
recommends that traditional medical practitioners should be used as home caregivers, spiritual healers and counselors in 
their communities, so as to make their services more accessible to the people.
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patients interviewed related their recovery from 
various ailments to traditional treatment.

According to World Health Organization 
(WHO) cited in Joshua (2010), traditional 
medicine (TM) is the sum total of  the 
knowledge, skills and practices based on the 
theories, beliefs and experiences, indigenous to 
different cultures, whether explicable or not, 
used in the maintenance of  health as well as in 
prevention, diagnosis, improvement or 
treatment of  physical, mental, or social 
imbalance and relying exclusively on practical 
experience and observation handed down from 
generation to generation, whether verbally or in 
writing. Traditional medicine might also be 
considered as amalgamation of  dynamic 
medical know-how and ancestral healing 
practice and experience (Joshua, 2010).

There is available literature pointing to the 
utilization of  traditional medicine for treatment 
of  various ailments. However, the increasing 
patronage of  traditional medicine is now of  
interest to policy makers.

Traditionally, rural communities in Kaduna 
State have relied upon the spiritual and practical 
skills of  traditional medical practitioners 
(TMPs), whose botanical knowledge of  plant 
species and their ecology and scarcity are 
invaluable (Mamman & Laah, 2006). 

Throughout Nigeria, the gathering of  
medicinal plants was traditionally restricted to 
TMPs or their trainees. It is estimated that the 
number of  traditional practitioners in Kaduna 
State is 10,000-20,000 in comparison with 100 
medical doctors (Joshua, 2010). For this reason, 
there is a need to involve TMPs in state 
healthcare systems through training and 
evaluation of  effective remedies, as they are a 
large and influential group in primary 
healthcare.

It is difficult to characterize a 'typical' healer, 
because there are many different kinds, and the 
cultural diversity and complexity of  their 
practices are unique, when considered in detail. 

However, what most healers have in common is 
that they describe and explain illness in terms of  
social interaction and that they act on the belief  
that religion permeates every aspect of  human 
existence. Their concepts of  health and illness 
are more comprehensive than those of  orthodox 
doctors and 'health' as we know it cannot be 
adequately translated in many Nigerian 
languages (Mamman &Laah, 2006).

Other prominent features of  traditional 
healers are a deep personal involvement in the 
healing process, the protection of  therapeutic 
knowledge by keeping it secret and the fact that 
they are rewarded for their services. The social 
context of  the therapeutic process requires 
reciprocity and this payment contributes to the 
effectiveness of  the treatment. Over the years, 
the types and methods of  payment for 
traditional healing have changed, especially in 
urban settings; practitioners are increasingly 
demanding monetary payments (Joshua, 2010).
Despite the opposition and various attempts to 
suppress traditional healthcare providers, many 
people in Nigeria still continue to use their 
services even at an increasing rate. The 
condemnation of  traditional medical practice is 
gradually being reviewed, having stemmed from 
the fact that Europeans believe that any practice 
that does not follow their practice is not good. 
The forgoing are some of  the many factors 
responsible for the increased patronage of  
traditional medicine in Nigeria. The 
subscription of  Nigerians to natural, ordinary 
and supernatural causes of  illness and the 
attendant medical knowledge is as a result of  the 
various cultural practices. The evaluation of  
efficiency, rationality and objectivity of  
particular form of  medical knowledge is 
informed by the medical values of  these 
cultures(Laah, 2002). This paper assesses the 
patronage of  traditional medicine in Kaduna 
State.

Kaduna State is located on the southern end 
of  the high plains of  northern Nigeria, bounded 
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by parallels of  latitude 9002'N and 11032'N, and 
extends from the upper River Mariga on 
longitude 6015'E to 8038'E of  the Greenwich 
meridian on the foot slopes of  the scarp of  Jos 
Plateau (Udo, 1970). The state is divided into 
three senatorial zones, namely; Kaduna North, 
Central and South and it comprises twenty-three 
(23) Local Government Areas, 46 Local 
Development Areas (LDAs), and there are 255 
political wards (NPC, 2009). Kaduna State 
shares its boundary with Katsina State to the 
North, Niger State and Abuja to the west, 
Plateau State to the South and Kano State to the 
east. The State occupies an area of  
approximately 45,711.2km2 and had a 
population of  6,113,503 people with an annual 
growth rate of  3% during the 2006 census (FRN, 
2010).

Fig. 1.1: Kaduna State Showing the Study Area
Source: Adapted from Administrative Map of Kaduna State

Materials and Methods 

Types of Data
The types of  data include socio-economic data, 
place or layout of  resident data, demographic 
data; cultural data and perceive distance such as 
distance from the health care service provision is 

used.

Sources of Data
The data used for this study were obtained from 
both primary and secondary sources. The 
primary source involves the use of  structured 
questionnaires while the secondary source 
involves the use of  textbooks, magazines, 
journals, articles, gazettes and other relevant 
materials used for the review of  related 
literature.

Primary source data are the information 
obtained first hand, collated by the researcher. 
The actual respondents include traditional 
medical practitioners, patrons of  traditional 
medicine, community leaders, NGO's, 
Institutions and Agencies in Kaduna State. The 
respondents were selected at the point of  
administering traditional medicine. The 
research assistants were at the healing point to 
administer the questionnaires to willing clients/ 
patients on a daily basis until the required 
sample size was obtained.

Sampling Design and Sample Size
Kaduna State has a population of  6,113,503 
(FGN, 2007). It comprises of  twenty-three 
Local Government Areas, grouped into three 
senatorial districts. Three Local Government 
Areas were selected for the study based on 
certain criteria.

One Local Government Area was chosen 
from each of  the three senatorial districts. The 
LGAs chosen were the ones with the highest 
population in each of  the senatorial districts in 
Kaduna State. Therefore, the LGAs chosen are 
Zaria, Igabi and ZangonKataf.

The systematic random sampling was 
employed to select the wards from each LGA, 
for the administration of  questionnaire. All the 
wards in the selected Local Government Areas 
were arranged alphabetically and every other 
third ward was selected as samples for 
questionnaire administration. Tables 2 present 
the details.
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Table 1:  Distribution of LGAs by Senatorial Zones

Source: National Population Commission, 2009

 

Source: National Population Commission, 2009

According to Yamane (1961), the sample size of  
a given population determination formulae is 
used to calculate the number of  questionnaire to 

be administered. The formula is as follows:

Finite population (n ) =         N    2

2
                                          1+ N (e)  i
Where:  n= Sample size 
e= Level of  precision or Earlier constant (0.05   i

degree of  freedom)
         N= Population Size = 1,156,734
                                 (n )  =   1,156,7342

2                                        1+ 1,156,734(0.05)  
                                         =   1,156,734
               2892.835                                               

   =   400

Therefore, the copies of  questionnaire 
administered were 400 distributed as revealed in 
Table 3.

Table 3: Distribution of Questionnaires in the Selected 

LGA's

Source: National Population Commission, 2009 / Field Survey, 

2014

The purposive sampling technique was used to 
administer the questionnaire at the healing 
point. Kerlinger (1999) describes purposive 
sampling as being characterized by the use of  
personal judgment and a deliberate attempt to 
obtain representative samples by including 
presumable typical areas or groups in the 
sample.

Method of Data Analysis
Both descriptive and inferential statistics were 
used in the analysis. The descriptive statistical 
analysis was adopted for summarization of  

NORTH 

Zone 1 LGA

Ikara

Kubau

Kudan

Lere

Makarfi

Sabongari

Soba

Zaria

8

POPN

194,723

280,704

138,956

339,740

146,574

291,358

291,173

406,990

CENTRAL 

Zone 2 LGA

Birningwari

Chikun

Giwa

Igabi

Kaduna 

north

Kaduna 

South

Kajuru

7

POPN

258,581

372,272

292,384

430,753

364,575

402,731

109,810

SOUTH 

Zone 3 LGA

Jaba

Jema,a

Kachia

Kagarko

Kaura

Kauru

Sanga

Zangon

Kataf

8

POPN

155,973

278,202

252,568

239,058

174,626

221,276

151,485

318,991

Wards in Igabi LGA

1.Afaka

2.Birnin Yero

3.Gadan Gaya

4.Gwaraji

5.Igabi

Wards in ZangonKataf LGA

1.Gidan Jatau

2.Gora

3.Kamuru Ikulu

4.Kamanton

5.Madakiya

Wards in Zaria LGA

1.Angwan Fatika

2.Angwan Juma

3.Dambo

4.Dutsen Abba

5.Gyallesu

Selected wards in Kaduna

Igabi LGA

Gadan Gaya

Kerewa,

Rigasa

Zangon Aya

6.Kerewa

7.Kwarau

8.Riga Chikun

9.Rigasa

10.Sabon Birni

6.Unguwan Gaya

7.Unguwan Rimi

8.Zaman Dabo

9.Zango Urban

10.Zonkwa

6.Kauran Limanci

7.Kufena

8.Kwarbai A

9.Kwarbai B

10.Kona

ZangonKataf LGA

KamuruIkulu

UnguwanGaiya

Zango Urban

11.Turunku

12.Zangon Aya

11.Zonzon

11.Tudun Wada

12.Tukurtukur

13.Wuciciri

Zaria LGA

Dambo,

KauranLimanci

Kwarbai B

Tukurtukur

Selected LGA

Zaria

Igabi

Zangon-Kataf

Total

Population

406,990

430,753

318,991

1,156,734

No. of questionnaires 

administered per LGA. 

141       

149

110

400
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data, tables and graphs.

RESULTS AND DISCUSSIONS

Availability and Types of Traditional Medicine Services
Globally, access to healthcare is complex as it 
involves financial accessibility, availability, 
acceptability, and geographical accessibility 
(Peters et al., 2008; Paezet al., 2010). Paezet al., 
(2010) further stress that geographical access to 
healthcare facilities such as distance, average 
trip and cost of  trip among others is known to 
influence health services usage. According to 
Gulliford et al. (2002), access to healthcare is 
influenced by four aspects. Gulliford et al. argue 
that if  services are available and in adequate 
supply, then the opportunity to obtain health 
care exists, and a population may 'have access' to 
services. 

The information in Table 4 shows that 
99.3% of  the respondents have traditional 
medicine centres, while 0.7% claimed they do 
not. This is evident as most of  the respondents 
affirmed that there are traditional medicine 
centres in their respective areas. On the number 
of  people who patronize particular types of  
Traditional medicine centres available, the study 
shows that 28.5% are bonesetters; traditional 
birth attendants account for 25.0%.   24.75% are 
herbalist, 12.75% are spiritualist, and 5.5% are 
circumciser. No particular specialty and others 
who are traditional barbers (Wanzami) account 
for 1.25% and 1.75% respectively.

The implication is that most of  the 
traditional medicine centres are available and 
are highly patronized by the people of  Kaduna 
State because of  their perception towards the 
usefulness of  traditional medicine to cure 
different ailments.

Table 4: Distribution of Respondent's by Available and 

Number of People who Patronize Particular Types of 

Traditional Medicine Services

Source: Field Survey, 2014

Fig 1: Number of People that Patronize Types of 

Traditional Medicine Centre      Source: Field Survey, 2014

Availability of Traditional centre

Yes

No

Total

No. of People who Patronize Particular 

Types of Traditional Medicine  centre

Bonesetter

Spiritualist

Traditional birth attendant

Tooth puller

Herbalist

Circumciser

No particular specialty

Others

Total

Frequency

397

3

400

Frequency

114

51

100

2

99

22

5

7

400

Percentage

99.3

0.7

100.0

Percentage

28.5

12.75

25.0

0.5

24.75

5.5

1.25

1.75

100.0
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Distance to Traditional Medicine Centres
Figure 2 reveals that majority of  the respondents 
(80.5%) travel less than 2km to access available 
traditional medicine centres from their homes. 
The result further shows that 15.0% travel 2-4 
Km, 3.3% travel 5-7 Km while only 0.3% travel 8 
- 10km to have access to a traditional medicine 
centre. What this means is that traditional 
medicine is readily accessible and available to 
the people in the study area, since most of  the 
centres are within 2Km radius.
 

Figure 2: Distribution of respondent's according to 

distance to traditional Medicine Centre
Source: Field Survey, 2014

Distance greatly affects accessibility the shorter 
the distance to traditional medical centre the 
greater the patronage of  traditional medicine 
while the farther the distance the less the 
patronage of  traditional medicine. However, in 
some special health situations distance is not an 
issue.

Time Taken and Transportation Mode to Traditional 

Medicine Centre
Just like distance, people spend different time to 
access available healthcare centres in the area. 
Table 5 shows time taken to traditional medicine 
centres. The result shows that a majority of  the 
respondents(88.0%) spend less than 2 hours to 
access traditional medicine facilities. 8.0% 
spend 2-4 hours and 2.5% spend 5-7 hours while 
the others spend more than 14 hours. This 

simply means that the traditional medicine 
centres are accessible to the people in the areas, 
as many of  the facilities are not located far away 
from them. This is shown by the time and 
distance taken to access these health centres.

Table 5: Distribution of Respondent's by Time and 

Transportation Mode to Traditional Medicine Centre

Source: Field Survey, 2014

Different transport modes are used to access 
these traditional medicine centres. The analysis 
shows that a majority of  the respondents(54.8%) 
access the traditional medicine centres by foot 
maybe as a result of  its closeness to them, 22.7% 
and 15.5% use motorcycle and cars/buses 
respectively to travel to the available healthcare 
centres, while only 7.0% use taxis. Hence, the 
analysis identifies foot and motorcycle as the 
prominent modes of  transport to the healthcare 
centres in the area. The findings obtained here 
corroborate those of  Gulliford et al.(2002) that 
access is dependent on the affordability, physical 
accessibility and acceptability of  services and 
not merely adequacy of  supply.

Time

<2hours

2-4hours

5-7hours

8-10hours

11-13hours

Others

Total

Transport Mode 

Trekking

Motorcycle

Car/Bus

Taxi

Total

Frequency

352

32

5

5

1

5

400

Frequency

219

91

62

28

400

Percentage

88.0

8.0

1.25

1.25

0.2

1.3

100.0

Percentage

54.8

22.7

15.5

7.0

100.0

NTAtvc J of  Comm. 2019;3(1):136 - 142 141

SILAS JOSHUA Accessibility to Traditional Medicine Services in Kaduna State, Nigeria



Conclusion and Recommendation
The study was undertaken to explore the extent 
and effectiveness of  trado-medical healing and 
how accessible it can be to the people of  Kaduna 
State and Nigeria at large. The challenges and 
truth about accessibility to traditional medicine 
were unraveled and its effectiveness assessed. 
The findings are from a relatively small sample 
of  trado-medical practitioners, and patrons of  
traditional medicine; however, it is hoped that 
the findings may create an insight into the 
practice of  traditional medicine and how 
accessible it could be to the users and patrons in 
general. The analysis and findings must be seen 
in the context of  the nature and scope of  the 
study. It is believed that the findings will aid 
towards improving the relevant draft policy and 
adding quality towards the policy. In view of  the 
findings, the following recommendations were 
put forward:
i. Traditional medical practitioners must be 

registered with the relevant body (board) so 
as to be sure of  their services, accessibility 
and effectiveness.

ii. Traditional medical practitioners should be 
used as home caregivers, spiritual healers 
and counselors in their communities, so as 
to make their services more accessible to the 
people.

iii. Traditional healthcare providers must 
realize that their service or method of  
healing is holistic inclined and must be 
addressed as such.

iv. Traditional healthcare providers must be 
trained under experienced healers and be 
documented on paper, so as to improve the 
confidence reposed in them.

v. A written record of  the traditional 
healthcare location of  practice and specialty 
must also be documented.
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Introduction
Content is at the heart of  media business. It is 
the essence of  media experience. It refers to the 
information and experiences processed, 
packaged and directed at the end-user or 
audience. Content is usually delivered through a 
medium. Advances in technology have made it 
possible for content to be delivered through 
multiplicity of  platforms. When delivered, the 
end-user derives value from the content. The 
medium provides little or no value to the 
enduser without the information and 
experiences that make up the content. Through 
quality content and programming, media 
organizations attract and retain large audiences 
which they invariably sell to advertisers. 

Media scholars and practitioners alike have 
over the years developed different strategies for 
content development (production) depending 
on the medium, environment, editorial policy, 
and corporate and national interest at play. 

Cable television audiences are drawn into 
watching content produced for global 
distribution because oftentimes local producers 
whom this researcher refers to as 'little brothers' 
'have limited budgets to embark on their own 
productions' (Wilson, 2004). Besides, in many 
cases the cost of  purchasing programmes from 
Western media production companies are much 
lower than having to locally produce them 
(Berger, 1992). No matter the nature of  
production, it should be noted that audiences 
across the globe view and interpret programs 
differently. When audiences view programmes, 
they give their own meanings to them by 
culturally interpreting the product communica-
tion through active participation. This is what 
Lie (2003, p.109) calls "the bottom-up flow of  
interpretations of  people living in a 
geographical setting". Hoijer (1999) refers to 
such audiences as active audiences who use the 
cultural interpretation flow to strengthen their 
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social, cultural and political engagements, 
whereas Curran (2006) sees such flows as 
audience power that protects people from 
undesired ideology. 

The globalization of  media consumption 
and the need for local adaptation (glocalization) 
perfectly throws up the cultural similarities and 
differences among people across the world. 
Adaptation or domestication essentially entails 
the production and distribution of  region or 
continent-specific content produced based on 
global standards. This suggests that people need 
a local context to understand or appreciate 
global media content. Content domestication or 
adaptation occurs when a western international 
production network partners a channel in 
another continent or country to co-produce or 
distribute a given program. Dimitrova, Kaid, 
Williams and Trammell (2005) describe this 
concept as translating the content for the local 
audience and frame it in ways it will conform to 
local culture. For Barker (1999, p.42), a global 
product can become local when it "is produced 
within and by a globalizing discourse, which 
includes capitalist marketing firms and its 
increasing orientation to differentiated local 
markets". In the words of  Chang (2003, p.4) 
programme adaptation otherwise called 
glocalization is "a language-block-by-
languageblock approach or country-by-country 
approach to deal with differences within a 
region". Chang further submits that this 
approach involves three phases of  programming 
strategies. The first one refers to re-broadcasting 
content as produced by western production 
companies (the Big Brothers); the second 
involves the translation of  language; the third 
seeks the cooperation and collaboration of  
global producers with local players to produce 
region and cultural specific content. 

Big Brother as a programme and DStv as a 
channel, which are the focus of  this paper, aptly 
fit Chang's programming characterizations. 
These strategies have given rise to many soap 

operas and reality television programmes in 
Africa. Reality television show is an 
entertaining non-fiction genre that shows scenes 
as they happen with modest or no editing (Kopp, 
2013). In comparison with other television 
genres, Ebersole and Woods (2007) regard 
reality television shows as the fastest and most 
popular form of  cable television programming 
in recent times. Many of  the reality shows aired 
by cable television stations in Nigeria are run as 
franchises. Examples of  such franchises that 
have successfully been adapted to local realities 
include Don't Forget the Lyrics, Who Wants to 
be a Millionaire, The Apprentice, Deal or No 
Deal, Big Brother, Nigerian Idol, The Intern, 
The Voice and The Next Movie Star, Fear 
Factor, Survivor, Chopped and MasterChef. 
The prevalence of  such reality television shows 
has in the last decade changed the landscape of  
cable television programming in Nigeria. This 
paper, therefore, takes an indepth look at the 
patterns of  programme adaptations or 
domestications by cable television stations in 
Nigeria using DStv and Big Brother reality show 
as case studies.

Statement of the Problem
Cable or television programs are created, 
produced and distributed with the intention of  
reaching as many diverse audiences as possible. 
As Keane and Moran (2006, p.3) note, cable 
television programmes "are consciously 
devised, developed and distributed with the 
deliberate intention of  achieving near 
simultaneous international adaptation". Aided 
by technology, many more members of  the 
global audiences are increasingly seeking to be 
part of  these programmes. However, this quest 
to be part of  global media consuming audience 
is often hampered by economic, technological, 
language and cultural barriers. Driven by 
economic interests, most Western and 
dominant media production companies have 
found ways of  surmounting these barriers by 
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localizing the production of  their media 
products without losing their core essence.

Reality television as a genre has engaged the 
interest of  scholars across disciplines such as 
sociology, anthropology, media and popular 
culture (Biressi &Nunn, 2005; Andrejevich, 
2002; Hill, 2005; Turner, 2005). In fact, it can be 
said that Big Brother studies now constitute a 
thematic sub-set of  the literature on reality 
television as a number of  studies have 
specifically been devoted to it (Johnson-Woods, 
2002; Sparks, 2007; Frau-Meigs, 2006; Van 
Zoonen & Aslama, 2006; Dolby, 2006; Castro, 
2002; Mathijs &Jones, 2004). 

Most of  these studies concentrated on issues 
such as reasons for the popularity of  reality TV, 
the morality and ethics involved in the exposure 
of  personal aspects of  ordinary life and its 
cultural implications. However, there are few 
scholarly works which have examined the 
patterns of  adaptation (glocalization) of  global 
media franchises especially reality television 
shows into local contexts (Patkin, 2003; Roth, 
2003; Pitout, 2004; Jordan, 2006; Meizel, 2007; 
de Bruin & Zwaan, 2012; Ndlela, 2016). Also 
none of  these studies have specifically looked at 
how programme adaptations in cable channels 
like DStv and reality television programs such as 
Big Brother have benefited Nigerian cable 
television industry. This paper, therefore, seeks 
to specifically examine the patterns of  these 
programme adaptations by western media 
production companies and benefits accruing 
therefrom to cable television industry in 
Nigeria.

Objectives of the Study
This paper generally evaluates the adaptation of  
foreign programming into the structure of  
Nigerian cable television industry. Specifically, 
the paper seeks to achieve the following 
objectives:
1. To ascertain the ratio of  foreign channels to 

local channels in DStv's programming 

structure.
2. To ascertain the indigenous elements or 

features inBig Brother Naija.
3. To ascertain how the adaptation of  Big 

Brother Naija and DStv's programming has 
benefited the Nigerian economy.

Research Questions
This paper seeks to answer the following 
research questions:
1. What is the ratio of  foreign channels to local 

channels inDStv's programming structure?
2. In what ways has Big Brother Naija reality 

show incorporated local elements in its 
production? 

3. In what ways has the adaptation of  Big 
Brother Naija and DStv's programming 
structure benefited the Nigerian economy?

Theoretical  Framework
This paper is anchored on two theories - the 
theory of  cultural proximity and theory of  
political economy. These two theories are within 
the analytical framework of  globalization as 
espoused by Choi and Park (2014). The two 
theories also perfectly explain the factors that 
g u i d e  p r o d u c t i o n ,  d i s t r i b u t i o n  a n d  
consumption of  media content. 

Cultural proximity theory, according to 
Straubhaar (2003, p.82) is "the tendency to 
prefer media products from one's own culture or 
the most similar possible". The theory aptly 
explains the tussle between the foreign and 
domestic media over who has the overriding 
influence on media production, distribution and 
consumption. It postulates that individuals tend 
to gravitate more towards media and media 
content from their own culture or a similar 
culture (Ksiazek &Webster, 2008). 

Cultural proximity essentially strives to 
overcome cultural distance through media 
content. For instance, the desire of  an individual 
for familiar cultural products in terms of  values, 
norms, language and history is satisfied by 
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culturally relevant programming (Straubhaar, 
LaRose &Davenport, 2015). Ksiazek and 
Webster's (2008) study on cultural proximity 
and behavior of  Hispanic-American audiences 
showed that English speakers and Spanish 
speakers if  given the choice would rather 
consume English language media and Spanish 
language media respectively. Similarly, 
Straubhaar, LaRose and Davenport (2015) 
found out that United States' Spanish speaking 
audiences often preferred Mexican or Latin 
shows to those in Hollywood because those 
Mexican, Colombian or Brazilian shows often 
translated from Portuguese to Spanish felt more 
familiar as a result of  the shared level of  cultural 
similarities among these countries. This perhaps 
explains the clamor for Big Brother Naija after 
some seasons of  Big Brother Africa.

It is important to note that in all these 
studies, language played an important role in the 
consumption of  media content under study 
because the audience gravitated more to media 
content broadcast in a language they speak or at 
least understand compared to those they were 
not familiar with; hence, language preference is 
an important factor in cultural proximity 
(Ksiazek &Webster, 2008). Favorable media 
policies are also important in fostering cultural 
proximity. If  a country's policies do not 
encourage consumption of  locally produced 
media content, this could lead to the 
consumption of  more foreign-based contents 
and vice versa. For instance, the Nigeria 
Broadcasting Code mandates broadcast firms to 
ensure a preponderance of  local content. Many 
radio and television stations observe this in 
breach. However, there are other factors that aid 
cultural proximity apart from language and 
media policies. These include dress mode, 
gestures, body language, ethnic types, religious 
affiliations and music traditions among others 
that are peculiar to various cultures (Abiolu, 
2017). 

Political economy theory, according to 

Fourie (2007), is a theoretical approach that 
seeks to understand how relationships between 
economic and political affiliations determine 
the functions of  social institutions like the 
media. The implication of  this is that "the more 
efficient the media is in communicating, the 
more effective it is in establishing or 
deestablishing existing social, political, cultural, 
economic, legal, religious and moral 
arrangements" (Ambirajan, 2000, p.2141).The 
thrust of  political economy theory as 
expounded by Fourie (2007, p.134) is that 
"political and economic controls of  the media 
are determinants of  media content and the 
media's ideological power". However, to grasp 
the power of  the media and its political 
economy, such factors as media ownership, 
structure and concentration need to be 
considered. Political economy creates 
awareness on the ways these media corporations 
shape diverse areas of  media content. The larger 
a firm, the more advantage it has because it can 
improve its profit margin and lower the cost of  
production by the spread of  risks over other 
channels of  production. An effective way that 
has been observed to lower costs is what 
economists refer to as 'economies of  scale' 
which are "ways that a corporation can save 
money through size - being big, buying big and 
acting big in terms of  sales and profits" (Long 
&Wall, 2013, p.179). When these media 
corporations realize that their audiences prefer 
locally made productions, they tend to adapt 
such into those audiences' local terrain. For 
instance, Sony decided to partner with local 
companies and film producers in places like 
China, France, Mexico and India to localize 
some global contents as their various audiences 
gravitated more towards local contents 
(McChesney, 2008).

Review of Literature
Of all media platforms, television and by 
extension cable networks have the widest global 
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distribution because of  their ubiquitous nature 
and they have a combined reach of  1.2 billion 
households worldwide (Artz, 2015). With this 
extensive reach, the cable networks provide the 
audience with contents upon which they 
actively construct their lives and relate with the 
world. Proliferation of  media contents which 
influence these social constructions is aided by 
globalization. Diffusion of  media content 
across international borders fueled by 
globalization has, according to Twining (2000, 
p.4), created:

a unified world economy, a single 
ecological system, and a complex 
network of  communications that cover 
the whole globe which link distant 
localities in such a way that local 
happenings are shaped by events 
occurring miles away and vice versa.

This phenomenon of  flow and consumption of  
media content across boundaries has over the 
years attracted research interest of  many 
scholars (Nyamnjoh, 2004; Robertson & White, 
2007; Robertson, 2012; Choi & Park, 2014). 
According to Barker (1999), globalization is 
about  cul tural  meanings and global  
consciousness attached to media content. It 
reflects an awareness of  the interdependence of  
societies and economies within a world system 
and with the growth of  the new media, global 
networks of  information are formed (Thomas, 
2006). A direct consequence of  globalization is 
the seeming feature of  sameness. But some 
scholars have argued against this characteristic 
insist ing that  rather than sameness,  
globalization has led to fusion or hybridization 
(Waisbord & Jalfin, 2009). Localization is an 
important feature of  media globalization. It is 
simply a process that adapts global media 
contents and formats to local peculiarities. A 
distinguishing feature of  localization is that 
global media formats are suited to local contexts 

with little or no features of  the global formats. 
This is unlike glocalization, which encompasses 
the creation and incorporation of  local realities 
into the fabric of  the global formats for content 
production. It is a commercial strategy 
employed by international media production 
companies in domestic markets. It is this 
incorporation of  global standards into local 
peculiarities that results in distinctive outcomes 
within diverse geographic spaces (Ritzer & 
Ryan, 2003). Robertson and White (2007) 
contend that even though these local 
adaptations may appear to be promoting 
heterogeneity, they in fact constitute forms of  
homogeneity "because most of  these 
adaptations are often implemented in very 
similar patterns across the world". It is 
important to note that the relationship between 
globalization and localization is not inimical; 
this is the reason global media content can be 
adapted locally to become glocalized. 

Franchising is an important aspect of  
glocalization of  media content. It is the legal 
instrument through which transnational 
corporations ensure that their media contents 
are constantly consumed without dilution. The 
franchisee is the company that has to pay a 
license fee or free-hire creative labor to be able to 
broadcast such franchises while the franchisor is 
the intellectual property owner and developer of  
the content (Johnson, 2013). The franchisor and 
franchisee have to work in agreement so as to 
deliver services effectively and profitably on 
global and local environments. Johnson further 
contends that the relationship between the 
franchisee and franchisor is usually negotiated 
within social and cultural contexts. 

Methodology
Given its nature, this study adopted qualitative 
research approach. Nwodu (2017) defines 
qualitative research as "a non-numeric 
investigation aimed at discovering increasing 
patterns of  relationships via subjective rather 
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than objective explanation of  a process, and or 
observed phenomenon". In his own definition 
Creswell (2014) contends that qualitative 
research involves engagement with emerging 
scenarios, observations, text/image analysis 
and themes/pattern interpretation. Case study 
technique is a good example of  qualitative 
research approach and has been adopted for this 
work. 

Yin (2003) defines case study technique as 
"an empirical inquiry that uses multiple sources 
of  evidence to investigate a contemporary 
phenomenon within its real-life context." As 
Wimmer and Dominick (2014, p.144) put it, 
"Case studies are conducted when a researcher 
needs to understand or explain a phenomenon". 
The level of  depth, versatility and flexibility of  a 
case study also allows the study to 
accommodate various techniques both in terms 
of  data collection and data analysis (Rule 
&John, 2011). This approach enables this 
researcher to collect, sift and interpret already 
existing data, reports, literature, documents, 
facts and figures from the website of  
MultiChoice and Digital Satellite Television 
(DStv) on their strategic plan on programming. 
All the cable firms licensed by the National 
Broadcasting Commission (NBC) constitute the 
population for this study. Purposive sampling 
method was adopted. DStv and Big Brother 
Naija media franchise were purposively selected 
because they have inherent characteristics of  
glocalized media products. The selection is also 
in line with the thesis that "in purposive 
sampling, each sample element is selected for a 
purpose, usually because of  the unique position 
of  the sample elements" (Engel & Schutt, 2010, 
p.96). The desk research also involved watching 
the three previous and current episodes ofBig 
Brother Naija from YouTube in order to identify 
local elements contained within the shows.
 

Big Brother as a Global Media Phenomenon
Global media production is heavily dominated 

by transnational corporations (TNCs) such as 
Endemol, Freemantle Media, 19 Entertainment 
and Naspers. Campbell, Mackinnon and 
Stevens  (2010)  de f ine  t ransnat ional  
corporations as any organization, which 
produces and delivers services in two or more 
countries. Encyclopedia Britannica (2016) 
defines transnational corporations, which it also 
refers to as multinational corporations, as 
registered corporations with headquarters in 
one country but with partially or fully owned 
subsidiaries in more than one country. A 
number of  global media production firms 
qualify to be called transnational corporations 
because they operate within and outside a 
country's media industry and have the capacity 
to influence a country's media market. 
Endemol, which has the Big Brother franchise, 
and MultiChoice, owners of  DStv, are examples 
of  such transnational corporations.  

Big Brother is an international multimedia 
reality television franchise with various 
localized or glocalized formats. It is an 
adaptation of  George Orwell's Nineteen Eighty-
Four novel in which big brother (from where the 
show adopted its name) is the all-seeing leader 
of  the dystopian Oceania. Created by John de 
Mol, a Dutchman, and developed by his 
company Endemol in 1999, the narrative 
presents a future in which people's freedoms are 
taken away by a pervading presence of  'Big 
Brother' represented by a surveillance system 
used in monitoring people all the time. After its 
initial success in the Netherlands, the Big 
Brother franchise was sold to eighteen countries 
among which was South Africa; but is now 
present in over 40 countries (Devereux, 2013). 

The basic format of  the show is the 
confinement of  no fewer than twelve 
contestants for about three months. The 
contestants, referred to as 'Housemates,' are 
governed by strict rules, live under dire 
circumstances and on a strict budget and ration 
of  food. The housemates are also required to 
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complete specific tasks given by the 'Big 
Brother'. These elements of  restriction and 
competition for survival increase tensions as 
well as test housemates' team and community 
spirit. The 'voluntary' confinement has some 
intrinsic value of  fame, money and career 
opportunities.

The Big Brother franchise in Africa has the 
continental version called Big Brother Africa 
and other localized versions of  countries such as 
Nigeria (Big Brother Naija) and South Africa 
(Big Brother Mzansi). Big Brother was 
broadcasted into Nigeria through a contractual 
agreement signed in 2001 between Endemol 
and MultiChoice's M-Net to produce the first 
episode of  Big Brother Mzansi.  Criticisms 
trailed the first two seasons because white South 
Africans rather than blacks won from the 12 
housemates that entered the Big Brother house. 
As a result of  the criticisms, a PanAfrican 
regional edition was introduced in 2003. Known 
as Big Brother Africa, it was produced by 
Endemol in collaboration with MNet. Rightly 
or wrongly, Big Brother Africawas hailed as a 
revolution for its audacious attempt to create a 
virtual African Union given the enormous 
interest it generated across Africa. A television 
audience of  30 million in 47 African countries 
watched it and the $100,000 prize money was 
another attraction to the programme. In 2007 
Big Brother Africa 2 followed on the heels of  the 
success of  the first season. The huge audiences 
attracted by Big Brother Africa were a feat for 
African viewership (Bahi, 2004; Brown 
&Licker, 2003; Chivhangu, 2000; Jansen, 2000). 
Only sports events like World Cup matches 
showcasing African teams had ever attracted 
such continent-wide interest.

Glocalization and Big Brother Naija
Following the huge success of  the two seasons 
of  Big Brother Africa, an adaptation of  the show 
was produced and broadcast in Nigeria. Big 
Brother Naija, formerly known as Big Brother 

Nigeria was aired on DStv channel 37 from 
March 5 to June 4, 2006.Aduak Katung won the 
first season carting away the $100,000 cash 
prize. After an eleven-year interval, the second 
season was premiered on January 22 and lasted 
till April 9, 2017. It was won by Efe Ejeba. With 
20 housemates, the third season started on 
January 28 till April 22, 2018. Miracle Igbokwe 
won after 85 days of  confinement, twists and 
intrigues. The fourth season started on June 30, 
2019; the period within which this research was 
conducted. It was billed to last for 99 days.

Nigeria is the second African country to 
adapt the show after South Africa. These 
African adaptations are in line with the tenets of  
glocalization as a concept and conform to 
cultural proximity theory, which postulates that 
individuals tend to gravitate more towards the 
media content from their own culture or a 
similar culture (Ksiazek &Webster, 2008). 

Presentation of Findings and Discussion
This section seeks to provide answers to the 
research questions earlier posed. It also seeks to 
achieve the three objectives set out by examining 
the manner through which MultiChoice has 
adapted Big Brother, a global franchise, to local 
Nigerian audience. 

So what is the level of  foreign program 
adaptations in the Nigerian cable television 
industry? To adequately answer this question, 
we need to first examine the regulatory 
f ramework  gu id ing  cab le  t e l ev i s ion  
programming in Nigeria and thereafter analyze 
the channel outlay of  DStv with a view to 
ascertaining the ratio of  foreign channels to 
local channels. It has been established that one 
of  the critical functions of  the media is the 
transmission of  socio-cultural heritage of  the 
people across generations (McQuail, 1978). 
This is the philosophical underpinning of  the 
Nigeria Broadcasting Code which insists that 
broadcast programming must promote and 
sustain Nigeria's diverse cultures, mores, 
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folklores and community life. The code also 
stipulates that broadcast stations must provide 
Nigerian content and encourage the production 
and projection of  Nigerian life within and 
outside its borders, striving to attain 100% local 
content. 

To qualify as a local content, the code in 
general stipulates that a broadcast program must 
fulfill any or all of  the following conditions 
(Nigeria Broadcasting Code, p.42):
1. A programme made by authors, producers 

and workers who are Nigerians or residing 
in Nigeria,

2. A programme produced under the creative 
control of  Nigerians,

3. A programme supervised and controlled by 
a producer established in Nigeria,

4. In a co-production, the broadcaster must 
ensure that the contribution is not 
controlled by a producer based outside 
Nigeria,

5. Any production originating from any other 
country is made exclusively by Nigerians or 
in co-production with non-Nigerians 
established in that country. 

RQ1: What is the ratio of foreign channels to local 

channels on DStv bouquet?
Digital Satellite Television (DStv) is the brand 
name of  the pay television owned by 
MultiChoice. As at July, 2019, this researcher 
identified 151 cable channels, 40 music channels 
(audio only) and 20 radio channels on DStv 
premium bouquet. DStv claims to have 13.5 
million subscribers across 50 countries in sub-
Saharan Africa. The 151 channels identified 
through content analysis cut across Africa, 
America, China, India, Asia and Europe. Of  the 
151 channels, 51 (34%) are from Africa while the 
rest of100 (66%) channels are from America, 
China, India, Asia and Europe. See appendix 
for the categorization of  the channels. 

The 34% (51channels) local content in terms 
of  the number of  authentic African channels in 

DStv programming structure obviously falls 
short of  the code of  the National Broadcasting 
Commission's stipulation. This is also contrary 
to the submission of  McQuail (1978) who 
argued that one of  the critical functions of  the 
media is the transmission of  socio-cultural 
heritage of  the people across generations. The 
overwhelming 66% (100 channels) foreign 
channels tend to lend credence to the critics of  
globalization who have argued that it leads to 
cultural imperialism wherein the media 
channels such as DStv are used as a propelling 
force to broadcast cultural meanings that 
penetrate borders and subordinate nations. 
MultiChoice seems to be aware of  this 
lopsidedness in its programming structure. In its 
2018 integrated annual report, the organization 
reported that in 2017 it spent R2.4 billion to 
acquire local content; R2.1 billion to produce 
local content and R5.1 billion in acquiring 
international content. While it is making effort 
to acquire or produce local content (a total of  
R4.5 billion in 2017), it still spent more in 2017 
(R5.1 billion) in acquiring foreign content 
(MultiChoice SA Report, 2018, p.9). 

 

RQ2: In what ways has Big Brother Naija adapted 

local or indigenous elements in its production?
Big Brother franchise across the world has been 
largely altered by various local contexts such as 
regulatory framework, audience reaction, 
duration and what is deemed permissible 

Piechart showing ratio of foreign to local channels in Dstv
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(Devereux, 2013). Integration of  local elements 
into Big Brother franchise in any country is at 
the core of  the concepts of  glocalization and 
cultural proximity theory. After watching the 
past three seasons and the fourth season which 
was ongoing at the time this research was 
conducted, the following local elements 
peculiar to Big Brother Naija were observed: 
a. Title and Logo:A local version of  the 

franchise started in Nigeria in 2006 as Big 
Brother Nigeria without the 'eye', 'brow' and 
Big Brother icons found in the global 
format. Following the intense criticisms that 
trailed the first season, the franchise was 
rested for eleven years. It returned in 2017 
with the franchise's 'eye', 'brow' icons and a 
much more localized title - 'Big Brother 
Naija'.The localization in title went further 
with the 2018 season when pidgin English 
was added as sub title thus - Big Brother 
Naija: 

Double Wahala. The Pidgin English 
adaptation in title was repeated in the title of  
the 2019 season - Big Brother: Pepper Dem.

b. Location and Setting:As earlier stated, Big 
Brother as a reality show is all about a group 
of  contestants confined to a specially 
designed building for a long period of  time. 
The game is for the contestants to survive 
each other's company while they undertake 
specific given tasks. The first three seasons 
of  Big Brother Naija were produced out of  
South Africa. However, the location and 
setting of  the fourth season was Abuja. 

c. Selection of  Housemates: Selection of  
housemates are carefully done to reflect the 
diversity and boisterousness of  Nigeria. The 
participants in the four seasons have been 
those the fans can relate and have capacity 
to make the show more dramatic; the more 
daring and controversial, the better. This 
helps to increase viewership and rating. 

d. Language and Hosts: A prominent feature 
of  localized format of  Big Brother is in the 

use of  language. Housemates in Big Brother 
Naija are allowed to converse in Pidgin 
English. Another glocalized feature is the 
use of  known radio or television 
personalities as hosts. Olisa Adibua, 
Michelle Dede and Ebuka Obi-Uchendu are 
the media celebrities who have hosted the 
show.

e. Localized advertising: Another local 
element introduced in the fourth season is 
the feature of  local brands within the 
programme flow especially during the 
presentations by housemates. Examples of  
such local brands include the use of  
Lumpatrin, a malaria drug by the 
housemates and Bet9ja Coins as the new 
house currency. Bet9ja Coins is an indirect 
advertising of  Bet9ja, a sports betting brand. 
The coins allow housemates to buy any item 
of  their choice throughout their stay in the 
house. 

f. Use of  multimedia platforms: Participatory 
culture of  the audience has been identified 
to be a key to the success of  any reality 
television show. Producers of  Big Brother 
Naija created multimedia feedback 
platforms to ensure audience participation 
in any language of  their choice. This is done 
through Facebook, Twitter, YouTube, 
Instagram and MSG2TV (message to 
television) where fans could send direct 
message to the show that were instantly 
displayed on the news bar. 

These are few local elements that stand Big 
Brother Naija out from the global version. All 
these local elements are geared towards making 
the program different from the global edition 
and acceptable to the local audience thus 
conforming to cultural proximity theory which 
highlights an individual's desire for familiar 
cultural products in terms of  values, norms, 
artefacts, language and history (Straubhaar, 
LaRose &Davenport, 2015).
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RQ3: In what ways has the adaptation of Big Brother 

Naija and DStv's programming structure benefited 

the Nigerian economy?
MultiChoice Nigeria Limited is a joint venture 
set up in 1993 between a Nigerian businessman, 
Barris ter  Adewunmi Ogunsanya and 
MultiChoice Africa Limited. In its over 25 years 
of  existence in Nigeria, a major criticism of  the 
company is that it is eroding the nation's cultural 
va l u e s  t h r o u g h  f o r e i g n  d o m i n a t e d  
programming such as Big Brother.

Conscious of  these public criticisms, the 
company has over the years been making 
strenuous efforts to localize or glocalize its 
programming. These efforts are also geared 
towards meeting regulatory guidelines on local 
content. 

To demonstrate its contributions to national 
d eve l o p m e n t ,  M u l t i C h o i c e  i n  2 0 1 5  
commissioned Deloitte to conduct an economic 
impact assessment of  its activities in Nigeria. 
Published in July 2015, the final report of  
Deloitte indicate that MultiChoice's operations 
and programming have impacted on the 
Nigerian economy in the following ways: 

Local Content Production: To demonstrate its 
seriousness about local content, the company 
adopted a long term approach by creating a 
special purpose company for local content 
production. Called MSS Local Productions 
Nigeria Limited, the company produces content 
for MultiChoice's Africa Magic channels, an 
eight-channel platform for exclusive Nigerian 
content. According to the Deloitte report, the 
company invested N9.98 billion in local content 
and production facilities and licensed content 
from 211 Nigerian production houses. 

MSS Local Productions Nigeria Limited 
now oversees the 130 Nigerian crew members 
who exclusively produce the 260 live shows 
broadcast of  Big Brother Naija. A Nigerian 
company, Storm Vision Limited, produced the 
first season which was the first major 

multicamera production for the Nigerian 
market. Commenting on the $4 million budget 
production, the Chairman of  Storm Vision 
Limited, Obi Asika says he is very proud that a 
Nigerian company was given the opportunity to 
handle such production: 

I am extremely proud, that a Nigerian 
company is at the forefront of  bringing 
this phenomenal TV concept to the 
country. We will create a production 
mindful of  our audiences' needs and 
will aim to always entertain them. I 
believe this production can unify 
Nigerians and can give others a better 
understanding of  Nigeria (Miller, 2005, 
p.1).

Contribution to Nigeria's GDP: According to the 
Deloitte report, MultiChoice's operations are 
estimated to have contributed $387.6 million to 
Nigeria's Gross Domestic Product (GDP) in 
2013/2014 and $322 million in 2014/2015. The 
aggregate economic impact between 2011 and 
2015 is estimated at $1 billion (N356 billion). 
These estimates include the direct impact, 
consisting of  the company's total spend in terms 
of  wages, taxes and corporate social 
responsibility payments. 

Promoting Entrepreneurship and Job Creation: 
MultiChoice has through its operations 
developed professions thus creating job 
opportunities in such areas as cameramen, 
writers, actors, editors and make-up artists, etc. 
With an initial 1,615 employees in 2013, 
MultiChoice as at 2017 employs 2,188 people. 
Through its value chain, the company also 
promotes entrepreneurship. As at 2017, the 
company has appointed 7,700 agents, 4,562 
retailers and 1,200 installers.

Developing Nigerian Sports: Through its 
investment in sports, MultiChoice has helped to 
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develop competitions and enabled sports, 
particularly local football league, to gain 
popularity. According to the Deloitte report, 
between 2011 and 2015, the company invested a 
total of  $38.6 million in licensing fees, 
production and marketing of  local sports 
content. A further investment of  $18.5 million 
was in 2014-2015 for the acquisition of  OB vans 
which the company to broadcast live all the 36 
Nigerian premier league matches and 46 
basketball league matches.  This investment has 
promoted engagement with sports by increasing 
branding, awareness, participation and 
attendances. 

Training and Investment in Broadcast Facilities: 
MultiChoice's local content initiative has led to 
investment of  N29.4 billion between 2011-2015 
in the development of  leading-edge broadcast 
infrastructure such as studios and transmitter 
sites. It has also organized trainings to empower 
and uplift production standards. Between 
20112012 and 2014-2015, the company invested 
about $208,000 in training programs across the 
production value chain (Deloitte, 2015).

Encouraging Learning and Investment in 

Education: In 2004 MultiChoice started a 
countrywide education initiative through the 
establishment of  MultiChoice Resource Centers 
in 332 schools in 30 students. Under this 
initiative, the company provides free access to its 
seven educational channels to schools with the 
objective of  facilitating learning. With a N100 
million annual budget, the initiative has 
benefited over 60,000 students. 

Conclusion
In spite of  its strenuous efforts, it is obvious from 
the result of  this study that MultiChoice still has 
a long way to go in the area of  indigenous 
channels. To meet regulatory requirements, the 
company needs to reduce the percentage of  
foreign channels (66%) in its premium bouquet. 

The study also clearly identified the indigenous 
elements incorporated into Big Brother Naija 
different from the global version of  the 
franchise. This finding conforms to Rescoe's 
(2004) assertion that glocal format of  a franchise 
is usually achieved more through unique local 
designs and location. The inclusion of  
sociocultural elements in the format of  Big 
Brother Naija as identified by the study through 
language, local celebrities and cuisines 
showshow the producers tried to conform to 
local tastes while not losing touch with the 
global formats so there can always be a thread of  
similarity and continuity. This is because 
television franchises strive to maintain a level of  
sameness and continuity (Johnson, 2013). 

Despite  the cr i t ic ism of  cultural  
adulteration, this study identified some ways 
through which Nigeria's economy is benefitting 
from the operations of  MultiChoice in the 
country. Overall, the results of  the study show 
that operators of  cable networks in Nigeria as 
exemplified by MultiChoice adopt glocalization 
as a commercial strategy to make inroad into the 
local market. 
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Introduction
Cameroonian Anglophone drama stems from a 
collection of  literary works produced in English 
by Cameroonian writers of  English expression 
from the North West and South West regions 
that constitute the English-speaking regions of  
Cameroon. Bole Butake as a prominent 
contemporary Anglophone playwright has 
made an obvious attempt at raising awareness 
on the issue of  women and sexual power/ 
politics in The Survivors. This play is one of  his 
most celebrated plays that resulted from a 
theatre workshop popularly referred to in 
Cameroon as “the 1984 Kumba Theatre 
Workshop” which he carried out with his 
students from the University of  Yaounde.  In 
The Survivors, leadership and political power are 

shown to be the exclusive prerogative of  men 
with the lone female character trying to 
negotiate a space in the power structure as she 
struggles to free herself  and her co-travellers 
from Officer's firm grip and exploitation. 
Though the play is centred round political 
power, there are also related issues about sex and 
war; sexuality as a weapon of  power and 
liberation. The Survivors is a play about 
neocolonial exploitation of  the masses by 
greedy politicians and it dramatizes humans' 
insidious slide towards animalistic tendencies as 
a means of  survival. Ambe Hilarion (2007,p.69) 
describes The Survivors as a play which depicts 
beings in a strictly realistic world as they strive to 
overcome oppressive forces and redefine their 
essence of  existence. There are six main 

O R I G I NA L A RT I C L E

This paper examines Bole Butake's representation of  female characters in The Survivors by constructing a more 
revolutionary woman moving from a 'backstage actor' to showing far-fetched effects of  political activism. The paly 
shows how women's bodies can be written into cultural context for mass consumption and how women's bodies and 
sexuality can become sites of  power struggle. The paper, through content analysis, examines the playwright's vision 
of  women empowerment and draws much from Ogundipe Leslie's theory of  “Stiwanism” on the inclusion of  
African women in the contemporary socio-political transformation of  Africa, as well as Foucault's view of  sex as a 
focal point of  the exercise of  power through the discursive constitution of  the body. The paper contends that 
Mboysi's body, though viewed as a prisoner of  a wide range of  stereotypes that define women by their sexuality, is 
also projected as a catalyst for political change. The findings reveal that in spite of  the supposed empowerment of  
women by the playwright, the world of  Survivors still remains a male world with women given brief  entrance into the 
male order of  command and power and a quick exit as the symbolic order dictates. The paper suggests that women 
should also be given a chance in the helm of  affairs of  the society and recommends that for any successful revolution 
to take place in any oppressive system such as in the world of  The Survivors, it must adopt a collective revolution as 
opposed to individualistic actions towards the attainment of  any political/revolutionary change.

Key words: Anglophone Cameroon drama, The Survivors, sexual exploitation, body politics, 'people power' 
ideology.
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characters in the play, among which are the five 
survivors comprised of  two children (a girl and a 
boy) and three adults (one woman and two men) 
and the military officer. This already indicates 
that the world of  the play is a male world and 
that power imbalance in gender relations is one 
of  its hallmarks.

Female representation in the play revolves 
around the single female character, Mboysi, 
through whom the writer's enforcement of  the 
sexual exploitation of  women's bodies in the 
ultimate quest for survival is perceived. Personal 
beauty and charm are powerful human 
attributes which become the source of  power 
when they enable a person to lead, influence or 
control other persons as is the case with Mboysi 
in The Survivors. Mboysi's body serves as a 
weapon of  influence on the Officer and those he 
represents. She is an ensnarer; she is charming; 
she is a beauty, a treacherous beauty that 
seduces Officer, manipulates him and ends up 
killing him with the same gun, a symbol of  
military power that was initially fighting against 
them. Butake, no doubt, perceives Mboysi's 
body and her feminine charms as potent 
weapons with which a woman can use to inflict 
havoc on the world of  men.

While colonialism may have given way to 
political independence and independence in 
turn to educational opportunities for both men 
and women, patriarchy has dragged on into 
post-colonial times, posing a major barrier to 
women's access to power. According to a study 
conducted by Joyce Endeley in 1999, the 
concept of  women's empowerment was still 
considered as Western, foreign or imported by 
both men and women in many parts of  
Cameroon. Endeley's research findings (2001, 
pp.34-35) on the Moghamo and Bafaw societies 
foreground women's lack of  economic 
empowerment as a result of  their inability to 
own or control monetary assets. The following 
report according to her reveals aspects of  gender 
discrimination against women:

Women in Cameroon live in a 
predominantly patriarchal society in 
which their economic dependency on 
men is reinforced by discriminatory 
laws and policies in public institutions. 
For example, women lack equal marital 
and property rights with men. Most 
women lack control over property, 
including land, which leads to their 
inabil i ty to operate profitable 
businesses requiring collateral and to 
lack of  access to banking and financial 
institutions.

Endeley's report suggests that the success of  the 
struggle for gender equality in Cameroon 
depends largely on the regulation of  
government laws on women's rights and the 
transformation of  patriarchal cultures. 

st 
However, it has been several years into the 21
century and major concerns about women's 
position within Cameroonian public and 
private spheres still arise. Although women now 
feature in parliament and other top-ranking 
government positions, it is hardlytime to 
celebrate the attainment of  gender equality 
since these women themselves represent only a 
tiny fraction of  the female population.
 On a general scale, a majority of  
Cameroonian women in both rural and urban 
spaces still suffer patriarchal oppression in all its 
guises. Samba Emelda (2005a, p.20) asserts that 
the urban woman's quest for economic 
independence makes her a direct target of  urban 
patriarchy, because “the more she attempts to 
assert herself  economically, the stronger the 
force of  oppression impacted on her, and the 
more forceful the attempt to push her back into 
her traditionally designed role of  the silent 
listener”.

Butake, in his most celebrated plays, depicts 
powerful women shaping and re-shaping the 
political landscapes of  their communities, be it 
through ritual, violence or sex. Ngwang 
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Emmanuel (2004, p.13) explores the reversal of  
roles in three of  Butake's plays in which women 
invade the public space and take control while 
men are rendered powerless by authoritarian 
rule. He argues that in this case women 
effectively become “men”, the wielders of  
power, and men are forced to adorn the cloak of  
“femaleness”, which is the equivalent of  
powerlessness in a patriarchal society. His major 
contention is that the three plays “reveal how far 
Butake was a head of  his contemporaries in 
depicting a new woman, one who could rise out 
of  the ashes into a position of  imminence”. 
Although reading Butake on similar lines, 
Odhiambo Christopher (2009b, p.166) however 
seems to think that it is not so much the women's 
efforts as the men's abuse of  power that gives 
women the chance to take control of  the power 
space. Using four of  Butake's plays, he 
illustrates the ironies of  power in Cameroon, 
arguing that the abuse of  power by men in 
authority is what forces other men into a 
position of  impotence, literally and figuratively, 
thereby giving women the opportunity to step in 
and initiate the “re-arranging and re-ordering of  
power relations”. Regardless of  the difference in 
approach, both Odhiambo and Ngwang 
intimate that women's power is central to 
Butake's envisioning of  the Cameroonian 
society. 

Butake in this play demonstrates the writers' 
quest for social and/or creative empowerment 
with women at the centre of  nationalist 
movements which Bertha Epie-Eyoh (1993, 
p.184) affirms that women “have always been 
the backbone of  every political rally or political 
march in support of  democracy or in 
demonstrations against repression”. The 
powerful role played by the Anlu and the 
Takembeng (women's secret groups) of  the 
grassfield areas of  the North West Region in 
Cameroon in re-shaping the political situation 
in Cameroon in the 1990s cannot be 
underestimated. Ironically, in spite of  the 

supposed empowerment of  women by Butake, 
the world of  his play still remains a male world 
with women given brief  entrances into the male 
order of  communal power and as quick an exit 
as the symbolic order dictates. Jua Roselyn 
(1993, p.180) relates this to the situation the 
Cameroonian woman finds herself  in the 
political or democratic order. According to her, 
“these women are portrayed as hazy characters 
who furtively appear and then disappear 
without any worthwhile mention”. The 
Cameroonian woman still remains in more 
ways than one the 'silent partner', not to be seen 
and certainly never to be heard. Even the world 
of  the gods and ancestral spirits is almost 
exclusively a male world. There seems to be no 
hope of  changing the status quo as El-Saadawi 
Nawal (2005, p.25) points out that “powerless 
women cannot change patriarchal values since 
God is always with men against women”. The 
portrayal of  women in Cameroon Anglophone 
drama expresses gender discourses on sex and 
female power as elucidated in Butake's play The 
Survivors.

Haraway Donna (1997, p.56) explains 
gender discourse as a concept that developed to 
“contest the naturalization of  sexual difference 
in multiple arenas of  struggle”; while Showalter 
as quoted by NfahAbbenyi sees it as “the social, 
cultural and psychological meaning imposed 
upon biological sexual identity” (Nfah, 
1997,p.17).  In gender discourse, biological sex 
is contrasted with social gender- the former 
denoting bodily differences between men and 
women as far as their reproductive organs are 
concerned and the latter denoting differences in 
male and female attributes and/or behaviours 
shaped by society and culture. 

In The Survivors, the biological endowment 
of  Mboysi, the lone female character is seen to 
be a weapon for the acquisition of  power and 
liberation of  the rest of  the survivors. Mboysi 
has natural beauty and charm which Officer- 
the military/political representative cannot 
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resist. She has nature-bestowed weapons which 
she skilfully and accurately uses to charm and 
conquer Officer. Sex here is used as an 
instrument of  power, political and social 
liberation. Gender as a social construct asserts 
that the expectations and responsibility of  men 
and women are not always biologically 
determined, and therefore should not be held to 
be constant and unchangeable. Gender roles are 
historically, culturally and politically 
constructed and so are subject to change.

Theoretical Framework
This paper is read from a feminist perspective in 
line with Ogundipe Leslie's (1994) theory of  
“Stiwanism” as a concept of  feminism within a 
typical African context. In her own words,
 

“STIWA” is an acronym for Social 
Transformation Including Women of  
Africa. I wanted to stress the fact that 
what we want in Africa is social 
transformation. It's not about warring 
with the men, the reversal of  role, or 
doing to men whatever women think 
that men have been doing for centuries, 
but it is trying to build a harmonious 
society. The transformation of  African 
society is the responsibility of  both men 
and women and it is also in their 
interest.

“STIWA” is about the inclusion of  African 
women in the contemporary social and political 
transformation of  Africa. This new term 
“STIWA” allows her to discuss the needs of  
African women today in the tradition of  the 
spaces and strategies provided in our African 
indigenous cultures for the social being of  
women. Stiwanism is another form of  African 
feminism that rejects the male-bashing, gender 
exclusivist stance of  Western feminism. It 
proposes that men and women should play 
complementary roles in the edification of  a just 

human society. This is what Butake attempts to 
do for her female character Mboysi who takes 
the lead to fight and secure their liberation from 
the forces of  oppression, subjugation and 
exploitation.

Butake's vision of  women empowerment 
also draws much from Michel Foucault's (1979) 
view of  sex as a focal point of  the exercise of  
power through the discursive constitution of  the 
body. The power relations governing the 
landscape of  sexual interaction are such that 
where there is desire the power relation is almost 
already present. The kind of  power the 
playwright portrays of  women in The Survivors 
could be likened to Elizabeth Nyager's (2002, 
p.149) “bottom-power” in Mulkin Mata where 
the women use their “bottom-power” to take 
over political power. In The Survivors, Butake 
portrays women's power as having gone beyond 
“bottom-power” as the lone female character 
Mboysi succeeds temporarily in a revolutionary 
take-over of  military/political power even 
though her victory is short-lived as she is shot 
dead by the same repressive forces of  
oppression/exploitation.

Feminine Weapons of Power 
Mboysi is a woman with great charm and 
beauty who is constantly exploited by the 
corrupt Officer. Her rebelliousness and 
determination to fight for their freedom and 
liberation is seen at the beginning when Officer 
cannot even allow them to speak after confining 
them in the forest. They lament their state of  
hopelessness as they can neither go forward nor 
turn backwards. In the words of  Old One, “they 
are caught in the web of  a spider (p.63)”. 
Mboysi takes the lead and retorts Officer who 
would not allow them to speak as she asserts: 
“God gave me a voice to speak. I will speak 
(p.60)”. This bold step taken by Mboysi to voice 
her opinion resonates with the feminist 
discourse that women should be given a chance 
to speak in public instead of  holding them 
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bound to patriarchal norms that subjugate them 
and place them at a secondary position as just 
listeners. Christopher Miller (1990) captures 
this silent picture of  women from his reading of  
Senghor's poem “Femme Noire” (Black 
Woman) in which the African woman was 
spoken for; she herself  was no speaking subject 
and “she only exists on paper”.  The African 
woman was not only silent, but was also ignored 
when she herself  spoke, when she broke that 
silence. This male tradition portrays women as 
passive without any status of  their own.

Besides having to deal with homelessness, 
the survivors need food and water to sustain 
them on their way to Ewawa where they can get 
assistance from the villagers. Ngujoh is 
determined to get his freedom back but he lacks 
the means of  negotiating with Officer. Ngujoh 
and Old One feel they are incapacitated to 
confront the mighty Officer and requests for 
food and water. 

Ngujoh: You can speak to him in the 
language he understands, having been a 
teacher at our school. Moreover, you're 
a woman with great charms.

It is this realization that drives 
Ngujoh out of  selfishness, rather than his 
goodwill, which makes him propose that 
Mboysi, a woman, should go and negotiate 
with Officer on their behalf. Implicit in his 
suggestion is the fact that Mboysi can use her 
femininity/sexuality as a site of  disempowering 
the Officer. A position that obviously 
perpetuates myths and stereotypes constructed 
about women as deceitful; alluding most 
probably to the biblical narrative of  Samson and 
Delilah. Ngujoh's thinking reinstates a 
masculine mindset where a woman is perceived 
as an object of  assuaging male ego and sexual 
desire:

But Mboysi interprets her drive to negotiate with 
the Officer as a natural maternal instinct to 
preserve the survival of  this community of  

survivors. 

Predictably, the relationship that develops 
between Officer and Mboysi is limited to sexual 
exploitation: Officer is using Mbosyi's body as 
an object of  his sexual pleasure in return for 
food and clothing. Paradoxically these 'goodies' 
are actually donations (relief    aid) meant for the 
use of  the survivors. An interesting dimension 
to the power relation that initially develops 
between Mboysi the subaltern, and Officer the 
dominant power is best illustrated by what 
Mbembe describes as “illicit cohabitation, are 
lationship made fraught by the very fact of  the 
commandment and its 'subject' to share the same 
living space” (qtd in Odhiambo, 2009b). 

Ngujoh's statement that Mboysi can 
speak to Officer in 'the language he understands' 
suggests more than the use of  a language 
acquired through formal education. His next 
words claiming that she is a woman with 
'greatcharms' are indicative of  his belief  that 
Mboysi can tame Officer's cruelty by using her 
body to seduce him. The underlying perception 
revealed in his words and also in Old One's 
response is that woman's body is a 
meanstoanend–an instrument for female 
survival. Mboysi attempts to denounce the 
intended abuse of  her body but is made to 
believe that it is no abuse if  she does it for the 
sake of  the children, for' the children must 
survive to tell the story' (p.64). As if  acting on 
thecue, Tata and Bolame begin to scream: 'We 
are hungry! We are hungry!' (p.64). Their 
continued pleas for food and water are what 
move Mboysi to accept to surrender her body to 
Officer.

The play, however, elucidates the biological 
endowment of  women as a weapon for the 
acquisition of  power. Women are shown to use 
these biological weapons to conquer men. 
Mboysi is thus portrayed in the play as being at 
an advantage naturally as she has something 
that cannot be resisted by men. She has 
naturebestowed weapons which when skilfully 
and accurately used can charm and even 
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conquer Officer. Mboysi's fate resonates that of  
Wanjain Ngugi's Petals of  Blood (Florence 
Stratton,1994, p.49), and Mammywata in 
Hagher's SwemKaragbe where the latter says: 
“We have a weapon that always defeats them. 
We use our natural charm to excite their 
passion, and before you are aware, they have 
become toddling children (Nyager, 2002, 
p.181)”. Ngujoh confirms the natural power of  
women where he tells Old One that women of  
today are “the key to power” and they can “even 
unlock a door with seven locks on it” (p.65). He 
also confirms her unflinching charms as those 
that can unnerve any man and as such if  Mboysi 
finds her way by Officer's side, he will even 
forget his gun. This indicates the innate powers 
that women have. Butake conflates in one body 
the figures of  woman as a mother and woman as 
a whore/prostitute and by this he suggests that 
there can be no possibility of  woman 
performing her motherly role without 
sacrificing something of  her body. Mboysi's act 
of  self-abnegation indicates that to sacrifice 
personal interest for that of  the community is a 
fate woman cannot escape.

The enshrining of  woman's body as an 
object for male lustful desires is only a sub-text 
of  the play because in the main text Mboysi's 
self-sacrifice is celebrated as a heroic act, an act 
that saves her fellow travellers from starvation. 
Mboysi is praised by all for saving them from 
hunger and thirst. She is projected as their 
saviour especially to the children whom she 
becomes the heroic mother as Tataproclaims: 
'Mother is great! '(p.67). The play glorifies this 
mother-like status she assumes. Motherhood is 
that which gives meaning to women's lives. 
Womanhood is equal to motherhood and as 
such children are a strong bond to motherhood 
identity. Although the children in this play 
(Bolame and Tata) refer to Mboysi as 'Mother', 
it is certain that these are not her biological 
children but because they realize how 
important the mother figure is, they all decide 

to confer on her the great title 'Mother'. This is 
also indicative of  one of  the most important 
African traditional roles assigned to women 
that of  bearing children and taking care of  
them.

Body Politics
Beyond Mboysi's selfless act on behalf  of  the 
survivors is an endorsement of  her own 
sexploitation. Julie Etoke (2006, p.42) views the 
projection of  Mboysi's body as “a sexual 
weapon, a catalyst for political change”, but “by 
the same token, it is also prisoner of  a wide 
range of  stereotypes that define women by their 
sexuality”. Mboysi allows herself  to be traded 
to Officer for his benevolence, perhaps because 
she hopes to appropriate some of  that male 
power in the process. Thus, she revels in that 
power conferred on her by Ngujoh and Old 
One.

Mboysi: Why did you not face Officer? 
Was it not because of  me, a woman, 
that Officer gave you food and water? If  
both of  you don't come now…

Ngujoh: Old One, this woman now 
has power over us.

Old One: This woman has power 
over Officer. With her help Officer 
might allow us to go to Ewawa (70).

The question of  power in this context revolves 
around Mboysi's newly attained status as a 
saviour and hence her capacity to assume 
leadership of  the group. While Ngujoh 
acknowledges the power she now commands 
over them, Old One chooses to see it more as 
power over Officer and he hopes that she will 
exploit this situation to their advantage when he 
intimates that Officer may let them proceed to 
Ewawa because of  Mboysi. Old One and 
Ngujoh both resent Officer's control over their 
mobility, but they prefer to use Mboysi to fight 
their battles. Her body thus becomes the 

NTAtvc J of  Comm. 2019;3(1):156 - 167 161

MBU DORA NYUYKIGHAN Sexploitation and Body Politics in Bole Butake's The Survivors



playground on which masculine power is 
battled out.

Mboysi's power is mainly the product of  her 
sexual alliance with Officer, but that power is 
inherently contradictory because it exists only at 
the superficial level, couched within the words 
she utters to the people around her. Mboysi's 
exercise of  power over her travelling 
companions camouflages her real subjugation 
to a neo-colonial patriarchal order that exploits 
women sexually and materially. Officer keeps 
her alive first because she is a means to his 
'material survival' which he feels is at stake, and 
secondly because she provides the distraction he 
needs from time to time since, as he says, “the 
flesh is weak, come along and let me bathe my 
burning heart in the cool waters of  your 
bosom”(p.73). Mboysi's value resides only in 
her physical attraction and sexual appeal, as 
evident in Officer's soliloquy: “Hm…that 
woman does things to me. I don't know what a 
woman like that was doing in the bush” (p.72). 
Despite her sexual acquiescence to Officer's 
sexual demands, he treats her with 
condescension, because he sprays her with a 
disinfectant every time she approaches his tent 
before embarking on his rapacious sex deal. 
Since her sexuality is the only valuable 
possession the writer entrusts her with and 
which Officer now has control of, she becomes 
completely powerless. From Stratton's (1994, 
p.163) feminist point of  view, we see here a 
strong contradiction between Butake's “desire 
to privilege women and his tendency toward 
male titillation”.

It is not until Mboysi realizes that Officer 
does not want them to leave because the cargo 
will stop coming that she feels inclined to 
separate herself  from the object of  her 
oppression. Her sensitivity and consciousness is 
pricked by Ngujoh and Old One and she 
awakens  f rom her  pass ive  h i ther to  
unquestioning acceptance of  the politics of  
Officer to an awareness of  his cunning and 

double standards of  exploitation and 
sexploitation. The following conversation 
illustrates Mboysi's awareness thus:

Ngujoh: And he does not want us to 
leave because the cargo will stop 
coming.

Mboysi: Is that so? So he is growing 
rich on our misfortune? How could he 
have fooled me so? How could I trip so? 
I am going back there to give him a 
piece of  my mind. Tell him what I think 
about him (78).

Through the efforts of  Ngujoh and Old One, 
Mboysi's subdued inner capabilities are 
recharged as she steps out to confront her 
oppressor with a more determined and renewed 
spirit. 

She charges and 
heads off  towards Officer's direction. Ngujoh 
and Old One comment about the inflamed, re-
awakened Mboysi thus:

Ngujoh: Old One, I saw a wild fire in 
her eyes. If  she carries out that threat … 
I am afraid.

Old One: Between you and that 
woman, I don't know who the man 
is…. My children, did you see the light 

Mboysi's conscience and sensibilities are 
however heightened when she comes to the 
bitter realization that she has been abused by the 
Officer as well as by Ngujoh. This marks the 
counter point in her relationship with the 
Officer as she now decides to deploy her body as 
a site for resistance. She defiantly proclaims 
that: “I will show Officer that inspite of  his gun 
and loud menaces, he is only a man, 
mortal”(p.79). Thus her body now reacts to the 
Officer, a way of  power, in a more conscious 
way: no longer as an object, but more as a 
subject. Now, no longer innocent or naïve, she 
deploys her femininity to contest the ways of  
power of  Officer over her body. 
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in your mother's eyes? I want you to 
hold your heads high, like her (79).

Her actions take on masculine aspects; the fire 
in her eyes, her determined steps and the 
strength in her words are all factors that move 
Old One and Ngujoh to see a new Mboysi full of  
energy and rebellious in character.  Implicit in 
the above dialogue is Mboysi's recognition and 
her process of  empowerment. There is a link 
between the exercise of  power and the 
masculinization of  the female body. Mboysi is 
seen as a woman usurping male qualities since 
the spirit of  fierceness she now displays is not 
typically associated with her gender.

In the last scene of  the play, Officer's 
continued underestimation of  his victims leads 
to his own destruction. He concludes that 
Mboysi is ignorant about guns and this 
ignorance blinds him completely from any 
guesses as to Mboysi's tactics and potential, until 
she manages to manipulate Officer into giving 
her his revolver which she uses to kill him. 

This singular act illustrates two things: First 
of  all, it is ironical that Officer is so naïve and 
believes in Mboysi's ignorance about lethal 
weapons. He fails to understand that as a school 
teacher, Mboysi must have learnt all about guns 
in her school years. More significantly, it is his 

Like 
the trickster in the folklore, she deceives the 
Officer to give her his gun which symbolically 
signifies his phallocentrism, and therefore his 
masculinity. With the gun in her possession, 
Officer is deprived of  his manhood and can no 
longer possess power. Without the gun, Officer 
becomes impotent, reduced to the level of  other 
men he had used the power of  his gun to make 
impotent. Mboysi captures the scene more 
dramatically when she ridicules Officer 
thus:“Wait a little. I just want to make sure it 
works. (She pulls the trigger and Officer dives unto the 
floor. Mboysi laugh smirthlessly). So it really work 
seh? And you, crawling like a worm on the 
ground, so you can be reduced to this?” (p.83).

uncontrollable sexual urge and gratification that 
completely blinds him from any thoughts about 
the realities of  human abilities. Her approach in 
confronting Officer in this last scene is well 
calculated. She tactically coaxes Officer into 
surrendering his gun to her, through a series of  
innocent and almost childlike utterances. With 
the gun in her hand, she assumes a new position 
of  power to the utter dismay of  her oppressor. 
This empowered position is evident in the 
following discourse:

Mboysi: Keep crawling, you rotten 
maggot! Even if  I die after killing you, I 
will be satisfied that I had my revenge. 
Now, this is the moment of  truth. (with 
Officer off-stage, Mboysi fires two 
shots. Brandishing the revolver she 
does a victory dance. Then raising her 
voice). Man! Man! Come and see what 
a woman can do. All of  you, come 
along and celebrate the victory of  
woman over Officer. Come along, all of  
you and celebrate your liberation 
(p.84).

She then chants a victory song in celebration of  
her accomplishment: The elephant has fallen! 
The elephant has fallen! The lion is no more! 
Woman is great! (p.84). The moment of  truth is 
when Mboysi fires two shots at Officer leaving 
him dead. Mboysi here seizes space and speech 
in the same way Officer had done at the 
beginning of  the play. She equally commands 
him just like Officer had done to them before 
now. According to Ambe (2007, p.77) “Mboysi 
does not only subjugate Officer and dominate 
the dramatic action in the play, but she also 
seizes space and dominant discourse of  her 
oppressor and uses it on him”. NalovaLyonga 
(1993, p.173) observes that Mboysi had been 
viewed threateningly as a 'woman usurping 
male sovereign space' through her actions and 
words.
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Unfortunately, Mboysi's victory song and dance 
is short-lived as she is immediately crushed by 
the remnants of  the formidable evil forces she is 
battling against. Mboysi's liberation does not 
last as she is shot dead by those forces Officer 
refers to as 'eyes watching and ears listening' 
(p.84). Her attempts to liberate herself  and the 
rest of  the survivors from the spider's web into 
which they had been trapped are thwarted 
thereby maintaining the oppressor's strong hold 
on power. With the death of  Mboysi this same 
oppressive force represented by another Officer 
walks on to stage carrying a revolver. He takes a 
few minutes to admire her beauty and then 
castigates her bravery in sexist terms:

Officer: Walahi! She was really a 
beautiful woman. I now understand. 
But where did she get those crazy ideas 
from? And a woman of  such beauty! 
Very strange indeed. (Raising his voice) 
Corporal? Bring your men and clear 
out the casualty(p.85).

Her death symbolizes are-establishment of  state 
power and its propensity for excesses. She is 
whisked off  the stage as' casualty' and all traces 
of  her revolutionary fervour are wiped off  with 
her elimination.

In depicting Mboysi's short-lived victory, 
Ambe (2007, p.70) opines that the playwright 
seems to intimate two things: first of  all, he sees 
that change is possible, oppressive/exploitative 
forces could be defeated and secondly, to him, 
these forces are still overwhelmingly present 
and their uprooting is a herculean task. The big 
question that arises here is “Why does Butake 
kill Mboysi?” Many critics have questioned this 
stand by Butake as unjustified. NolAlembong 
(1993, p.177) sees her death as' a waste of  effort' 
for both the character and her creator when 
Cameroon stands in need of  revolutionary 
models. Ambe (2007,p.78) also shares 
Alembong's views that Mboysi shouldn't have 

been killed at a time when her society is 
'undergoing rapid psychological, social and 
political changes. Lyonga (1993, p.177), 
however, thinks that this was Butake's way of  
discouraging individualistic action in favour of  
group action. Augusto Boal (1979, p.67) 
reiterates this point by Lyonga in Theatre of  the 
Oppressed in which he attests that the process of  
conquering oppression requires collective 
struggle and development of  revolutionary 
consciousness and awareness. Mboysi's moves 
are an individual's attempts to settle personal 
scores and an attempt to oust larger hegemonic 
social forces; that is why she invariably fails. 

Hansel Eyoh (1993b, p.104), on hispart, 
provides an explanation that seems to 
encompass both Alembong and Lyonga's views 
in that he sees in the creation of  Mboysi the 
writer's desire to imbue his society with are 
generative capacity, although such regeneration 
fails because the forces that annihilate all 
positive values are overwhelming, and note vent 
her evolutionary heroine can survive. To Eyoh, 
'her survival could not achieve much since in the 
process of  trying to save her people, she had to 
use means which make her abhorrent and rid 
her of  that moral force needed to redeem her 
society'. Eyoh's argument illuminates the point 
that the writer intended Mboysi as the carrier of  
his sense of  moral integrity. Her deficiency in 
moral integrity therefore necessitates her 
eviction from the writer's projected world of  
nationalist struggle. As Eyoh shows, the play 
also highlights Butake's advocacy of  a collective 
revolution as opposed to an individualistic one. 
Mboysi's death represents a tragic end to a 
seemingly progressive power negotiation 
between the rulers and the ruled; it also marks 
Butake's non-endorsement of  individualistic 
power pursuits as well as his strongleanings 
towards the “People Power” ideology.

There is a disturbing ambivalence in 
Butake's construction of  Mboysi in that she 
seems to be a heroic figure yet she suffers a 
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profound defeat. The question is whether this 
postulation of  heroism in defeat does not 
perhaps undermine female agency. In The 
Survivors, the celebration of  female militancy 
only serves to valorize the gender ideology 
governing relations between women and men, 
because implicit in Mboysi's sacrificial act is a 
compulsory compliance to male wish.

Mboysi in this play is a woman alone who is 
disempowered in the sense that her 
womanhood is defined by her sexuality which is 
perceived as being designed for male 
consumption. Moreover, besides the reference 
to her education, the accolades she receives are 
all centred on her physical beauty. First, she is 
described as a woman of' great charms' and then 
later she' shines' in new clothes given to her by 
her exploiter. Everything about her reverts to 
her looks and what they have to offer. Her body 
is reified, objectified and sexualized. In this 
guise, she becomes the symbol of  a wealthy 
nation brought to nothingness by the greed of  its 
corrupt politicians and their neo-colonialallies. 
She is the writer's projected vision of  Africa 
indistress, a vision that emblematizes woman as 
being in need of  redemption from her state of  
debasement.

Another noteworthy point is that Mboysi is 
a pawnon the patriarchal neo-colonial 
chessboard. She is trapped between two groups 
of  male individuals that both see her as a means 
to their own survival. Her allegiance to either 
one of  them necessarily jeopardizes her 
relationship with the other. Whether she 
chooses to stay with Officer or to rebel against 
him to be with the survivors, she loses herself  in 
some way. With Officer, she gives of  her sexual 
self  for his pleasure; she becomes a commodity 
for his self-indulgence while she herself  remains 
the robotic player. With the survivors, she loses 
her will to act for herself, because they make her 
believe that their communal survival is more 
important than hers as an individual. Naomi 
Nkealah (2011, p.147) argues that if  Mboysi's 

lack of  self-will is seen as a necessity for the 
preservation of  the community, one then 
wonders as Etoke does, “if  a woman's 
involvement in the collective fate at the expense 
of  her personal fate is not a negation of  her own 
individuality”.

In away then, Mboysi embodies Butake's 
vision of  the post-colonial state in its dire need 
for redemption from greedy, individualistic 
power struggles. Butake's vision is in line with 
KarenKeim's argument that Anglophone 
writers of  post-colonial literature use adidactic 
approach to point out the need for social 
responsibility and ideals like equality, justice 
and communalism (1986,p.209). Mboysi' 
stragic end comes as result of  a lone act. She 
epitomizes a spirit of  individual survival, which 
the play attempts to curtail. Nkealah (2011, 
p.150) concludes that Mboysi's sudden death 
affirms Etoke's view that the involvement of  
woman's body in “discourses on nationalism, 
violence, identity and desire displays an 
inherentdualism opposing collectivity and 
individuality”. Mboysi 's  singular act 
precipitates the death of  the other survivors, for 
by compromising her own survival she 
compromises the survival of  the other 
survivors. That Mboysi's body becomes a 
vehicle for the writer's inscription of  ideologies 
of  power is a feminist concern in that her death 
defeats any vision of  female empowerment that 
the play may have set out to impress. The 
playwright here is advocating a more 
challenging discourse on the politics of  survival 
which goes beyond the sexual discourse. 
However, this is not the case in The Survivors, 
because the medium of  Mboysi's supposed 
empowerment is her subjection to what Achille 
Mbemb satirically calls an'active penis' (1992, 
p.9) which resonates the Kenyan saying which 
states that “a man brags about his own penis, 
however small” (Ngugi & Mirii, 1982, p. 4) for 
that penis symbolizes manhood, life force and 
above all masculine power. In the light of  

NTAtvc J of  Comm. 2019;3(1):156 - 167 165

MBU DORA NYUYKIGHAN Sexploitation and Body Politics in Bole Butake's The Survivors



Stratton's feminist postulations, Butake 
attempts to replace the traditional female 
figures of  mothers, prostitutes and secretaries 
with heroic women characters. This however 
promotes in a very minute way the discourse of  
women's agency, because at the end of  the play, 
the gun which conventionally symbolizes 
phallicpower' (Stratton, 1994, p.162) triumphs 
and Mboysi is eliminated. Mboysi is 
undoubtedly a casualty of  authoritarian rule 
and male lasciviousness.

Conclusion
The paper concludes that the men among the 
survivors whom Officer holds hostage are 
portrayed as powerless because they have been 
emasculated by their powers to act and Mboysi 
the lone female subject is seen taking decisions 
to save her lot and evict the unwanted forces of  
oppression and exploitation. She uses her own 
resources which are mainly sexual and body 
centred to achieve freedom in a totalitarian 
system. Mboysi is portrayed as a powerful actor 
initiating positive processes of  reconstruction 
and rehabilitation for her people though she 
becomes a casualty of  authoritarian rule and 
male lasciviousness. The paper found out that 
beneath her empowerment lie the connotations 
of  subjectivism and female compliance to male 
authority. Also, in spite of  the supposed 
empowerment of  women by the playwright, the 
world of  the survivors remains a male world 
with women given brief  entrances into the male 
order of  command and power and a quick exit 
as the symbolic order dictates as Mboysi the 
revolutionist is killed by another Officer who 
comes in to take over from the deceased. The 
paper therefore recommends that, for a 
successful revolution to take place in any 
oppressive system such as in the world of  The 
Survivors, there must be critical analysis of  
strategies among social forces and classes which 
should be done collectively and not 
individualistically.
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Introduction
Communication is imperative in human 
interaction. When we communicate, the 
purpose may be to inform, educate, persuade or 
entertain. These functions can be performed 
through interpersonal or group communication, 
but the pervasive and captivating nature of  mass 
communication in its various forms makes it 
arguably the prime tool of  socialization, social 
integrat ion and development.  When 
communication is considered in its broadest 
sense, McBride Report (1981) identifies its main 
functions in any social system to be that of  
information, socialization, motivation, debate 
and discussions, education, cultural promotion, 
entertainment, and integration. The mass media 

of  radio, television, film and newspapers are 
conventional channels for the transmission of  
development information to the public to 
sensitize them on matters of  development. Oso 
(2014) submits that the media do not merely 
disseminate information, but are mainstream 
ins t r ument  for  knowledge  c rea t ion,  
representation and legitimisation. 

Vangala (2014) who was a cancer survivor 
and budding filmmaker says he did not support 
the method of  labeling the warning against 
tobacco smoking inside a film, but after self-
education of  digging into the subject, he 
submitted that smoking is in decline at least in 
the USA. It is half  of  what it was in 1964, when 
the warning systems by surgeon general 

O R I G I NA L A RT I C L E

Media messages mould our understanding, leading to the guiding of  our actions and also influencing social 
decision-making processes (Kafiris, Thompson, Aliefendioglu, Aslan, & Vassiliadou 2005), and high exposure to 
alcohol depictions in films was observed to reinforce the tendency for drinking initiation and binge drinking. This 
study is a content analysis research design which examined the nature of  booze images in Nigerian films and 
hazards ascribed to its screening. Coding sheet was used to code twenty (20) films as the sample size from a 
population of  forty (40) films of  Best of  Nollywood (BON) annual film award ceremonies from 2009 to 2016. 
Simple random sampling technique (balloting method) was employed in the selection of  the twenty films. Analysis 
was done using descriptive statistics on the SPSS software. Social construction of  reality formed the theoretical 
bedrock of  this study. Study outcome showed that on the nature of  alcohol usage, Nollywood filmmakers are 
stereotyping the use of  alcohol for the purpose socialising, personal enjoyment, partying and merrymaking. They 
are promoting lighter effects of  alcohol-related problems, while the graver effects were downplayed and in most 
cases not referred to. Based on the findings, it was therefore recommended that the Nigerian film makers should 
capture accurate and factual account of  topical health issues in general, and alcohol and its abuse in particular as 
against the construction of  social reality of  cultural pro-alcoholism, while the film industry as a whole should be 
advocate of  media literacy on alcohol usage and its harmful effects on public health.

Keywords: Video, Alcohol, Nature, Hazards, Nollywood
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originated. Based on studies, the surgeon 
general in USA has recommended that the 
rating systems of  movies be reviewed to include 
smoking as a factor to rate film R to reduce 
smoking prevalence in the teens. After the study, 
he concludes that his thought process changed 
fundamentally from his earlier assertion that 
there is no connection between movies and 
smoking in youth. This according to him is false 
as there is a direct connection between movies 
and smoking that controlled studies established; 
hence, movies have an effect on young people to 
take to smoking and this should be addressed 
(Vangala, 2014).

Statement of the Problem
The primary purpose for making a film is for 
profit, hence the need to keep on entertaining 
the audience. However, Gunning (n.d.) posits 
that the purposes behind the making of  a film 
can be trickier. He said though films seem to 
capture real life effortlessly, they are in fact 
industrial products. Gunning (n. D.) avers that 
during the World War I, various governments 
made the first films with overt national 
propaganda messages. Government and health 
agencies, however, had already realized that film 
offered powerful form of  persuasion and 
education, and sponsored or subsidized such 
films as Edison's The Fly Pest in 1909 warning 
about diseases carried by houseflies. In a similar 
vein, the Red Cross sponsored a large number of  
films about the dangers of  tuberculosis and ways 
to prevent the spread.

The media-cum-film is a powerful tool for 
legitimization of  values, beliefs, and social 
behaviour, because it, through media content of  
news and entertainment, constructs social 
reality that impact people in all strata of  our 
milieu. This work is an examination of  the 
nature of  portrayal of  alcohol in Nollywood 
movies and the hazards the industry is ascribing 
to the depiction of  the substance by way of  
media literacy on the harmful impact of  its 

abuse. It investigated the kind of  reality 
Nigerian filmmakers are construction for the 
Nigerian system when it comes to alcohol use 
with its negative health concerns. Are 
Nollywood professionals creating the 
appropriate and factual account of  many health 
problems attributable to alcohol abuse as many 
studies have confirmed? This study seeks to 
answer this question with the research objectives 
being to investigate the nature of  portrayal given 
to alcohol usage in some selected Nollywood 
films and the health hazards attached to their 
representation in Nollywood films.

Research Questions 
i. What is the nature of  portrayal given to 

alcohol usage in the selected Nollywood 
films?

ii. What  hazards  were  projected as  
consequences for alcohol usage in the 
selected Nollywood films?

Media Entertainment, Alcohol Portrayals and 

Health Communication
Media influence on the society has never being 
in doubt, but the degree of  that influence is what 
is. Kafiris, Thompson, Aliefendioglu, Aslan and 
Vassiliadou (2005, p.8) capture the weight of  
media on the audience in the following lines:

The media do not simply disseminate 
par ticular messages to passive 
audiences. Instead, both through news 
and entertainment, they produce and 
disseminate many of  the resources -  
information, ideas, ways of  thinking, 
assumptions, frameworks, beliefs, 
values, narratives, which we actively 
and continuously use to understand and 
think about the world, others, our 
relationships and ourselves. Media 
resources shape our understandings, 
which guide our individual actions and 
activities, and also influence collective 
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decision-making processes (Kafiriset 
al., 2005, p.8).

Film, which is a key subset of  media 
entertainment in the creative industry and the 
focus of  this study, has been affirmed to be an 
instructional, informational, entertaining and 
persuasive tool that captivates the feelings and 
influences the disposition of  its audience 
(Danbello & Dakogo, 2015; Alamu, 2010). It 
engages our vision, ideas, and feeling; 
capitalizing on the power of  the medium to 
capture the environment and reality, many 
producers create structured experiences that 
involve us deeply and sometimes change our 
perceptions or feelings about our lives or the 
things around us (Alamu, 2010). It has a big role 
to play in using its captivatingness, expressive in 
storytelling, and alluring moving pictures to reel 
out inside information on social, economic and 
health issues. Films educate, instruct and 
entertain (Odetoyinbo, 1998), and many 
producers create structured experiences that 
involve us deeply and sometimes change our 
perceptions or feelings about our lives or the 
things around us (Alamu, 2010). The Institute 
of  Medicine (2015) cited March, the fourth 
panel Moderator for the roundtable on 
population health improvement, that "television 
and film are powerful tools to disseminate 
health information, promote health and 
construct health-related narratives". It is 
believed that story telling is an effective way to 
provide important health information (Institute 
of  medicine, 2015).

Furnham, Ingle, Gunter and McClelland 
(1997), citing Atkin et al. (1984) and Wallacket 
al. (1987), state that with increasing concern 
over the prevention of  alcohol abuse, attention 
has turned to the querying of  references to or the 
portrayal of  alcohol consumption on television 
as having effect on actual consumption of  
alcohol. According to them, media effect is 
observed to be cognitive, affective and 

behavioural; they aver that available research 
outcome reveals that advertising alcohol 
encourages non-drinkers, especially adolescents 
to drink and does encourage drinkers to drink 
more (Furnhamet al., 1997). It is one of  the 
factors with the sinew to spur youth into taking 
alcohol by being influenced by models in the 
mass media, aside the influence of  peers, and 
parents who drink (Anderson, de Bruijn, Angus, 
Gordon, & Hastings, 2009). This position was 
corroborated by Harakeh, Rutger, Vohs, Van 
Baaren, & Sargent (2010), who conducted an 
experimental study which has eighty-four 
smokers randomly selected to watch two movies 
portraying no-smoking against smoking adverts 
in order to know whether smoking portrayal in 
movies or antismoking advertisements affect 
smoking intensity among young adults. It was 
discovered that those who viewed two 
antismoking adverts had significantly lower 
smoking intensity compared with those who 
viewed two pro-smoking adverts (Harakehet al., 
2010). 

High exposure to depictions of  alcohol in 
films can reinforce the tendency for drinking 
initiation and binge drinking (EUCAM Trend 
Report, 2010). Studies advanced that there is a 
direct link between watching alcohol depictions 
in films and the interest to drink (EUCAM 
Trend Report, 2010; Engels, Hermans, Van 
Barren, Hollenstein, &Bot, 2009). Therefore, 
there is need to checkmate positive promotion 
of  alcohol to the younger generation because 
risky alcohol consumption among young people 
is becoming a key public health priority because 
of  its health and educational consequences 
(Lorant, Nicaise, Soto &d'Hoore, 2013).

Theoretical Review: Construction of Social Reality 
The construction of  social reality was 
postulated by Peter Berger and Thomas 
Luckmann in 1966 with the main assumption of  
the theory stating that people through their 
interactions formed the society we live in 
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(Lumenlearning.com, n. d.). It is positioned that 
our awareness of  reality is shaped by our beliefs 
and backgrounds (Sparknote.com, n. d.). Our 
belief  system, and social cultural values are 
influenced by the construction of  reality 
projected by the mass media (Maigue, 2013). 
The media compose images to construct 
symbolisation for the society on social issues 
(Gamson, Croteau, Hoynes,&Sasson, 1992). 
Mass media are news and information, 
entertainment and educational tool used as 
instrument of  social control because pictures of  
reality projected by the mass media is splintered 
and coloured and most times with no alternative 
presented to media audience (Nisvic&Plavsic, 
2014).

The construction and projection of  media 
messages on different social issues do affect our 
perception and actions. Media contents such as 
news and entertainment are veritable 
instrument for constructing reality for the 
society, that is, a pattern of  reasoning, 
behaviour, and action. Portrayals of  alcohol use 
in the media do have effect on actual 
consumption of  the substance by those exposed 
to those media messages, because the socially 
constructed contents by the media are observed 
to have cognitive, affective and behavioural 
effect on people especially young people to take 
to drinking, while encouraging drinkers to drink 
more (Furnham, et al., 1997). This is the reality 
when the media construct a positive social 
reality about alcohol, which is promoting 
alcohol as harmless and glamorous.

Research Design
Quantitative content analysis research design 
with coding sheet serving as data gathering 
instruments was adopted for this study. Content 
analysis is the study of  recorded human 

communication that exists in different forms 
such as books, magazine, web pages, 
newspapers, speeches, films, and etcetera (Esiri 
& Onwubere, n.d.,p.82; Odunlami, 2017). 

The population of  this study is the vast 
number of  Nollywood films in their thousands. 
If  the claim by Moudio (2013) that 50 films are 
churned out by the Nigeria film industry every 
week is anything to go by; this amounts to over a 
thousand films produced annually. Therefore, 
there was need for a population frame and a 
sample size was selected from that frame. Best 
of  Nollywood (BON) Awards was purposefully 
selected for this study for meeting three criteria 
of  geographical, chronological and numeric 
representation of  Nollywood. Geographically, 
it mainly nominates and rewards Nigeria 
movies. The BON Awards is Nigeria's 
preeminent indigenous platform for rewarding 
and celebrating the movie industry's best and 
most creative (Nwanne, 2016).Chronologically, 
it has an unbroken years of  consistent awards. 
This study content analysed BON Awards over 
an eight-year period (2009 - 2016) to purvey 
credible result expressive of  the pattern of  
representations given to alcohol. Numerically, it 
generated a population frame of  forty (40) films. 
The selected films are the ones under the best 
movie of  the year award category. 

The units of  analysis are verbal references to 
alcohol and display of  alcohol in bottles, cans, 
paper packs, cups or other containers, and on 
billboard, signboard, posters, calendar, banner, 
wall, etcetera with its actual consumptions in 
the selected films. The data generated was 
analyzed using descriptive statistical analysis 
tools of  simple percentage, with frequency 
tables and charts. Statistical Package for the 
Social Science (SPSS) was used as the statistical 
software.
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Data Analysis

RQ 1: What is the nature of  portrayal given to 
alcohol usage in the selected Nollywood films?

Figure 1: Nature of portrayal given to alcohol usage in 

the selected Nollywood films   (Source: Fieldwork 2018)

Findings captured in figure 1 show that social 
tie-in was given the highest portrayal (26.5%) in 
the selected Nollywood films, followed by 
display (13%), personal entertainment/fun 
(12.8%) and party essential (10.5%). Evidence 
of  success (7.4%), date complement (5.9%), 
opium (5.6%), entertainment of  guest (4.3%), 
and advertisement were next in that order of  
frequency. On the other hand, Appreciation 
(1.5%), evidence of  adulthood (0.6%), and 
evidence of  affluence (0.6%), customary rite 
(0.3%), and evidence of  strength(0.3%) were 
given the lowest portrayal as listed accordingly. 
It means that alcohol depictions in Nollywood 
were mainly used for socialising. The substance 
was also overtly displayed in its various types 
and brand in the selected films content analysed. 
It also played a major role in personal 
entertainment settings as seen in many scenes. It 
was made a key feature in party and clubbing 
scenes in the films. These are the leading nature 
or pattern of  use that Nollywood filmmakers are 
projecting about the use of  alcohol in their films.

RQ 2: What hazards were projected as 
consequences for alcohol usage in the selected 
Nollywood films?

Figure 2: Hazards projected as consequences for alcohol 

usage in the selected Nollywood films
(Source: Fieldwork, 2018)

Findings represented in figure 2 show that 
uncoordinated speech with 34% and 
uncoordinated movement/action with 31% 
were portrayed as the highest consequences for 
alcohol usage in the selected Nollywood films 
respectively, followed by verbal abuse (5.7%), 
illicit intimacy (5.7%), headache (5.7%) and 
fatigue (5.7%). Economic loss, Indecisiveness, 
sexual abuse, and street violence with 3% each 
were the next set of  hazard portrayed in the 
selected films. Accident, abdominal pain, death, 
depression, dizziness, domestic violence, high 
blood pressure, kidney and liver damage, 
murder and robbery were not portrayed 
consequences for alcohol usage in the selected 
Nollywood films. This outcome shows that the 
mild effects of  alcohol-use-related problems 
were projected by Nollywood filmmakers, while 
the severe effects were downplayed or not 
referred to. Therefore, it can be averred that 
Nollywood is portraying alcohol usage as 
harmless and glamorous instead of  being the 
advocate of  media literacy against the harmful 
effect of  alcohol use.

Discussion of Findings 

Objective One: The nature of  portrayal given to 
alcohol usage in Nollywood films

The high drinking culture in Nigeria was 
reflected in Nollywood offerings as findings of  
the study have revealed. Social tie-in (26.5%), 
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display (13%), personal entertainment (12.8%), 
party essential (10.5%) led the pack in that order 
under the nature of  alcohol usage in the 
Nollywood films examined. Evidence of  
success was placed in fifth position with 7.4per 
cent and date complement with 5.9 per cent 
coming behind it. The nature of  alcohol use 
portrayed in the selected films was also 
examined qualitatively through drinking 
situation and verbal reference. It was affirmed as 
well that the nature of  alcohol usage aligned 
with the quantitative outcome and that 
Nollywood filmmakers are stereotyping the use 
of  alcohol for the purpose socialising, personal 
enjoyment, partying and merrymaking. The 
substance was conspicuously displayed in 
colourful and graphical manner in several 
scenes, even when it was obvious that there is no 
need for it in most of  such cases.

However, the portrayal of  alcohol as an 
ingredient of  social interaction among friends 
and acquaintances is real in Nigeria context; 
likewise, for personal enjoyment and partying. 
This is not at variance with current reality in the 
Nigerian polity. Nigeria is a top alcohol drinking 
nation. The country's alcoholic beverage market 
is valued at $6.5bn (Beverage Industry News, 
2016; Okereocha, 2016), and has the largest beer 
market in Africa which is estimated to be worth 
nearly 837 billion Naira in 2016 (Adaramodu, 
2018). The culture of  alcohol use in all societies 
is an ancient one and from primitive Nigerian 
communities to current modern era, alcohol has 
always been used for traditional rites, 
ceremonies, social interaction and personal 
entertainment (Dumbili, 2013). People in 
Nigeria mainly drink in group rather than at 
home (Euromonitor Report, 2018). Drinking is 
commonly seen in motels, hotels, and beer 
parlours, where in most occasions football fans 
gather to watch their favourite team with one 
hand on the bottle and eye on the television 
(Adaramodu, 2018).

Nigeria is 4th in Africa and 41st in the world 

in the global index of  alcohol drinking nations 
(WHO, 2015). The nation has recently been 
ranked in first position in Africa for beer 
consumption per adult population in African 
countries. However, Nigeria's population is a 
key factor in her emergency as the 'giant of  
alcoholism' in Africa (Answers Africa, n. d.). 
She is the leading beer drinking countries in 
Africa with an average of  12.28 litres per year. 
The country which has beer accounting for only 
16 per cent of  total alcohol use among its 
population leads the top ten biggest beer 
drinking countries in Africa, and the ever 
sprawling of  local bars in the nooks and crannies 
of  major cities in Nigeria validates this position 
(Taiwo, 2017). Beer consumption is one of  the 
established habits of  social gathering in Nigeria 
(Vanguard, 2016). It is noteworthy to state that 
Consumer goods index which is driven by three 
major beer makers closed the year 2017 with a 
2.15 per cent rise in stock value on the Nigeria 
Stock Exchange (NSE) market (Adaramodu, 
2018). The largest brewery in West Africa was 
recently commissioned in Ogun State, Nigeria. 
The 250m brewery is the fourth plant in Nigeria 
by International Breweries Plc. (Awoyinfa, 
2018, Olatunji, 2018; Encomium, 2018), which 
is among the popular breweries in Nigeria with 
the oldest being Nigerian Breweries Plc. 
Incorporated in 1946 (Adeola, 2018). There are 
over eight functional breweries in the country 
with a cumulative production capacity of  over 
17.72 million hl/a (Taiwo, 2017; Adaramodu, 
2016).

When it comes to spirit consumption, the 
nation's spirit market is said to be worth $2bn 
(Beverage Industry News, 2016). Distillers and 
Blenders Association of  Nigeria (DIBAN) 
chairman, Patrick Anegbe, said the industry is a 
N420 billion investment (Elebeke, 2018; Eze, 
2018; Umoru, 2018).Seventy-five per cent of  the 
spirits taken are locally produced, while 
imported spirit brands account for $500 of  the 
total volume of  spirit consumed at 25 per cent 
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(Beverage Industry News, 2016; Okereocha, 
2016). The country is also rated the highest 
consumer of  Champagne in the world for 2017 
(Eze, 2017), just as Palmwine made from raffia 
palm is a natural alcohol commonly enjoyed in 
many bush bars scattered all over the country, as 
well as during traditional ceremonies (Answers 
Africa, n. d.). 

With all these huge accounts of  alcohol 
business and consumption. It is crystal clear that 
the booze industry in Nigeria is indeed a big and 
thriving one and the Nigeria film industry has 
been ingeniously inveigled into the mode of  
amplifying this side of  reality of  giving a 
favourable and glamorous stereotype to alcohol 
usage in films without giving attention to the 
harmful effect of  alcohol use which public 
health communication fights against.

Objective Two: The hazards associated with 
alcohol as consequence for its usage in 
Nollywood films.

T h i s  s t u dy  o u t c o m e  s h ow s  t h a t  
uncoordinated speech with 34% and 
uncoordinated movement/action with 31% 
were portrayed as the highest consequences for 
alcohol usage in the selected Nollywood films 
respectively. Verbal abuse (5.7%), illicit intimacy 
(5.7%), headache (5.7%) and fatigue (5.7%) 
received lower rating in their portrayal as hazard 
of  alcohol use in the selected films. Economic 
loss, indecisiveness, sexual abuse, and street 
violence with 3 per cent each got lowest ranking. 
Accident, abdominal pain, death, depression, 
dizziness, domestic violence, high blood 
pressure, kidney and liver damage, murder and 
robbery were not portrayed as consequences for 
alcohol usage in the selected Nollywood films. 
This shows that Nollywood filmmakers are 
promoting lighter effects of  alcohol-related 
problems, while the graver effects were 
downplayed and in most cases not referred to. 
The only gravest effect of  alcohol abuse 
portrayed in the films examined was a scene in 

"Unforgivable" where a film character named 
Femi sexually abused his wife under the 
influence of  alcohol. However, alcohol use was 
a secondary factor in the domestic violence 
scenario. The filmmaker from the beginning of  
the story till this point played up the lack of  love 
in their relationship which culminated in a 
marriage filled with hatred and conflicts. 
Therefore, it can be submitted that the Nigeria 
film industry is portraying alcohol usage as 
harmless and glamorous instead of  being the 
advocate of  media literacy against the harmful 
effect of  alcohol use.

Filmmakers are below par in rendering 
health communication service to the public as it 
concerns alcohol use. The breakdown of  the 
health messages referred to in these films mainly 
showed health messages with lighter and trivial 
health consequences as against the more grave 
and far-reaching hazards of  alcohol use. 
Alcohol use and its abuse have been reported to 
be the causality of  death, accident, sexual abuse, 
domestic violent, mental disorder and other 
severe consequences, and it is attributable to the 
development of  cancer, liver damage, kidney 
damage, high blood pressure and cardiovascular 
disease, and instances of  rape, sexually 
transmitted diseases, unplanned pregnancy, 
depression, suicide, accident, injury and death 
(Anderson, et al. 2009; Koordeman, Anschutz, 
Van Baaren, &Engels, 2010; WHO, 2014, 2015; 
Sweet, 2014; Vanguard, 2016;Eniola, 2017, 
Dumbili, 2017;NIAAA, 2018). If  the 2015 
WHO Fact Sheet on alcohol enunciated that 
3.3million annual death (5.9% of  all death) 
occur globally as a resultant effect of  alcohol 
abuse with over 200 diseases and injury 
conditions having the substance at the root of  
the occurrences (WHO, 2015), then, it is a great 
health and social concern for Nigerian 
filmmakers to continue to portray the use of  the 
substance as harmless when, in reality, it has a 
damaging effect on public health and general 
well-being. 
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Conclusion
It is imperative, at this point, to conclude that the 
media and all its adjuncts have the social 
responsibility to the public to purvey accurate 
and factual account of  events, happenings and 
trends within and outside the polity. Hasan 
(2013) aptly submits that: 

In this age of  information and 
entertainment, we overlook the way 
media affects our brains. We tend to 
unquestioningly absorb all that comes 
our way through potent media 
channels. The media messages and 
images affect us on a conscious and 
subconscious level. This makes it 
important to analyse media messages, 
think about their purpose, the source of  
the message are reacted to it  
appropriately (p.144).

Nollywood professionals should take note of  
their  insubstant ia l  and weak heal th 
communication practice and join the 
government, health ministries, health agencies 
and non-governmental organization at local, 
national and international levels to promote the 
right messages about health hazards of  alcohol 
use and abuse. Based on the progressive and 
interesting development of  the film industry, 
film as a medium of  entertainment and 
communication would continue to grow and 
have significant influence in our social milieu 
and it wields a huge impact on the audience just 
as different film themes and genre set trends in 
styles and tastes; therefore, there is the need for 
realistic censorship of  films for the purpose of  
public welfare (Hasan, 2013).

Recommendations
This study recommends that:
1. The Nigerian filmmakers should capture 

accurate and factual account of  topical 
health issues in general, and alcohol and its 

abuse in particular as against the 
construction of  social reality of  cultural 
proalcoholism they are currently projecting 
as revealed by this study.

2. The film industry should also transit from 
being a promoter of  alcoholic beverages to 
advocate of  media literacy on alcohol usage 
and its harmful effects on public health. 
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Introduction
Culture can roughly be defined as a people's way 
of  life. It has to do with the totality of  a people's 
cherished norms, values and attitude towards 
issues of  common communal interest. Quoting 
Tylor (1870), Ndiemele (2004, p.49) defined 
culture as "that complex whole which includes 
knowledge, belief, arts, morals, law and custom 
and any other capabilities and habits acquired 
by man as a member of  a society."

Deriving from the above definition, culture 
is a social creation; it is a social heritage that is 
transferred from generation to generation 
through the use of  language (Edobor, 2008). No 
doubt every human society has a culture; there is 
no cultureless society in this world. Culture 

distinguishes one society from the other. People 
are identified, recognised and discussed in most 
cases on the basis of  their culture (Besong, 
2016). Suffice it then to state that culture apart 
from being a major characteristic of  a particular 
society could enjoy the pride of  being a people's 
identity (Dibie, 2016). As noted earlier, 
language is a culture carrier. In fact, to really 
understand and appreciate the culture of  a 
particular society, a sound and genuine 
knowledge of  its language is important. The 
language itself  is a product of  the society's 
cultural realities. In other words, the language 
borrows from the culture and also plays the rule 
of  a transmitter (Dare, 2010).

Culture is broadly divided into material and 

O R I G I NA L A RT I C L E

This study examined the effectiveness of  Purity FM programme “Odenigbo” in promoting Igbo cultural values 
among residents of  Awka Metropolis. The main objective of  the study was to understand if  a radio programme such 
as Odenigbo would be effective in making the people imbibe their cultural beliefs as well as help in propagating the 
values of  such culture. The specific objectives of  the study among others are to assess respondents' frequency of  
exposure to Purity FM programme “Odenigbo”,ascertain whether the programme has helped in promoting Igbo 
culture, evaluate respondents' perception of  the “Odenigbo” programme, and ascertain if  the programme has been 
effective in making the respondents understand Igbo cultural values in Awka Metropolis. Findings from the study 
reveal that: majority of  the respondents were exposed to the Purity FM programme “Odenigbo”; a more than two 
thirds majority of  the respondents agreed to have been helped by Purity FM programme “Odenigbo” to understand 
what constitutes Igbo cultural values; majority of  the respondents agreed the Purity FM programme “Odenigbo” is 
effective in promoting Igbo cultural values. The study recommends among others that: radio (Purity FM) should be 
up and doing in the area of  cultural propagation as it helps to give Nigerians a wider coverage, especially in the rural 
areas; government should establish media outfits, such as magazines, newspapers, and more radio stations in other 
rural areas of  Nigeria; our youth should be able to come back to our indigenous culture because culture is the identity 
of  every man.
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non-material culture. Material culture 
comprises those cultural things one can see, feel 
and touch that represent their cultural realities 
while non-material culture implies norms, 
values, beliefs of  a people (Chikaan & Ahmad, 
2011). A people's culture distinguishes it from 
another. Nigeria is and has remained a 
multiethnic state. This implies that it has more 
than one ethnic group.

Radio has really enhanced the promotion of  
culture in Nigeria today. This culture, which is 
the way of  life of  a people, is carried on from one 
generation to the other, it is naturally impacted 
on to the younger ones through various channels 
of  communication of  which one of  the 
outstanding is the broadcast media of  radio 
(Chikaan 2013). Communication, according to 
Allimi (2005), is the sharing of  experience, 
which may involve two or more people. Mimiko 
(2010) sees communication as the process 
whereby we attempt to transmit our thoughts, 
ideas or emotion to others. Nwauzor (2014) 
opines that communication has the sharing of  
information on an established dialogue between 
planners and project, participants beginning at 
the design stages and extending through 
implementation and evaluation. Oyowole 
(2013) is of  the view that communication is a 
situation where messages are transmitted 
between institutions, people and media, 
irrespective of  whether there is feedback or not. 
From the above definitions, it is clear that 
communication means to share information, 
ideas, opinions, feelings and experience between 
people (Sambe, 2005). For communication to 
get to its target audience, it must pass through a 
channel; Purity FM is one of  the channels. The 
media is a compound of  many things rolled into 
one. The media is divided into two parts, the 
broadcast and the print media. The media helps 
in disseminating information, cultural 
transmission and bringing about news 
entertainment (Ilonze, 2013).

Therefore, through the broadcast media, in 

this case Purity FM, crucial roles are played in 
educating members of  the society and 
enlightening them on the need to uphold their 
culture. The radio is believed to have the 
capacity which can cut through the barrier of  
illiteracy and in the overall development of  the 
society (Kasongo, 2010). This perspective has 
been accepted by different authorities in mass 
communication, from the long standing 
traditional change. This suggests that Purity FM 
programme "Odenigbo" transmits ideas, 
experiences, information, etc. to the target 
audience. This also shows that they are 
responsible for most adjustments in the 
behavioural patterns of  the people in the society. 
As a channel of  mass media, Purity FM 
recognises their obligation to the society  
especially in the area of  culture and promoting 
same value the Igbos hold sacrosanct. Radio 
programmes are aired every now and then to 
promote language understanding among the 
people (Roberts, Besong & Dibie, 2015). 
"Odenigbo" is one of  the programmes. Purity 
FM is a Federal Radio Corporation of  Nigeria 
station located in Anambra State. The station 
plays the role of  disseminating information or 
message to its target audience. Through this 
station, information is being passed to the 
people. This study is expected to showcase areas 
of  deficiency in the promotion of  Igbo cultural 
values. Basic factors which are tantamount to 
Igbo identity include, among others, Igbo 
language, dressing, idiosyncrasy, diligence. This 
study will certainly highlight these factors to the 
u n d e r s t a n d i n g  o f  t h e  I g b o s .  T h e  
recommendations from the study will help those 
behind the promotion of  Igbo language and 
culture to review their approach with a view to 
strengthening their strategies. The Otusuwakwa 
Igbo group led by Professor Pita Ejiofor will find 
the study helpful and complementary to their 
campaign. No doubt, the study will add to 
existing literature in the area of  cultural 
propagation and promotion. It is based on these 
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established facts that this study seeks to evaluate 
the effectiveness of  "Odenigbo" in the 
promotion of  Igbo culture among residents of  
Awka.

Statement of the Problem
Since every research study aims at solving a 
problem, the problem of  this study is to 
investigate how Purity FM programme 
"Odenigbo" has been effective in promoting 
Igbo culture. Again, the study is set to find out 
how the propagation of  Igbo culture by Purity 
FM affects residents of  Awka Metropolis.

Objectives of the Study
The main objective of  this study is to investigate 
whether Purity FM programme "Odenigbo" is 
effective in promoting Igbo culture in Awka 
Metropolis. Specific objectives are to: 
1. assess respondents' frequency of  exposure to 

Purity FM programme "Odenigbo";
2. ascertain whether the programme has 

helped respondents to understand what 
constitutes Igbo cultural values;

3. evaluate respondents' perception of  the 
"Odenigbo" programme;

4. ascertainif  the programme has been 
effective in promoting Igbo culture in Awka 
Metropolis.

 

Research Questions
1. What is respondents' frequency of  exposure 

to the Purity FM program "Odenigbo?"
2. Has the programme helped respondents to 

understand what constitutes Igbo cultural 
values?

3. What is respondents' perception of  the 
"Odenigbo" programme?

4. Is the programme effective in promoting 
Igbo culture in Awka Metropolis?

Theoretical Framework

Agenda-Setting Theory
The agenda-setting theory was used in this 

study. According to McCombs and Shaw (1972 
and 1976), the theory emphasizes selective 
highlights of  issues or topics by the media to 
draw the attention of  the audience to those 
issues. As a part of  their gate keeping function, 
the media select issues of  public interest and 
constantly feature these issues till they become 
public agenda of  the people. Goffman (2002) 
and McCombs and Shaw (1976) cited in 
Ndiemele (2004) were of  the view that the 
audience learns how important an issue is by the 
emphasis and prominence given to the issue by 
the media. The theory is apt to this study 
because it depicts that  the Purity FM Radio 
programme "Odenigbo" has the primary 
objective of  highlighting Igbo cultural values at 
all times thereby enhancing its understanding 
and promoting the Igbo culture.

Literature Review

A Conceptual Overview of Culture  
Culture is the pattern of  behavior and thinking 
that people living in a social groups learn, create 
and share. Culture distinguishes one human 
group from others. Culture also refers to the 
cumulative deposit of  knowledge, experience, 
belief, values, attitude meaning, religion, 
concept of  the universe and material objects, 
possessions acquired by a group of  people in the 
course of  generation through individual and 
group striving. 

Culture is the system of  knowledge by a 
relative large group of  people. Culture is 
communication and communication is culture. 
Culture, according to Aguene (2003, p.84), is all 
the qualities which group men together and 
distinguish them from the rest of  the animal 
kingdom. Tylor (1871), cited in Ilonze (2013), 
defines culture as the complex whole of  man's 
acquisition of  knowledge, morals, belief, art 
custom, technologies which are shared and 
other capabilities acquired by man as a member 
of  the society. 

The above definitions showthat culture is 
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what distinguish humans from animals. Also 
culture gives the identity of  a particular group of  
people, because through a given people's culture, 
one can easily point out where a person comes 
from. Beker (1986) cited in Ilonze (2013) states 
that culture is a shared understanding that 
people acquire to coordinate their activities. 
Culture according to Oxford Advanced 
Learners' Dictionary is the art, literature, music 
and other intellectual expressions of  a particular 
society or time. Lederach (1995), cited in Ilonze 
(2013), says that "culture consists of  behavior 
acquired and transmitted by symbol, consisting 
the distinctive achievement of  human group 
including their embodiments in artifacts. 
Culture in broad view, thus, embodies the 
totality of  the way man relates to the materials 
and beings that lie above, around, and beneath 
him; it is the achievement of  all forms of  
creativity. Culture is all that man added to 
nature, everything that raises human life above 
the animal level aspects of  life and all ways of  
understanding. 

Culture has some characteristics that 
support it as culture and they include:
a) Culture is universal: This shows that every 

society, no matter how big or small has its 
given culture; that is why McBride in Ukonu 
et al. state that culture is the sum total of  the 
way man has adopted in the achievement of  
all forms of  creativity. Culture is also unique 
or peculiar to each society. This means that 
every society has its own way of  doing 
things which is peculiar to them, for 
instance, the Yoruba marriage system, that 
of  the Igbos and verse versa. 

b) Culture is super organic: This means that 
culture does not die as people die or fade 
away. This is why Igbo and Edebor (2008) in 
their own view submit that culture is the 
most peculiar and unifying property of  a 
society.

c) Culture is unconsciously compelling: This 
means that one adheres to the laws and 

ethics guiding one's culture without 
knowing it. Culture as the sum total of  the 
ways man has adopted in the achievement 
of  forms of  creativity and the pattern of  life 
of  the people performs some functions in 
the society. These functions include: 
i) Culture provides explanation on the 

nature of  the world and serves as a basis 
or instrument for action and for the 
changing world. It gives aesthetic value 
to society living, particularly when 
people express pride and satisfaction, 
their mode of  dressing, the food they 
eat, the language they speak, etc. 

ii) Culture aid the stability of  any group, it 
is through cultural complexes that 
negative sanctions are built for 
nonconformists whose behavior may 
threaten social integration. Group 
members can only survive where there 
is culture. This is obvious because the 
material component of  culture provides 
necessary equipment of  food, shelter 
and clothing. 

All the above shows that culture has to do with 
behavioral pattern of  a particular group. This 
behavioral pattern can be seen in the mode of  
dressing of  the people, the kind of  food they eat, 
funeral and marriage rites, etc. Ultimately, 
culture embodies the attitude and values of  the 
society. 

The Role of Radio Nigeria in Propagating Culture in 

Nigeria 
Radio Nigeria performs so many roles in the 
propagation of  culture in Nigeria and they 
include: Promoting the people's culture by 
giving out information in order to arouse the 
interest of  the society by providing information 
about local, national and international events 
and conditions (e.g. information on the national 
political reform conference in Nigeria, the 
current war in Iraq or the Tsunami disaster in 
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Asia) and also by facilitating innovation, 
adaptation and progress, indicating relation in 
power. 

Radio Nigeria helps to promote the people's 
cultural carnival, for instance, the cultural 
carnival that was organized by the former 
minister of  culture and Tourism Frank N. 
Ogbuewu, which took place in Abuja. It was 
there that the cultural heritage of  different 
ethnic groups in Nigeria was showcased and 
through this means the cultures of  the people 
were promoted. 

Radio Nigeria also propagates culture 
through providing amusement, diversion and 
means of  relaxation. It helps in reducing social 
tension and also to escape from our daily 
problems and concerns. Also, it propagates 
culture through audience participation 
programmes, for instance the link by the Radio 
Nigeria, where different issues are picked and 
discussed openly. Issues on culture are 
sometimes discussed in programmes, 
promoting the cultural heritage of  the people. 

Radio Nigeria also promotes culture 
through music. This can be seen or heard on the 
broadcast media. Through this kind of  medium, 
culture is being promoted. It propagates culture 
through sensitization campaign. This is a 
veritable tool through which it can propagate 
and promote the culture of  the people, for 
instance, the national orientation agency which 
sensitizes the public on practices such as female 
genital mutilation (female circumcision), 
widowhood practices, where widows are forced 
to drink the water used to bathe the dead body of  
their husbands and widows being denied access 
to the properties of  their dead husband. In the 
words of  Ilonze (2013), radio programmes are 
utilized in defining what culture is all about, 
what it constitutes and how it moulds the life of  
the people.

The Relationship between Purity FM Programme 
"Odenigbo" and Igbo Cultural Values 
Purity FM 102.5, formally known as Gateway 

FM, is located at Mgbakwu, in Awka South 
Local Government Area of  Anambra State. The 
station came into full operation on July 1, 2005. 
Signals of  Purity FM are received in all the states 
of  Southeast, Nigeria. Purity FM is one of  
Nigeria's publicly funded radio broadcasting 
organization among its other subsidiaries. It is 
believed to be one of  the major anchors in the 
overall development in the society. This suggests 
that Purity FM is relevant in positively creating 
awareness about promotion of  cultural values 
among its listeners. It transmits ideas, 
information, and entertainment to the target 
audience. It shows that the station is responsible 
for most adjustment in the behavioural patterns 
of  people in the society. Sometimes these 
activities take the target audience unawares, yet 
they themselves are trapped in the manifestation 
of  the desired behaviour. 

The Odenigbo programme is aired on 
Fridays, from 6.30am to 10.00am. It is a satire 
on issues of  social, economic, political, cultural, 
religious and moral life of  the society, spiced 
with music and interactive segment. The 
programme sees culture as the sum total of  the 
way man has adopted in the achievement of  all 
forms of  creativity and the pattern of  life of  the 
people. Purity FM is a veritable instrument for 
cultural dissemination and one of  the ways it 
achieves this is through airing the Odenigbo 
programme.

The station is a custodian of  culture; in 
effect, it is a channel of  communication and the 
role of  communication may be regarded as that 
of  major carrier of  culture. Purity FM serves to 
promote attitudes to motivate, to bring about 
social integration. It is very important in the 
production and transmission of  culture which is 
why Okunna (1999), quoted Mc Bridge et al. 
when she said that the Mc Bridge commission 
found out that the mass media are cultural 
instrument which supply the cultural fare and 
shape the cultural experience of  millions of  
people in the modern world. 
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Factors Militating Against Cultural Propagation by 

the Radio  
There are several factors militating against 
cultural propagation by radio, which include: 
a) Poverty: Because of  the high cost of  

engaging the press and passing cultural 
information to the public through radio, it 
therefore stands as barrier to the promotion 
of  culture. 

b) Insecurity: There are several insecurity 
problems in the society. These include 
kidnapping and criminal activities which 
are mostly seen with the youth and elders of  
the community and these criminal activities 
are denied coverage by the media. 

c) The culture of  the people: It is believed that 
some culture militate against the 
propagation of  culture by radio. One of  
such culture is seen in "Imo Awka" where 
human sacrifice is the act of  killing one or 
more human beings as part of  religious 
ritual. These rituals are scared and are 
denied coverage by the media. 

d) Norms, value and believe: Because of  the 
belief  of  some societies, the media find it 
very difficult to promote culture of  a given 
people, because in some areas their belief  
forbids the airing of  their culture through 
radio; for instance this can been seen in 
Awka (Imo Awka) where they don't like the 
public to see the kinds of  rituals that take 
place in their town. 

e) Illiteracy: In some villages like Ire- Ogbu, 
the people there are ignorant and illiterate 
and they find it unimportant to contact the 
media, to come and cover the event of  their 
cultural heritage. This therefore prevents the 
radio from promoting the culture of  the 
people. 

Methodology
The survey research design was used in 
conducting this study. Survey is a research 
method, which focuses on representative 

sample, derived from the entire population of  
s tudy (Wimmer & Dominick,  2011;  
Owuamalam, 2012; Nwodu, 2017). A projected 
population of  371,038 according to the National 
Population Commission (NPC), (2006), for 
Awka South Local Government Area was 
obtained using the UNDP annual population 
rate of  2.28%.The sample size for this study is 
399. This was determined using the Taro 
Yamani's, (1973) sample size determination 
formula.  The purposive sampling technique 
was used to select the sample. 

Method of Data Collection
The instrument used in collecting data for this 
study was the questionnaire. The questionnaire 
was administered on face to face basis. This 
ensured that the respondents have clear 
understanding of  the questions from the 
researcher. Also, the researcher's presence 
ensured that the respondents fill the 
questionnaire without too many mistakes and 
return same on the spot. 

Validity and Reliability of the Instrument
Validity refers to the authentic nature of  the 
measuring instrument in being capable of  
eliciting the necessary information applicable to 
the study (Owuamalam, 2012). To determine 
validity of  any instrument, the pre-testing 
approach was very necessary. After producing 
the questionnaire as the measuring instrument 
for this study, the researcher gave out 20 copies 
to a group of  selected persons in Nibo. The 
exercise was repeated the second time after an 
interval of  three weeks using the same number 
of  measuring tool to the same number of  
respondents in the same location. This is 
referred to as the post-testing approach. It was 
found that the results of  the first and second (pre 
and post-testing) are similar; thus, it implies that 
the measuring instrument is valid.

When a valid measuring instrument is used, 
it makes for reliability and is capable of  
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Respondents

Very frequently 

Frequently

Sometimes             

Fairly frequent

Not frequent                  

Total                                                     

Frequency 

100

144

66

44

40

394

Percentage 

25.4

36.5    

16.7

11.2                     

10.2 

100

Responses  

Yes 

No

Don't know

Total

Frequency  

243

91

60                           

394                       

Percentage 

61.7

23.1

15.2

100

producing the required result from the study. 
Owuamalam (2012, p. 129) holds that reliability 
assures the researcher of  the competence of  the 
measuring instrument in any replicative study, 
similar to the one for which the instrument was 
designed.

Method of Data Presentation and Analysis  
The data generated for the study was presented 
in frequency tables. That is, descriptive 
statistical method was used in presenting the 
data. In that case, the frequency of  occurrence as 
well as the percentages of  each finding was 
presented using tables.

Data Presentation and Analysis
A total of  399 copies of  the questionnaire were 
distributed to residents in Awka Metropolis. 
The filled copies of  the questionnaire were 
collected and checked for usability. Out of  the 
399 copies distributed, 394 copies were returned 
and found usable, giving a response rate of  98.7 
percent and mortality rate of  1.3 percent.

Demographic Data  

Thematic Data: Answer to Research Questions

Research Question one 
What is respondents' frequency of  exposure to 
the Purity FM programme "Odenigbo?" 

Table 2: Assessment of respondents' frequency of 

exposure to "Odenigbo" programme

Analysis of  data in table 2 above shows that 100 
representing 25.4 percent of  the respondents 

answered 'Very frequently' when asked their 
frequency of  exposure to the Purity FM 
programme "Odenigbo". 144 or 36.5 percentage 
answered 'frequently'. 66 or 16.7 percent 
answered sometimes. 44 or 11.2 percent 
answered fairly frequent while 40 or 10.2 
percent answered 'not frequent'. This means that 
majority of  the respondents were exposed to 
"Odenigbo" programme of  the Purity FM 
Radio.

Research Question Two 
Does the Purity FM programme "Odenigbo" 
help respondents in understanding what 
constitutes Igbo cultural values?

Table 3: Assessment of whether the Purity FM 

programme "Odenigbo" has helped respondents to 

understand what constitutes Igbo cultural values 

Analysis of  data presented in table three 
indicates that 243 or 31.2 percent of  the 
respondents answered 'Yes' when asked to 
indicate whether Purity FM programme 
"Odenigbo" has helped respondents to 
understand what constitutes Igbo cultural 
values. 91 or 23.1 percent answered 'No', while 
60 or 15.2 percent of  the respondents had no 
opinion on the question. This shows that more 
than two thirds majority of  the respondents 
agreed to have been helped by the Purity FM 
programme "Odenigbo" to understand what 
constitutes Igbo cultural values. 

Research Question Three
What is respondents' perception of  the Purity 
FM programme "Odenigbo?"
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Table 4: Assessment of respondents' perception of 

"Odenigbo" programme

Analysis of  data in Table 3 indicates that 153 or 
38.8 percent of  the respondents answered 'Very 
effective' when asked to indicate their 
perception of  the Purity FM programme 
"Odenigbo". 91 or 23.1 percent answered 
'Effective'. 80 or 20.3 percent answered 'Fairly 
effective'. 50 or 12.7 percent had no opinion on 
the question while 20 or 5.1 percent answered 
'Not effective'. This shows that majority of  the 
respondents perceived the 'Odenigbo' 
programme as effective.

Research Question Four
Is the programme effective in promoting Igbo 
culture in Awka Metropolis?

Table 5: Assessment of whether "Odenigbo" 

programmeis effective in promoting Igbo cultural 

values in Awka Metropolis

Analysis of  data presented in Table 5 showed 
that 263 representing 66.8 percent of  the 
respondents answered "Yes" when asked 
whether the "Odenigbo" programme is effective 
in promoting Igbo cultural values. 71 or 18.0 

percent answered"No" while 60 or 15.2 percent 
had no opinion on the question. This is an 
indication that more than two thirds majority of  
the respondents agreed that the programme is 
effective in promoting Igbo cultural values in 
Awka Metropolis.

Discussion of Findings
Findings from the study in research question 
one, shows that majority of  the respondents 
were exposed to the Purity FM programme 
"Odenigbo". This finding supports an earlier 
observation by Aguene (2003) who posits that 
radio programme is very important in the 
production and transmission of  culture. She 
quoted Mc Bridge et al.who found out that the 
mass media are cultural instrument which 
supply the cultural fare and shape the cultural 
experience of  millions of  people in the modern 
world. 

Findings from research question two also 
indicate that a more than two third majority of  
the respondents agreed to have been helped by 
Purity FM programme "Odenigbo" to 
understand what constitutes Igbo cultural 
values. This finding reinforces an earlier 
submission by Ilonze (2013) who held that radio 
programmes are utilized in defining what 
culture is all about, what it constitutes and how 
it moulds the life of  the people.

Further analysis shows that more than two 
thirds majority of  the respondents perceived the 
"Odenigbo" programme as effective. This 
finding reinforces an earlier submission by 
Goffman (2002) and McCombs and Shaw 
(1976) cited in Ndiemele (2004) that the 
audience learns how important an issue is by the 
emphasis and prominence given to the issue by 
the media. The "Odenigbo" programme, being 
aired frequently on the subject matter, has 
influenced the people's understanding of  their 
cultural values as they now see the programme 
as effective. 

Finally, findings from research question four 

Responses  

Very effective 

Effective

Fairly effective 

Don't know

Not effective                                

Total         

Frequency  

153

 91

 80

50

20

394

Percentage 

38.8

23.1

20.3

12.7

5.1

100%

Responses  

Yes 

No

Don't know 

Total         

Frequency  

263

71

60

394

Percentage 

66.8

18.0

15.2

100%
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further show that a majority of  the respondents 
agreed the Purity FM programme "Odenigbo" is 
effective in promoting Igbo cultural values. This 
finding is in tandem with an earlier observation 
by Ojebode (2003) who stated that radio is a 
channel of  communication and the role of  
communication may be regarded as that of  a 
major carrier of  culture, and also the mass 
media play the role of  both the immediate 
environment they operate in and outside the 
world. According to him, radio channels are 
very effective in communicating culture.

Conclusion
Based on the findings of  this research, the 
researcher concludes that radio (Purity FM) has 
really impacted positively in propagating culture 
among the people of  Awka. The research 
arrived at this conclusion based on the findings 
that lack of  facilities does not hinder the 
propagation of  Igbo culture in Awka. The 
majority of  the respondents have access to the 
radio but do not often hear about Awka on the 
radio. Also, the government involvement in the 
propagation of  culture in Awka will help to 
enhance its growth and that of  Nigeria 
generally. 

Recommendations 
i. Radio (Purity FM) should be up and doing 

in the area of  cultural propagation. This it 
can achieve by devoting more airtime to 
programmes which promote Igbo culture 
such as "Odenigbo".

ii. Government should establish media outfits, 
such as magazines, newspapers, more radio 
stations in all rural areas of  Nigeria with the 
mandate to promote the people's culture. 

iii. Our youths should be exposed to our 
indigenous culture because culture is the 
identity of  every man.

iv. Media platforms should be used to 
discourage harmful barbaric cultures which 
hold negative beliefs and obnoxious values.
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Introduction
Life and death is a continuous process. The two 
check each other to bring balance to nature. The 
belief  that death is a transit to another life or a 
transformation from the physical to the spirit is 
practised and believed in almost all cultures and 
religion worldwide. In the Igbo culture 
according to Ikwuemesi and Onwuegbuna 
(2017, p.2) death and funerals "provide a 
platform on which the end of  one life is 
commemorated and a new beginning in the 
otherworld is proclaimed". This is in line with 
the Idoma society, most societies, and religions 
that also believe that human death does not 
mean an end to life because man has an activity 
awaiting him, which must be brought to being 
through death. The fear of  death is common 
among all humans but it is a well-known 
certainty that, once alive, death is an inevitable 
experience. Death is regarded as the only path 
way to the great journey to a final resting place 
of  all humans. From the realistic perspective, to 

be alive is a privilege while to die is a natural 
phenomenon. Life must be given up to get the 
final satisfaction of  comfort or punishment 
depending for the activities of  the individual 
while alive. The reward of  a human, it is 
believed, is crowned after death. Death is 
perceived as a ticket to another life.

Furthermore, it is a common belief  among 
various religions, cultures and traditions that 
when a person dies, he/she can reincarnate, 
become a spirit, go straight to hell or heaven or 
stay in purgatory before going to hell or heaven, 
depending on the system of  belief. Whichever 
way, he/she does not die, he/she only transits 
and it is this transition that is celebrated in 
different ways and styles depending on the 
culture and religious belief  which are direct 
symbioses of  each other.

Burial culture is cherished worldwide and 
practised in various ways that are considered 
appropriate either according to laid down 
dogmatic traditions or religious principles. 

O R I G I NA L A RT I C L E

The Idoma people believe that death is inevitable but not a final end; rather, it is the beginning of  a journey to a final 
resting place. Burials are performed with culturally guided rules and procedures. The preparation and burial rituals 
of  a deceased person is regarded as a right for the dead and it is a collaborative responsibility of  the family, relatives, 
friends and the community as the case may be. This paper adapted the descriptive and analytical research methods 
complemented with data obtained from relevant articles, published works, books and internet sources. Findings in 
this paper are that the burial practices contribute to give the Idoma people their essence and value, and also 
contribute to the appreciation and meaning of  the afterlife of  the dead. This study concludes that apart from helping 
to create an understanding of  afterlife of  the dead, burial practices give an interpretation of  the life of  people in 
relation to handling the remains of  the deceased. It is recommended that there should be a check on the intrusions of  
foreign influences by looking at what brought them into being, their effect and the way to merge the two without 
bringing any form of  ignominy to the people.

Keywords: Afterlife, Foreign, Practices, Intrusions and Dead.
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Okpalaeke (2018, p.75) agrees that:

burial and funeral practices, the world 
all over, remains an age long 
phenomenon, cutting across various 
societies irrespective of  race or 
geographical  location. Funeral  
practices, as a matter of  fact, constitute 
itself  a fundamental element of  cultural 
heritage practiced by all and sundry 
from ancient to contemporary times. 

These principles are also very prominent 
amongst the Idoma people. In Idoma culture 
like in most parts of  the world, burial is made to 
serve as the proper channel to guide the dead 
soul to the right place of  abode where he will get 
the desired comfort in the world of  the dead as 
imagined by his living relatives, community and 
all human race. More importance is attached to 
death than when a child is born in Idoma 
society.  It is believed that the family that a child 
has come to is already known, but where the 
dead are going is unknown to all and therefore 
necessitates a duty to ensure that all is put in 
proper perspective for a better life in the 
hereafter of  the deceased.

The burial rituals are performed according 
to the cultural perception and beliefs of  the 
people. In Idoma culture, the corpse is prepared 
to allow the spirit free from the body for the 
transitional journey. These are done with rules 
with consideration for age, sex or type of  death. 
All the rules are carefully followed as the living 
relatives of  the dead make sure that everything is 
properly done in accordance with the laid down 
rules and laws. This is believed will ease the 
power over the living and can influence 
positively or negatively the happenings in the 
human world. In Idoma society, more respect is 
given to the death of  the elderly because of  the 
belief  in their immortality, that is, their having 
the ability to reincarnate as masquerades.

The Concept of Death in Idoma Culture
The Idoma people believe that death empowers 
a man to a higher realm between the living and 
the dead where he assumes the spirit being and 
becomes all-seeingand all-knowingwith powers 
and the possibilities to do both evil and good in 
the human world. This power, however, is not 
equated to that of  the Almighty God. When 
someone dies in Idoma society, he is said to have 
gone home to rest (ole tole) or he has gone to the 
hand of  his father to be with him (oi itabo ka 
danu). Though there is wailing and mourning at 
the death of  someone, it is believed that the spirit 
has gone to a place full of  peace and love where 
all things work well. In Idoma culture, it is 
believed that someone does not just die on his 
free will; hence, there is usually an inquest 
(Ikpelokwu) on the death of  any Idoma to 
ascertain the cause.  

 
An Idoma who has killed his fellow Idoma man 
is also not entitled to be given a befitting burial. 
It is an unforgiving taboo for an Idoma to kill a 
fellow Idoma no matter the degree of  hatred 
between them.

Idoma Traditional Burial Rites
When an Idoma dies, it is a must and the right of  
the dead to be accorded a specific treatment as a 
passage rite to enhance his eternal journey. This 
rite, as Iyeh (2010, p. 14) states in sitting Huet et 
al., "marks the passage from one state of  

Idoma people believe that the dead have the 
powers to come back to life inform of  
reincarnation in human form with the power to 
choose a family of  their choice  or as a 
masquerade. When a man dies in Idoma 
tradition, he is not buried immediately. The 
body is preserved to be laid in state and proper 
rites are performed. There are exceptions: where 
the deceased is a small child or a young adult, 
they are buried immediately. In a circumstance 
where the person dies of  a disease considered to 
be bad like leprosy or an ailment that is strange 
to the people, such burials take place at night. 
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existence to another". Death in Idoma culture is 
classified into three major categories and the 
type of  laws guiding the burial proceeding for 
proper clarification and understanding of  the 
subject matter.
1. Type of  death
2. Age of  the diseased
3. Position and status of  the diseased
4. Sex of  the disease

The first thing put into consideration when there 
is death in Idoma society is the cause of  the 
death. This is the determinant factor on how, 
when, and where the body is buried just like the 
Igbo culture where:

death is an important threshold in the 
journey towards one's ancestors, how 
one gets to that threshold is very 
important. This brings up the issues of  
'good life' and 'good death'. The quality 
of  life and death is important because 
existence in the other world is but a 
continuation of  this one. Death is only a 
bridge between the two worlds, 
marking the transition from anammadu 
(land of  the living) to anammoo (land 
of  the  spir i t s )  ( Ikwuemesi  & 
Onwuegbuna, 2017, p 4).

This type of  culture is also predominant among 
the Urhobo people just like their Idoma, Igbo 
and other:

counterparts in other parts of  Africa 
thus believe in different types of  death 
such as mature, premature and 
abominable death. For them death does 
not occur without a particular cause, 
some of  the causes of  death according 
to the Urhobo are old age, witchcraft, 
accident or sickness and abomination 
(Idogho, 2015, p.70).

In Idoma culture it is only when a death is 
considered to be good by society that the 
deceased can then be given a befitting burial. If  
the diseased is confirmed to have died a bad 
death, s/he is usually buried at night without 
any form of  burial rite. It is forbidden for people 
to cry for such death as it is regarded as a relief  to 
the family and the community at large. The 
properties are thrown far away or buried to 
prevent contamination. It is considered as an ill 
wind to the community and sacrifices are made 
to prevent a reoccurrence. If  it is a child, he is 
buried immediately after the confirmation of  
death. No special material is required for the 
burial. 

In Idoma culture, unlike their Tiv 
neighbours who have a contrary cultural 
practice, when someone dies, he is not buried 
with his properties or materials that are 
associated with him while alive. Ademiluka 
(2009, p.14) attests to this thus: "The Tiv do not 
have this practice. They do not bury people with 
goods for they believe, among other reasons, 
that it may cause another death in the family". In 
Idoma culture as well as Igbo, Yoruba, Igala and 
a host of  other cultures in Nigeria, Egypt and the 
rest of  Africa; when a man dies he is buried with 
his valuable properties such as clothing, and 
jewelry and in situations where the deceased is a 
warrior or a hunter he is buried with weapons 
such as gun, bows and arrows or any material 
deemed useful to accompany him to the next life 
to make things pleasurable for him.

Furthermore, if  the deceased is an adult, the 
way he is to be buried is determined by his 
activity in the community and the status he has 
attained. If  it is a woman, she is taken to her 
father's compound for all the rites to be 
performed and buried. It is important to note 
that in Idoma culture all corpses are buried in 
their father's compound including married 
women who have died in their husband's 
houses. The case where the body of  the deceased 
is not found his Afaya (belongings) is brought to 
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her father's compound for burial. The Idoma 
culture does not believe in burying an Idoma 
away from home. 

Women do not take part in core burial 
activities. When a woman dies, the only role 
women play is to bath the corpse, dress her and 
stay with her while she lies in state. After this, the 
men take control of  all other activities till she is 
buried. It is forbidden for women in Idoma land 
to see a corpse lifted into the ground or be at the 
burial site. As earlier mentioned, when a man 
dies in Idoma society, his activity in the society 
contributes to a large extent to how he is buried, 
sometimes his financial status, but this does not 
have as much impact as the societies or cult he 
belongs to and the heroic achievement to the 
society. 

In the circumstance when a king or a warrior 
dies, the death is announced with the (Agidigbe) 
the stilt drum or the (Opo) horn and  there is a 
potpourri of  entertainment and performance of  
masquerades.  I fan  e lder ly  man,  he  
automatically qualifies to be buried by the 
Achukwu cult exclusively for men and the 
Ichicha society which are only for elderly 
people.  The Ichicha society comprises male and 
female, who perform at the wake and take part 
in the burial rites. An elderly dead man also 
qualifies to be reincarnated into the Alekwu 
masquerade if  he has living male and female 
children. The body is prepared and dressed up in 
the best clothing he has or the one that can be 
bought. He is placed in a sitting position in the 
Itakpa in his compound while his living wife or 
wives, and female relatives sit around him 
chanting praises of  his past achievements and 
good wishes on his transitional journey. The 
Alekwu masquerade comes to bid him a final 
welfare from the land of  the living and welcome 
him to the land of  the dead. His body is taken 
straight from the Itakpa and buried. In Idoma 
land an elderly person is never buried in a coffin. 
He is wrapped with an Opa a blue black hand-
woven cotton cloth which he reincarnates with 

as the Alekwu costume. Male and female are 
buried with the Opa cloth but it is only the male 
that can reincarnate as an Alekwu masquerade 
or be buried by the Achukwu masquerade cult as 
it is forbidden for women to be part of  Alekwu 
or Achukwu.

New Burial Trends and Influencing Factors on 

Idoma Culture
When it comes to death, the Idoma people are 
strongly rooted in their beliefs, the culture of  life 
after death, and the need to give the dead a 
befitting burial which will be an honour to the 
living relatives and making life easier for the 
dead in the new world. "Their belief  in an 
unending existence in the next life . . . to ensure 
an honourable place for the dead in the spirit 
world", is core (Izunwa, 2016, p.128). However, 
this tradition and cultural practices have been 
seriously influenced and adulterated to a very 
significant level. The influx of  new practices has 
reduced the traditional value and meaning the 
Idoma society and culture attaches to burial 
tradition practices. The Idoma people are a 
minority tribe in the lower river basin in the 
present-day middle belt region of  Benue State 
Nigeria bordered by large ethnic groups such as 
the Igbos, Tivs and the Igala. The proximity of  
these large groups has resulted in the 
importation of  new religious beliefs, ideas and 
culture which are contrary to the Idoma 
ideology, beliefs and practices.

The traditional practices are being replaced 
by these influences as it is not uncommon to find 
in any part of  Idoma that the traditional wake of  
various cultural troupes have by now been 
replaced with young men and women playing 
modern party music. The performance of  the 
Ichicha at the wake of  the elderly is almost none 
existent and if  found at all isa mockery of  itself  
with young people whose ages were once 
regarded as a taboo to be members. The death of  
an elderly person has become a venue to show 
affluence as the family members display the 
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most expensive coffin for him to be buried in. 
The traditional final farewell/welcome ritual by 
Alekwu which was a rite for every adult male or 
female who has a living male and female child 
has almost been abolished as it is being seen as 
fetish and instead replaced by prayers in the 
various faith of  the diseased family's choice. The 
reincarnation of  the dead inform of  Alekwu is 
almost none existent as it is now regarded as 
idolatry. The elderly are buried at anytime that 
suits the relatives and the necessary rite to enable 
them reincarnate as Alekwu is scantly practised.  
The traditional aura and respect accorded to the 
diseased is gone as bodies are carried in all kinds 
of  manners by rented undertakers. They carry 
the casket with the dead, dancing and tossing the 
corpse around from seat to seat and in some 
instances demanding for money to be thrown on 
the casket. The burial ceremony has become a 
mockery of  itself  without having an identity. It 
contains every other culture with Idoma culture 
being a mirage.

Conclusion
The typical African life is communal and all 
activities are done with the sole aim of  
consideration for the comfort of  one another in 
terms of  happiness and grief. The Idoma 
society, as is typical of  an African communal 
habitation, has structured its burials to take care 
and comfort both the living and the dead. The 
community needs to be enlightened that a 
people without culture and tradition are a 
people without an identity as Ezeajugh (2004, 
p.120) agrees that culture is "the basis of  the 
structure, stability and security that both 
individuals and a society must possess if  they are 
to maintain themselves in a social setting. 
Culture provides this foundation because it is 
dynamic and develops along the line of  self- 
society survival".

There is need to understand that as change is 
constant so also is the need to maintain the past 
so that the people are not lost in the wind of  

change. The need to understand the 'complex 
diverse societies in which people have come 
from across the many different parts and 
'adaptation of  culture containing ideas and 
techniques for responding to changes of  day-
today human experience (Akong'a, 2003, p. 26) 
is of  great importance to understand that culture 
can be modernized but still retain its originality 
and identity. Etuk (1999, p. 168) perfectly sums 
it that it is a banality to state that every culture of  
the world has its own tradition. He further 
emphasized that even those we look up to, like 
the British, as a people are steeped in their 
imperial traditions while the Americans will 
always cling to their pragmatic roots. He 
concludes that it is also a truism to say that there 
can be no present which is not informed by the 
past.

The burial culture, like other aspects of  
African culture, is dying away. The African 
Christians due to Western civilization and the 
attitude of  Christianity towards African Culture 
which greatly discourages "mourning is based 
on the belief  in the resurrection of  the body (1 
Thess. 4: 13-18) and the fact that many African 
funeral rites are inseparable from African 
Traditional Religion, (Ademiluka, 2009, p. 18)" 
have greatly affected the belief  in the traditional 
burial practices. 

Whichever culture we adopt, we should 
always bear it in mind that it is still patent to 
where it is borrowed from and the ability to 
maintain ours will give us our uniqueness in the 
test of  time.  A creative blend of  what is good 
from others to strengthen ours and having the 
final output still toned with our ideas and 
ideology will be significant to our culture, 
tradition, and existence as a people.
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Introduction
One of  the ways in which the news media shape 
perceptions of  key events is through the act of  
'framing'. Framing is a powerful tool that allows 
the news media to call attention to certain 
aspects of  issues or events while excluding 
others (Entman, 1993).  The framing theory 
asserts that the media select and highlight 
certain items of  an event or issue over others, 
thus elevating them in importance to the 
audience (Chong, 2007). It is noted that the 
media often tend to cover political events and 
election campaigns with the focus on the 
winners and losers, plusthe tactics employed by 
opposing parties, rather than on the substantive 
issues. 

Nigeria has a chequered electoral history with 
successive elections being marred by serious 
irregularities (Ezebuenyi, 2014). This had led in 
most cases to the collapse of  democratic 
experiments into violent protests as occurred in 
1966, 1983 and 1992 (which led to the 
annulment of  the June 12 presidential election), 
and again in 2011. Thisposition is clearly 
enunciated by Nwodu (2007)who holds that 
elections held in most African countries are 
marred by violence and wide spread 
irregularities. The same position was echoed by 
Jega and Ibeanu (2007) who hold that a major 
tragedy of  Nigeria's electoral process is the 
feeling among the vast majority that their votes 
do not count and that there are no remedies.

O R I G I NA L A RT I C L E

Framing essentially involves selection and salience. To frame is to select some aspects of  a perceived reality and make 
them more salient in a text, in such a way as to promote a particular problem definition, causal interpretation, moral 
evaluation, and/or treatment. The type of  frames examined in a media content analysis is oftentimes influenced by 
the event under investigation. This study examines news framing of  the congratulatory message of  President 
Goodluck Jonathan to General Muhammadu Buhari, the winner of  the 2015 presidential election. The objectives of  
the study among others are to determine the patterns of  news framing of  the message, the dominant frame used in 
the coverage, the prevalent frames used in the coverage and whether the readers were influenced by the framing of  
the message. The study is anchored on the theory of  framing, which asserts that the media select and highlight 
certain items of  an event or issue over others, in effect, elevating them in importance to the audience. The survey and 
content analysis methods were used in the study. The findings indicate among others that there were contrasting 
patterns in frames used by the newspapers in the reportage of  the historic congratulatory message. Among the five 
frames used for measuring the newspaper reportage of  the congratulatory message, the dominant frame identified 
was the 'responsibility frame'. The study also found that more than two-thirds of  the respondents had been 
influenced by newspaper framing in their perception of  the congratulatory message. The study recommends among 
others that the Nigerian press should endeavour to employ appropriate framesin reporting political news stories. 
This has the benefit of  causing the polity to trust the media in times of  uncertainties. 

Keywords: Framing, Congratulatory message, Influence, Perception, Historic.
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Nigeria's 2015 presidential election presented a 
heightened dimension of  the fear of  the 
unknown. This was sequel to a number of  events 
that took place prior to, during and after the said 
election. Recall that Nigerians were still licking 
their wounds and counting their loses from the 
aftermath of  the 2011 general elections during 
which Buhari boasted that he was going to make 
the country ungovernable for Jonathan if  he lost 
the election. The burning of  properties, killing 
and maiming of  non-indigenes in the North and 
the spiral effects in the Southeast were still very 
fresh in our memories. The raging Boko Haram 
insurgency in the Northeast of  the country, the 
spiral effects of  the insurgency all over the 
Northern region and the earlier uncorroborated 
prediction from America that Nigeria was going 
to break up in 2015 were issues of  serious 
national concern. 

There was therefore a palpable fear that the 
outcome of  the presidential election in 
particular was going to precipitate the crisis that 
could eventually plunge the country into war 
and then lead to a breakup. But after the 
presidential poll, the incumbent, on seeing that 
his rival was in a pole position to win the 
election, called him before the declaration of  
official results to congratulate him. This 
singular act of  statesmanship doused the 
mounting tension in the country especially 
when viewed against the outburst by one of  the 
strongest supporters of  President Jonathan, 
Chief  Godsday Orubebe (who is from the same 
geo-political zone with the president)against the 
chairman of  the Independent National 
Electoral Commission, Attahiru Jega, on his 
conduct of  the election. It was indeed a near 
confrontation on the floor of  the Mandate 
Studio Abuja, a collation centre for the 
presidential election. The audio file of  the 
conversation between Jonathan and Buhari, 
during which the former conceded defeat in the 
presidential election, has become historic. With 
the presidential election results from all the 36 
states, and the candidate of  the All Progressive 

Congress, Buhari, clearly in an unassailable 
lead, Jonathan telephoned Buhari to concede 
defeat.

President Jonathan made the call a little 
after 5p.m. on Monday, after it became clear his 
party had lost the election. At the time the call 
was made, the Independent National Electoral 
Commission was yet to declare Buhari winner 
because it was still expecting results from Borno 
State. By the time the Borno State vote was 
added to the tally, Buhari had garnered 
15,416,221 votes to Jonathan's 12,853,162. 
Jonathan's telephone call was believed to have 
defused tension across Nigeria. It threw up 
Jonathan not only asa pragmatic politician but 
also as a patriot and nationalist. It is also a 
demonstration of  Jonathan's political discipline 
and maturity. That conversation is believed to 
have saved Nigeria from descending into 
violence in the aftermath of  the election 
(Okala,2015).

The purpose of  this study is to analyze the 
coverage of  the congratulatory message of  
Jonathan to Buhari and contribute to the 
literature on the application of  the framing 
theory to political issues. As Lawrence (2000) 
argues, "the empirical record regarding news 
coverage of  other political contexts, such as 
political actors' comments, is more limited." By 
empirically analyzing the framing theory and 
the presence of  news frames, this study attempts 
to fill the gap in the literature on news framing of  
pronouncements that have a serious national 
concerns. This study has also filled this gap by 
providing further empirical data to support the 
theory that framing is a prevalent measure in the 
print media's reporting of  electoral issues. The 
findings from this study are also instructive to 
the Nigerian media managers on the imperative 
of  using frames on issues of  monumental 
national importance to avoid throwing up 
national disaffection among the multi-ethnic, 
multilingual and multi-religious people of  
Nigeria.
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The Problem
Although there exists a substantial body of  
research and information analyzing the press 
coverage of  political events (Ekwueme & 
Akpan, 2012; Okoro & Okechukwu, 2012), 
available literature shows that not much studies 
have been carried out on the Jonathan's 
congratulatory message to Buhari. Studies in 
media framing such as Eti (2012); Okoro and 
Odoemelam (2013); Papacharissi and Oliveira 
(2008) and Odoemelam, Okeibunor and Adibe 
(2012) continue to support the opinion that the 
media draw public attention to certain topics 
and decide what people think about. Thus, the 
way media organs and media gatekeepers 
organize and present the events and the issues 
they cover, and the way the readers interpret 
what they are provided with, are products of  
media framing. An analysis of  empirical studies 
on the news coverage of  the 2015 presidential 
election in Nigerian newspapers revealed that 
the categories constantly examined were 
prominence, depth of  coverage, nature and 
frequency (Nwammuo, Edegoh & Iwok, 2015; 
Abubarkre, 2015). This tends to limit the 
categories that could enhance a more 
comprehensive, robust and broad-based attempt 
at dissecting media contents and highlighting 
their salience to the readers.

This limited scope does not provide for the 
examination of  other categories which will help 
in determining the role of  the media in the 
selection, interpretation and communication of  
perceived reality - a role which Goffman (1974) 
termed framing. This study therefore intends to 
examine  the  f raming  of  Jonathan ' s  
congratulatory message to Buhari and its 
influence in the context of  what was feared and 
what happened in the end. Can it be said that the 
way the  media  f ramed the  his tor ic  
congratulatory message in the aftermath of  the 
2015 presidential election influenced the 
readers' interpretations and understanding of  
the message and helped the nation to avoid 

another round of  post-election crisis? This is the 
problem that underlies this study.

Objectives of the Study
The objectives of  the study are to find out:
1. how President Jonathan's congratulatory 

message was framed,
2. the dominant frame used in reporting the 

message,
3. the direction/slant of  the story (message),
4. whether the readers perceive the message as 

necessary, and
5. whether the newspaper reports influenced 

readers' perception of  the message.

Research Questions
1. How is the congratulatory message framed 

in the three newspapers?
2. What is the dominant frame in reporting the 

message?
3. What is the direction/slantof  the story on 

Jonathan's congratulatory message to 
Buhari?

4. Do the readers perceive the congratulatory 
message as necessary? 

5. Do the newspaper reports influence the 
readers' perception of  the message? 

Theoretical Foundation

Framing Theory
This study is anchored on the framing theory 
propounded by Goffman (1974). The framing 
theory asserts that the media select and highlight 
certain items of  an event or issue over others, 
thus elevating them in importance to the 
audience (Chong, 2007).Framing is used here to 
explain how the mass media promote a 
particular definition of  an issue through 
selection, emphasis, exclusion, and elaboration 
(Scheufele & Iyengar, 2010). Framing "refers to 
an active process of  creating, selecting, and 
shaping the frames" (Matthes, 2011).

The literature on framing theory is extensive 
(Callaghan, 2005;Chong, 2007; Kuypers, 2002). 
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Journalists place "figurative picture frames 
around the ever-moving target of  events and 
actions, thereby focusing attention on particular 
issues, ideas, and individuals while obscuring 
what lies outside the frame" (Boykoff, 2011). 
News frames are interesting as "they constitute 
an exercise (intentional or, quite often, 
unintentional) of  journalistic power; frames can 
draw attention toward and confer legitimacy 
upon particular aspects of  reality while 
marginalizing other aspects" (Lawrence, 2000). 
The construction of  frames is generally 
understood as the result of  the framing process. 
Framing aids the study of  how media coverage 
of  events is formulated and established 
(Entman, 1993; Matthes, 2011). 

Previous research has provided sufficient 
evidence that the mass media have the power to 
select and "pack" the events, and, thus, to 
influence the way consumers perceive the 
surrounding reality. Framing is one of  the 
media-effects theories, largely used to analyze 
how the mass media filter information and, 
thus, influence public reactions to a whole range 
of  external stimuli (De Vreese, 2007). Azlan 
(2012) has analyzed how public attitudes are 
shaped as a result of  media framing of  a subject. 
He notes further that there are two factors that 
facilitate the adoption of  frames: "the 
accessibility of  an issue, and the correlation 
between a subject and the audience's preexisting 
opinions." In other words, framing effects are 
not independent (Azlan, 2012). On the other 
hand, Shuck and De Vreese (2006) have 
established that attitudes and knowledge that 
exist before media exposure play an important 
role in determining the framing effects. The 
framing theory is apt in this study because it is 
used here to explain how the mass media 
promote a particular definition of  an issue 
(Jonathan's congratulatory message to Buhari) 
through selection, emphasis, exclusion, and 
elaboration (Scheufele  & Iyengar, 2010).

Literature Review 
Through framing, political elites and the media 
can establish boundaries within which a public 
policy issue will be discussed (Callaghan, 2005). 
Framing includes the practice by which all 
political players, including the media, use 
linguistic cues to define and give meaning to 
issues and connect them to a larger political 
environment (Callaghan, 2005). News framing 
has been researched in regard to many types of  
news coverage, including political campaigns, 
terrorist attacks, international events, and 
domestic policy issues.

This study applies the deductive approach 
by examining the theory and existing literature 
to determine individual frames as analytical 
variables (Semetko, 2000, p.94) as well as seeks 
audience opinion on their perception of  
influence of  news framing. The study is guided 
by the theory that news frames operate to make 
certain information more salient or distinct, 
than others in a text (Entman, 1993; Kuypers, 
2002, p.18).

Newspaper Captions and Leads of Jonathan's 

Congratulatory Message to Buhari
The framing of  President Jonathan's historic 
congratulatory message to Buhari has received a 
wide coverage in the three selected newspapers. 
The Vanguard titled one of  its editions 
as"Jonathan's finest hour". The text reads: "It is 
not how long but how well, president Goodluck 
Jonathan, Tuesday, turned deaf  to the 
drumbeats of  war from associates to 
congratulate the victor in last Saturday's 
presidential election. His exit strategy could 
position him on the platform of  statesmanship. 
The action of  Dr Jonathan who flew the flag of  
the People's Democratic Party, PDP was 
especially remarkable given the tension that had 
enveloped the country in the days leading to the 
election." Another edition has it as"Jonathan's 
concession of  defeat historic, statesmanly, says 
Uduaghan". The text reads: "Governor 
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Emmanuel Uduaghan of  Delta State has said 
that President Goodluck Jonathan has 
demonstrated that he is truly a statesman and a 
patriotic Nigerian."Other editions of  the 
Vanguard read: "Jonathan congratulates 
Buhari, concedes defeat". "World leaders 
congratulate Buhari, laud Jonathan"."IBB 
commends Buhari's perseverance, Jonathan's 
statesmanship". "Jonathan, an extraordinary 
example  to  wor ld  l eade r s  -  Fesas.  
"CONCESSION: Jonathan true statesman, 
says Oshiomhole". "Jonathan the hero, says 
Bozimo".  

The Guardian has one of  its editions as 
"Pre s iden t  mee t s  peace  commi t t ee,  
congratulates Buhari". The text reads in part: 
General Abdulsalami Abubakar thanked the 
president for conceding defeat to Buhari, 
describing the feat as the first in the history of  
Nigeria's political history, where a contestant 
and a sitting president had conceded such defeat 
to his opponent.  He confirmed that Jonathan, 
indeed, congratulated his main challenger, 
General Mohammadu Buhari, conceding 
defeat at 5.15 p.m. Other editions of  the 
Guardian read: "Jonathan is greater than his 
predecessors"."Jonathan's acceptance of  defeat 
historic - ACF". "Jonathan not a politician, but a 
statesman"."Jonathan saved Nigeria from 
predictions of  prophet of  doom". "Jonathan is a 
rare gem". "Jonathan has written his name in 
gold, says APC". "Two heroes, one nation". 
"Adeniyi, others, laud Jonathan, task Buhari". 
"Anenih urges politicians to emulate Jonathan". 
The Sun has one of  its headlines as "NSCIA 
hails Jonathan, sets agenda for Buhari." The text 
reads in part: The Nigerian Supreme Council for 
Islamic Affairs (NSCIA) has congratulated 
President-elect, General Muhammadu Buhari. 
The religious body commended President 
G o o d l u c k  Jo n a t h a n  f o r  d i s p l ay i n g  
unprecedented leadership by not only 
conceding defeat, but congratulating the 
winner. Other editions of  the The Sun read: 

"Igbo World Union hails Jonathan, Buhari 
peace initiative". "APC congratulates Buhari, 
hails Nigerians, Jonathan". "Agbaje commends 
Buhari, Jonathan". "Buhari's victory and 
Jonathan's statesmanship". "If  Ojukwu 
emulated Jonathan, bloodshed would've been 
avoided - Danjuma". "Jonathan's worthy 
example". "Jonathan, real game changer". 
"Jonathan, a true statesman".  "NASU tasks 
Buhari on crisis in education… Congratulates 
president-elect, Jonathan, Jega". "Jonathan, 
hero of  2015 polls - Oramah, PFF boss".

Method of Study
In this study, the mixed method was used as the 
research design. The method is quite apt in the 
study as it entails using both the survey and 
content-analysis methods in obtaining an 
authentic and dependable result. The two 
methods complement each other in such a way 
that a reliable result was achieved by the study 
(Owuamalam, 2012).

Sample and Sampling Technique
For the survey research method, the population 
for the study is 4,177,828 projected population 
of  Anambra State (NPC, 2006) according to the 
UNDP annual increase rate of  2.28%.

The purposive and multi-stage sampling 
techniques were used to select the samples. The 
disproportionate allocation formula was used in 
allocating 133 samples to each of  the three 
selected local government areas. The selected 
sample fell within the age range of  eighteen (18) 
years and above. These were persons who had 
the constitutional right to vote in Nigeria and 
therefore are expected to follow the impact of  
their votes. 

The multi-stage technique ensures that 
various sections of  the study area are 
represented in the study. First stage has 
Anambra State divided into three senatorial 
zones (Anambra South, Anambra North and 
Anambra Central). The second stage has one 
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local government area each from the three 
senatorial zones (Ihiala, Oyi and Njikoka). The 
choice of  Anambra State as area of  this study is 
basically the researcher's discretion.

For the content analysis, the population of  
study was the 31 editions of  newspapers 
gathered from each of  the three national dailies 
under examination which are The Sun, 
Vanguard and Guardian. These daily 
newspapers were purposively selected for this 
study on the bases of  convenience. It is the 
93editions of  the three newspapers selected 
between March 31thand April 30th 2015that 
constitute the population for the study. The 
researcher, however, adopted the census 
sampling method whereby the entire population 
of  the study was used as the sample size.

Table 1: Number of Editions each of the Four 

Newspapers Selected

Tabular description of  number of  newspaper 
editions by the four national dailies

Unit of Analysis
The unit of  analysis in this study includes 
editorials, feature stories, straight news and 
opinion articles. To examine the newspaper 
framing of  President Jonathan's congratulatory 
message to Buhari, the following elements were 
content analysed:
1. framing of  the message, 
2. the dominant frame used,
3. the direction of  the story (message)

The five types of  frames used in the analysis are:   

Fear frame: This means presenting a news 
report in such a way that it arouses fear in 
the minds of  the readers in relation to the 
topic being discussed.    

  Peace frame: This connotes a news 
presentation that expresses peace or 
portrays a particular news report as 
emphasizing peace.  

  Blame frame: This is a news presentation 
that apportions or is designed to apportion 
blame to someone for an action or inaction. 
Political frame: In this type of  news 
presentation, the issue being reported is 
politicized. This means that trying to make 
the report look conflicting to the readers.    

  Praise frame: This typifies a news 
presentation that emphasizes commenda-
tions or appreciation for an action done in 
good will. 

Instrument and Method of Data Collection
For the survey research method, the instrument 
used in collecting data is the questionnaire. It 
contains multiple-choice questions. The 
questionnaire was administered on a face-to-
face basis. This was to ensure that the 
respondents have a clear understanding of  the 
questions. The researcher's presence ensured 
that the respondents fill the questionnaire 
correctly and return them to him on the spot.

For the content analysis, the method and 
instrument of  data collection was based on the 
coding system. Coding is defined as the 
assignment of  number of  qualitative responses 
to represent such data for ease of  analysis. It is 
also placing a unit of  analysis into a content 
category (Wimmer & Dominick, 2011). The 
choice of  the coding system is because coding 
has an advantage of  converting data generated 
into easily specified attribute of  given variables. 
Coding enabled the researcher to group 
responses into a limited number of  classes or 
categories for easy analysis. The major 
instruments for data collection in this study were 

31st March to 30th April 

2015

The Sun

Vanguard

Guardian

Total    

Number of Editions of the 

Newspapers

31

31

31

93
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coding guide and coding sheet. A coding guide 
helps in developing the coding sheet and the 
number of  content categories employed in the 
study. 

Content Category
This is also known as units of  observation. It is 
the content, which the coder needs to look out 
for in sampling the congratulatory messages of  
President Jonathan to Buhari. For this study, the 
content category is the different news framing of  
the historic message. They are:
1. Straight news reports:  Sometimes referred 

to as hard news reports. It is news that 
consist of  facts about President Jonathan's 
congratulatory message to Buhari without 
embellishment.

2. Feature stories: Human interest articles that 
focus on the message 

3. Editorials: Expositions by editors of  
selected newspapers that give an opinion on 
the message

4. Opinion articles: People's opinion on the 
message from their personal point of  view.

Validity and Reliability of the Instrument
Validity refers to the authentic nature of  the 
measuring instrument in being capable of  
eliciting the necessary information (Ajala, 2009; 
Owuamalam, 2012). To determine the validity 
of  any instrument, pre-testing is very necessary. 
After producing a questionnaire as the 
measuring instrument for this study, the 
researcher gave out 20 copies in a survey to a 
group of  selected persons in the Awka 
metropolis. The exercise was repeated the 
second time after an interval of  three weeks 
using the same number of  measuring tool on the 
same number of  respondents. This is referred to 
as the post-testing approach. It was found that 
results of  the first and second (pre- and post- 
testing) are similar. This implies that the 
measuring instrument is both valid and reliable. 

When a valid measuring instrument is used, 

it makes for reliability and is capable of  
producing a reliable result. Nwodu (2017) holds 
that reliability assures the researcher of  the 
propriety of  the measuring instrument and its 
usefulness in a future study.

Inter-Coder Reliability
Inter-coder reliability involves the use of  two or 
more trained persons to code the data or 
information gathered on the basis of  the content 
categories stipulated by the researcher in the 
coding sheet (Nwodu, 2017). The training on 
coding helped in clarifying categories and 
adjusting the coding sheet until the coders were 
comfortable with the material and the process. 
According to Wimmer and Dominick (2011), 
inter-coder reliability is calculated using a 
coefficient or reliability formula based on the 
ratio of  coding agreement to the number of  
coding decisions. This reveals that the coding 
process has an acceptable level of  reliability.

Data Presentation and Analysis 

Research Question 1:
How is President Jonathan's congratulatory 
message to Buhari framed in the three 
newspapers?

Table 2: The frames used in reporting the story 

(congratulatory message) in the newspapers; 

TheSun, Vanguard and Guardian.

As the above data show, there are a total of  33 
frames used in TheSun newspaper in the 
reportage of  Jonathan's congratulatory message 
to Buhari. Out of  this, 19representing 57.6% 
were devoted to 'praise frame'. This was 

Newspaper   Praise    Peace Political  Blame    Fear       Total

                    Frame           Frame        Frame    Frame     Frame

The Sun 19 12 10 1 33

Vanguard 21 9 22 1 35

Guardian 13 7 41 0 25                                  

Total 53 28 73 2            93
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followed by 12frames representing 34.2% 
devoted to 'peace frame', 1 or 3% for 'political 
frame', none was used for 'blame frame',while1 
representing 3% were for' fear frame'.

Also, the data in Table one show that 35 
frames were used by Vanguard newspaper in its 
reportage of  the historic congratulatory 
message out of  which 21 frames representing 
60% were devoted to 'praise frame', 9 or 25.7% 
were for 'peace frame', 2 or 5.7% were for 
'political frame', 2representing 5.7% were for 
'blame frame' while 1 or 2.9% were for 'fear 
frame'.

The data presented in Table one also show 
that out of  a total of  25 frames used by the 
Guardian newspaper in its reportage of  
Jonathan's congratulatory message to Buhari, 
13 frames representing 52% were devoted to 
'praise frame', 7 representing 28% were for 
'peace frame', 4 representing 16% were for 
'political frame', 1 representing 4% were for 
'blame frame', while none was used for'fear 
frame'.

Research Question 2:
What is the dominant frame used in the 
reportage of  the congratulatory message?

Table 3: Assessment of dominant frame used in the 

reportage of the congratulatory message of Jonathan 

to Buhari

The data in Table 3 show that in the four 
newspapers under study, frames appeared 93 
times in the reportage of  Jonathan's 

congratulatory message to Buhari. Out of  this, 
the 'praise frame' had the highest frequency 53 
times, representing 57%. It follows therefore 
that the 'praise frame' was the dominant frame 
used in the reportage of  the historic 
congratulatory message by the three newspapers 
examined. This was followed by the 
'peaceframe' which had a frequency of  28 
or30.1%. The least was 'fearframe', which had a 
frequency of  2 or2.2%.

Research Question 3:
What is the direction/slantof  the story 
(congratulatory message)?

Table 4: Assessment of the direction/slant of the story 

(congratulatory message)

In finding out the direction or slant of  
newspaper reports on President Jonathan's 
congratulatory message to Buhari, the reports 
that used the 'praise' and 'peace frames' were 
categorized as favourable or positive, those that 
used blame and fear frames were categorized as 
negative or unfavourable while those that used 
the political frame were categorized as neutral 
frame. 

Table 4 above shows that a total of  81 
(87.1%), which is also the total sum of  both the 
'praise' and the 'peace frames' were positive news 
stories thus, favourable to the congratulatory 
message, 5 (5.4%), also the total of  both 'blame' 
and 'fear frames' were negative news stories thus, 
unfavourable to the message while 7 (7.5%), 
which is the total of  'political frame' were 
neutral. On individual basis, The Sun had 30 
(32.3%) positive stories, 1(1.1%) negative story 

Frames       Frequency                  Percentage

'Praise frame'           53 57

'Peace frame' 28      30.1

'Political frame'            7                                     7.5

'Blame frame' 3   3.2

Fear   frame 2   2.2

Total                            93  100 

Direction      The Sun    Vanguard   Guardian       Total  

Positive     30(32.3%) 27 (29%)  24 (25.8%) 81(87.1%)

Negative       1 (1.1%)    2 (2.2%)    2 (2.2%)    5 (5.4%) 

Neutral       4 (4.3%)    2 (2.2%)    1 (1.1%)    7 (7.5%)

Total       36(41.9)  30(23.7)    27(16.1)   93(100%)
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and 4 (4.3%) neutral stories. Vanguard had 27 
(29%) positive stories, 2 (2.2%) negative stories 
and 2 (2.2%) negative stories. Guardian had 24 
(25.8%) positive stories, 2 (2.2%) negative 
stories and 1 (1.1%) neutral stories.

Data Presentation and Analysis for the Survey 

Research Method
A total of  399 copies of  the questionnaire were 
distributed by the researcher to residents of  the 
three selected council areas (Ihiala,Oyi and 
Njikoka LGAs). Out of  this number, 386 copies 
were filled, returned and found usable, yielding 
a 96.7% response rate and a 3.3% mortality rate. 

Research Question 4: 
Do readers' perceive President Jonathan's 
congratulatory message to Buhari as necessary?
An eight-item questionnaire was designed to 
elicit responses from the respondents. It is 
attached to this study as Appendix 1. To answer 
research question four, item seven in the 
questionnaire was used.

Table 5: Assessment of readers' perception of the 

congratulatory message
 

The data presented in Table 5 above show that 
212 representing 54.9% of  the respondents 
answered 'Very necessary' when asked to 
indicate their perception of  the historic message, 
102 representing 26.4% answered 'necessary', 30 
representing 7.8% answered 'fairly necessary 20 
representing 5.2% had no opinion on the 
issue,while 22 representing 5.7% answered 'Not 

necessary'. This means that more than two-
thirds of  the respondents perceived newspaper 
reportage of  the historic message as either 'Very 
necessary' or 'necessary'.

Research Question 5 
The way newspapers reported President 
Jonathan's congratulatory message to Buhari 
influenced audience perception of  the message?
To answer research question five, itemeight in 
the questionnaire was used.

Table 6: Assessment of  whether newspaper 
reports influenced readers' perception of  the 
historic message

 
In Table 6 above, the data show that 134 
representing 34.7% of  the respondents 
answered 'strongly agree'when asked to indicate 
whether newspaper reports influenced their 
perception of  the historic congratulatory 
message, 166 representing 43% answered 
'agree', 22 representing 5.7% had no opinion on 
the issue, 42 representing 10.9% answered 
'disagree' while 22 representing 5.7% answered 
'strongly disagree'.  This is an indication that 
more than two- thirds of  the respondents accede 
to have been influenced by newspaper reports in 
their perception of  Jonathan's congratulatory 
message to Buhari in the aftermath of  the 2015 
presidential election.

Discussion of Findings
From the content analytical method, the study 
found that out of  the five types of  frames 

Response                    Frequency                 Percentage

Very necessary   212      54.9

Necessary        102          26.4    

Fairly necessary       30               7.8   

Neutral      20                      5.2

Not necessary      22   5.7

Total          386           100

Response                      Frequency                Percentage                                 

Strongly agree        134     34.7

Agree                   166          43

Neutral              22          5.7      

Disagree       42           10.9 

Strongly disagree      22          5.7

Total      386         100
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employed in analysing newspaper reports of  
President Jonathan's congratulatory message to 
Buhari, the dominant frame used was the 'praise 
frame' with 53 (57%) news stories. On individual 
basis, the Sun, emphasized the 'praise frame' 
with 19 (57%) news stories, the Vanguard with 
21 (60%) and Guardian with 13 (52%) emphasis 
on the 'praise frame'. This finding lends 
credence to the various editions of  the 
newspapers understudy which eulogise 
President Jonathan's singular act of  sending a 
congratulatory message to Buhari in the 
aftermath of  the 2015 presidential election. 
From the Vanguard, various headlines speak 
volumes and support the fact that the 'praise 
frame' was dominantly used in reporting the 
message. Some of  the headlines read: 
"Jonathan's concession of  defeat historic, 
statesmanly, says Uduaghan," "World leaders 
congratulate Buhari, laud Jonathan," "Blair 
thumbs up Jonathan for conceding defeat," 
"Jonathan, an extraordinary example to world 
leaders - Fesas," "Jonathan, the hero, says 
Bozimo" "Concession: Jonathan true 
statesman, says Oshiomhole," "Maitama Sule 
lauds GEJ's sportsmanship," "Jonathan's finest 
hour."

Headlines from the Sun also support the 
finding crediting the 'praise frame' as 
dominantly used in reporting President 
Jonathan's congratulatory message to Buhari. 
Some of  the headlines read: "If  Ojukwu 
emulated Jonathan, bloodshed would've been 
avoided," "Jonathan, hero of  2015 polls - 
Oramah, PFF boss," "NSCIA hails Jonathan, 
sets agenda for Buhari," "Igbo World Union 
hails Jonathan, Buhari peace initiative," 
"Jonathan, a true statesman," "Jonathan's 
worthy example," "Jonathan, real game 
changer,""Jonathan has written his name in 
gold, says APC," 

Also, headlines from Guardian newspaper 
demonstrated a good support for having the 
"praise frame" as the dominant one used in 

reporting the congratulatory message of  
President Jonathan to Buhari. Some of  the 
headlines read:"Jonathan is greater than his 
predecessors,""Jonathan's acceptance of  defeat 
historic - ACF," "Jonathan not a politician, but a 
statesman," "Mark, Tambuwal, governors, 
others congratulate Buhari, lauds Jonathan for 
conceding victory," "Jonathan saved Nigeria 
from predictions of  prophet of  doom," 

"Jonathan is a rare gem, says IBB," "Aneni 
urges politicians to emulate Jonathan," Adeniyi, 
others, laud Jonathan, task Buhari."

The above headlines have shown a strong 
support to the fact that the 'praise frame' was 
indeed dominantly used by the newspapers that 
were content analysed. This means that a 
majority of  the news stories carried in the three 
newspapers understudy (the Sun, Vanguard and 
Guardian) commended, eulogized and 
appreciated President Jonathan's action. 

On the issue of  direction or slant of  the news 
stories, findings indicate that a majority of  the 
news stories were positive or favourable thus 
supporting President Jonathan's congratulatory 
message. This is sequel to the analysed data in 
Table 4, where a total of  81 (87.1%), which is 
also the total sum of  both the 'praise' and the 
'peace frames' were presented as positive news 
stories, thus favourable to the congratulatory 
message; 5 (5.4%), also the total of  both 'blame' 
and 'fear frames' were presented as negative 
news stories, thus unfavourable to the message 
while 7 (7.5%), which is the total sum of  the 
'political frame', were presented as neutral. This 
purports that, in its reportage of  the 
congratulatory message, the Nigerian 
newspapers presented President Jonathan's 
congratulatory message to Buhari as positive 
enough to attract public attention. The singular 
act of  conceding victory and congratulating the 
winner - an action tagged 'historic' because of  its 
unprecedented nature in Nigeria and Africa at 
large earned it a favourable attention in Nigeria 
newspapers' reports of  the message. 
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Consequently, it is imperative to note here that 
President Jonathan's concession and sending of  
the congratulatory message to the Buhari, the 
winner was so significant, as it saved Nigeria 
from another round of  post-election crisis and 
ensured that the predictions of  Nigeria's break 
up was averted. 

The study also found that more than two 
thirds of  the respondents perceived the 
newspaper reportage of  the message as either 
'Very necessary' or 'necessary'. This is sequel to 
the data in Table 5, where an overwhelming 
majority of  the respondents (81.4%) supported 
the above positions. The finding is in agreement 
with an earlier submission by Okoro et al. (2013) 
who said that the media highlight some 
information about an item that is the subject of  
communication and, therefore, increase the 
issue's importance by making it a dominant 
feature. Reinforcing the above position, Entman 
(2010) adds that to frame a communicating text 
or message is to promote certain facets of  a 
perceived 'reality' and make them more salient. 
The finding is in line with an earlier observation 
by Chong (2007) who stated that the media 
select and highlight certain items of  an event or 
issue over others, in effect, elevating them in 
importance to the audience.  

Further findings showed that more than 
two-thirds of  the respondents actually accede to 
have been influenced by newspaper reports in 
their perception of  the congratulatory message 
of  Jonathan to Buhari. Again, the respondents' 
position on this finding can be seen in Table 6, 
where an overwhelming majority (at 77.7%) 
indicated that they either 'strongly agreed' or 
'agreed' to have been influenced by the 
newspaper reports on the message. The finding 
is also in line with an earlier observation by 
Bullock (2001, p.20) who notes that framing 
affect show a story is told and influences public 
perception. Supporting the above position, 
Auerbach and Bloch-Elkon (2005, p.13) said 
that one reason for this is that the public's lack of  

awareness, along with their reliance on media 
for information and decision making, make 
them more likely to be influenced by framing. 
The media increase or decrease the salience of  
issues, which allows the public to remember and 
make judgments on such issues. 

Conclusion
The study has provided evidence into the 
differences in newspaper reporting and framing 
of  the historic congratulatory message of  
President Jonathan to General Buhari in the 
aftermath of  the 2015 presidential election, 
showing both the dominant frames and the 
direction/slant of  the news stories used by the 
newspapers. A significant contribution of  this 
study is the analysis of  the way frames could 
contribute to the understanding of  the role the 
media play in audience perception of  
phenomena. The study has also stressed the fact 
that framing has the ability to influence 
audience perception of  a particular event. The 
framing of  President Jonathan's congratulatory 
message to Buhari enjoys favourable comments 
in the media, thus the 'praise frame' was 
dominantly used. More so, it is likely that the 
way the congratulatory message was framed 
helped to douse the mounting tension prior to, 
during and after the 2015 presidential election.

Recommendations:
As a result of  the findings, it is recommended 
that the Nigerian press should endeavour to use 
appropriate frames in reporting political news 
stories to stem the tendencies of  causing 
national disaffection in a multi-ethnic, multi-
religious and multi-lingual nation. This has the 
benefit of  causing the polity to trust the media in 
their interpretations of  pronouncements or 
actions of  the political elite. The study also 
recommends that further studies be done to 
include more framing categories and the other 
forms of  the media to also provide an 
understanding on whether the way the media 
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report an issue can influence the readers' 
perception of  such issues. This is because most 
of  the previous studies have limited their 
analysis of  manifest content categories to 
frequency, prominence, depth, and nature of  
coverage. This study notes that these categories 
are not exhaustive.
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Background
Common and deadly- these aptly describe 
malaria which according to WHO accounted 
for 435,000 deaths in 2017 with Nigeria alone 
accounting for 25% of  the global malaria cases, 
in addition to 19% of  the global malaria deaths 
in the same year (WHO, 2018). However, 
malaria is treatable with the use of  antimalarial 
drugs and the essence of  health information 
leaflets in drug packs is to give drug users the 
benefit of  some vital pieces of  information 
necessary for effective and safe consumption. 
Such information, as Dent (2003) notes, 
includes dosage information, active drug 
ingredients information, expected positive effect 
and side effects information. 

Access to high quality information is 
essential if  drugs are to be used safely and 
effectively, especially in cases of  limited clinical 

supervision which can most times arise due to 
heavy patient load which may not allow doctors 
to give adequate information with regard to 
drug usage. More so, a majority of  patients may 
not be able to retain the verbal information 
given by the doctors for a long time. Health 
information leaflets therefore act as valuable 
tools in these situations to retain the medication 
usage-related information. They can convey the 
basic information related to a disease or 
medication and enable the health care 
professional to concentrate on the diagnosis and 
treatment process (Adeniji, 2015).

Previously, the focus was on assisting drug 
users to take or use their medicines correctly; 
however, the focus is now much broader, as it 
has become accepted that people need to 
become more involved in decisions about the 
medicines that they take. The notion is that drug 
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users not only have a right to full information 
about their medicines, but that adherence with 
medication will be enhanced if  people take part 
and pay attention in such decisions about their 
care and treatments (Ezeome & Anarado, 
2007). Consequently, drug users' inability to 
understand this information could potentially 
have dire consequences. This means that drug 
users may or may not consult the health leaflets 
to clarify their doubts, especially regarding 
information on medicine administration.

Literature shows that there has been a focus 
on the nature of  information on drug labels, 
contents and format of  health information 
leaflets (Oshikoya & Senbanjo, 2009; Auta, 
Shalkur, Banwat, Banwat & Dayom, 2011; 
Ogaji, Otutu & Iranloye, 2013; Adibe, Igboeli, 
Ubaka, Udeogaranya, Onwudiwe& Ita, 2015; 
Joseph, Asiegbu, Aya, Nyam, Umar, Jimam & 
Dapar, 2017). However, it is observed, 
particularly in relation to Nigerian studies, that 
there seems to be paucity of  investigations on 
consumers' use of  health information leaflets. 
This arguably constitutes a knowledge gap 
which this study attempted to fill. It investigated 
the extent to which antimalarial drug users 
specifically are motivated to consume the 
content of  information leaflets in antimalarial 
drug packs given such possible hindering factors 
as technicality of  language used on the 
information leaflets and illegibility of  font size 
(Mangal, 1998; Ezeome & Anarado, 2007). 
Stated differently, the study was interested in 
understanding how much these users read and 
utilise this information, in addition to factors 
that can influence use. More specifically, the 
study seeks to assess the use of  health 
information on antimalarial drug leaflets 
among civil servants in Anambra State, Nigeria, 
and to find out the health beliefs associated with 
health information on antimalarial drug leaflets 
among civil servants in Anambra State, Nigeria. 
In addition, the study examines the factors that 
influence the use of  health information on 

antimalarial drug leaflets among civil servants 
in Anambra State, Nigeria. This is important 
considering that malaria still constitutes a 
health burden in such climes as Nigeria which 
accounts for 25% of  all malaria cases worldwide 
according to WHO.

Method
This study adopted a qualitative approach using 
Focus groups with civil servants living in Awka, 
Anambra State, Nigeria. Focus groups were 
chosen as the most appropriate data collection 
method for this study because it suits health 
research that seeks to explore complex issues 
and to collect in-depth data at little cost 
(Kreuger, 1988; Carey, 1994). Two focus groups 
were conducted with a total of  12 civil servants 
living in Awka, Anambra, Nigeria. Inclusion 
criteria for participation in the study were the 
civil servants who had bought an antimalarial 
drug at least two months before the time of  the 
study. It was assumed that recency in purchase 
of  antimalarial drugs would enable the 
participants provide more useful responses. 

The discussants were gathered through the 
snowball technique where one contact 
generated further contacts.  Therefore, in each 
of  the groups, the participants knew each other 
to varying degrees. This had the advantage of  
making the focus groups have natural settings 
which enhanced the quality of  the data. The 
ages of  the participants ranged from 25 to 50 
years. Each focus group discussion took place 
on February 5, 2019 at the conference hall of  
Anambra State Secretariat, Awka - a venue 
often used by the civil servants for their 
meetings. The same Focus Group Discussion 
guide, as derived from the objectives of  the 
study, was used to facilitate each group. This 
ensured some comparability between the 
groups despite the questions being open-ended 
to encourage in-depth discussion and to allow 
the researchers some flexibility to explore 
specific issues raised in the course of  the group 
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discussions. The discussion sessions were 
audio-taped and moderated by the two 
researchers; while one facilitated the discussion, 
the other made field notes which were useful in 
the analysis of  the data as it helped in the 
identification of  speakers and their nonverbal 
communication. Before the commencement of  
each focus group, consent forms and 
information sheets were distributed, and the 
participants were allowed to ask questions 
about the study. All of  the procedures to be 
adopted in the study were presented explicitly to 
the civil servants before they consented to 
participate in the study. They were also asked to 
fill copies of  a demographic questionnaire. 
After the focus group discussions, the 
participants were asked to verify a verbal 
summary of  key points to check for validity, as 
suggested by Krueger (2000).

The recordings from the focus groups were 
transcribed verbatim and analysed thematically. 
The two researchers listened to each tape and 
cross-checked the transcripts and field notes to 
ensure accuracy. The transcripts were then 
coded. Each phenomenon was labeled as it 
occurred and the context, frequency, specificity 
and elaborateness of  each response were noted. 
This way patterns, themes, in addition to 
contradictions within each focus group were 
noted. Comparisons were also made between 
the groups. Quotations that best illustrated the 
main themes were selected for inclusion in the 
report. An academic colleague independently 
read the transcripts and identified the themes 
which were similar to those identified by the 
researchers. This provided a validity check for 
the data analysis. Ethical approval for the study 
was obtained from Anambra State Ministry of  
Health. 

In order to maintain confidentiality, access 
to the data was restricted. Safe storage of  data 
was also ensured during data analysis and the 
data was destroyed afterwards. More so, names 
were not attached to the transcripts. A summary 

of  the report was later sent to all participating 
groups. 

Results
The themes that emerged in the course of  the 
researcher's interaction with the discussants are 
as follows: anti-malarial drug information 
leaflets are important; the illegibility and 
technicality of  information on antimalarial 
drugs as major hindrances to information use; 
Drug-familiarity results to less attention; 
compliance depends on understanding; use of  
drug leaflet information depends more on 
perceived severity, susceptibility and benefits. 
These emerging themes were closely analysed 
and intermittently laced with the discussants' 
exact words.

Theme 1: Antimalarial drug information leaflets are 

important
This was one of  the dominant themes that 
emerged from the focus groups. The discussants 
seem to have a common view that information 
on anti-malarial drug leaflets and drugs 
generally are useful. Some of  them put it thus:

Discussant 1:I pay attention to 
information on anti-malarial drug leaflets 
because it is very important. Because 
sometimes you will see some drugs that you 
should not use together with other drugs 
which you may not be aware of. You can 
also see some side effects that will warrant 
you to discontinue the drug and many more. 
The truth is that most of  us buy drugs 
without doctor's prescription. So they have 
to read the leaflet to know whether they 
should take the drug or not. 

Discussant 2:I think information on 
leaflets is extremely good. Let me cite an 
instance.  You can't know the purpose of  
producers more than they do. There is this 
saying that when the purpose of  a thing is 
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unknown, then abuse is definitely 
inevitable. 

The maker wants you to understand 
this so you won't abuse the product. But 
when the doctor prescribes the dosage for 
you that is quite different from what is in the 
leaflet. Trust me they are professionals. But 
when you don't read the leaflet or you don't 
have a physician that prescribed it to you, 
then you are abusing the product. So my 
conclusion is that it is extremely useful. 

The perception that information on 
antimalarial and other drug leaflets is important 
implies that the respondents would attempt to 
read it in order to ensure proper drug use. 
However, they may be faced with hindrances in 
an attempt to do so.

Theme 2: The illegibility and technicality of 

information on antimalarial drug leaflets as major 

hindrances to information use
There was a common view among the 
discussants that information on anti-malarial 
and other drug leaflets are technical and this 
may hinder comprehension. Some of  the 
discussants stated:

Discussant 4:Some are always clear to 
some extent and I will understand it but due 
to some terms used in some, it is not always 
easy to understand.

Discussant 5:Too much grammar, scary 
details about side effects and chemical 
formulas that I don't care for. I don't see how 
it affects me. I understand the information 
written in English. Chemical formulas and 
composition of  the drugs and the side effects 
I don't understand. Plus the grammar on 
how to take the drug can be confusing in 
terms of  understanding implications of  not 
adhering to taking it three or four times a 
day with the right dosage spoon and timing. 

The implication of  this result is that even when 
respondents attempt to read information on 
anti-malarial and other drug leaflets, the 
technicality of  the message therein may reduce 
comprehensibility and ultimately make the 
information useless.

Theme 3: Drug-familiarity results to less attention 
There was a common view among the 
respondents that they would not read a drug 
information leaflet in antimalarial or other 
drugs if  they were familiar.

Discussant 1:I don't read anything, 
especially those I am familiar with... 
Discussant 9:I don't always find it really 
important at times to be candid, because I do 
neglect it especially if  they are the drugs I am 
familiar with…

This result presents drug familiarity as one other 
factor that can hinder attention and use of  
information on drug leaflets. The implication of  
the respondent's view that they do not pay 
attention to leaflets inserted in the packs of  
familiar drugs is that they would not know of  
any modifications and are thus susceptible to 
adverse effects caused by improper use of  drugs. 

Theme 4: Compliance depends on understanding
The focus group discussants shared a common 
view that they can only comply with 
instructions on anti-malarial and other drug 
leaflets if  they understand it. This is not 
surprising as it is understandable when one can 
comply with only what he or she understands.

Discussant 1:Some terms used in medicine 
can make a patient not comply with the 
dosage. Terms like 'fortnight' or 'in between 
meals' may not be understood by some 
people. This will make them not comply 
with whatever instruction I the drug 
leaflets… 
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Discussant 10:Most times drugs are abused 
not because people want to abuse drugs but 
because they do not understand. For 
example, 2 x 3 may not make meaning to 
some people. They may not understand that 
it means two tablets three times daily…

Theme 5: Use of drug leaflet information depends 

more on perceived severity, perceived 

susceptibility and perceived benefits 
The views of  the focus group discussants 
suggest that the use of  drug leaflet information 
depends more on perceived severity, 
susceptibility and benefits.

Discussant 2:The manufacturers of  drugs 
know how best they should be used. They 
can't tell you to do something and you go 
ahead and do something else. Do you want 
to die? It is better you comply with whatever 
instruction they give. They state the right 
dosage. They state the best time to take the 
drug. They state who should and who 
shouldn't take the drug. This makes the 
leaflet information very useful. I must 
comply because it is useful and will help me 
treat malaria properly.

Discussant 10: If  I don't read the 
information, I would be putting my life in 
danger. Malaria is a killer disease. 
Therefore, the drugs provided for its 
treatment should be used properly 
according to information provided on the 
leaflets…

Discussant 11: Reading the information 
would help me use the malaria drugs 
effectively. At least the dosage section is 
usually clear. It is the only information I 
need sometimes….

Discussant 12: Despite technicality of  
language used I try to read the information. 

Even if  I get one or two information on how 
to use the drug, it will be ok. Malaria is not 
something to joke with. If  I don't treat it 
well, it affects me seriously.

The implication of  these views is that despite 
the illegibility of  text and technicality of  
language, respondents would use information 
on antimalarial drug leaflets due to perceived 
severity of  malaria, perception that they are 
susceptible to malaria and perceived benefits of  
using the drug leaflet information.

Discussion
The qualitative result which showed that all the 
focus group discussants had observed leaflets in 
antimalarial drugs suggests that Nigerian drug 
manufacturers have provided drug leaflets in an 
attempt to comply with NAFDAC regulations. 
It has also been noted by Ogaji, Otutu and 
Iranloye (2013) that pharmaceuticals 
manufacturers' attempt to comply with 
regulations. However, the provision of  these 
leaflets is one thing and its usability is another. 
All the discussants stated that illegibility of  
information on drug leaflets hindered its use. 
This has been described in another study 
(Adibe, Igboeli, Ubaka, Udeogaranya, 
Onwudiwe, & Ita, 2015) as a recurring trend 
which discourages consumers. Apart from 
convenient reading, legibility has an aesthetic 
function of  making a text attractive and catchy 
(Mangal, 1998) and when information on drug 
leaflets is illegible, it means that consumers may 
not even be attracted to it let alone attempt to 
read it.

One other factor that could hinder use of  
information on drug leaflets, as shown in the 
qualitative data, is the technicality of  language 
used. When information on drug leaflets 
sounds technical, it is bereft of  comprehensi-
bility which refers to the extent to which a 
communication is understandable to the 
receiver. Comprehensibility affects attention in 
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two ways. First, attention could be truncated 
once the consumer of  the communication 
begins to encounter difficulty in decoding it. 
Second, attention could fail to commence at all 
if  the consumer expects a given communication 
to pose some difficulty of  understanding (Auta, 
Shalkur, Banwat, Banwat, & Dayom, 2011). It 
has been noted that no matter how valuable or 
correct a piece of  information is, the language 
of  its communication could make or mar its 
success (Adeniji, 2015). Since information on 
drug leaflets has been found to be unduly 
technical by discussants in the focus groups, it 
could as well mean that antimalarial drugs in 
Nigeria may not be used effectually. The 
findings on the illegibility and technicality of  
information in anti-malarial drug leaflets 
therefore buttresses the conclusion drawn in the 
study conducted by Auta, Shalkur, Banwat, 
Banwat and Dayom (2011) that malaria 
medicine information leaflets available in the 
Nigerian market are not readable to the 
majority of  the population All these factors, 
coupled with the insincerity of  manufacturers 
who were shown in the study conducted by 
Adibe, Igboeli, Ubaka, Udeogaranya, 
Onwudiwe and Ita (2015) to present incomplete 
information, exaggerate the benefits of  the 
drugs, downplay risks associated with the drugs 
and seem mainly aimed at increasing sales 
rather than promoting health care mean that 
anti-malarial and other drugs will not be used 
effectually.

Materials that provide information on drugs 
can sometimes be sizeable, legible and thus 
readable as Adibe and his colleagues note. In 
this case, the factors that can hinder the use of  
information on drug leaflets are due to shortfalls 
from the side of  drug users themselves. There is 
an issue of  drug users' poor reading skill, in 
addition to nonchalance. Qualitative results 
showed that while five of  the twelve discussants 
read the anti-malaria drug leaflets interestedly, 
the rest did not. This nonchalance towards 

. 

proper reading gives an insight into why 
medical instructions on drug leaflets may not be 
understood Findings from the focus group 
discussion also showed the discussants were of  
the view that there was no need paying attention 
to the leaflets attached to drugs they are already 
familiar with. This means that they would be 
oblivious of  any modifications made in the drug 
and hence abuse it and suffer accompanying 
adverse effects. These findings suggest that even 
if  information on drug leaflets is made legible, 
provided in local languages and bereft of  
technicalities, they will still be useless due to the 
way consumers read them and their attitude 
generally.

Age is also a consumer-related factor shown 
to have a relationship with attention, 
understanding and adherence to information on 
antimalarial drug leaflets. Findings from the 
study showed that all the respondents aged 4050 
who answered the question on attempt to read 
antimalarial drug leaflet information have read 
antimalarial drug leaflets interestedly. This 
suggests more interestedness in good health 
among this age bracket, compared to the others. 
With regard to understanding of  information 
on the drug leaflets, all the discussants aged 41-
50 showed high understanding of  drug leaflet 
information, and for adherence to the 
information, all the discussants aged 31-40 
stated that they adhered to drug leaflet 
information. 

The findings from this study make vivid the 
difference between attention, understanding 
and adherence. This is to say that attention does 
not translate to understanding, the same way 
understanding does not translate to adherence 
and adherence to dependence. An example of  
this disparity is shown when all the discussants 
aged 40-50 stated that they attempted to read 
anti-malarial drug leaflets but not all 
understood, adhered to and depended on it.

This study argues that drug users' 
predisposition to drug leaflets and health 

. 
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information generally, which is more likely to 
outweigh the issues of  text illegibility and 
technicality, is what determines the use of  
health information. This assertion is 
substantiated by the Health Belief  Model which 
is based on the assumption that a person will 
apply a health related action, for instance decide 
to read a drug leaflet, if  that person feels that a 
negative health consequence such as disability 
or death can be avoided and has a positive 
expectation that by taking a recommended 
action he or she will avoid a negative health 
condition, for example, that reading a drug 
leaflet will help to forestall any health disorder 
or preempt death. Stated differently, even 
though information on a drug leaflet is made 
more legible and bereft of  technical language, 
the drug users' health belief  is likely to pose as a 
more influential factor in its use. Such drug user 
characteristics as age are also some other drug 
user-related factors that determine use of  drug 
leaflet information. 

Conclusion
The findings derived from this study build on 
existing literature on medication drug use 
behaviour among members of  the public by 
focusing on the use of  information leaflets in 
antimalarial drug packs.  The study has shown 
that most drug users observe information 
leaflets and attempt to read it, but are faced with 
illegible text and technical language. It also 
showed that perceived severity, perceived 
susceptibility and perceived benefits determine 
information use, and the older and more 
educated the drug users, the more important 
they perceive the drug leaflets.

The likelihood that antimalarial drug leaflet 
use among individuals would be pre-
determined by their health beliefs, expectations, 
and such demographic characteristics as age 
and education calls for planned action by way of  
sensitization campaigns. This planned action is 
to be targeted at certain demographics whose 

health beliefs are most likely to counter effective 
drug use. More so, such relevant health agencies 
as National Agency for Food and Drug 
Administration and Control (NAFDAC) 
should ensure that drug manufacturers provide 
information on antimalarial drug leaflets in 
legible and easy-to-understand text.
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O R I G I NA L A RT I C L E

Selectional restriction is a check or constrain placed on the co-occurrence of  lexical or grammatical units in a specific 
construction. Some of  the objectives of  this paper are: to show that there is a selectional rule which determines the 
type of  affix to be used in each particular type of  tense in Ibibio; and to show that when the verb is an active verb in 
Ibibio, the prefix me- 'be' which is a present tense marker is not used whether in the positive or negative constructions, 
but it is used with stative verbs. The framework adopted for the analysis of  data is the theory of  Componential 
analysis. The reason for the adoption of  Componential analysis is that it helps in the decomposition of  the semantic 
content of  the affixes used in marking tense in Ibibio. The collection of  data was done through the recording of  the 
speech of  two native speakers aged 40-60 years. Use was equally made of  library texts.  Some of  the findings of  the 
paper are: that the prefix maa-'have' is used in the positive indicative past tense constructions, while ke-'have not'is 
used in the negative indicative past tense constructions, that the prefix me-'have' which is used to mark the negative 
and positive proximate past forms is homonymous with the prefix that is used to mark the present tense in stative 
verbs. The Ibibio language is a language spoken in Akwa Ibom State of  Nigeria. The linguistic classification of  the 
language places it in the Benue-Congo sub-family, which in turn belongs to the Niger-Congo.

Keywords: Selectional restriction, tense, positive and negative constructions, Componential analysis and Ibibio. 
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Introduction
When we tell visual stories on Television, we 
expect viewers to understand these stories. 
Telling a visual story however is a complex 
process that often requires that the story be told 
in several sequences with numerous levels of  
complexity. For instance, the story sequence 
must not depict just a single image, but 
constitute numerous sub-images which must be 
viewed in a particular order; there must be a 
connection to show that the characters are the 
same across shots. In addition, not all characters 
are shown at the same time, meaning that 
viewers have to infer what is going on 
"offscreen" given what they see. The visual story 
sequence must also provide viewers with 
opportunity to anticipate the events and actions 
that are about to take place. The sequence must 
also be conveyed to viewers in a particular way; 
certain information should be either depicted or 
withheld to evoke a particular response, thereby 
suggesting a particular story structure (Dow et 
al., 2010).

All these suggest that comprehending a visual 
story also extends beyond the linear relationship 
between images. This means that it requires a 
distant connection. While several researchers 
see this complexity (and more) as underlying 
what may seem like a fairly simple 
comprehension process in other visual story 
sequences like comics, story books, etc., 
understanding why and how viewers perceive 
visual messages on television or motion pictures 
may not be so simple.

Studies on the understanding of  visual 
communication extend across many academic 
disciplines such as psychology, scene perception 
and cognitive neuroscience, to cross-cultural 
and developmental psychology. Heer and 
Robertson (2007) argue that this is not 
surprising, because making meaning out of  
pictures and drawn images is a basic human 
activity that spans across history and cultures, as 
evident in the earliest records of  human 
intelligence in cave paintings. Despite the 
evidence of  the use of  pictures and drawings to 

O R I G I NA L A RT I C L E

A motion picture such as shown on Television can be composed of  thousands or even millions of  individual shots. 
During the process of  editing however, each of  these shots is placed in a specific order and context. Film theorists 
and producers have always believed that the meaning of  a given motion picture is determined to some extentby its 
order and context but none could prove it until recently. This is because, now, there is sufficient evidence to verify this 
well-travelled theory. And more importantly, there is some evidence suggesting how and why shot meaning 
changeswith arrangement. This study sought to review and analyze the available evidence and place them in a 
unified theoretical framework.The study also examined the implications of  the findings on the cognitive aspect of  
visual communication by attempting to answer the questions of  how we comprehend television stories and how 
might people be made to understand television stories.

Key Words: Visual Story, Sequencing patterns, Cognitive, Implication, Impact,
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tell stories in the past, understanding whether 
these stories made sense to the audience is only 
just emerging.

Visual story creation involves sequential 
processes of  context definition, information 
selection, modality selection, and choosing an 
order to effectively convey the intended story. 
When we use pictures or images to tell a story, 
the events of  interest are patterns represented in 
visuals and images. A typical creation process 
involves using tools such as Adobe Premiere 
Pro, Final Cut Pro amongst others in a process 
called "Editing". The visual story creator or 
producer must decide how to "put" the pictures 
and images into a compelling yet understand-
able sequence. This structuring of  images, 
combined with the choice of  appropriate 
transition devices, is what many scholars refer to 
as "the art of  visual storytelling".

There is ample evidence from cognitive 
psychology that suggests that the structural 
aspects of  a visual story, which include the 
sequence in which information is delivered, play 
an important role in effective visual storytelling. 
Whether the visual story is real or fictional, the 
sequencing and forms of  groupings used in 
telling the story affect the meaning that is 
constructed in the story and the judgments or 
perceptions that are consequently made by the 
viewers (Pennington & Hastie, 1992). This is 
collaborated by Thorndyke (1977) who adds 
that it also includes the ability to recall the 
information later.

One of  the first attempts at understanding 
the use of  context and order in visual story 
telling was demonstrated by Kuleshov when, in 
1921, he set up a series of  cinematic 
demonstrations which gave the phenomenon its 
name,"Kuleshov Effect". This effect defined 
film and film editing. It proved that a film is just 
the juxtaposition of  two shots, sewn together to 
create emotions. These shots can manipulate 
space, time and the audience's reaction to each 
of  them. With this deduction in place, the entire 

film world moved forward as an artistic medium 
(Calbiet al., 2017).

Now modern filmmakers know they could 
elicit anything they wanted from the watching 
audience just by editing shots in a particular 
order and context. From these editing 
techniques grew a barrage of  different creative 
camera angles that could complement the 
editing and be used to tell visual stories. 
Through the ordering of  the shots, two separate 
places would seem to be one whole continuous 
location to the audience. Manipulating space 
and time was therefore possible through the use 
of  editing. This was a huge moment for cinema, 
with Kuleshov declaring that montage is the 
central principle that defines film as an art on its 
own.

So, Kuleshov's theories were instrumental to 
the creation of  a powerful genre of  filmmaking 
known as the "Soviet Montage". The Kuleshov 
Effect still lives on and is noticed in almost every 
film or video that we watch today. However, 
there are questions that visual story tellers need 
to ask and to provide answers to. For instance, 
how much are visual story audience 
manipulated by film editing and, and can we 
recognize emotion without context?

Theoretical Framework
The theoretical framework on which this study 
relies is the Kuleshov Effect theory. This is a 
visual cognitive theory that explains how 
viewers perceive meaning from the interaction 
of  images in a sequence. The Kuleshov Effect 
theory which has become so popular in film and 
television production explains how the audience 
is likely to react to images in a sequence. In an 
experiment which Kuleshov conducted in 1921 
where- in a film he produced showed a shot of  
the actor's face looking into the camera, and 
then a bowl of  soup. Then the film showed 
another shot of  the actor's face, and then a child 
in a coffin. Lastly, there was another shot of  the 
actor's face, and that of  a beautiful woman. The 
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audiences, according to Kuleshov, talked about 
how well the actor expressed his hunger, and 
then his sorrow, and then his love. But the shot 
of  the face was the same one used in the three 
scenes(Persson, 2003). See figure below:
 

The original Kuleshov experiment 
(Courtesy www.wordpress.com)

Kuleshov's notion here is that the meaning in the 
series of  shots comes NOT from the actor, but 
rather from the juxtaposition of  his face with the 
three other shots. He believed that each shot in a 
sequence is incomplete on its own, and that the 
meaning should come from the composite of  the 
shots, rather than from one self-contained shot. 
Kuleshov therefore proposed a mathematical 
model from the theory that, if  letters A, B and C 
represented images, then, A+B= C.This can be 
summed up in the following arguments: (a) Two 
images must be available to convey meaning in a 
visual story (b) The meaning conveyed is the 
perception of  the viewer. (c) For meaning to be 
effectively conveyed, a relationship must exist 
between the images. (d) The relationship must 
be either graphical, spatial, temporal or 
rhythmic. (e) The two images must be asking 
and answering questions posed. (f) There must 
be a "cause and effect" relationship. (g) The 
questions and answer sessions would produce a 

pattern or style.

Shot Sequencing Principles
Shot sequencing is the deliberate arrangement 
or ordering of  story elements used in 
communicating the feelings or concerns 
embodied in the story organism. The concept of  
sequencing here is the type that excludes the 
kind of  order that is merely piecing story 
elements together randomly such as would 
result if  a blind man puts a set of  story elements 
together or a seeing man puts a set of  story 
elements together without looking. Good 
sequences result from a diverse mix of  angles, 
distances from the subject and it's especially 
important to use variety in back-to-back shots. 
Together, specificity, anticipation and variety 
lead to strong sequences (Frechette,2012). 

The application of  sequences and 
sequencing in motion pictures and visual 
narratives is better understood when we find 
some interesting analogies while exploring 
some of  the ways that sequence is dealt with in 
other fields of  study like Mathematics and 
Science. Let us first consider the Commutative 
Law in Mathematics which contains the 
statement that, AB = BA.  If  we think of  A and B 
as representing edemas and do not at this point 
consider signs such as "times" or "plus" we can 
ask whether the meaning that a viewer will infer 
from AB is commutative. In other words, will a 
viewer infer the same meaning from the 
sequence AB as he would from the sequence 
BA? 

If  we also examine the Associative Law in 
mathematics which contains the statement that 
A (BC) = (AB) C, we are again able to find many 
parallels in film "language". If  we think of  these 
letters as representing edemas, and then 
disregard the signs. We can ask what properties 
of  film language would be applied to make a 
viewer infer connections such as A + (B f  C) or 
(A f  B) + C. We can ask another kind of  question 
that; is there a way that we can construct a 
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sequence of  three edemas; A,B,C, so that a 
viewer will put cognitive parentheses around 
any two of  them?

Also are there cognitive signs in a visual 
narrative that correspond to something like a 
parenthesis in a written language? To illustrate 
these questions in image terms, let us first think 
of  a sequence composed of  three edemas; a 
baby, a mother and a father. Can these three 
edemas be sequenced in such a way that the 
viewer will infer cognitive parenthesis around 
ONLY two of  the edemas? Is there anything in 
film "language" that would make us think of  (a 
baby and mother) - (a father)? or (a baby) - 
(mother and father)? If  these Commutative 
Laws apply to film language, it cannot then be 
true that if  two edemas in a sequence are 
reversed, the meaning of  the sequence will 
change.

Many psychological theories of  visual story 
telling are grounded in experiments showing the 
importance of  structure and sequence to story 
reception. Studies have shown that the viewing 
audience is sensitive to between-sentence 
structure in a story, and use it to guide 
comprehension and recall. Such experiments 
typically test audiences' understanding and 
recall for "scrambled" or randomly sequenced 
stories in comparison to those presented in 
"normal" order. Pennington and Hastie (1992) 
in their study showed that grouping court 
evidence by sub-stories leads to more confident 
and unanimous decisions among jurors over 
evidence that is presented haphazardly.

These results may be due to the fact that 
visual story understanding is a constructive 
process in which audience members summon 
up explanations so as to choose between 
decision alternatives (Pennington & Hastie, 
1992). To help the viewer increase the likelihood 
of  inferring such a relation, Persson (2003) 
recommends that certain conditions or 
principles should be met by visual story 
designers:

a) Shots should be taken in such a way that 
actors do not look directly into the camera;

b) The shot of  the object or image should be 
presented from the perspective of  either the 
actor or an observer;

c) The shot of  the object should be preceded 
and followed by a glance shot of  the actor;

d) the shot of  the environment of  the actor 
close-up should match the spatial reality of  
the object;

e) The actor should change his behavior just 
before the cut in the first glance shot; (f) the 
actor should show some form of  reaction in 
the second glance shot;

g) The soundtrack for all three shots is 
continuous; and 

h) the spatial relation between the actor and the 
object should be established beforehand.

Visual Story Sequencing patterns
The underlying principle in visual story 
sequencing is overcoming the common pitfalls 
that arise from challenges involving continuity, 
compression of  time and the neglect of  the 
importance of  reactions. When sequencing shot 
angles, variety is a key variable. Too much 
variation can disorient the viewer, and too little 
can result in jump cuts - two shots that are so 
similar that the subject appears to move, or 
jump, unnaturally between them. Sequences 
compress time. A good sequence conveys the 
full meaning of  an action or event without 
requiring real-time observation. That means 
you can express more ideas in less time, with 
fewer extraneous details. Also lack of  reactions 
usually manifests when we have a lack of  shots 
of  subjects' faces. Actions are important, but 
reactions are often even more interesting and 
informative.

Several sequencing patterns have been 
found to overcome some of  the visible pitfalls 
noticed in most visual story telling. Frechette 
(2012) suggests that some of  the popular ones 
are:
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1. The two-shot sequence pattern. Two shots 
can create a sequence when they capture the 
same subject from different angles. Two-
shot sequences are simply back-to-back 
shots of  the same thing from different angles 
and/or distances. Imagine a wide shot - one 
taken at some distance - of  a person sitting 
on a park bench, followed by a much closer 
shot that reveals details of  the person's face 
and shows she's reading a magazine tells a 
visual story.

2. The three-shot sequence pattern. Three-shot 
sequences usually employ a combination of  
wide (long), medium and close-up shots to 
depict the same subject from three distances. 
Often, different angles are used for each 
shot. A good three-shot sequence starts wide 
(at the greatest distance) and move 
progressively closer to the subject. The first 
shot is inthe sequence is the widest. It 
establishes the place and highlights the 
subject. The second shot in the sequence 
shows a closer shot of  the subject at a 
different angle. The third (and final) shot in 
the sequence is the close stand the angle has 
again shifted. 

3. The five-shot sequence pattern. This 
sequence, popularized by video journalist 
Michael Rosenblum, also relies on wide, 
medium and close-up shots, while 
introducing the idea of  perspective. The first 
shot is a close-up of  a subject's hands. The 
next shot is a close-up of  the subject's face. 
For the third shot, move back from the 
action and capture a medium shot of  the 
subject. The fourth shot is usually an 
"overthe-shoulder" shot. For the final shot, 
think of  the most creative composition 
possible. 

Yoakam and Cremer (1985) suggest a six- shot 
sequence pattern wherein they stated that for a 
sequence to effectively take care of  the pitfalls 
discussed above, it should consist of  six shots 

arranged logically in the following order: LS - 
MS -CU - CUT IN/CUT AWAYS - CU- MLS.

According to the duo, the first shot should 
establish the location of  the subject. Shot two 
should be a medium shot of  the subject. The 
third shot should close up on the subject. Shot 
four should then be a change in the angle of  view 
to take care of  continuity problems by 
preventing jump cuts and also enabling 
reactions to be observed by onlookers of  the 
actions. This they say could be effectively done 
by introducing cut -ins and or cut- aways. The 
fifth shot they argued should return to a close up 
of  the subject. The sixth shot which concludes 
the sequence should be a medium long shot of  
the subject. The shots that make up the sequence 
pattern are often called fundamental shots. 

From the foregoing, we can safely conclude 
that, for story to be visually continuous, the 
sequence should start with an establishment 
shot and end with a medium long shot. The 
sequence must include fundamental shots. 
There must be present in it of  cut ins and cut 
away shots. Above all, the sequence must be 
orderly and logical.

Implications of Shot Sequencing
When we take a conservative stance by 
assuming that Kuleshov's theory proves that one 
scene alone may not be effective to narrate a 
motion picture story. Then, just as jurors in a 
trial must learn and choose among decision 
alternatives in order to generate the most likely 
result, creators and editors of  motion picture 
stories must infer viable transitions between 
visualizations and make judgments about which 
are most persuasive to use in a visual story. By 
inquiring into transition principles and how 
end-users react to them, one would be 
supporting this aspect of  the story creation.

In the Kuleshov experiment, we observed 
that the viewing audience was able to infer a 
relation between two different images as if  the 
two were the same. To test the likelihood of  the 
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viewer to infer a relation or meaning when 
images are sequenced as done in the Kuleshov 
experiment, Barratt et al. (2016) tested 36 
participants using 24 film sequences across five 
emotional conditions (happiness, sadness, 
hunger, fear, and desire) and a neutral control 
condition. The stimuli were presented by first 
showing the still image of  a neutral face, 
followed by a short video clip ending with the 
same neutral face. Participants were asked to 
judge the emotional expression of  the faces, as 
well as valence and arousal. Barratt et al. (2016) 
found that participants tended to choose the 
appropriate category more frequently than the 
alternative options.

In proposing a unified theoretical 
framework for cognitive sequencing, Savalia et 
al. (2016), cited in Baranowski and Hecht 
(2016), brought together two diverse debates in 
the sequencing literature; the implicit vs. explicit 
nature of  sequencing, and the goal directed 
versus habit-oriented response systems. They 
propose that the brain implicitly (automatically) 
extracts regularities from the myriad, ever 
changing stimuli, but uses attention to organize 
them in a hierarchical way. According to Savalia 
et al. (2016),attention is also needed to organize 
sequences of  responses and actions to achieve a 
future goal, although when repeated often 
enough, these sequences acquire the force of  
habit with a concomitant release from the 
processes of  attention.

Rogers et al.(2016) provide empirical 
evidence that statistical learning of  stimulus 
sequences is indeed implicit, being unaffected 
by reward contingencies. In their experiment, 
Rogers et al. found significant visual statistical 
learning effects, but no-, low-, or high-reward 
conditions did not cause any differences in the 
strength of  learning. Thus, they concluded that 
the system that detects links and regularities 
among stimuli, functions independently of  the 
system that identifies reward contingencies.

Poth and Schneider(2016) cited in 

Baranowski and Hecht (2016) in exploring how 
we remember objects from previous episodes 
suggested that this could be because we 
remember visual features of  objects or we 
remember the objects stored in our vanishing 
white matter (VWM), a medical condition 
presentation. The duo conducted two 
experiments. The first experiment showed that 
participants recognized probes more often if  
they had reported them earlier in a whole report. 
In the second experiment, probe recognition 
required partial report of  one letter and probes 
were either for this letter, or those near it, or 
those far from it. They therefore concluded that 
probe recognition was better for near than for far 
letters, indicating that episodic short term 
recognition is only possible for a limited number 
of  simultaneously presented objects due to the 
encoding limitation of  VWM presentations.

De Lillo et al.(2016) cited in Baranowski 
and Hecht (2016)went further to provide 
evidence for VWM factors being more crucial 
than perceptual grouping in the retention of  
spatial sequences. They used variants of  the 
Corsi Task on touch screen monitors and in 
virtual reality to establish that serial spatial 
recall is least affected by path length. They 
affirmed that it is the structure or organization 
imposed on the stimuli which is the most 
important factor in the performance of  the 
participants. Their experiments indicated that 
visual perceptual grouping factors are not 
necessary for the benefit of  structure, and thus 
they concluded that encoding of  structure 
happens at a post perceptual stage in VWM.

These empirical submissionsshow that 
implications exist in how sequences are 
structured and ordered. First, it shows that it is 
possible that the visual stimuli of  the object shot 
can induce emotions in the viewing audience, 
who project their own emotional state onto the 
images on screen as proven by scholars such as 
Baranowski and Hecht (2016). Second, stories 
are thought to contain micro structure via the 
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particular details of  an event and macro-
structure via the relationship of  those events to 
one another in the plot (Thorndyke, 1977). 
Thirdly, the context and order of  object or image 
shot in a sequence can be cognitively adapted by 
the viewing audience perception.

Conclusion and Recommendation
The study "Sequencing patterns: Impact and 
Implication on Cognitive Aspects of  Visual 
Storytelling"was centered on the Kuleshov 
Effect theory that has been adapted by many 
visual story tellers to assist viewers of  television 
messages comprehend visual stories presented 
on film and television. The central contribution 
of  the study is an outline of  how image 
sequencing could be approached in designing 
visual stories for use in television and film. This 
is expected to help designers of  visual stories in 
identifying and presenting more "effective" 
visualization sequences during a design or 
editing session.

With the popularity of  visual storytelling 
and visualization among individuals who may 
lack design or statistical expertise yet have 
important domain knowledge to contribute, a 
deeper understanding of  sequencing could pave 
the way for the use of  tools and systems that 
support more effective story structuring. Many 
scholars will now be interested in finding out 
how people understand the use of  the pictures 
and images in a television message design. They 
will also be interested in how people can be 
helped to understand the messages more 
effectively.

The study shows that the secret to making a 
sequence of  motion picture visualizations 
successful in the eyes of  viewing audience, as 
well as the editors and producers is that the scene 
of  the onlooker and the film scene should be 
temporally and spatially connected; the 
onlooker should be actually looking at the 
emotional scene. If  this was not the case, the 
Kuleshov Effect would not have worked because 

the facial expression of  the observer would not 
be linked to the emotional scene.

In conclusion the study affirms that 
implications exist in how sequences are 
structured and ordered. It showed that it is 
possible that the visual stimuli of  the object shot 
can induce emotions in the viewing audience, 
who then project their own emotions, 
demonstrating the implications of  sequencing 
to actions and reactions. Also, when sequencing 
shot angles, variety is a key variable. Too much 
variation can disorient the viewer, and too little 
can result in JUMP CUTS. A good sequence 
conveys the full meaning of  an action or event 
without requiring real-time observation. That 
means you can express more ideas in less time, 
with fewer extraneous details.

So when visual story telling involves 
sequence patterns that are arranged such that 
there is implied "cause and effect", the Kuleshov 
effect will work in making the viewing audience 
infer a relationship.
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Introduction
The social media, which are the various 
platforms facilitated by the Internet where 
people can share ideas, messages, videos, 
p i c t u r e s  a n d  t h o u g h t s,  h ave  m a d e  
communication between and among people 
more interactive. Access to information for all 
by all increases the capacity of  mass 
communication to influence social change. 
Communication, itself, is the fulcrum of  
development because events and issues that 
occur in the society are transmitted, shared, 
analyzed and reposted via the main social media 
platforms which invariably shape the society.

However, the level of  communication 
exchange, the in-flow and out flow of  
information on societal issues, is determined by 

the level of  censorship of  the information 
available in the society. Whereas the traditional 
mass media (print and electronic) are formal 
institutions that utilize technologies that are 
quite expensive to run and are controlled by gate 
keepers at different levels, the emergence of  the 
new media through the Internet has 
revolutionized communication of  the 21st 
century world. Advancements in Information 
and Communication Technologies (ICTs) have 
made today's communication to be more 
participatory, more democratic, and more 
individual-audience oriented.

The Internet, according to Asadu (2012, p. 
98), is "the interconnection of  computers, 
scattered in space and time, in a way that they 
can exchange messages freely with one 

O R I G I NA L A RT I C L E

After 104 years of  her creation, Nigeria is still wobbling under unending political experiments with a litany of  
challenges that have made her national growth an unreachable dream. Given that political systems are structured to 

stmeet the needs of  the society, the demands of  democracy have spread across the 21  century world, characterized by 
globalization with the unprecedented advancements in Information and Communication Technologies (ICTs).  
Consequently, the clamour for socio-political and economic restructuring in different parts of  the world, including 
Nigeria, has become the trend in both the social media and other main stream media across the globe. This paper 
employed the Critical Qualitative Research method (CQR) to explore the prospects and challenges of  the social 
media in the restructuring debate in Nigeria. Anchored in Social Information Processing theory, Technological 
Determinism theory, and Agenda Setting theory, the paper found that the major ethnic nationalities and the minor 
tribes in Nigeria have not earned the trust of  one another to fashion a national consciousness, while the political 
leaders have not helped matters due to their ethno-religious sentiments, hence the clamour for restructuring. The 
paper concludes that the social media users and audiences have an uninterrupted access to share information about 
the restructuring debate in Nigeria. It, thus, recommends among others that social media users should be media 
literate so as to be critical in their media use. Also, social media should be used to mobilize the Nigerian populace 
and leadership at all levels to inculcate the value of  patriotism and nationalism among her diverse tribes. 
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another". The author describes it as an inclusive 
and interactive medium which allows 
everybody the opportunity to drop messages 
and equally retrieve (download) an existing 
one". The Internet has other interactive media 
called the social media, including: the 
Facebook, LinkedIn, 2go, YouTube, Social 
Com, MySpace,  Fr iendstar,  Twit ter,  
WhatsApp, CyWorld, Flickr, Wikis, Google 
and so on. All these platforms are easily 
available in the laptop, palm top, and smart 
phone with just a click of  the right button and 
internet access. They enable users to create and 
upload contents which their friends can see and 
respond to with ease.

The 'social' associated with the social media 
is due to their capacity to link up with friends. 
They link people and individuals far and wide 
together, regardless of  space and time. Social 
media are individual and relationship-oriented 
because they are majorly a form of  
communication between and among people, 
rather than from an institution which collects 
information and transmits down to a target 
audience like a lecture. In the case of  the social 
media, they not only allow users to share 
information, but they operate as social 
connections which help to shape the day-to-day 
events in the society. 

The social media, also referred to as the new 
media or the 2nd media which Poster (1995) 
views as heralding a new period in the mass 
media functions in our society, have introduced 
interactive technologies and network 
communications, particularly the Internet, 
which he said would transform society. With the 
social media, the individual media audience has 
uninterrupted access to become the content 
users and generators at once, hence the 
interactivity, openness, flexibility, and wider 
choice in a diverse platform have tremendously 
enhanced the social media's capacity to 
influence social change in the society.

Nations of  the world have achieved 

political, religious, social and economic 
revolutions with ease without resorting to arms 
conflict through the social media. The Arabs 
spring of  2012 which swept through the Middle 
East is a clear example. In Nigeria today, the 
restructuring debate has become more 
widespread with unprecedented intensity, 
leading to a clamour for a review or 
restructuring of  the entity called Nigeria. The 
new dimension is due to the consistency of  the 
social media users in giving and receiving 
information about the persistent imbalance and 
perceived marginalization of  the minority 
groups by the majority.

Today, anybody anywhere can get 
connected to any of  the social media platforms, 
become a member of  any social group of  his/ 
her choice and join the ongoing restructuring 
debate in Nigeria. The restructuring discourse in 
Nigeria has indeed become a hotspot due to the 
liberty at which the social networks have 
become a huge influence on the public agenda. 
Nigeria was created in 1914 through the 
amalgamation of  the Northern and Southern 
Nigeria by Lord Lugard. It has a land mass of  
about 713,070 square kilometers and an 
estimated population of  193,392,517 
(Inverstorsking, 2016), over 374 ethnic groups 
and over 400 distinct languages. However, the 
major ethnic groups in Nigeria are the Hausa, 
Yoruba, and Igbo, while the minor ones include 
Fulani, Kanuri, Ibibio, Efik, Tiv, Nupe, Edo, 
Igala, Berom, and so on. The multicultural, 
multi lingual and multinational disposition of  
Nigeria, thus, have been a challenge rather than 
a strength to her national development. 

Each group desires to be recognized as a 
force in the socio-political equation of  the 
nation and any perceived feeling of  
marginalization from any quarters is viewed 
with resistance. Also, Nigeria has a multi 
religious heritage with three major religions, 
namely: Christianity, Islam and traditional 
religion. Otite (1995, p. 22) believes that 
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"ethnicism and religion are the most devastating 
features of  our contemporary Nigeria". These 
manifest in different forms of  conflicts 
frequently reported in the main stream media as 
well as the social media. Egwu (2006, p. 406) 
captures the emerging sources of  conflicts in 
Africa in general and Nigeria in particular thus:

In a radical departure from the inter- 
state conflicts of  the cold war era, the 
present is characterized by internal 
conflicts, horizontal between different 
socio-ethnic and cultural aggregates 
within a national territory, and 
vertically, between groups who feel 
excluded and marginalized from 
existing power structures on the one 
hand, and the central authority on the 
other.

However, the leadership of  Nigeria from pre- 
independence to post- independence era has not 
helped in using the cultural diversity of  Nigeria 
as a tool for her advancement. Instead, they tend 
to exhibit a sense of  tribal or ethnic sentiments in 
their quest for political offices and even in their 
pattern of  leadership and administration. 
ElRufai (2017) writes that Nigeria's political 
leaders have continually drawn the nation along 
regional and tribal lines, while the desire for 
national progress has been marred by 
sectionalism, regionalism, tribalism, separatism 
from Nigeria's pre-independence years till date. 
This tendency also hampers all efforts to realize 
the vision of  her founding fathers for a diverse 
but united nation in a federating system. 

The constitutional provisions are clear on 
how to structure the nation. The environment 
and content of  the constitutional development 
which is described as "the historical evolution of  
laws and principles designed to democratize the 
country" (Chukwu, 2007, p.18) should 
accommodate the nation's diverse structure. 
The constitution, no doubt, evolved from the 

colonial dispensation to the present age. The 
content of  the constitution can only be 
appreciated if  it originates from the will of  the 
people and caters for their interests. 

How far has Nigeria succeeded in realizing 
her dreams after 104 years of  her existence as a 
nation? How united are the diverse ethnic 
nationalities that make up Nigeria? Is the unity 
of  the nation as one indivisible entity created by 
the colonial masters without recourse to the 
people still visible in the face of  the daunting 
challenges that have trailed the nation from 
inception till date? These questions and more 
are the foundation of  the persistent clamour for 
restructuring the nation which the social media 
have heightened in the consciousness of  
Nigerians and even in the wider world, because 
events in Nigeria are also of  concern to other 
nations through the media especially the 
Internet and the social media platforms. This 
paper, thus, attempts to analyze the prospects 
and challenges of  the social media in the 
restructuring debate.

Statement of Problem
The social media are credited as platforms that 
can link people and groups together. They have 
become a social force to mobilize the society in 
achieving social change such as the quest for 
restructuring of  Nigeria. Nigeria is deviled with 
socio-political and economic challenges 
embedded on ethno-religious differences and 
inept leadership that have consistently failed to 
harness and distribute both the human and 
material resources in the nation. In their quest 
for social justice, good governance, equitable 
distribution of  resources, unity in diversity and a 
stable economy, Nigerians are seeking for a 
review of  the country's structure. The 
restructuring debate is ongoing and the press is 
at the vanguard, especially now that the social 
media have added a new dimension to the 
debates.

Consequently, this paper views the need for 
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restructuring Nigeria as a reality, and seeks to 
explore the prospects and challenges of  the 
social media to speed up the realization of  the 
desire of  various groups in Nigeria to review the 
existing structure of  the nation as a problem. 
Since the social media have become the media 
without boundaries, it becomes expedient to 
ascertain the reality of  their powers to mobilize 
the populace for social change. The paper, thus, 
seeks to critically re-examine the capacity of  the 
social media to transform the media's agenda to 
the public's agenda as regards the Nigerian 
citizens' quest for a restructuring of  her 
corporate existence.

Objectives of the Study
This study generally seeks to explore the place of  
the social media in enhancing or hampering the 
ongoing restructuring debate in Nigeria. The 
study specifically aims at the following 
objectives:
1. To establish the need for the restructuring 

debate in Nigeria;  
2. To determine the dominant direction of  

social media users in the restructuring 
debate;

3. To highlight the prospects of  the social 
media in the restructuring debate;

4. To delineate the major challenges of  the 
social media in the restructuring debate.

Research Questions 
The following research questions were 
formulated to guide this study: 
1. What is the need for the restructuring debate 

in Nigeria?
2. What is the dominant direction or trend of  

the social media users in the restructuring 
debate?

3. What are the prospects of  the social media 
in the restructuring debate?

4. What are the major challenges of  the social 
media in the restructuring debate?

Theoretical Framework
This study is premised on three relevant 
communication theories, namely: Social 
Information Processing theory, Technological 
Determinism theory, and Agenda Setting 
theory.

Social information processing theory as propounded 
by Joseph Walther in 1992 posits that people 
connect with or get to know one another online, 
regardless of  verbal cues. The theory explains 
how people develop and maintain relationships 
online in the computer mediated environment. 
According to Asemah, Nwammuo and 
Nkwam-Uwaoma (2017, p. 204), social 
information processing theory "sees people as 
human beings capable of  adopting and 
interpreting alternate methods to form 
impressions of  others in the absence of  cues 
present in face-to-face interactions".

The applicability of  this theory to this study 
lies on the strength of  the social media as an 
interactive media to connect people and groups 
to analyze and develop perceptions on issues of  
national importance, such as the ongoing 
national restructuring debate in Nigeria online. 
It plays out clearly in the widespread analysis of  
the contemporary socio-economic and political 
issues in Nigeria that are building up to the 
restructuring debate.

Technological determinism theory was propounded 
by Marshal McLuhan (1964), who opined that 
the new electronic media have radically altered 
the way people think, feel and act. He 
envisioned that technology has changed lives 
and predicted a revolution of  the Internet and 
the World Wide Web that would turn the world 
into a global village. The theory became more 
relevant with the invention of  computers, which 
Schement and Curtis (1995) classify as devices 
for processing and distribution of  information. 
Coined by an American social Scientist, 
Thorstein Veblan, Technological Determinism 

NTAtvc J of  Comm. 2019;3(1):236 - 250 239

Prospects and Challenges of the Social Media in the Restructuring Debate in NigeriaEMMAN OWUAMALAM et.al



theory explains the capacity for communication 
to cross barriers of  time and space (McQuail, 
2005, p. 102). 

The theory explains the power of  the media 
to impact and accelerate globalization. For 
McLuhan (1964), developments, media, or 
technology as a whole are the key movers in 
history.  It also explains the capacity of  a 
dominant communication technology to 
determine the pattern of  life of  the age. For 
instance the media timeline advanced from the 
Stone Age or the pre-literate age to the print age, 
to the electronic age and to the present new 
media or Internet age, which has made 

McLuhan's global village postulation a 
reality. While communication technologies 
shape human life, they also provide an 
understandable link between the media 
technology and the society. 

Summarily, Winner (2004) submits that the 
technology of  a given society has a fundamental 
influence on the society's existence, while 
changes in technology are the basis of  change in 
the society. 

Agenda setting theory propounded by McCombs 
and Shaw in 1972 posits that "news media 
indicate to the public what the main issues of  the 
day are and this is reflected in what the public 
perceives as the main issues" (Mc Quail, 2005, p. 
512). This means that the level of  importance 
accorded to an issue on the media's news 
headlines, features, documentaries, discussions 
and panel programmes influence the level of  
importance or salience of  such issue in the 
public sphere. By this way, the media tend to 
influence public opinion with their agenda.

Agbanu (2013, p. 56) adds that "by paying 
attention to some issues and neglecting others, 
people will tend to adopt the order of  priority 
assigned to these issues by the media". However, 
McCombs and Bell (1996) argue that the media, 
especially the new media, have the capacity to 
structure issues for the public. As such, in our 

21st century world when many issues and events 
are competing for attention and thoughts, the 
media provide a guide to what we think about by 
their consistent reportage, upload and sharing 
of  such issues as the restructuring debate in 
Nigeria. This is achieved more easily with the 
social media through internet access by 
capturing events, stories, uploading and sharing 
such news on chats and other social media 
platforms. 

Consequently, the thinking or stance of  the 
social media audience is a function of  what has 
been pictured or projected as important and 
salient. Invariably, dominant ideologies in the 
media influence what the public agenda would 
become, which in turn shapes the policy agenda. 
Hence, the repeated and consistent portrayal, 
uploading and sharing of  the restructuring 
debate has become the public agenda which the 
policy makers respond to in a significant way.
However, of  the three relevant theories 
applicable to this study, the most relevant is 
technological determinism theory due to the 
evident power of  the social media to influence 
the life of  the people. Today, everything in the 
society is shaped by the social media.

Literature Review 
On her creation in 1914 by Lord Lugard through 
the amalgamation of  the Northern and 
Southern protectorates, Nigeria had her initial 
capital at Lagos in the Western region of  
Nigeria. The federal capital was later moved to 
Abuja in the North Central Nigeria on Dec. 12, 
1991 by Major Gen. Ibrahim Babangida on the 
premise that Abuja is more central for the 36 
states to easily access. From the merger that 
threw up Nigeria, it was not certain that 
Nigerian nationals were consulted to either 
accent to the union of  the ethnic nationalities or 
discuss the modus operandi of  the new nation. 

Extant l i terature on the colonial  
administration of  Nigeria clearly attributes the 
amalgamation of  the country on the basis of  
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British colonial economic interest rather than 
the desire of  the independent nationalities 
(Tamunor, 1978; Crowder, 1978; &Chukwu, 
2007). They adduced that Nigeria was seen as a 
veritable market for exporting British 
manufactured goods as well as a huge source of  
raw materials for their industries. Also, Tamuno 
(1978) posits that the major interest of  the 
British colonialists in merging Northern and 
Southern Nigeria was to use the funds available 
from the richer South to offset the weak and less 
prosperous North and, by so doing, minimize 
the fiscal dependence on the imperial grants in 
aid for the colony.

Consequently, Nigeria with her multi-ethnic 
heritage, distinct languages and multi-religious 
groups adopted 'Unity in Diversity' as her 
guiding principle. The unity of  Nigeria despite 
her multicultural nature thus became a goal that 
must be accomplished. 

Sadly, religion and ethnicity turned out as 
the twin evils that have consistently rocked 
Nigeria's search for unity. Otite (1995, p. 22) 
opines that ethnicity and religion are the "most 
devastating feature of  our contemporary 
Nigeria". This is embedded in the quest for the 
major ethnic groups to exert influence on the 
equitable allocation and distribution of  the 
national resources in the country. While the 
major ethnic groups struggle for supremacy, the 
minority groups demand for relevance and 
fairness on who gets what in the national 
question. 

Hence, unequal distribution and allocation 
of  resources and other opportunities among the 
initial three geo-political regions was the bases 
of  many conflicts among the diverse ethnic 
nationalities in Nigeria. Thus from the early 
years, there is a lack of  trust and mutual 
suspicion among the groups. While the North 
belongs to the Hausa-Fulanis, the West belongs 
to the Yorubas and the East is for the Igbos. The 
agitation for equality by the minority tribes led 
to the creation of  a 4th region to accommodate 

the minorities in the mid-western region in 
1963. 

Again from the 4 regions, Nigeria was 
further divided into 12 states by Gen. Yakubu 
Gowon after the Nigerian Civil War. From 12 
states in 1973, persistent feeling of  
marginalization also prompted the creation of  7 
more states by Murtala Muhammed in 1979, 
totally 19 states. By 1987, Gen. Ibrahim 
Babangida created more two states and in 1991 
he increased it to 30 states. General Sani Abacha 
in 1996 increased the states to 36 with the 
Federal Capital Territory in Abuja, all geared 
towards correcting the perceived imbalance in 
the distribution of  power as well as to assuage 
the feeling of  marginalization by the minority 
groups. 

Presently, Nigeria has been regrouped into 6 
geo-political zones comprising North-East (6 
states), North-West (7 states), South-South (6 
states), South-East (5 states), South-West (6 
states), and North-Central (6 states) geopolitical 
zones. The grouping of  states under the geo-
political zones smirks of  inequality. Hence, the 
frequent demands for boundary adjustments, 
state and Local Government creations in 
Nigeria were influenced by feelings of  
domination, discrimination and neglect 
(Tamuno, 1998).

In her 104 years of  existence, Nigeria is yet 
to overcome her mirage of  challenges that have 
trailed her resolve to remain united in diversity. 
The threats to the national peace and unity have 
progressed from ethnic rivalry, struggles for self- 
realization coups and counter coups, secession, 
civil war, communal and ethnic clashes/ 
conflicts, religious crisis, controversial 
constitutional reviews and reforms, security 
challenges from Boko Haram insurgents, 
Fulani-Herdsmen attacks and ethnic agitation 
for self-determination by OPC, MASSOB, 
Niger-Delta People Volunteer Force, MOSOP, 
MENDE, and IPOB. It is regrettable that the 
issues that gave rise to such socio-political 
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problems have persisted in Nigeria till date.
It is now expedient that history should not 

continue to repeat itself, hence, the quest for 
restructuring as the panacea for sustainable 
development of  Nigeria. The 21st century world 
now has more information and knowledge 
available to them. Beyond the traditional mass 
media which repeatedly cover and report the 
events and challenges to good governance, the 
social media have provided the means for 
everyone with internet access to be part of  the 
socio-economic and political discourse in the 
society. According to Achebe (1984, p.1) "the 
trouble with Nigeria is simply and squarely a 
failure of  leadership". Since governance is "the 
struggle of  competing interest in a given polity" 
according to Amuwo and Herault (1998, p.3), 
unless and until the people become the centre of  
interest in any constitutional arrangement for 
good governance, the search for an acceptable 
constitution will be endless.

It is by a restructuring that a more beneficial 
system that can cater for the welfare of  the 
people, who are the key beneficiaries of  good 
governance, can emerge. Thus, "the challenge of  
a state reforms centres on the need to restructure 
and reconfigure the state" (Egwu, 2006, p. 432). 
Hence, the constitutional framework guiding 
Nigeria needs to be restructured to suit the 
present reality of  the nation.

Despite all the constitutional reviews, from 
1862 till 1999 (as amended), some nagging 
issues are yet to be addressed, hence the quest for 
a restructuring of  the nation. These issues 
according to Nwankwo (2015) include: 
devolution of  powers, revenue allocations from 
the federation accounts to the three levels of  
government, the position of  the Local 
Government Areas in the Federal system, the 
formation and registration of  political parties 
and their constitutional roles, the creation of  
more states, residency and indegeneship 
debacle, the electoral process, and state police. It 
is in the light of  these challenges that the call for 

const i tut ional  reviews,  amendments,  
replacement or restructuring debate found its 
strength.

Further calls for a restructuring of  Nigeria 
came in 2013 during the Goodluck Jonathan 
regime when Nigerians demanded for a 
Sovereign National Conference (NSC) which 
the then President instituted with a Presidential 
Advisory Committee (PAC) headed by Senator 
Femi Okorounmu. The committee in its report 
of  Dec. 2013 addressed 38 items in which the 
political restructuring of  the country, fiscal 
federalism and definition of  the federating units 
were paramount. The 2014 National 
Conference convoked by President Goodluck 
Jonathan equally considered fiscal federalism, 
the structure of  the federation, devolution of  
powers among the centre and the periphery 
(states and local governments) among other 
contending issues. The interplay of  personal, 
ethnic and religious interests have consistently 
coloured constitutional reviews in Nigeria 
leading to discontent by many groups.

The Nigerian press has equally followed the 
socio-political trends of  the successive 
leadership in Nigeria. The stupendous 
accumulation of  wealth, corruption, nepotism 
and abuse of  office were the focus of  the various 
Nigerian dailies (Ogbeidi, 2012, p. 7). The 
intolerance to free press and all forms of  
opposition, leading to the traditional media 
being gagged by the Obasanjo administration 
under civilian rule, extra judicial killings by the 
police, resurgence of  ethnic militia and the 
recent rampage of  the Fulani-Herdsmen against 
farmers and other innocent citizens leading to a 
spate of  killings in different parts of  the country 
while the leaders appear helpless have given a 
new impetus to the call for a restructuring of  
Nigeria, since the peoples cannot truly be united 
in principle and practice.

Today, the role of  the media in the 
realization or furthering the restructuring 
debate has become more pronounced. The 
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citizens can pick up videos, pictures and texts 
messages and upload or download with ease.

The people are now the producers and 
consumers of  information about the challenges 
facing Nigeria and the issue in the front burner 
of  the nation is the restructuring debate. Cases 
of  mal -adminis trat ion,  sect ional ism,  
godfatherism, embezzlement of  public funds, 
human rights abuse, security breaches, ethnic 
cleansing and hate speech are the major 
contents of  what is currently being shared by 
social media users in Nigeria.

The Leadership in Nigeria since 1914 till 
date has left much to be desired. Nwozor (2015, 
p. 258) argues "that the challenge facing Nigeria 
are legion and are the offshoot of  accumulated 
failures of  successive leaderships since 
independence". The disintegration of  Nigeria 
by 2020 as predicted by the US National 
Intelligence Council (Isa, 2010) and Omoh 
(2015) looms large.
 The need to reinvent the nation's federal 
system has thus become expedient in view of  the 
dissents and clamours for a restructuring that 
abound in the social media, each group calling 
for a correction of  the perceived dysfunctional 
structure in the Nation. For instance, the 
WhatsApp groups such as the Concerned 
Nigerians Forum; various blogs like Linda 
Ikeji's blog and Facebook pages like Igboist 
among other social media platforms have 
become veritable platforms for dissenting and 
contentious voices to express their displeasure 
over the state of  the nation.

Challenges to Federalism and the Need 

for Restructuring
Federalism according to Tamuno (1998, p. 13) is 
"that form of  government where the component 
units of  a political organization participate in 
sharing powers and functions in a cooperative 
manner". The author argues that the Nigerian 
federalism is torn apart by the combined forces 
of  ethnic pluralism and cultural diversity among 

others, but when such arrangement is carefully 
worked out, it provides sufficient room for the 
"co-existence of  centre-seeking and centre-
fleeing forces". For Nwozor (2015, p. 266) 
federalism is "a socio-political construct which 
is embedded in the constitution for the purpose 
of  distributing powers between and among 
political units in a political system", while 
Obiakor (2016, p. 35) defines it as "a system in 
which several states unite under a central 
authority but are independent in internal 
affairs". Federalism is a system that works best 
in a diverse or multi-cultural society like 
Nigeria. 

Nigeria opted for a federal system of  
government with Oliver Lyttleton's constitution 
of  1954. It was territorially structured as 
Eastern, Western and Northern regions. 
However, the creation of  the 4th region, 
MidWest and the subsequent creation of  states 
from 12 to 36 and a Federal Capital Territory, 
Nigerian federal principle assumed a 
centreperiphery structure where the federal 
government has much of  the powers while the 
state and Local Government Areas depend on 
the centre for handouts and bailout funds. The 
evident imbalance in the existing federal 
structure has continually challenged the 
national unity which calls for a devolution of  
power from the centre to the federating units for 
an even development of  the nation. Again, a 
structure that no longer serves its usefulness 
needs to be restructured 

The Social Media
Social network sites or the social media 
according to McQuail (2010, p. 570) "comprise 
a number of  internet websites that have been set 
up to enable and encourage users to create 
network of  acquaintances and also to share 
messages and audio-visual matters often 
available to a wider public". They allow a user 
access to information at will. They also provide 
the platforms for users to share ideas, thoughts, 
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viewpoints, pictures, videos and issues of  
interest to the group. In the views of  Kaplan 
(2010) social media are a group of  interactive 
applications that are built on the ideological and 
technological foundations which allow the 
creation and exchange of  user-generated 
contents. 

Similarly, Parlink and Melntosh (2011) 
opine that social media are the use of  
technology combined with social interaction to 
create or co-create value. Consequently, with the 
internet technology, the social media have 
changed the way people use the media. Today, 
information exchange is no longer top-down but 
bottom-top or even sideways according to 
Okunna and Omenugha (2012). Awareness of  
socio-political and economic issues and 
challenges in the society are now more 
widespread with the social media. Interestingly, 
the mainstream media in conjunction with the 
social media have contributed immensely to the 
21st century world of  information super 
highway that people are now more connected 
with one another. 

Such sites as Facebook, Twitter, Whatsapp 
and other social media platforms have helped to 
speed up communication between and among 
people in various aspects of  lives. Dominick 
(2013, p.24) sees social media as "online 
communication that use special techniques that 
involve participation, conversation, sharing, 
collaboration, and linkage".  They allow people 
to participate, converse, share, collaborate and 
link up with people through the blogs, Fickr, 
YouTube, Wikipedia, Facebook, Twitter and 
LinkedIn. This implies that social media allow 
participatory communication on diverse issues 
as it affects the people or groups involved. 
People converse and share ideas on national 
issues and debates like the restructuring debate 
in Nigeria through the social media platforms 
available and accessible to them. 

It is the interactivity of  the social media that 
attracts them to diverse users. They can be 

accessed through the laptops and the personal 
computers, tablet computers, notebook and 
smart phones. They have become the media for 
all ages since the young and old find them useful 
in furthering their interest. This, perhaps, 
explains why the main stream media have added 
online versions to their services. Many print and 
electronic media now upload their contents on 
Facebook, Twitter and other online platforms. 

In this era of  globalization which 
Ezeonyejiaku (2018, p. 50) sees as "the process 
of  international integration arising from the 
interchange of  ideas, cultures, worldviews, 
products, goods and services", the relation 
between and among peoples and nations of  the 
world has become closer.

Prospects of the Social Media in the Restructuring 

Debate
The social media are interactive. When 
messages are sent via Facebook, WhatsApp, 
Twitter handles and so on, millions of  people 
globally can access such information and 
response can come back to the sender without 
any delay. The immediacy in the feedback 
mechanism of  the social media can aid a quick 
dissemination of  information in real time. This 
is where the surveillance role of  the media have 
been expanded with the internet access, 
everyone everywhere can send and receive 
information about the state of  the nation from 
any angle and any quarter or region of  the 
country without any government agency 
blocking or censoring what is being shared.

Again, messages shared in the social media 
belong to the public sphere. News today, 
emanate from the social media before the main 
stream media picks the lead to expand and 
disseminate to their audience. Social media are 
in the public domain which allows for groups to 
join in public debates, such as the discourse of  
the restructuring going on in Nigeria today. 
Virtually all the six geo-political zones in 
Nigeria have one issue or the other against the 
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federal government and each contributes to the 
restructuring debate from its own perspective. 

Whi le  the  South-East  lament  of  
marginalization, the South-South are talking 
about resource control, fiscal allocation formula 
and environmental neglect of  their land where 
the nation's oil wells are found. The North-East 
are lamenting of  the havoc of  Boko Haram 
while North central and North-West are under 
the siege of  the Fulani Herdsmen who are 
unleashing havoc on their land and lives. 

The social media provide the platform for 
every group to vent their pain while the internet 
provides access to everyone or every group. 
There is no regulation or censorship by media 
owners or the government to restrict what is 
uploaded or shared among the users. 
Consequently, messages are shared without any 
fear of  sanctions by any regulatory body such as 
the Nigerian press council, or the Nigerian 
Broadcasting Commission (NBC), and the 
Nigerian Communication Commission (NCC).
Another significant positive impact of  the social 
media in furthering the restructuring debate is 
their capacity to promote a group's interest. This 
prospect is largely seen in the interest that binds 
a group together. From demographic affinity to 
social, religious, political, economic sentiments 
shared by a group, the aspirations and interest 
that bound them propels their interactions.

While the social media provide a platform 
for a group to partake in the discussion of  
national issues unhindered, like the 'Save 
Nigeria Group, Concerned Nigeria Forum, 
Igbo Amaka , Igboist group on FaceBook, and 
others, they not only discuss the societal 
problems but also proffer solutions to such 
issues. Again, with the internet connectivity 
available to everyone, social media can promote 
a quick and widespread exchange of  ideas and 
information across the nation. They are thus an 
"alternative voices and viewpoints to national 
debates" (Okunna &Omenugha, 2012, p. 160).
Another striking feature of  the social media in 

speeding the restructuring debate in Nigeria is 
their flexibility in language. Each group has the 
liberty to interact in any language of  their 
choice. Once they pick up any video, audio or 
picture of  interest to the group, they can add the 
text in their choice language without anybody 
sidelined.  Again, the unfettered access in the 
social media for individuals and groups to 
criticize their government can enhance speedy 
socio-political changes in the society. 
Corruption in government and public offices 
can easily be exposed. The case of  the Obafemi 
Awolowo University Professor Richard 
Akindele's leaked audio as he requested five 
rounds of  sex to pass his student is a typical 
example of  the capacity of  the social media in 
fighting corruption (dailynigerian.com, 2018).

Today, corrupt tendencies, breeches of  
human rights, security challenges, electoral 
malpractices, police brutality, the massacre of  
innocent citizens and the horror of  the Benue 
killings that have become widely known within  
Nigeria and the wider world are frequently 
under reported by the main stream media. The 
Arab spring which swept through the Middle 
East from Tunisia, Yemen, Syria, Egypt, Libya 
and other Asian countries quickly ended the 
obnoxious dictatorship in those countries and 
the Nigeria's restructuring debate may be the 
next that will be fast tracked through the social 
media force.

The social media have also side stepped the 
barrier of  space and time in information 
dissemination and exchange. From wherever 
and at whatever time belt, individuals and 
groups can come up with news and upload in the 
internet. Groups, thus, can easily actualize their 
common interest regardless of  geographical 
terrains.

The social media have equally expanded 
news sources as the citizens have become news 
producers and consumers at once. The days of  
waiting for the big man or woman in charge to 
release the situation reports are over. The people 
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who are concerned and affected by any issue can 
speak up and freely tell their story as they like 
through the social media. Consequently, the 
social media offer alternative versions of  events 
with agenda setting effects. Today, the audience 
is greatly empowered as news can come from 
anywhere. 

More so, the social media can motivate and 
mobilize the populace to achieve the societal 
goals. The messages shared on social media 
platforms can stimulate the populace, especially 
the marginalized groups in the country. The 
restructuring debate in Nigeria is presently 
receiving a considerable attention in the 
national discourse because of  the intensity of  
the view points and information exchange that 
have consistently flowed in and out to the 
citizens from the social media.

The Challenges of the Social Media 

in the Restructuring Debate
The social media, despite the enormous 
strengths at their disposal, also have some 
drawbacks that can hamper the restructuring 
debate. Top on the challenges is the lack of  
credibility frequently associated with the 
information in the social media because no one 
is sure of  the source of  the information 
uploaded on the site or group chats. Many a 
time, messages and contents of  the social media 
are plagued with credibility question since the 
sources are mostly unknown and difficult to 
verify. People register their contact with all sorts 
of  incredulous identities and addresses that a 
male can choose to enlist with a female name, 
while the addresses may be false.

Again, social media can exclude a huge 
chunk of  the populace from joining in the 
sharing of  the uploaded messages due to lack of  
internet access. This is mostly found in 
developing countries such as Nigeria where 
internet access is still not widespread. Unless 
one is in an area where data can easily be 
accessed, whatever conversation or messages 

shared in such areas where internet access is 
unavailable may not be widespread. Similarly, 
the illiterates among the populace can also be 
cut off  from the trend on the internet.

It is also a huge cause for concern for the 
social media to spearhead the restructuring 
debate because no one moderates the discussion 
or exchange as it is done in the public sphere, 
comprising both organized and informal groups 
which trickles down to the face-to-face 
deliberations. This unguarded discussion 
without censorship can heat up the polity and 
when it escalates to a real conflict situation, no 
one can hold anyone accountable since the 
source is unknown. This is why it is important 
that care should be taken in relying on the social 
media for information. 
More so, online friends could become very 
dangerous by arranging for an offline meeting 
that could endanger lives. The murder of  the 
UNIPORT student Osokogu, in 2012, by her 
FaceBook friends is a typical example 
(Vanguard, 2012).

Above all, the liberty with which contents 
are generated and shared on the social media by 
amateurs portends a great risk to the peace in the 
society. The citizen journalist is not trained. 
Ethical considerations on news gathering and 
sharing are absent; the professional news value 
of  fairness, balance and truthfulness are lacking. 
The social responsibility in the discharge of  
journalistic duties inculcated in a trained 
journalist is not seen in the approach on the 
citizen journalists while the development-
oriented news value for a developing nation like 
Nigeria is not considered by the citizen 
journalist who is in a hurry to be the first to break 
the news of  any event or issue on his or her wall 
or group chat.

When falsehood, misinformation and 
inaccurate contents are uploaded on the 
internet, an innocent and unsuspecting user 
may download such misleading content and 
share to others. By so doing the public will be fed 
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with falsehood. Also, inciting messages and hate 
speeches can also become a threat to peaceful 
co-existence of  the diverse groups in the 
country. 

The lack of  censorship or abuse of  
gatekeepers in the social media is also a great 
challenge because it adds to the list of  
misinformation as well as information overload 
that bedevils the social media. Dominic (2009, 
p. 301) asserts that "social media, especially the 
blogs that have become popular alternative news 
sources, are free from economic, corporate, 
political or advertising consideration". Since no 
one checks and balances what is uploaded in the 
social media, trivial, false and unwanted 
contents are sometimes found on the internet. 
Sobowale (2017, p.1) laments that the social 
media "have become instruments for 
disseminating defamation and falsehood at the 
speed of  lighting and the booster applications 
now make it possible for the same person to send 
the defamatory message to thousands of  people 
at once".

Methodology
The researchers employed the Critical 
Qualitative Research (CQR) method to trace the 
trend of  the structural imbalance in Nigeria and 
critically assess the prospects and challenges 
facing the social media in the restructuring 
debate.  Since the essence of  a research is to 
provide solution to the societal problems, the 
quest for a socio-political and economic 
structure that can address the mirage of  
challenges that have consistently held Nigeria 
down in achieving national unity, despite her 
diverse cultural heritage, is envisioned by the 
researchers as a task that must accomplished.

Thus, the study explored the strengths and 
weakness of  the social media in achieving that 
goal of  national unity through the restructuring 
debate. The Critical Qualitative Research, as a 
qualitative research method used, is justifiably 
applied in this study since it is intended to 

examine the trend, the qualities of  the social 
media and their impact in the realization of  the 
restructuring debate in Nigeria. 

Findings
This paper is in line with the preponderance of  
literature supporting the need to restructure 
Nigeria. Thus, the social media technologies 
powered by the internet have not only 
influenced the level of  knowledge of  the users in 
Nigeria, but they have equally brought about a 
revolution in the pattern of  human 
communication. From the previous top-down, 
lateral communication, social media have made 
today's communication a conversation, 
transforming to messages now flowing down 
from a few to many, or from many to many 
(Okunna & Omenugha, 2012; Dominick, 2013; 
LittleJohn & Foss, 2008). 

These changes in technological inventions 
perhaps explains McQuail's (2005, p. 104) view 
that "the sequence of  invention and application 
of  communication technology influences social 
change, communication revolutions lead to 
social revolutions". The social media have been 
a platform for users to interact, share ideas, 
mobilize groups for social change, and offer a 
space for everyone everywhere to join in the 
discussion of  issues of  national interest. 
However, the pattern of  use of  the technology 
can either make it an instrument of  mobilization 
or an instrument of  disintegration (Dorminick, 
2013).

While it is true that the social media have 
empowered the citizen to become both a 
producer and consumer of  content for the 
media, aptly tagged "the citizen journalist" 
(Agbanu, 2013; Okunna & Omenugha, 2012), 
the citizens are still ignorant of  the responsibility 
of  the media in social and national 
development. 

Again, the openness and flexibility of  usage 
of  the new media can lead to confusion and 
chaos (LittleJohn & Foss, 2008). A diverse and 
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multi religious nation like Nigeria may not 
survive such liberty as (Hason, 2013) argues that 
they offer a wider choice to the people, but lack 
of  structures and guidance or gate-keepers can 
portend serious danger to the polity. The social 
media offer a diverse platform to the users but 
they tend to be incisive and superlative which 
may not augur well for a country like Nigeria 
that is inherently multicultural. 

Since Nigeria is still a developing country 
with numerous developmental problems, 
journalists require to be ethically guided to 
ensure that the fabric that holds the nation 
together is not broken, through uncensored 
reportage. The Nigeria social media users must 
be guided by a sense of  cultural sensitivity which 
Itule and Anderson (2008, p. 301) refer to as "the 
awareness of  and sensit ivi ty to the 
manifestation and structures of  diverse cultures 
and their people". It is not everything that one 
sees or feels that should be written and shared, if  
the peace and unity of  the country can be 
maintained.

Again, the multicultural structure of  
Nigeria should be a gain and not a pain. The 
social media can help in unifying the nation by 
drawing the leadership to pursue national goals 
instead of  regional/ethnic, or religious interests. 
National identity can thus be promoted by the 
social media rather than ethnic or group 
identity. Nigerian social media users can use 
their various platforms to address the national 
questions with success as the IPOB achieved the 
sit at home order on May 30, 2017 with 100 per 
cent success. That quiet revolution but 
extremely successful use of  the social media to 
mobilize and promote a group's interest resulted 
in counter reactions by the Arewa Youths of  the 
Northern Nigeria, who ordered the Igbos to 
vacate the North by Sept. 31, 2017 which nearly 
tore the country apart.

Thus, social media became a catalyst for 
social mobilization, but the revolution that 
followed the mobilization was not anticipated, 

hence was not appropriately contained. This 
affirms Dominick's (2013, p. 97) argument that 
"although social media may be the catalyst for a 
revolution, there is no guarantee that their 
revolutionary mobilization will be successful". 
The Nigeria of  2018 is best described as a nation 
in a dilemma, on a precipice of  collapse. 

Since the nation is on the edge of  
disintegration, the social media which provide 
access to all can help the minority tribes in 
Nigeria to express their needs and aspirations. 
The political and religious leaders should pay 
attention to these expressions with a view to 
addressing them instead of  seeing the agitations 
as insignificant because such feelings of  neglect 
can wreak havoc to the peace, unity and progress 
of  the nation and invariably pose a huge threat to 
national integration. Recalling the words of  the 
legendary Black American Civil Rights Activist, 
Martin Luther King Jr., 'injustice anywhere is a 
threat to injustice everywhere'.

A Nigerian deserves to be justly and fairly 
treated for being a Nigerian. In this age of  the 
social media, everyone everywhere has a voice 
and can use it to achieve his or her aspirations. 
Again, the liberty the social media users have 
can be positively deployed in sharing the 
development news in Nigeria as Ezeonyejiaku 
(2018, p. 67) recommends that "developing 
countries should focus more on their 
achievements with vigor and inundate the global 
media sphere with development news and 
information about their region". Sadly, the 
social media users in Nigeria appear to be 
ignorant of  the Nigerian Television Authority 
(NTA)'s identity jingle which is: "NTA: uplifting 
the people, uniting the nation", a message that 
gives credence to the media as instrument for 
development and integration. The social media 
should become useful instruments for uplifting 
the Nigerian people and uniting the nation.

Conclusion
From the analysis and findings above, the 
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researchers conclude that the unguarded nature 
of  the social media and excessive liberty which 
the users have to generate and consume media 
content can breach the peace and unity of  
Nigeria as a nation. This trend, no doubt, 
portends a huge source of  concern on the ability 
of  the social media use in Nigeria to project the 
nation's image in a good light. Now that the 
monopoly of  media use and access has been 
broken with the internet and the social media, 
what is holding the Nigerian social media users 
from using the available platforms to promote 
what is good in their nation? This study thus 
recommends as follows:
  Social media in Nigeria should serve as a 

means of  projecting more of  the richness in 
the cultural heritage of  Nigeria;

  The social media users in Nigeria should be 
guarded via legislation to avoid heating up 
the polity. 

  The social media should be used to mobilize 
the Nigerian populace and leadership at all 
levels to inculcate the value of  patriotism 
and nationalism among her diverse tribes.
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Introduction 
Humans  a re  cons tan t ly  f aced  wi th  
communicational situations where their 
opinions and views have to be exerted. These 
situations are not different from politics as well, 
not just any aspect of  politics but, in particular 
for this study, a debate within the Republican 
Party (GOP)  primaries for the 2016 election, of  
which Donald Trump won a total of  44 debates 
out of  the 56 conducted. Discourse Analysis is 
the study of  language in use. It is the study of  the 
meaning we give language and the action we 
carry out when we use language in specific 
contexts. Language in use has a revolving 
possibility of  meanings as it relates to different 
contexts. Language is therefore not static, or 
unchanging as the same context may have 
varying sets of  meanings or be used for varying 
communications. Language in use performs 

different communicative functions. If  these are 
paired up with the non-verbal cues of  the 
speaker, the horizon of  the functions tends to 
expand naturally (Gee, 2012, p.1). 

Brown and Levinson (1978, p.2) assert that 
sometimes people reserve the term "pragmatics" 
for the study of  language in use and apply 
"discourse analysis" for studying how the 
sentences in  an oral or written "text" pattern 
together to create meaning, coherence and to  
define different genres. This is not the stand of  
this paper. The relationship between pragmatics 
and discourse analysis cannot be so cut on a 
clear line. Looking closely, both aspects account 
for language in use, by using different related 
and unrelated processes. The most related for 
them is the context of  language use. 

Context is  a vital  par t  of  every 
communication. Different contexts can affect 

O R I G I NA L A RT I C L E

Language use is a social process which primarily involves ideological realization. Self  is distinctively instituted and 
re-oriented using popular ideologies. These processes may seem oblivious to other participants in the discourse.  
Language performs distinct socio-identical functions, functions that may include the power waging and class 
distinction. In negotiating social acceptance, this study discovered the use of  language as an “act” and an “art” 
during the Republican Party debate which will be referred to as  GOP (Grand Old Party) debate in this study. This 
debate led to the production of  Donald John Trump, “Donald Trump,” as the GOP's presidential candidate for the 
November, 2016 election. This study purposefully collected responses to questions and approaches of  addressing 
the moderator and his fellow participants in the course of  the debate. The study adopts an eclectic approach using 
two theories: Van Dijk's Social Cognitive Theory and Face Negotiation Theory. The primary sources of  data are two 

thtranscripts of  the debates conducted by Fox news and CNN, held in Cleveland and Detroit respectively on 6  of  
rd thAugust, 2015 and 3  of  March, 2016. These transcripts were retrieved from the Internet on the 15  of  March, 2016. 

The clips were also watched for non-verbal communication but the study is limited to the verbal communications 
used in the debates. The debates lasted for 90 minutes and 97 minutes respectively.  The study discovered that 
ideology is not a private property; Donald Trump used certain processes to negotiate self  and shared ideologies.  
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the same discourse and provide distinct 
meaning for the same cycle of  interactions. This 
then brings to the forefront the importance of  
context, as no utterance or written text occurs in 
oblivion. There must be a context and the 
relating non-verbal activities ranging from gaze 
locking, fidgeting, facial expressions, shared 
beliefs, history or institutions, contextual 
relationship of  communicators among a wide 
range of  other situations. Each context is 
uniquely cut out to portray verbal and non- 
verbal input of  the communicators that helps in 
distinguishing the meaning in one instance as 
against the other. The same strings of  words 
maybe uttered in two different contexts but, 
because of  the relationship between the 
communicators, phonological approach to the 
use of  these utterance, facial expressions and 
gestures, the meaning translated will differ 
widely. This study is concerned with critical 
discourse analysis, a term which can be 
abbreviated as CDA. Fairclough (1989, p.12) 
states that CDA is an interdisciplinary study, 
which requires bringing together disciplines 
whose primary concerns are with material facets 
of  social realities.

Discourse though does not exist in a void. A 
discursive event is a factor of  a given context or 
multiple related contexts and most importantly 
a medium of  social activity. Language thus 
cannot be divorced from the social activity, 
exposure, disposure, disposition, stance and 
values of  its user. It is a privileged medium for 
the communication of  social values and 
ideologies, values of  race, power, class, status 
amongst other factors.

Thus, there is the need for a stance that does 
not take language out of  society or society out of  
language. This birthed the critical linguistic 
school. As critical linguistics developed, it 
evolved to a point where the critical discourse 
analysis school came to exist. Though there have 
been other development within the school of  
discourse analysis, the concern of  this study will 

be critical discourse analysis. "Critical 
Discourse Analysis was attainable due to the 
need for a "critical social science,"  which was 
motivated by the aim to provide a scientific basis 
for critical questioning of  social life in moral and 
political terms for instance, terms of  social 
justice and power" (Fairclough, 1989, p.15). 

Van Dijik (2003, p.353) puts it thus, "CDA 
focuses on the ways discourse structures enact, 
confirm, legitimate, reproduce or challenge 
relations of  power and dominance is society". 
According to Wodak and Chilton (2005), the 
tenets of  Critical Discourse Analysis are 
basically threesome: discourse is a social action, 
Social action constructs social reality (objects, 
situations, identify social relations) and 
discourse is the use of  language. Discourse is 
socially constitutive as well as socially shapes 
(Fairclough, 1995; Wodak,1998). Language in 
use is produced and interpreted by human 
individuals interacting with one another. 
Language can only be interpreted by human 
brains alongside the social values and cues it 
knows and has stored up overtime. (Van Dijk, 
2003, p.102). CDA draws attention to the 
existence of  stereotype categorization in daily 
talk and text. CDA also shows how language 
users categorize behaviour, action and attributes 
(Wodak & Chilton, 2005, p.24). The data was 
collected from transcripts of  the GOP Debate 
which was conducted by the Republican Party 
to enable them to pick their presidential 
candidate for the November, 2016 election. 
There were series of  debates conducted but two 
were selected for the purpose of  this study. 

As well, of  particular interest to this paper is 
the approaches used by Donald Trump. He is a 
prominent businessman, real estate mogul, and 
the brain behind "the apprentice." He is believed 
to be the 133rd richest man in the world; Trump 
won 1441 delegates and 44 debates from the 56 
debates conducted. Some issues have been 
visited over and again across the debates, issue 
ranging from immigration, unemployment, 
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foreign policy, tax clearance remittance. These 
issues in some ways are related and have some 
level of  ties to the present global issue of  
terrorism. Within this study, we will see how 
Donald Trump uses the shared knowledge 
about some of  these factors to his advantage 
while constantly creating a face for himself  and 
diminishing the faces (self-image) of  his fellow 
debaters. Adequately used shared knowledge on 
various concepts can be used to manipulate 
voters. Language is a social weapon, according 
to Bacal (n. d.), confrontation is the way people 
interact with the intent to anger, stand down, 
create unnecessary conflict and berate their 
fellow interlocutors. It involves a wide range of  
common words, Rhetoric, actions, facial 
expressions and gestures to put the other party 
or parties down. It involves the use of  speech to 
convince and manipulate others and, in most 
cases when opposed, the opponent becomes a 
direct object of  mockery.

According to Beard(qtd in Uvehammer, 
2005, p.7) one of  the most used means of  
eliciting approval from the audience since they 
are the target of  the confrontational speaker is 
the use of  a list of  three. This device is believed 
to be attractive to both the speaker and listener 
because it brings out most times values, ideas, 
and issues that are known to both and thus avails 
a joint culture, value, sense of  unity, and 
completeness. It can be repetition of  words, 
strings of  short sentence, proposition. "I have 
employed", I have employed tens of  thousands". 
I have employed and he has never employed 
one." It could also be words that mean the same 
thing or are closely related but in most cases 
these words are thrown as banters to other 
speakers. The confrontational speaker soon 
presents himself  as propagandist. Thus, an 
important feature of  confrontational discourse 
will include the use of  propaganda language.

Mesthrie et al. in Uvehammer (2005, p.10) 
posit that propaganda language involves 
emotional  language,  association and 

connotations, repetitions, stance, posture, body 
language and overt simplification of  reality.

Theoretical Framework 
Brown and Levinson (1978, p.56) first 
postulated the theory of  face negotiation. For 
them individuals or groups from different 
cultural dispositions communicate in different 
ways but primarily in asserting their 
"selfimages" over and above those of  their fellow 
interlocutors. The magnitude of  the threat is 
weighed differently and managed based on 
individual cultural weighing. There is 
constantly the creation of  "faceworks", which 
basically translated to the institution or 
reinstitution of  self  and requires constant 
attention in the course of  a discourse. Ting-
Toomey (2005) emphasized the desire of  a 
speaker to present an ego compliant self-image 
while an opponent drives at diminishing the 
created image (p.78).  These results in different 
cultural conflicting approaches. These features 
basically revolve around choice of  discourse, 
contents of  discourse, relational disposition and 
identity of  participants. The emphasis of  this 
study will be on the verbal use of  dominating, 
avoiding and disintegrating discourse to push 
one's own self-image.

Van Dijk (2003) proposes that relevant 
portions of  knowledge are being activated and 
applied in the understanding of  words and 
sentences, establishment of  local coherence, the 
formation of  overall topics or symmetry, macro 
structures and more generally the generation of  
any kind of  inference, among other aspects of  
discourse about events and actions. We may 
conclude that knowledge in discourse is 
pervasive (p.71). Discourse production and 
comprehension is context- dependent. The role 
of  context in discourse processing should be 
accounted for in terms of  mental models of  the 
relevant dimensions of  the communicative 
event or situations, mental models which Van 
Dijk refers to as "context models". He further 
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proposed that knowledge in discourse 
production and comprehension should be 
managed as a function of  context. Context 
defined as a mental model which needs a special 
knowledge component that represents the 
relevant beliefs of  the speakers and hearers 
about the knowledge of  their interlocutor's 
general knowledge and mutual knowledge of  
communicators, communicative situation 
(p.72). Dijk gives a pragmatic and socio-
cognitive definition of  knowledge as shared 
beliefs satisfying the specific (epistemic) criteria 
of  an (epistemic) community.  He goes on to say 
that a belief  is treated as knowledge in a 
community if  it is presupposed in the public 
discourse of  that community. This provides 
typological variables along which knowledge 
can be specified:

Scope: personal, interpersonal, group, 
organization, nation and culture. 
Specificity:  More or less general or specific 
knowledge
Concreteness: More or less abstract or 
concrete knowledge
Reality: More or less "functional' or 
knowledge about the "real" world.
Firmness: More or less "sure" knowledge

It will be assumed that such personal and shared 
knowledge are shared in mental models in 
episodic memory and these mutually influence 
each other. Van Dijk (2003), bearing in mind the 
relevance of  a cognitive interface between social 
situations and discourse, defines context as the 
mental representative of  the participants about 
the relevant properties of  the social situation in 
which participants interact, and produce and 
comprehend text or talk. The mental 
representation here is called a "context model" 
(Van Dijk, p.75). Context models are not static 
but dynamic. 

Context model uses knowledge. There is 
need for mutual intelligibility on shared aspects 
of  discourse. Knowledge is a critical component 

of  context models, referred to as k-device. It 
brings in sense relation to the communicative 
process, thus agreeing with current theorization 
in cognitive psychology that what participants 
know about an event is represented in a 
subjective mental model of  events (Van Dijk, 
p.76). The K-device of  their context model tells 
participants which of  such event's knowledge 
must be asserted, reminded and presupposed. 
K-device is itself  the controller of  the context 
model and the content models holds central the 
purpose and salient points of  the discourse 
(communicative event).

Van Dijk (2003, p.211) observes that since 
knowledge is generally defined as a shared belief  
of  an epistemic community, such strategy also 
has an empirical basis: if  two people are 
members of  the same epistemic community, 
they share, by definitions, all the general 
knowledge of  that community or concept or 
idea. Certain concepts are not understood by all 
parties and as such ought to be asserted first. The 
main arguments for this theory are as follows: 
Cognition is a necessary interface between 
society and discourse. Subsequent decisions 
taken could be as a result of  certain linguistic 
units used by the communicator that are 
primary on our knowledge. Its effects can be 
seen in actions taken after the discursive event. 
The cognitive structures we deal with are at the 
same time social as is the case for knowledge, 
attitude, ideologies and values. A socio-
cognitive approach to discourse offers a unique 
and necessary interface between the macro 
aspect of  society and the micro aspect of  
discourse and communication.

Methodology  
The study focuses on analyses of  discourse 
within a debate setting of  the Republican Party's 
primaries in the 2016 election, of  which Donald 
Trump won a total of  41 debates from the 56 
carried out. The primary sources are two 
transcripts of  the GOP debates. The transcripts 

NTAtvc J of  Comm. 2019;3(1):251 - 258 254

Ideology, Language, identity and Negotiation in the Presidential Debate by Donald TrumpOCHOGE, A. et al



are 90 minutes and 97 minutes respectively. 
These are transcripts of  debates conducted by 
Fox news and CNN held in Cleveland and 
Detroit on the 6thof  August, 2015 and 3rd of  
March, 2016 respectively. These transcripts 
were retrieved from the Internet on the 15th of  
March 2016. The clips were also watched.

Data Presentation 
Detroit: March 3rd, 2016    DATA 1
Wallace: Sir? Mr. Trump, I'd like you to respond 
…
Trump: This little guy has lied so much ….
Rubio: This little guy has lied so much… 

Trump: Here we go. It's personal.
Trump: I know what's happening with the 

economy, you don't know a thing. 
(Interjects again)

Trump: You haven't employed in your life one 
person.

(Interjects again)
Trump: You haven't employed one person.
Trump: I have employed tens of  thousands of  

people. 
(Cross talk)
Trump: You haven't employed one person.
Trump: … don't worry about, don't worry about 

it little Macro, I will.
Trump: don't issues of  cheques he had issued to 

Hillary Clinton
Trump: Actually, it was for business. I was. It 

was. It was for business

On immigration
Kelly: how flexible are you on the issue of  

immigration?
Trump: Not very flexible. No, not very flexible. I 

give the example. I'm going to build a wall. 
I'm the one that wants the wall. I am the one 
that can build the wall. It's going to be built. 
And by the way, Mexico is going to pay for 
the wall… Mexico is going to pay for the 
wall…. The wall is 50 feet high. It is going to 
be 45 feet or 40 feet. That could very well be. 

That could very well. 
He wants it to be higher. That could very 
well be.

On skilled workers.
Trump: I'm changing. I' changing we need 

highly skilled people in this country.
Kelly: So you are abandoning the position on 

your website. … (Trump interjects) 
Trump: … I'm changing it 
Trump: wrong 
Trump: wrong 
Trump: wrong

DATA 2:
Trump: I have hired tens of  thousands of  people 

over my lifetime. Tens of  thousands…
Rubio: many from other countries instead of  

hiring Americans. Trump interjects Trump: 
be quiet, just be quiet.
On a plan to build a wall between Mexico 
and Mexican government's refusal to 
finance it.

Trump: I will make them, and the wall just got 
10 feet taller, believe me.
We are going to make them pay for that wall. 
Now, the wall is 10 billion US dollars to 12 
billion US dollars, if  I do it. If  these (gestures 
towards the others with his head) guys do it, 
it'll end up costing 200 billion US dollars. 
We can do it for 10 billion dollars to 12 
billion US dollars and its real wall. This is a 
wall that's a heck of  a lot higher than the 
ceiling you're looking at. 

(Looks up with a smile). This is a wall that is 
going to work. Mexico will pay for it… 
Immediately Mexico will pay for the wall.

On His panics 
Trump: I'm just telling you, I'm doing very well 

with Hispanics… I settled my suit… it was 
settled… it was settled up. Very happy, very 
happy, very good people, I am just telling 
you, I'm just telling you that I will do really 
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well with Hispanics. I will do better than 
anyone on this stage.

On religious liberty
Trump: well, let me. Let me. Let me just say… 

let me just say this
Trump: when you say crazy zealot, are you 

talking about you? Crazy Zealot (referring 
to Rubio) - give me a break.
On planned parenthood

Trump: … I'm pro-life. I'm totally against 
abortion, having to do with Planned 
Parenthood. But millions of  women- 
cervical cancers, breast cancer- are helped 
by Planned Parenthood… but they have 
millions of  women going through Planned 
Parenthood that are helped greatly. And I 
wouldn't find it. I will defund it because of  
the abortion factor… but I will defund it, 
because I'm pro-life but millions of  women 
are helped by Planned Parenthood.
On trump even his opponents and audience 
noticed his repetition

Rubio: … I see him repeat himself  every night, 
he says five things, everyone is dumb, he's 
gonna make America great again.

Rubio: … we're going to win, win, win; he's 
winning in the polls. Rubio: every night
(From the audience)
Unidentified male: I tell the truth, I tell the 
truth 
Rubio: he's done it again. (Applause) 

Data Analysis
The major shared knowledge of  importance to 
his study is as follows:

Global terrorism, Unemployment, Mass 
Immigration due to porous border and ongoing 
civil war in Syria, Brussels Airport bombing, 
Donald Trump's net worth and the need for 
"savior".

Their context models are on two scales: the 
micro context model being the debate forums 
and the polls for the primaries, while the macro 

context model is the presidential election of  
November, 2016.

Beard (2000) is of  the opinion that when 
studying the language use in political text, the 
undertone carries the ideology of  the speaker. 
Donald Trump requires that his ideologies be 
accepted, taken and worked with, even though 
he continues to have changes in his stance on 
various issues. More often than not when this 
action on policy fluctuation comes to haunt 
him, he resorts to certain unethical acts. This 
study looks at the response of  Trump to 
interview questions, how he achieves his use of  
confrontational language.

Repetition 
In some cases repetition is used in order to play 
him on an emotional weighting scale alongside 
his opponents, "I have employed tens of  
thousands, you haven't employed one". 
Unemployment has risen in recent times in the 
United States of  America. Donald Trump uses 
short streams of  sentences to trigger this 
reminder in the minds of  his audience. He goes 
ahead to use repetition on his audience and the 
k-device "we will build a wall', taking out time to 
bring in the imagery of  the "wall" even within 
the venue of  the debate. Looks up the roof, 
wears a smile and says "it's gonna be higher than 
the roof  in here, I tell you". Fairclough in 
Mesthrie et al. cited in Uvehammer (2005, p.32) 
points out that in a speaker's quest to create 
political imagery, he uses words that interpret 
power repeatedly. Fairclough argues that it is a 
form of  power "to constrain content: to favour 
certain interpretations and wordings of  events, 
while excluding others …. It is a form of  hidden 
power since the interpretations and wordings 
are those of  power". Trump says "Mexico will 
build the walls", "I will make them do it", "In 
fact the walls just got 10 feet taller". This is 
Donald Trump's opinion.He works around it 
with repetition, without making reference to the 
opinions of  the Mexican government. He takes 
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advantage of  a shared knowledge, a national 
knowledge, the need to be safe, the need to be 
employed, the need to reduce the porosity of  the 
borders to make the audience love him. He sinks 
his ideology into their k-device. This becomes a 
ready tool in even an expected primary. It is 
manipulation, manipulation for the intents of  
the one who has control of  power. The listener 
begins to feel there is an eminent danger lurking 
around and thus the need to "build the walls".

Interjecting 
The debate arena has rules that govern speaking, 
when it is requested of  you to speak, when the 
moderator gives you your time. Trump breaks 
this rule repeatedly, he interjects when the 
moderators are speaking, when his opponents 
speaks, even at the audience. He picks a word or 
string of  words from the speeches of  the 
audience and creates names or results directed at 
his opponent. "Little man", be quiet, when you 
say crazy zealot, are you talking about you? 
Crazy Zealot (referring to Rubio)".

Comparison 
He uses this as a means of  creating a vivid image 
in the minds of  his audience, keying into their K-
device. In comparing the Mexican walls with the 
arena of  the debate, he awakens the heights in 
the minds of  his audience. He refers to Rubio as 
"little man", using his height to represent the 
strength of  his knowledge on issues being 
debated.

Conclusion 
Donald Trump uses specific features to feast on 
the mind of  his audience. He excludes his 
codebaters and hinges on issues that the United 
States of  America has been faced with ranging 
from unemployment to immigration issues and 
free trade zones. He appeals to the masses while 
making mockery of  a system that had been in 
existence. The list of  three; needing to repeat 
himself  three times; in fact, his present slogan 

arose as a result of  continuous repetition: "I will 
make Americans great again". Has American 
really lost her greatness? He uses short targeted 
sentences; using word play to manipulate the 
audience and, repetition.

Discourse and discourse structures are 
monitored by our k-devices. Trump uses 
rhetoric skills and show of  power to plant and 
paint vivid pictures in the minds of  audience. 
The main theme could be said within every 
string of  sentence for emphasis. This reflects on 
the knowledge of  the listeners and appeals to 
their desires for safety in the instance of  the 
"wall" the "Mexican wall". He exudes power 
with his gestures and previous shared 
knowledge. These factors and his choice of  style 
was used to achieve every politician's dream; 
win thus far.
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Introduction 
Celebrities' endorsements have become 
increasingly popular in the political landscape 
of  many democracies. Researchers worldwide 
have reported the increased involvement of  
celebrities in political campaigns as endorsers of  
parties, candidates and issues (Chou, 2014; 
Stechova & Hajeck, 2015). However, the 
motives behind celebrity endorsements are clear 
cut: political actors co-opt celebrities' fame to 
motivate people to cast votes for them, as well as 
to influence their attitudes and voting 
tendencies (Chou, 2015). Celebrities serve as 
information shortcuts of  the candidates whom 
they either explicitly support or have formally 
endorsed. Popkin (1991) as cited in Wang and 
Luo (2016) states that taking advantage of  their 
own name recognition, celebrities can make 
public performances on behalf  of  the candidates 
who seek political offices or seek to change an 
ideology. In most cases, they attend public 
conferences to voice their support and more 
recently they can tweet their endorsement to 

their millions of  followers or make positive 
statements on their Facebook pages.

Garthwaite and Moore (2012) note that the 
process by which individuals develop a 
connection with celebrities and increase the 
likelihood that the viewer will perform the 
behavior advocated by the celebrity is called 
'identification'. Identification is a major 
component of  the persuasion process by which 
celebrities influence audience behavior. They 
also observe that young adults have been 
disengaged and apathetic towards political 
processes, perceiving voting mostly as a "waste 
of  time".Brubaker (2012) notes that celebrities 
and politicians offer each other something that 
they individually lack. Elected officials have 
credibility, but are often not loved, and 
celebrities are well admired and loved, but do 
not often have credibility or respectability to 
their names. However, working together allows 
for each participant to 'win'. Celebrities are 
portrayed as caring about something greater 
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than them, while politicians' interaction with 
celebrities helps to humanize them.

Historians have traced the role of  celebrities 
in politics back to the 1920 election, when 
Warren Harding was endorsed by film stars 
including Lillian Russell. In 1960, John F. 
Kennedy was endorsed by Rat Pack members, 
Sammy Davis Junior and Dean Martin (Sable, 
2017).  Both Hillary Clinton and Donald Trump 
were endorsed by an army of  celebrity 
supporters. Some Clinton's high-profile 
endorsers include LeBron James, Khloe 
Kardashian, Beyonce and Snopp Doggy, etc. In 
contrast, some of  Trump's supporters include 
Tom Brady, Hulk Hogan, Tim Allen, Chuck 
Norris and Mike Tyson Zubcevic-Basic (2016) 
observes that Oprah Winfrey's endorsement of  
Obama in 2008 was found to increase overall 
voter participation and number of  contributions 
received by Obama, and an estimated overall 1 
million additional votes.

Similarly, that trend was followed in Nigeria 
in 2011. Then, the creative industry had queued 
behind former President Goodluck Jonathan to 
win the 2011 election. A careful observation of  
the country's political space will show that 
celebrities have gradually assumed prominent 
role in this dispensation.  Since the 2011 general 
election campaigns, Nigerian actors, actresses, 
musicians and even comedians have been 
engaged as political tools. Most of  them are now 
campaign officers as they go about endorsing 
politicians, believing that their popularity and 
influence would compel voters to accept 
whomever they have endorsed even without 
giving reasons for their endorsement.

Celebrities are persons who enjoy public 
recognition by a large group of  persons. 
Basically, a celebrity is described as any famous 
and influential person that is admired and much 
spoken about by most people in a society. A 
celebrity endorser is any individual who enjoys 
public recognition and who uses this 
recognition on behalf  of  a consumer good by 

appearing with it in an advertisement 
(McCracken, 2012).It has been observed that 
the products endorsed by celebrities help them 
to standout and get more noticed while 
shopping due to their improved level of  product 
recall (Bowman, 2012). The results of  the study 
conducted by O'Mahony and Meenaghan 
(2014) designate that a consumer holds by and 
large a positive attitude towards celebrity 
endorsements.

Anazia (2015) remarks that, in the build up 
to 2011 election, notable celebrities and 
entertainers including OnyekaOnwenu, Sam 
Okposo, Stephanie Okereke, Bob Manuel 
Udokwu, SegunArinze, Felix Liberty, Yinka 
Davies, Daddy Showkey, D'Banj, Wande Coal, 
Weird MC Sasha P and many others drew 
attention of  the public to the candidature of  
President Goodluck Jonathan. For instance, 
D'banj, during the electioneering process had 
the rare privilege of  interviewing President 
Goodluck Jonathan, who was the standard 
bearer of  the People's Democratic Party (PDP), 
while the Francis Duru-led group joined other 
celebrities at the Eagle Square, Abuja to perform 
and pledge their support for Jonathan.

Recent ly,  dur ing  the  Osun State  
gubernatorial election which was held on 22nd 
September 2018, David Adedeji, Adeleke, better 
known by his stage name as Davido campaigned 
for the People's Democratic Party candidate 
who is his uncle, Senator Ademola Adeleke. 
Prior to the elections, Davido canceled his 
remaining tour dates in the United States to 
return to Nigeria to campaign for his uncle. 
Ibironke, (2018) observes that the influence of  
Davido on the election was widely rumored, but 
it was first brought to view at the rallies held in 
parts of  the States such as Iwo, Ilesa, and 
Osogbo where his presence attracted a mass of  
people, giving the rally a view of  a sold-out 
concert. The singer showed up for the rallies in 
company of  his cousins (some who are also 
entertainers) and members of  his record label. 
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He treated the audience to sessions of  thrilling 
musical, performances, while also charging 
them to cast their votes for his uncle.

Premium Times Newspaper described him 
as the 'star attraction on his uncle's campaign 
trail'. Also, Senator Ben Murray Bruce 
acknowledged the influence of  Davido during 
Osun gubernatorial election. The Senator wrote 
in a Twitter post: "Dear@iam Davido, anyone 
that has a son or a nephew like you does not even 
need Federal power. God has blessed that person 
with a power mightier than that wielded by the 
clueless@officialAPCNg. The@officialPDP 
Nig has a lot to be grateful to God over you and 
your steadfastness".

Moreso, Davido continued the rally on 
social media, a platform where he is first to be 
reckoned with on the continent and regions 
outside of  it. He used the medium to feed his 
mass of  followers with information relating to 
political developments, campaign activities and 
election updates. Ibironke (2018) states that of  
all of  these social media roll-outs, perhaps the 
most effective is Davido's election-day 
commentary on social media, particularly on 
Twitter where he mounted pressure on 
Independent National Election Commission 
(INEC) and President Muhammadu Buhari to 
be  transparent with the election process. Many 
believe that Davido's action contributed 
significantly to the global interest in the election, 
making it difficult for any interest group with 
dubious intent to influence the election. In the 
end, the PDP candidate won in the first ballot by 
a slim margin. However, INEC failed to declare 
Senator Adeleke winner on the grounds that his 
margin of  win over APC was less that the total 
number of  votes canceled. It subsequently 
ordered for a fresh election during which the 
APC candidate won the election.  

Osun State gubernatorial election has come 
and gone, despite the role played by Davido in 
the election. Researchers are of  the opinion that 
the use of  celebrities as endorsement icon 

c a n n o t  i n f l u e n c e  e l e c t o r a t e  d u r i n g  
electioneering. It is against this background that 
this study examines the use of  celebrities as 
endorsement icons in political campaign with 
particular reference to Osun State 2018 
gubernatorial election.

Statement of the Problem
Although some studies have investigated the 
influence of  celebrity endorsements on products 
or brands (Bergkvist&Zhou, 2016; Erdogan, 
1999; Knoll &Mathes, 2017), little research has 
been conducted on such endorsements with 
respect to political campaign in Nigeria. The few 
studies that are available were carried out 
outside Nigeria (Becker, 2013; Chou, 
2014;Becirovic&Martin, 2010;Nownes, 2012). 
An attempt to fill this literature gap prompted 
this study. Thus, this study seeks to assess the use 
of  celebrities as endorsement icons in political 
campaign, a study of  Davido in Osun State2018 
election.

Research Questions
1. To what extent were the electorates in Osun 

State exposed to the use of  Davido as an 
endorsement icon by the PDP during the 
2018 gubernatorial election?

2. What is the perception of  Osun State 
electorates on the use of  Davido as an 
endorsement icon by the PDP during the 
2018 gubernatorial election?

3. To what extent was the voting decision of  
the electorates in Osun State influenced by 
the use of  Davido as endorsement icon by 
the PDP during the 2018 gubernatorial 
election?

4. What other factors influenced voters' voting 
decision during the 2018 Osun State 
gubernatorial election apart from the use of  
Davido as endorsement icon?

Research Hypotheses
H0: The use of  Davido as an endorser has no 
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influence on the residents voting decision during 
the gubernatorial campaign
H1:   The use of  Davido as an endorser has an 
influence on the residents voting decision during 
the gubernatorial campaign

Review of Related Literature 
An election is a process in which people vote to 
choose a person or group of  people to hold an 
official position. Obiyan and Afolabi (2013) see 
elections as a set of  activities leading to the 
selection of  person(s) out of  many to serve in 
positions of  authority. They contended that 
elections are viable instruments for fine-tuning 
the workings of  democracy and consummating 
representative government, and being a means 
of  leadership turn-over. As Agbaje and 
Adejumobi (2006) have noted, elections are an 
expression of  the people's sovereign will, 
helping to confer legitimacy on political 
leadership. Akindele (2011), however, notes that 
elections are not just what happen on the 
election day, but are subsumed in a process 
which encompasses activities before, during and 
after elections. According to him, it includes the 
legal and constitutional framework of  elections, 
the registration of  political parties, party 
campaigns, the activities of  the electronic and 
print media in terms of  access; campaign 
financing, the activities of  the security agencies 
and the government in power. 

Political campaign is an organized effort 
which seeks to influence the decision-making 
process within a specific group (Asemah, 
Nwamouh, & Edegon, 2014). In political or 
electoral campaigns, representatives are chosen 
or referendums are decided. In modern politics, 
the most high profile political campaigns are 
focused on candidates for the position of  head 
of  state or head of  government, usually a 
President or Prime Minister. The campaign 
messages often contain the issues that the 

candidate intends to share with the electorates. 
Asemah, Nwammuo, and Edgoh (2014) 

observe that the campaign messages often centre 
on policy issues, summaries of  the main ideas of  
the campaign, and are often frequently repeated 
to create a lasting impression in the minds of  
voters. Most campaign messages are detailed in 
order to attract the largest number of  voters.

Political campaign is the practical 
manifestation of  'politicking' in the electoral 
process (Okoye, 1996, cited in Okoli & Iortyer, 
2014). It involves an effort to persuade or 
dissuade prospective voters in an attempt to gain 
partisan advantage in the electoral process 
(Bassey, 2013). Chile (2011) notes that 
campaigns refer to a systematic effort in 
coordinating all relevant activities, over a long 
period of  time, to obtain a specific allen 
compassing objective. In agreement with this 
position, Okoli and Iortyer (2014) opine that 
electioneering/political campaigns mean the 
sum total of  activities by which politically 
interested actors seek to canvass and win votes 
for a preferred candidate or political party. It 
also involves the partisan activities of  the 
opposition party or parties dedicated towards 
wresting power from the incumbent party 
through strategic campaigns and mobilization. 
This means that political campaign has to do 
with political parties engaging in purposeful 
activities geared towards winning both the 
confidence and votes of  voters in an election.

Mamah (2009) says celebrities have always 
been the calmest method to attract the 
consumers because of  their mass appeal. 
Celebrity endorsements do influence the target 
audience and make them loyal towards the 
brand. It is also a channel of  product statement 
in which a personality acts as the brand's speaker 
and verifies the product's privilege and place by 
prolonging his/her personality, fame, position 
in the society or knowledge in the field to the 
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product. Celebrity endorsement is the 
promotion approach to draw customers. They 
also have that skill to attract and sustain 
attention by their presence in adverts. Most of  
the time consumers buy a product not because 
of  the product itself  mainly but because of  the 
presence of  their favourite celebrities in the 
advert. These celebrities enjoy great public 
appreciation and have a prevailing effect upon 
endorsing goods or services (Knight &Kim, 
2007). Celebrities world over are known for their 
efforts at bringing change, and not the money 
they make.

Davido with fans and supporters during a rally in 

Ilesha

However, in Nigeria the 2015 general election 
witnessed an upsurge of  celebrity endorsement 
in politics. Before now, celebrity endorsement 
had been limited to advertisement of  goods and 
services. Many researchers have explored the 
area of  celebrity endorsement to identify its 
impact on the electorates (Garthwaite &More, 
2008). In contrast, there has been little effort to 
understand what effect these endorsements have 
on political outcomes. Celebrity endorsement in 
politics can also be traced to America. 
Historians have been able to trace celebrity 
endorsement in politics to the 1920 American 
presidential election where Warren Harding 
received endorsement from several American 

film stars (Morello, 2001). Many presidential 
campaigns in America have witnessed celebrity 
endorsement. In 1960, John F. Kennedy 
received endorsement from 'Rat Pack' members 
(Mortman, 2004).When the current president 
of  America declared his interest to run for the 
presidency in 2007, few months later he was 
endorsed by prominent American talk show 
host, Oprah Winfrey (Garthwaite &More, 
2008).

According to Anazia (2015), about 194 
celebrities worked towards the election of  the 
first US Black President. And the reason 
basically was to bring change - a trend that was 
followed in Nigeria in 2011. Then, the creative 
industry had queued behind President 
Goodluck Jonathan to win the 2011 election. 
Some prominent Nigeria musicians such as 
Timaya, Onyeka Onwenu, Sam Okposo, 
Stephanie Okereke, Bob Manuel Udokwu, 
SegunArinze, Felix Liberty, Yinka Davies, 
Daddy Showkey and Dbanj endorsed him.

The 2015 presidential election witnessed an 
increase in celebrity endorsement, most of  
whom were prominent Nollywood actors and 
actresses, footballers and musicians. These 
celebrities followed the campaign train of  
whoever they endorsed. Some also used the 
social media platform to endorse their 
candidates. Short videos were produced and 
uploaded on Instagram, Facebook, YouTube or 
short messages written on their Twitter handle 
for their followers to either 'like', 'comment' or 
'share'.

There are few research showing a link (in 
some cases lack thereof) between celebrity 
endorsement and voters' behavior. Garthwaite 
and More (2008) citing Stratmann (2005) assert 
that endorsement is one area of  research where 
little empirical work has been done with result 
of  the research showing that endorsement by 
celebrities or other political figure can have a 
direct or indirect effect on election outcome. A 
classic example of  the lack of  effect of  
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endorsement worth citing is the defeat of  Barack 
Obama by Hilary Clinton in the 2008 
Massachusetts Democratic Primary. Obama 
was endorsed by prominent celebrities in that 
region, yet he went ahead to lose the state by 15 
percent (Younge, 2008). This is also another 
area Nigeria political communication has been 
inf luenced by the American political 
communication. The uses of  celebrities in 
political rally seem to have become a norm as 
observed in the 2015 general election. These 
celebrities entertain the masses before ushering 
in their political master on the podium.

Influence of Celebrities on Consumer/Voters: An 

Empirical Review
The presence of  a celebrity in an advertisement 
is likely to be influential in the purchase of  a 
product. To this extent, a favorable celebrity's 
presence and convincing value ironical given by 
such a celebrity may persuade the consumer to 
purchase the product. Product firms exploit the 
influence of  celebrities and hire them to 
advertise their products. As well-known 
individuals are immediately recognized and 
draw consumer interest, they can bring attention 
to a product in a way that no other type of  
advertising can. As long as the celebrity is 
reliable, he or she can help to lend 
trustworthiness to a product and influence the 
way it is perceived. Many consumers believe 
that if  a product is good enough for a star, it is 
good enough for them. Cooper (1984), and 
Dean and Biswas (2001) found that 
advertisements featuring a celebrity deliver a 
higher degree of  appeal, attention, recall rate 
and possibly purchase, compared to the 
advertisements without celebrities.

Dolan (2018) found that celebrities whom 
people feel positively toward are able to 
influence what people think about specific 
political issues on which the celebrity has taken 
a position. He observes further that in an 
increasingly fragmented celebrity world, some 

celebrities are well-known and liked by only 
some people, and it is among these people we 
should expect them to have political influence.  
According to Rumble and Young (2018), a 
research conducted by the University of  
Maryland credits Oprah with bringing Barack 
Obama more than a million votes in the 2008 
Democratic Presidential primary process.Also, 
Hultin (2018) notes that celebrities can heavily 
influence their fans' opinions. When a fan 
admires a celebrity and looks up to them, they 
usually value their opinions and tend to agree 
with their thoughts.

The image celebrities project to consumers 
can be just as important as their ability to attract 
attention. An interesting perspective on 
celebrity endorsement and how they impact on 
consumers was developed by McCracken 
(1989). According to this model, a celebrity's 
efficacy as an endorser depends on the socially 
assimilated meaning he or she brings to the 
endorsement process. Each celebrity contains 
many meanings, including status, class, gender, 
and age as well as personality and lifestyle.

Political advertising has the potential to 
serve as a valid source of  information about the 
candidates during a political campaign. 
Numerous studies have shown that voters 
exposed to political adverts on mass media 
retain knowledge and information about the 
candidates, such as their names, stance on issues 
or image attributes. According to Opeibi (2006) 
since 1990, when Nigerian politicians became 
aware of  the power and effectiveness of  political 
adverts, they have been using it as a major 
persuasive strategy in canvassing support during 
elections. He asserts that factors such as the level 
of  education of  voters, political literacy, 
contents and structure of  the adverts, 
personality of  the sponsor among other things 
may influence political campaigning on 
electorates.

Similarly, Olatunbosun (2007)studied the 
perception of  people of  voting age on 
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gubernatorial campaign adverts in Oyo State, 
South West Nigeria and found that radio 
advertisements helped voters to remember their 
candidates, influenced their voting choice and 
that demographic status such as education relate 
to people's perception of  radio advertisements. 
In their study, Spencer and Weaver-Lariscy 
(1993) found that the growth of  political 
advertising has drawn attention of  many 
researchers. Most research has tried to find its 
effectiveness on "cognitive, affective, and 
conative components of  voters' responses, but 
the results of  the research are inconsistent.

Udeze and Akpan (2013) studied the 
influence of  political advertising messages on 
the choice of  governorship candidates by the 
electorate in Imo State, South East Nigeria, in 
2011 governorship election in the state and 
found that the electorate in Imo State was well 
exposed to political advertising; that radio was 
the most effective channel for political 
advertising; and that the respondents were 
influenced in their choice of  candidates to the 
extent that they perceived such messages to be 
credible. Results of  the study showed that 83% 
of  the 120 respondents surveyed were well 
exposed to political advertising, while 58% of  
them were influenced in their choice of  the 
gubernatorial candidate.

Uzochukwu, Ugwoke and Obi (2016) 
examined framing of  the 2015 electoral 
campaign issues by selected Nigerian 
newspapers. The aim of  the study was to find 
out the issues prioritized by the print media 
during the 2015 election period amidst the 
numerous campaign messages from different 
politicians and political parties. Using content 
analytical method, the study found out that the 
issues promoted by the papers were not good for 
democracy and national development. Manifest 
and latent contents indicated dominant 
campaign messages were mostly along ethnic 
sentiments, political rivalries, opposition 
politics and hate messages against issue based 

political discourse. The paper recommends that 
journalists should re-appraise and attach 
significance to issues that best guide the 
electorate's thoughts for candidate with the best 
leadership prospects and national interest.

Theoretical Framework

Source Credibility Model
This theory was formulated by Carl Hovland 
and Walter Weiss in 1951. The theory holds that 
the supposed reliability of  the initiator controls 
how the receiver will respond to the message.  
This implies that the attitude that the audience 
display when they receive a message to a large 
level is dependent on how they see the source - 
how and what they see the source to be.

The source credibility model is relevant for 
this study because the theory reveals that 
individuals are more expected to be influenced 
once the source presents itself  as credible. This is 
true because celebrities are seen as role models 
and many people tend to trust them and desire to 
be like them. This theory helps to show how 
people will most likely be influenced to buy or 
patronize goods or services that are endorsed by 
celebrities because they have been seen as 
credible people in the society.

This theory has some models guiding it. 
These models are: the Factor model, the 
Functional model and the Constructivist model. 
The factor model decides as to what degree the 
beneficiary judges the source as credible. In this 
case, the consumer will be the one to judge 
whether the source of  the information is 
reliable. For example, David Adeleke (Davido), 
a Nigerian musician, is one of  the celebrities that 
quite a number of  people love and respect.So if  
Davido tells people to vote for a particular 
candidate and that the candidate is good and 
will deliver or make the people happy, obviously 
these people will decide to vote for that 
particular candidate endorsed by Davido 
because the source of  the information is 
credible. The functional model sees the validity 
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as to how much a source fulfills individual needs 
while the constructivist model investigates what 
the receiver does with the source's suggestion.

Research Design
The research design used for the study was the 
survey. The research assessed the use of  
celebrities as endorsement icons in political 
campaign, a study of  Davido in Osun 2018 
election. The study focused on the voters'/ 
electorates' personal opinions regarding how the 
celebrity endorsement affects electoral 
campaign. Questionnaire was used to gather 
statistical data for the research because of  the 
nature of  the population of  the study.

Population of Study
According to the National Population Census 
that was held in 2006, Osun State has a 
population of  3, 416,959. Therefore, for the 
population study, the researcher used 
population projection formula propounded by 
Owuamalam (2012).

Projected population for Osun:
PP = GP x PI x PT
Where PP = Projected population 

GP = Given population
PI =   Population increase index 
PT = Period between given population and 
the year of  study

Therefore, PP =?
GP = 3, 416, 959 x 3.2 x 12 
Therefore, PP =? 
GP = 
PI   =  3.2/100 = 0.032 
PT  =  2006 to 2018 = 12
PP  =  3, 416 959 × 0.032 X 12

=  21312112.3

Therefore, PP + GP
= 23,414, 959 + 1312112.3 
= 4, 729, 071.3 (Actual population).

Sample Size
A sample of  400 was drawn using Taro Yamane 
formula. The Taro Yamane method for sample 
size calculation was formulated by the 
statistician Taro Yamane in 1967.

Sampling Technique
For this study multi-stage sampling method was 
used. This was to allow the respondents of  Osun 
State residents to have equal chances of  being 
elected and this enabled the researchers to 
obtain a total of  400 respondents. Osun State 
has 3 senatorial districts which are: Osun 
Central, Osun East and Osun West. The State 
has 30 local governments. The selection was 
divided into three stages.

The first stage of  sampling involved use of  
cluster sampling.  Osun State was clustered into 
three senatorial zones, which leaves Osun 
central with 10 local governments (Boripe, 
BoluwaduroIfelodun, Ila, Ifedayo, Irepodun, 
Orolu, Odo-otin, Olorunda and Osogbo), Osun 
East with 10 local governments (Atakumosa 
West, Atakumosa East, Ife Central, Ife East, Ife 
North, Ife South, Ilesa West, Ilesa East, 
Obokun, Oriade ) and Osun West  with 10 local 
governments (  Aiyedade, Aiyedire, Ede North, 
Ade south, Egbedore, Ejibgo, Irewole, Isokan, 
Iwo and Ola-oluwa).

The second stage involved random picking 
of  one local government from each senatorial 
district. For Osun Central, Osogbo local 
government was picked; for Osun East, Ife 
North local government was picked; for Osun 
West, Ede North local government was picked. 
At the third stage one community was randomly 
picked from each local government. In Osogbo 
local government, Ile-Ife community was 
picked; in Ife North local government, Ajala 
community was picked; and in Ede North, Bara 
community was picked. At the fourth stage, 
purposive sampling was used to pick adult 
members who are from 18 years from each of  
the communities and at this point, 400 copies of  
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questionnaire were divided into 3 halves with 
figure (133.333). Thus the sample covers the 
whole of  Osun State.

Data Presentation, Analysis and Results

Discussion of Findings 
The quantitative data generated were presented, 
analyzed and discussed. The essence of  the 
discussion is to give the data collected and 
analyzed meaning. For clarity, the discussion is 
done in line with the research questions raised in 
the study.

Research Question One
To what extent were the electorates in Osun 
State exposed to the use of  Davido as an 
endorsement icon by the PDP during the 2018 
gubernatorial election?

In this research question, the researchers 
sought to find out whether electorates in Osun 
State were exposed to the use of  Davido as an 
endorsement icon by the PDP during the 2018 
gubernatorial election. From the data obtained, 
132 (33.0%) of  the respondents were exposed to 
the use of  Davido as an endorsement icon by the 
PDP during 2018 gubernatorial election to a 
very large extent, 116 (29.0%) respondents  
indicated to be exposed to a large extent, 24 
(6.0%) said they were exposed to a low extent, 
while 36 (9.0%) of  them were exposed to a very 
low extent and 92 (23.0%) of  the remaining 
respondents couldn't say they were exposed to 
the use of  Davido as an endorsement icon by the 
PDP during 2018 gubernatorial election. 

This implies thata majority of  the 
respondents (132) were exposed to the use of  
Davido as an endorsement icon by the PDP 
during 2018 gubernatorial election. Ojekwe 
(2016, p.18) found that Lagosians were exposed 
to Ambode 2015 election campaign due to 
influential roles of  celebrities such as Banky 
W.,Skales, Yemi Alade, Desmond Elliot, 
Flavour, Olamide and Ice Prince among others. 
"These campaigns explored celebrity 

endorsement and emotions to appeal 
specifically to the younger voters. In the 'I 
believe video, every social class and ethnic 
background was represented.”

Research Question Two
What is the perception of  Osun State electorates 
on the use of  Davido as an endorsement icon by 
the PDP during the 2018 gubernatorial election?
The quantitative data revealed that144 (36.0%) 
of  the respondents strongly agreed that the use 
of  Davido as an endorsement icon during the 
2018 Osun State election was enriched by the 
campaign process, 136 (34.0%) respondents 
indicated that the use of  Davido as an 
endorsement icon during the 2018 Osun state 
election was enriched by the campaign process 
to a certain extent, 56 (14.0%) said they were 
undecided as to whether the use of  Davido as an 
endorsement icon during the 2018 Osun state 
election was enriched by the campaign process 
or not, while 29 (7.3%) of  them declined as to 
whether the use of  Davido as an endorsement 
icon during the 2018 Osun state election was 
enriched by the campaign process and 35 (8.8%) 
of  the remaining respondents strongly disagreed 
to it. 

This shows that a majority of  the 
respondents (136) agreed to a large extent that 
the use of  Davido as an endorsement icon 
during the 2018 Osun state election was 
enriched by the campaign process. These 
findings support Alake's (2018) assertion that it 
is without question that Davido's presence in the 
Osun election campaigns enriched the 
campaigns rallies as he was present in almost all 
parts of  the state campaigning for his uncle, and 
it is without question that Davido influenced the 
landscape of  Osun gubernatorial elections, 
simply by his presence in most rallies and social 
media presence.

The influence of  Davido on the election was 
widely rumored, but it was first brought to view 
at the rallies held in parts of  the state such as 
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Iwo, Ilesa, and Osogbo where his presence 
attracted a mass of  people, giving the rally a 
view of  a sold-out concert. The singer showed 
up for the rallies in company of  his cousins 
(some who are also entertainers) and members 
of  his record label, treating the audience to 
sessions of  thrilling musical, performances, 
while also charging them to cast their votes for 
his uncle. 

Research Question Three
To what extent were the voting decisions of  the 
electorates in Osun State influenced by the use 
of  Davido as an endorsement icon by the PDP 
during the 2018 gubernatorial election?

This data indicates that a majority of  
(56.0%) respondents agreed that they were 
positively influenced into voting for a candidate 
because he was endorsed by Davido, while 
44.0% (176) respondents responded negatively 
that they were not influenced into voting for a 
candidate because he was endorsed by Davido. 
This means that a majority of  the respondents 
were influenced into voting for a candidate 
because he was endorsed by Davido. The 
hypothesis test also supports these findings. This 
finding validates the use of  source credibility 
model in the study. The theory holds that the 
supposed reliability of  the initiator controls how 
the receiver will respond to the message.  This 
implies that the attitude that the audience (Osun 
voters/electorates) display when they receive a 
message to a large level is dependent on how 
they see the source (Davido); and how and what 
they see the source to be.

Research Question Four
What other factors influenced voters' voting 
decision during the 2018 Osun State 
gubernatorial election apart from the use of  
Davido as endorsement icon?

This question sought out to know if  the 
respondents were influenced by other factors or 
persons during the election. The data reveals 

that56 (14.0%) respondents were influenced by 
political party during the election, while 29.0% 
116(26.0%) respondents were influenced by 
their family during the election and 57.0% 228 
(57.0%) were not influenced by other factors or 
persons during the election. This means that a 
majority of  the respondents were not influenced 
into voting for a candidate that was not endorsed 
by Davido. This finding supports Khatri (2006) 
observation that there are chances that the 
celebrity is remembered more than a brand. He 
further explained that a cyber-media research 
study reveals that 80% of  the respondents 
approached for research remembered the 
celebrity but could not recall the brand being 
endorsed.

Summary of Findings
The findings showed thata majority of  the 
respondents were exposed to the use of  Davido 
as an endorsement icon by the PDP during 2018 
gubernatorial election. It was found that a 
majority of  the respondents agreed to a large 
extent that the use of  Davido as an endorsement 
icon during the 2018 Osun State election 
enriched the campaign process. Further findings 
revealed that most of  the respondents were 
influenced into voting for a candidate because 
he was endorsed by Davido and they were not 
influenced into voting for a candidate that was 
not endorsed by Davido. 

Recommendations
Based on the findings of  this study, the 
researchers recommend the following:
1. Electorates should not vote a candidate 

based on celebrity endorsement, but rather 
consider other factors such as the person's 
ability and his antecedents.

2. The electorate should vote based on their 
conscience and who they feel can deliver the 
dividends of  democracy.

3. Electorates should be open to receiving 
political information so they can make 
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better and informed choices.
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Introduction
The media is saddled with the responsibility of  
informing, entertaining and educating (Folarin, 
1998). However, in recent times, it is apparent 
that the educational role of  traditional television 
has waned, with the Internet and cable 
television taking over. Most youth now use 
television strictly for its entertainment value and 
nothing more. Years back, television series such 
as 'I need to know' (which highlighted the need 
for sex education) and Izozo (which highlighted 
the danger of  trafficking and prostitution) were 
shown on Nigerian Television Authority 
(NTA). In recent time, the series Ajochi shown 
on African Family Channel on cable satellite 
highlights the rich culture of  the Idoma people. 
These programmes contributed to serving the 
three core values of  Television (Education, 
Information and Entertainment), which kept 

the society in a state of  balance. However, 
Nigerian Television producers of  today, keen on 
attracting more viewership, have seemingly 
ignored the need for proper education and have 
promoted the use of  wrong English in 
programmes making spoken English difficult 
among Nigerian youths and encouraging a 
sharp rise in the use of  Pidgin English across the 
country.  

TV has developed an indispensable basis in 
providing citizens with information about the 
global world, as it offers to them elementary 
realities about life, individuals, society, and 
authority. According to Gerbner (2002), 
television series have shown fiction, drama, and 
news; whether in a realistic manner, fantastic, 
tragic, or comic, all depends on the creative 
treatment given to it by the director. The aim is 
to use the best context for the dissemination of  

O R I G I NA L A RT I C L E

The normal functions of  the media have remained to entertain, to educate and to inform. Television is a pervasive 
media that has a one-on-one effect on its viewers. With the rise of  the cable television, there has been increased 
programming on stations across the world. Thus contents featured are of  various forms. Some are designed to 
educate and to correct social ills, while others are simply to entertain. In Nigeria, the popular comedy series 'Jenifa's 
Diary' appears to have emerged the number one television series watched in the country. The concern of  this research 
work is how it has impacted on the language usage among youths in Nigeria, who are the major consumers of  this 
production. One of  the key characteristics of  the lead character is her poor fluency in English (thus relying on Pidgin 
English to communicate) and her crude approach to issues. Though the themes of  the programme are designed to 
convey positive values to its viewers, 'Jenifa' might be eroding the proper English speaking habit of  the average 
Nigerian Youth viewing the show. This research is grounded upon Gerbner's Cultivation theory, and it employs the 
survey method. The work has a sample size of  200 which was obtained using the random sampling method. The 
research showed that viewers eventually learn from the morals of  the stories. It also showed that most viewers watch 
it for the humour. A percentage of  viewers show that the show has affected their English negatively, but most say it 
hasn't affected their spoken English. Many indicated that the programme has increased their sense of  personal value.
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values and moral inan acceptable and enjoyable 
fashion. The Nigerian television series Jenifa's 
Diary has been able to achieve this in its delivery 
over the last few years.

Jenifa's Diary was first aired on 15th April 
2015. It documents the life of  Jenifa, a school 
dropout-turned hairdresser. The multi season 
comedy is currently ongoing on both cable and 
local television stations across Nigeria. The 
programme is produced by Funke Akindele 
Bello (who features as the lead character, 
Jenifa), and directed by Abdulrasheed Bello 
(JJC Skillz). The main character, Jenifa, is 
known for her hilarious and grammatical 
blunders (Ajayi, 2018).The programme has 
enjoyed lots of  viewership from youths, who 
have a cult like followership to the programme 
and have subscribed to various online platforms 
to follow the series (Uwah, 2011). The series 
draws attention to widespread social ills with the 
optimism that such consideration will hopefully 
assist relevant social agencies handling those ills 
subsequently.  Most Jenifa's Diary viewers focus 
mainly on the main character's poor linguistic 
expressions, thereby neglecting the macro level 
(ideology) implications of  the contents of  the 
series.

Statement of Problem 
In a report by the cable, the number of  children 
who were out of  school in 2010 was 10.5 million 
This figure increased to 13.2 million in 2015 as 
revealed by a Demographic Health Survey 
conducted by United Nations Children Fund 
(UNICEF) (thecable.ng). This is very 
worrisome and there is a need for urgent action. 
Most of  these children are in Nigeria's northern 
states of  Borno, Yobe and Adamawa, where 
Boko Haram insurgents have disrupted 
academic activities.

Educational television programmes could 
aid in the reeducation of  this large statistics that 
is worrisome. Television series producers could 
take the bold step by producing instructional 

television shows that will combine both 
educational values and also entertainment, side 
by side. This will enjoy larger viewership across 
board, due to the rich communication value 
presented.  

It is pertinent to note that the use of  Pidgin 
English is taking a new dimension, and has 
become more or less a new official language 
used in all sections of  the Nigerian society. This 
has brought about ineffective communication 
process among individuals who do not actually 
understand and are able to speak this language. 
In its ability to shape people's moral values and 
general beliefs about the world, Jenifa's Diary 
has likely lured most of  its viewers into using 
incorrect English in their daily interaction with 
one another. The playful portrayal of  Jenifa has 
the potential of  bringing about ineffective 
communication and also subtly accentuating 
the use of  wrong English among most youths 
via imitation. 

This research work seeks to assess the 
impact of  such Pidgin English shown on 
theNigerian Television series Jenifa's Diary on 
the English communication of  Youths in Yola.

Literature Review
Martin and Nakayama (2005) defined 
communication as "a symbolic process whereby 
meaning is shared and negotiated". In other 
words, communication usually does not occur 
in a vacuum; there must always be a source, 
channel or medium and then a decoder that 
receives this message. This is to say that 
communication is a two-way process involving a 
sender and a receiver and, in this case, the 
audience that is exposed to Jenifa's Diary must 
at all times be able to decode these messages that 
are transmitted or intended to be relayed. When 
this is missing, the whole communication 
process fails (Dozie &Madu,2012).

For every communication process to be 
complete there needs to be a source and a 
decoder, and it should be presented in a manner 
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that all parties involved must understand the 
message. In Jenifa's Diary while most characters 
speak English properly, the main character does 
not. While the producers might have focused on 
churning out great themes, there seemingly was 
no consideration on the main character, 
Jennifer, from whom most of  the series 
educational delivery is gotten from. The 
producers of  Jenifa's Diary have therefore 
looked the other way, choosing value 
sensationalism over proper spoken English. 

According to the National Bureau of  
Statistics, the overall literacy rate in the English 
language amongst young people is 76.3%. There 
are also some disputes in data depending on the 
place of  residence or gender. The greatest result 
in English was provided in Abia State, which is 
around 95.6%. The lowest result was monitored 
in Sokoto, which is 33.1%. If  we compare the 
urban and rural literacy rate for Nigeria, then we 
obtain the percentages 90% and 69% 
respectively. Moreover, the males show higher 
literacy rate than female - 81 and 71.7% 
respectively (NBS, 2018). As at 2008, the 
literacy rate of  Adamawa is 58.4% (knoema. 
com). 

With these laudable statistics, Nigerian 
Television series producers are refusing to 
promote good and Standard English among 
youths, but rather have reduced the youth to 
individuals that speak what they themselves do 
not actually understand. Because Nigeria is a 
part of  the global community, she cannot do 
without the use of  the Standard English 
communication in its television content, 
because the English language dominates both 
national and international affairs. However, 
what is observed is that the understanding of  the 
Standard English is faulty because of  the 
influence of  Pidgin. This creates dissonance, 
especially in the face of  so many varieties of  
English - American, British, Nigerian, etc. 
(Ayodabo  & Acheoah, 2013). 

Martin and Nakayama (2005) posit that the 

educational role of  television should always be 
top on the creative treatment of  every series that 
is produced in Nigeria. The entertainment value 
should not surpass the educational benefits. 
Once television is used as a learning tool, youths 
in Yola and Nigeria at large will be able to tag 
along with their counterparts globally in proper 
communication. 

Heavy viewers of  the programme Jenifa's 
Diary have adopted Jenifa as a role model and 
are now modeling their lifestyles in the same 
way presented on the programme. This in turn 
will give birth to individuals that would not be 
able to communicate properly with their global 
peers, in no distant time, as it will affect the way 
they speak, write and also comprehend proper 
English (Roskos-Ewoldsen & Davies, 2004).

The negative effect of Pidgin English on proper 

English communication 
The communication pattern in Nigeria has 
taken a new turn. An innovative means of  
communications, Pidgin, has now been brought 
in to bridge the gap in the communication space 
between the educated persons and the 
uneducated persons. Pidgin English has 
continued to be a means of  communication 
among youth; however, producers of  Television 
series have increasingly adopted it in some of  
their programmes owing to its widespread use 
among the youth audience. Youths feel the 
adoption of  Pidgin English in communication 
has bridged the gap created by Standard English 
among Nigerians of  diverse linguistic and 
educational backgrounds (Obisike & Nwala, 
2019). 

Pidgin English has become more or less an 
unofficial mother tongue in Nigeria. There is 
barely any aspect of  human endeavor in Nigeria 
that has not adopted it as a means of  
communication. We now have stations that 
broadcast programmes solely in Pidgin English; 
government officials use it to communicate 
information to their people; even religious 
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bodies adopt it to pass their messages. The use of  
Pidgin English has spread through every 
Nigerian linguistic space. According to 
Azubuike (2013), "Pidgin is commonly used as 
lingua franca among both the educated and 
illiterate Nigerians, given the multi-ethnic and 
multi-cultural nature of  the society. This is 
further reinforced by the nation's high illiteracy 
level that varies from one section of  the country 
to another, and even within each section of  the 
society".

Language is a major ingredient in all media 
messages produced, be it written or spoken 
forms. The linguistic and interactional 
properties of  communication underpin all 
contemporary mediagenres. Language makes 
up the media communication process, and has 
become key in producing its products as well as 
in the reception of  media contents (Ajayi, 2018). 
Nigerian Television Series and the society are 
both inter-related;they affect each other in 
several ways. Sometimes, media communica-
tion is guided by the society, and other times the 
media have dominance over its audience in the 
society. The mass media is essential not only in 
promotion and propagation of  innovative ideas 
but also in transformation of  the society 
(Udomisor & Sonuga, 2012).

TV series often mirror the behavior, 
perception, ideas and general lifestyle of  a 
people and it affects and has the ability to change 
the attitude of  its audience. These ideas and 
perceptions are those ideologies that guide an 
individual in a society, which they act on thereby 
bringing either positive or negative effects. There 
is therefore need to make messages in a series 
worthwhile. Messages should be clear and 
comprehensible, driven in proper English and 
should be understood by all, both local and 
foreign viewers alike (Ndimele, 2003).

In recent years, there have been a high 
failure rate in the English language and the poor 
communication skills among Nigerian students 
are often blamed on their inability to speak 

proper English and their adoption of  Nigerian 
Pidgin as a major form of  communication 
among peers. It is worthy of  note that examiners 
have found it very difficult when marking due to 
the rise of  improper English (Elugbe& 
Omamor, 1991). It is believed that one cannot 
write better than how one speaks, and most 
Nigerians, especially students, speak Nigerian 
Pidgin English. Besides, some educated elites 
also use Pidgin in their conversations.

In Unachukwu (2015), it was stated that the 
1998 Educational Policy in Nigeria approves the 
use of  mother tongue in teaching children up to 
their third year in primary school. Where this is 
not possible, the dominant language of  the 
community may be used. For some parts of  the 
country, Nigerian Pidgin English has been used 
as an official medium of  instruction at the 
primary level. Youths who are exposed to 
Nigeria Pidgin before learning English are 
sometimes found alternating between the 
Nigeria Pidgin English and the Standard 
English structures.

In the programme Jenifa's Diary, there are 
several examples of  wrong English use. Some 
are:

Jenifa: (writing in her diary) di-a-ri, today, 
e goodugaaanoooo. [h] I make mooorni 
well. But, some peoples [h]erstingi…

But… (speaks to herself) aw de'dey 
spell 'tomorrow'?(Begins to spell 
syllabically)

To...mmooor…. wrowwwwwrrrrrr
(Jenifa's Diary SO1 EP 2, 2015).

To Jenifa, "How are you doing today?" becomes 
"How is you?" and similar expressions like 
"Instagram people", "How is your mummy and 
Daddy" and others are now used in 
communication by youth.

Theoretical Framework
This work is hinged upon the Cultivation theory. 

NTAtvc J of  Comm. 2019;3(1):271 - 278 274

Nigerian Television Series Jenifa's Diary and Proper English communication among Youths in YolaTHLIZA,  & BOMAN, KAZAHJAMES 



The theory assesses the effects television has on 
its viewers over a long period of  viewing. In the 
1960s and 70s George Gerbner conceptualized 
this theory (Mosharafa, 2015). The theory puts 
forward that television has the ability to mould 
or shape the moral values and general beliefs or 
perceptions of  the world, beyond its ability to 
influence particular views of  specific issues, 
thereby making it dangerous. According to 
Riddle (2009), "The primary proposition of  
cultivation theory states that the more time 
people spend 'living' in the television world, the 
more likely they are to believe social reality 
aligns with reality portrayed on television". 

The images and conceptual messages 
transmitted through popular television media 
heavily influence perceptions of  the real world. 
The theory stands on a number of  concepts: the 
symbolic environment, storytelling, the 
symbolic function of  television, the television 
traits, the cultural model, and the cultivation of  
value system, the multidirectional process, and 
the cultural indicators (Mosharafa, 2015).

According to Miller (2002), the symbolic 
function of  cultivation theory is based on three 
traits for TV: i). TV is pervasive. It infiltrates 
people's lives as it exists in most households and 
people spend longtime in front of  it. ii). TV is 
accessible. It does not require precedent skills to 
be exposed to it, such as literacy, nor does it 
require effort, as there is no need to leave the 
house as in the case with cinema. iii). TV is 
coherent. The messages it presents about society 
are homogeneous throughout its various 
programs and times.

There a few criticisms of  the cultivation 
theory. According to Potter and Chang (1990), 
"Cultivation measures the total time a person is 
spending viewing TV. Unless the content is 
wholly uniform, the content in question should 
be programme specific because if  there petition 
of  certain messages is more frequent incertain 
genres, exposure to a genre would be a better 
predictor of  a cultivation effect than overall TV 

would". Three types of  genre were thoroughly 
studied in cultivation research: crime drama, 
soap operas, and talkshows. And some studies 
suggest that viewers are differently cultivated 
according to genre (Bilandzic &Rossler, 2004).

Gebner and Bross (1976) are of  the opinion 
that no theory has been as instrumental as the 
cultivation theory in explaining the long term 
impact of  media exposure on viewers. Gerbner 
says "that cultivation is some sort of  desultory 
learning that results from the accumulation of  
exposure to TV" (Atkin, Kimberly & Leo, 2001).
In this work, the cultivation theory gives a better 
understanding of  how the programme Jenifa's 
Diary influences youth of  Yola. The youth, 
through viewing over time, cultivate the habit of  
speaking English with grammatical errors. The 
rate at which youth speak incorrect English has 
kept on growing due to their heavy viewership 
of  this programme. The most widely spoken 
language in Yola is Hausa, so youths that can 
speak a little bit of  English are usually regarded 
as champions and exposed to the global world, 
but unknown to them they are not actually 
communicating in good and mutually 
intelligible English. They may tend to watch 
some TV programmes just to learn new 
expressions that they could use to show off  that 
they can speak English, which they do not do 
effectively after all.

Methodology
This study adopted the survey research design to 
generate empirical data for its analysis and 
interpretation. This research design was 
adopted because a large sample population was 
involved in making the study to have an 
adequate representation of  the target 
population for the basis of  generalization. The 
research adopted the simple random sampling 
technique to obtain data from different 
respondents represented in the study. The 
essence is to have the opinion of  different 
respondents regardless of  their religious 
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affiliations, ethnic and cultural backgrounds 
and for appropriate generalization. This is also 
to reduce selection bias to the barest minimum.

The population of  study are youth in Yola 
South Local Government Area. Students, being 
youth, are the target of  this study. Thus, a 
sample size of  200 respondents was selected 
among students from various schools in Yola. 
Due to insufficient data on the number of  
students in Yola and considering that not 
everyone watches the programme, the sample 
was limited to a manageable size based on the 
researchers' discretion.

The questionnaire is used as instrument of  
data collection. 193 questionnaires out of  the 
200 are considered valid, while 6 were discarded 
since they were rendered invalid for various 
reasons such as inconsistency and uncompleted 
returned questionnaires. 1 questionnaire was 
not returned.

Results

Table 1: Distribution showing the frequency of 

viewership of the show Jenifa's Diary

Source: Research Field Survey 2019

Amongst the 193 (100%) respondents, 170 
(88%) watch the television series Jenifa's Diary, 
while 23 (12%) say they do not watch the 
programme. 

Table 2: Distribution showing how Jenifa's Diary 

affects the way respondents communicate in proper 

English

Source: Research Field Survey 2019

The data from the table suggest that 105 
respondents representing 62% say watching 
Jenifa's Diary has affected the way they 
communicate in proper English; 65 respondents 
representing 38% disagree, saying it has not 
affected their English. None is uncertain about 
whether the program has affected their English 
or not. The interpretations here suggest that 
Jenifa's Diary has affected the majority of  
respondents in terms of  communicating in 
proper English.

Table 3: Distribution showingwaysJenifa's Diarycan 

help promote proper communication among Youths. 

Source: Research Field Survey 2019

Response 

Yes

No 

Total 

Frequency 

170

23

193

Percentage 

88%

12%

100%

Respondent

Watching Jenifa's Diary has 

affected my English

Watching Jenifa's Diary has 

not affected my English

I am unsure

Total 

Frequency 

105

65

0

170

Percentage 

62%

38%

0%

100%

Response 

Sticking to the educational value 

of television 

Parents should encourage 

youths to always communicate 

in proper English 

The character Jenifa should be 

recast to be educated enough to 

speak proper English. 

Total 

Frequency 

87

20

63

170

Percentage 

51%

12%

37%

100%
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On how Jenifa's Diary can help promote proper 
communication among Youths, 85 (51%) of  the 
respondents stated that the show should stick to 
the educational value of  television. 20 (12%) 
stated that Parents should encourage youths to 
always communicate in proper English; and 63 
(37%) of  the respondents say the character 
Jenifa should be recast to be educated enough to 
speak proper English. This entails polishing the 
character's English while still maintaining her 
mannerisms and funny character.

Table 3: Distribution showing factors responsible for 

respondents' usage of improper English in Yola

Source: Research Field Survey 2019

The statistical analysis above indicates that (83) 
48% of  the respondents are of  the view that 
exposure to Jenifa's Diary has encouraged them 
to speak more of  Pidgin English; (61) 36% of  the 
respondents suggest that Pidgin English helps 
them communicate with people in their locality 
better than Standard English. (26) 16% of  the 
respondents say that it is easier to learn Pidgin 
English than Standard English. This implies 
that exposure to Jenifa's Diary has influenced 
the usage of  improper English to a great extent.

Conclusion
The educational role of  television should be 
brought back to all television contents. And 
producers of  these programs should know that 
they owe the society, and youths in turn, the best 

inspiration to be able to communicate to each 
other in proper English. It has been established 
that heavy television viewing has an impact on 
the viewer, which cannot be overemphasized. It 
is a necessity in the world of  today, where the 
mass media mediates between us and the rest of  
the society, for educational content to be 
regularly aired. Nigerian television series 
producers must understand the language of  the 
media and the process of  message management. 
The critical media consumer must know how to 
access and produce contents effectively using 
English language.

Recommendations 
The following recommendations were made:
 There should be constant monitoring and 

evaluation of  language use in Nigerian 
television series to check the trend of  usage 
of  Pidgin English.
Regulations should be made by the National 
Broadcasting Commission to control 
improper English being shown on the screen 
these days, so that the educational value of  
television is not lost at all.  

 The National Orientation Agency, the 
National Commission for Mass Literacy, 
Adult and Non-formal Education will also 
play significant roles in propagating, 
mobilizing and re-orientating the populace 
on the danger and rationale of  using Pidgin 
English indiscriminately. 
The increasing presence of  media in the 
lives of  youth has important implications for 
parents, and demands more vigilance. 
Parents need to ensure that their children 
watch contents that are educating and 
inspiring. 
Further research should be conducted to 
discover if  viewers who claim the TV 
programme has not affected their English 
speaking are merely in a state of  denial or 
actuality.
A similar research should be conducted to 

Response 

Exposure to Jenifa's Diary

Pidgin English helps 

communicate better than 

standard English.

Pidgin English is easier to

learn than standard English.

Total 

Frequency 

83

61

26

170

Percentage 

48%

36%

16%

100%
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discover how themes can be better incorporated 
into TV Series to make the messages clearer to 
Nigerian viewers.
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Introduction 
The theatre is known to be alive to the 
sociopolitical realities of  its time; it is such an 
avenue which interrogates socio-economic, 
cultural, religious and political issues of  a 
society. To bring about social change in the 
society, the theatre, its practitioners, and to a 
large extent, all artists are vanguards of  change 
in their respective capacities- keeping an eagle 
eye and ears to the ground on the happenings in 
the society. Theater as an art form is a re-
enactment of  an event, which could either be 
real or imagined, and communicated to an 
audience through the medium in which the 
artist seeks to contact them.

This media could be an integrated 
manipulation of  various forms of  art such as 
music, dance, songs, mime, poetry, painting, 

sculpture, architecture and so forth. Hence, it is 
an audio-visual impression on its audience. This 
effect is as a result of  the arousal of  the 
awareness of  real or imagined situation of  life 
being presented to the people. Hence, the 
dramatist also uses theatre to create awareness 
in the mind of  the audience to change the ills of  
his society.

During the 60s, Theatre for Development 
was introduced into several states in Africa. The 
focus at that time was to utilize theatre as a tool 
of  communication in development projects. The 
basic idea was that Theatre for Development 
should be based on the local and popular theatre 
traditions. Through popular theatre in this 
sense, the whole population could be gathered 
whether they are young or old, women, men or 

O R I G I NA L A RT I C L E

This paper is concerned with the instrumentality of  Theatre for Development in apprehending political challenges 
of  the African continent. In an era where demand is placed on communities to think globally and act locally, 
indigenous people and local communities are important agents of  change. That is why theatre for development seeks 
to amplify the voices of  the marginalized and provide a platform to express indigenous knowledge in proffering 
solutions to the continent's myriad challenges. Development is achieved by, with, and for the community through 
dialogue. Once the awareness is created and the community in question is involved, their fate lies in their hands. 
Theatre for Development performs a dual role; it provides the awareness which makes people see themselves as they 
are and as they ought to be which prompts them to take the bull by the horns. Predicated on the theory of  dialogical 
pedagogy by Paolo Freire, this paper is of  the position that for Africa to achieve the much talked about political 
development, dialogue at the community level must be the starting point in tackling its political challenges especially 
in a world that is increasingly 'hamletizing'. The paper therefore recommends that the use of  shot videos that 
discourage harmful political behavior among the youths through social networking sites as well as deregulating 
policy making processes factoring in TfD mechanism can be utilized as possible panaceas. 
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disadvantaged. By means of  storytelling, dance, 
drama, music, and songs people are encouraged 
to tell their stories themselves about problems in 
their society. This includes both mainstream and 
marginalized groups that do not usually take 
part in verbal discussions and express their 
opinions.

This paper argues that theatre for 
development can be instrumental in resolving 
Africa's political problems through the 
instrumentality of  conscientization and 
dialogue at the community level. This is because 
the continent of  Africa has been dogged by 
political upheavals in recent time. The volatile 
nature of  the continent and its corresponding 
backward position in almost all aspects of  
human development index is a pointer to the fact 
that there is an urgent need to take a second look 
at how development aspirations are perceived 
and pursued.

This paper is anchored in the theory of  
dialogical pedagogy by Paolo Freire.  This 
theory rests on the argument that the desire to 
empower people could be achieved through the 
p roces s  o f  c r ea t ing  awarenes s  and  
conscientisation which can only be possible 
through the process of  dialogue (Freire, 2005). 
This also implies reaching a level of  
consciousness whereby communities become 
aware of  their living condition and are 
determined to take decisions to act on them.

Predicated on the concept of  dialogue, 
Freire believes that there must be cooperation 
among subjects which can only be achieved 
through communication in which the desired 
change does not seek to conquer people but to 
gain their adherence. In this sense, dialogue is 
not employed as a mere technique to achieve 
some cognitive results, but as a means to 
transform social relations and to raise awareness 
about relationships in the society at large. 
Dialogue therefore plays a crucial role of  
recreating knowledge through learning process. 
In other words, dialogue brings people together 

in a social interaction to reflect on their reality as 
they make and remake it. In a situation requiring 
the use of  participation, the dialoguers' process 
will illuminate and act on reality for the solution 
to the problems. Through dialogue, according to 
Freire (2005), people reflect together on what 
they know and what they do not know to enable 
them to act critically to transform reality.

This therefore speaks to the fact that Africa's 
development issues bothering on terrorism, 
hunger, sit-tight syndrome, political violence, 
population growth, unemployment and a 
breakdown of  social amenities among so many 
others can be apprehended by theatre for 
development. This is because all these issues 
manifest at the community level and if  we seek 
genuine solutions to them, dialogue through 
TfD possesses the wherewithal and force to 
interrogate, harvest and intervene in the 
circumstance.

The success of  development in African 
societies therefore must necessarily reflect in the 
political and economic life of  the people. This 
implies that as nations develop, and by 
extension the African continent, efforts must be 
made to critically involve the people in defining 
their reality. This is because, as Dandaura (2010, 
p.2) notes, most development initiatives in 
Africa in the past have laid undue emphasis on 
technological advancements to the detriment of  
the human development. The humanist concept 
of  development emphasizes effective 
communication, collective planning, mutual 
respect and tolerance among the various 
stakeholders.

Theatre for Development in Perspective
Between the 60s and 70s, communication and 
development scholars began frantic search for 
alternative communication systems that would 
reconnect the estranged urban areas to the rural 
areas; and indeed the elites with the masses: 
With the search for a common medium comes 
inevitably a revalorisation of  traditional 
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communication art forms. Social and political 
principles- perhaps even populist ideologies- as 
well as the pragmatics of  communication within 
African societies entail the de-emphasizing of  
written communication and the re-emphasizing 
of  oral and less formalized communication. 
Orality and non-scripted performance appears 
to gain ground, not only on the level of  local and 
regional communication but also on the 
national level (Breitinger, 1994, p.8).

Theatre for Development (TfD) is conceived 
as a problem solving, performance-oriented 
form of  art that is used in educating and 
conscientizing both the young and old. It is also 
a platform for unifying and articulating 
community issues be they socio-economic, 
political, environmental and religions problems. 
To achieve this objective, TFD works on the 
emotions, feelings, aspirations and sensibilities 
to arouse and galvanize the public who are in the 
majority towards taking decisive actions on the 
directions of  development within the polity.

Theatre for Development is therefore 
transformational, because when it involves the 
audience it is never a process that leaves off  after 
the raising of  a critical consciousness; rather, it 
is one that leads to subsequent action. In its 
popular form, theater is able to reach the 
unreachable - the dwellers of  the rural areas. The 
popular theater is the theater of  consciousness 
that awakens the rural folks to understand their 
societal configurations as well as build faith in 
them as vectors of  change.

Theatre in this sense becomes a mechanism 
of  social analysis which can make deep 
impression among the audience. The principle 
of  participatory communicational nature of  
theatre in this regard is very much impressive. 
The need-based approaches of  theatre empower 
the marginalized people of  grassroots levels. 
TFD as a form of  development communication 
has significantly enriched the individual's 
deve lopment  as  wel l  as  communi ty  
development in a densely populated country like 

India. New experimentation with TFD and 
other participatory communication tools have 
enhanced the growth of  development process in 
several communities across the globe (Idebe, 
2017,p.64).

Perhaps this reality also gave impetus to the 
emerging theatre for development in Africa at 
the time because of  its upper hand in giving 
people who are the original owners of  the folk 
performances the opportunity to voice out and 
the space to reenact their reality. It is important 
to point out that theatre for development is 
always in pursuit of  the agenda of  change; this is 
without prejudice to its core value of  fostering 
participation. Elaborating further on this point, 
Abbah (2005, p.98) explains that the reason 
theatre for development is always seeking 
change is to be found in the nature of  the 
environment it is being practised. It is a situation 
in which the everyday life of  the ordinary person 
is that of  non-availability of  basic needs such as 
piped drinking water, health care, access road, 
electricity, and, in some cases, absence of  food 
and shelter. Therefore, in the marginalized 
world of  the poor, theatre cannot but deal with 
the daily struggles for survival. 

This is why Etherton (1982, p.320) is of  the 
notion that:

drama in the context of  these 
development programmes is like any 
other communication medium. It is 
objectively neutral. Drama will 
reinforce the ultimate aims of  the 
development programmes in which it is 
being used. Theaters will not, 
ipsofacto, transform the development 
programme either into what its 
superficial rhetoric declares it to be, or 
into something else. 

This kind of  theatre speaks to the people in their 
own language and idioms that deal with crucial 
issues that affect their own lives. Development is 
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achieved by, with, and for the community 
through dialogue once the awareness is created 
and the community in question is involved, their 
fate lies in their hands. 

Therefore, the strategy in theatre for 
development work is to shift emphasis from 
script as happens in conventional professional 
theatre to the process of  creating the drama and 
what happens thereafter with the people at the 
centre of  it all. The approach here is to let the 
villagers participate where the amateurs make it 
clear from the outset that they bring nothing to 
the village; rather, they are in the village to learn 
from the villagers themselves. It is this 
disposition that breaks the barrier posed by a 
top-bottom approach and builds solidarity and 
unity for effective intervention activities.

Engaging the Issues 
Over the past few decades, Africa has been 
responding to dictates of  growing industrialized 
nations that have set the pace of  its development 
both politically and in the economic front. 
Considering continuous breakdown in essential 
infrastructure in various African nations, 
emphasis has, more often than not, leaned 
towards the mass media to reach its teeming 
populace about development issues, thereby 
often times failing to explore the reason for 
greater use of  the theatre as a medium in 
communication, considering its powerful role in 
development.

The political trajectory of  African states, if  it 
is to be summarized, can best be described as the 
survival of  the fittest where the most dubious, 
heartless, manipulative and crude elements take 
the day over the wish of  the majority. Although 
some modest achievements have been recorded 
in some states in respect of  upholding the values 
of  constitutional democracy, issues of  low voter 
education, election violence, voter apathy, sit 
tight leadership and recently xenophobic 
experiences calls to question the continent's 
claimed match to political maturity. 

One issue currently undermining Africa's 
political development which theatre for 
development can adequately mitigate is election 
violence. Political violence has somehow 
assumed a permanent feature of  the continent's 
democratic experiment. These activities find 
expression in ballot box snatching, political 
assassinations, disruption of  voting processes 
and such other violent forms aimed at instilling 
fear in the electorate. 'An overview of  political 
violence in Africa by the Armed Conflict 
Location and Event Data Project'(2014, p.7) 
reveals that 'countries that experience the most 
deaths from political violence during 2014-
Nigeria, South Sudan, Somalia, Sudan and the 
Central African Republic-constituted 75.5% of  
continent-wide deaths in 2014, suggesting a 
high level of  concentration of  conflict in a few 
specific areas'.Election-related violence has 
been a growing trend in African countries since 
the wave of  democracy in the last few decades. 
To put this discourse in perspective, a 
publication 'Southern Voices' by the Wilson 
Centre reveals that:

The Human Rights Watch recorded 
that more than 800 people died during 
the 2011 election violence in Nigeria. 
Similar trends have been recorded in 
Sudan, Sierra Leone, Senegal, Gambia, 
Rwanda, Ghana, Liberia, Zimbabwe, 
Burundi, the Democratic Republic of  
the Congo, and in others, where 
thousands of  people have been killed 
and properties damaged following 
election violence. This trend is a threat 
to the survival of  democracy and 
human security on the continent, and 
there is an urgent need to address it. 
Between 2011 and 2017, over 100 
elections were held in 44 African 
countries. Almost all the elections 
witnessed violence during stages of  the 
elections (Ishola, 2018, para. 1).
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These violent acts and high number of  deaths 
are avoidable. This is because these acts are 
hatched and planned within settlements mostly 
urban slums and rural communities where ready 
army of  unemployed, hungry, deprived and 
dispossessed youths find shelter. It is only 
rational to deduce that jingles and other mass 
mediated messages against political violence 
would to some extent dissuade this group from 
these acts of  crime and criminality, but theatre 
for development by its very nature does not only 
take its message into the community but allows 
them to express themselves by speaking to the 
issues at stake. This is important because, as 
Manukondo (2012, p.7) emphasizes, where 
mass media reach and availability is not there, 
TfD is the best way of  communication for the 
process of  awareness and social change. Theatre 
for development may offer a way of  looking at 
how performance can work with communities 
to  create  their  own approaches  for  
transformation.

Part of  the problem facing the electoral 
process in Africa is voter apathy which, to a 
large extent, is traceable to paucity or absence of  
voter education. Simply put, voter education 
connotes a well-defined, deliberate and 
sustained effort geared towards sensitisation 
and mobilization of  the citizenry on the 
electoral process, duties, rights and obligations 
of  the electorate and the electoral body. The 
nexus between voter education and successful 
electoral process cannot, therefore, be over 
emphasized. Apart from the capacity to 
eliminate ignorance, voter education stimulates 
effective and massive participation of  voters in 
elections by reducing to the barest minimum 
voter apathy.

It is in this logjam that theatre for 
development provides a virile platform to 
negotiate the political tuff  in such a way that the 
people will be made empowered with 
information about their political rights and what 
is expected of  them. A good example of  such 

theatre according to Harding (1998, p.8) is 
'Kwaghir which was also used in commenting 
on or directly supporting development, where 
this served an internal political purpose'. 

Apart from political violence, the sit tight 
syndrome exhibited by some African leaders 
can be traced to the history of  leadership crisis in 
Africa, a situation that has impacted negatively 
on the continent's political development. 
Democratic governance has been a major 
political problem on the continent. Though 
there are some improvements, with elections 
becoming more frequent in some parts of  the 
continent, few African states are still held up by 
corruption and autocracy. Over the past decade, 
more than 30 African countries have witnessed a 
direct or indirect presidential election that 
resulted in a change of  leaders. Fifty-six heads 
of  state relinquished power, while nine died in 
office and 13 stepped down after a coup or 
uprising. Through elections, leaders of  15 
countries have remained the same over the past 
10 years. They include Angola, Burundi, 
Algeria, Cameroon, Chad, DR Congo, Congo, 
Djibouti, Equatorial Guinea, Liberia, Rwanda, 
Sudan, Togo, Uganda and Zimbabwe. Aside 
Liberia's Ellen Johnson-Sirleaf, 14 of  the leaders 
took office before 2006 (Ibrahim, 2017).

To arrest the sit tight syndrome, theatre for 
Development (TFD) holds the key because it is 
an egalitarian method to access and distill 
information, working with communities to 
inculcate democratic values hinged on the 
philosophy of  'not how long but how well' one 
renders service to the people. TFD also creates 
an infrastructure for communities to define 
themselves by developing systems of  
communication that identify key issues, 
implement solutions, and establish partnerships 
between resource groups. It is important to point 
out that the lack of  awareness on the part of  the 
grassroots can impede development. The aim of  
raising consciousness is to change perspective in 
a critical and positive direction. TFD therefore 
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has become a way of  galvanizing community 
groups and through which community art forms 
are validated (Breed, 2002, p.2).

The activities of  Boko Haram and the 
Islamic State in West Africa Province (ISWAP) 
are violent anti-state groups whose aim to effect 
a change of  government has had devastating 
consequences on Africa's political stability, a 
chunk of  its fighting force being able bodied 
youths who have channeled their energy 
towards negative tendencies as a result of  the 
failure of  the system to positively harness its 
youthful energy for nation building. 

As part of  efforts by governments and 
development partners to find solutions to these 
challenges, theatre for development is a useful 
tool to drive the peace process in such a way that 
the problem can be tackled from the roots. 
Jingles, TV drama, news stories and 
programmes generally on the mass media may 
help in one way, but they lack that intimate 
connection that theatre for development brings 
to bear on a people. In this regard, TfD is a 
powerful instrument to end militancy in the 
Niger Delta region as well as curb the 
involvement of  youths in Boko Haram 
activities. As Idebe (2017, p.183) explains, 
Theatre Arts scholars and students as a whole 
especially those domiciled within the Niger 
Delta terrain should work towards organizing 
and documenting more TFD projects in local 
communities of  the Niger Delta region. The 
account of  its impact as given by Erema and 
Otuasega communities goes a long way to 
demonstrate the potential of  harnessing TFD as 
a vehicle that promotes social change for Niger 
Delta communities.

On another front, globalization has fueled 
cross-border activities and global human 
interactions with multiculturalism taking the 
centre stage in world affairs. However ethnic 
and identity consciousness which find 
expression in xenophobic tendencies have been 
on the increase in recent time. Although it is a 

global phenomenon, xenophobia on the African 
continent has great tendency to derail pan 
African relations and the spirit of  common 
brotherhood. This too has grave implications for 
the continent's political advancement and 
survival.

In  Af r i ca ,  some  o f  the  ev iden t  
manifestations of  xenophobia have been the 
threat of  expulsion of  foreign nationals, unjust 
deportation, and in many instances, violent 
attacks against non-nationals have forced many 
to return to their countries. In Cote d'Ivoire, 
Gabon and Equatorial Guinea, politics as well 
as economic considerations triggered 
xenophobic expulsions. In Tanzania, Burundi 
and Congo Brazzaville, xenophobic actions 
were largely spurred by the rhetoric that 
foreigners were committing crime. In Congo 
Kinshasa, the expulsion of  Angolans was 
political (Romola cited in Oni & Okunade, 
2018).

Just like the xenophobic experience 
presently in South Africa, it strains relationships 
within and between states and therefore 
weakens Africa's unity, integration aspirations 
and ultimately its ability to speak as a power 
block and negotiate its position favorably at the 
international capitalist system owing to its 
internal contradictions; this is without prejudice 
to enormous natural and human resources at its 
disposal. This therefore paints a picture of  a 
divided house politically and otherwise and as 
W. B Yeats' poem the 'Second Coming' submits, 
'the centre cannot hold'. In this case, theatre for 
development is the panacea because of  its ability 
to negotiate people's spiritual mood, calm 
tension and redirect mindset from vexing issues 
to those favorable to issues of  common 
brotherhood, unity, progress, peace and 
development. 

Conclusion and Recommendations
It is clear that from this discourse that Africa as a 
continent is indeed grappling with a myriad of  
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political challenges begging for urgent attention. 
Although these issues are not restricted to the 
political front alone, the prevailing conditions 
are not and cannot be said to be without 
solutions. Issues of  low voter education, 
election violence, voter apathy, underage voting 
and on-going conflicts among others constitute 
prevailing political impediments responsible for 
snail-speed growth of  the continent. Beyond this 
gloomy picture however, there is a way out if  
only the people will be taken along in defining 
the continent's developmental aspiration. This is 
important because 'man' should be at the centre 
of  any development initiative because that is the 
only way it can make sustainable what this 
theatre for development was conceived to 
pursue.

Secondly, it is now clear that the use of  
mobile phones by all age groups irrespective of  
social status beyond the metropolitan cities is 
becoming almost basic. The presence of  people 
on social networking sites such as Twitter, 
Instagram, MySpace, To Go, FaceBook among 
others has made the social media a huge space 
of  convergence and confluence centre of  
interrogating ideas as well as development 
issues. This therefore means that shot videos can 
be produced with the objective of  promoting 
best political behaviors while discouraging such 
negative narratives that have held back the 
continent's political advancement.

Another key point is that policy makers and 
actors must rethink the present policy 
formulation approach which sees development 
as always raining down on the people by 
adopting TfD approaches as a veritable platform 
for navigating development challenges on the 
continent. The people's involvement and 
participation must be central to any policy 
agenda. Therefore, theatre for development is 
the umbilical cord that connects and sustains the 
bond of  any development initiative from the 
cozy and air-conditioned offices of  experts in 
Johannesburg, Abuja and Nairobi to the rural 
peasants in KwaZulu-Natal, Oboloafo or 
Nanyuki villages.
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Introduction
British Broadcasting Corporation (BBC) in a 
widely circulated documentary on sports betting 
in Africa captured on camera a number of  sports 
bettors across African countries who place bet in 
different sporting competitions while watching 
or following them with the aim of  making some 
money. According to a host of  the bettors, who 
are aged between 10 and above, sports betting 
was a part of  them and as well a source of  
livelihood.  

In cities and towns across Nigeria, well-built 
and wooden structures with a number of  
benches, television sets and satellite dish(es) are 
a common sight. Popularly known as 'Viewing 
Centres', these buildings offer football-craze 

population a chance to watch European football 
league games, usually for around a hundred 
Nigerian Naira, an amount less than a dollar. As 
the popularity of  these matches grew, betting 
companies in the country have taken advantage 
of  the games played to advertise themselves and 
offer various betting games to attract the soccer 
lovers. Explaining the acceptance of  sports 
betting among the people and the manners in 
which the betting scheme is celebrated, Kazeem 
(2015) explains that:

On match days, these places are usually 
packed with passionate fans and 
sporting replica jerseys rooting for their 
favourite teams, but more recently, a 

O R I G I NA L A RT I C L E

Mass media have become a vital tool/institution in every society of  the world which cannot be ignored in the scheme 
of  things in socio-economic and political considerations. In view of  this, this paper assessed the roles played by the 
media in promoting sports betting among Nigerians, using two sports betting companies as examples. Using 
Abeokuta as study population preference, survey methodology was adopted in the data gathering with the twin use 
of  interview guide and questionnaire as data gathering instruments. Separate interviews were conducted with media 
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Stratified sampling technique combined with simple random sampling method. Results show among others that; 
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other or say new medium of  mass communication – Social media – has as well been used. The study also showed 
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keen observer might notice fans at 
viewing centers clutching a white piece 
of  paper - a 'ticket'. Tickets are printed 
copies of  selected games on which bets 
are placed and since late 2012, they have 
become more prominent in the 
Nigerian football landscape as sports 
betting is now very popular. Despite the 
notion that sports betting kicked off  in 
Nigeria only recently, the earliest sport 
betting firms recorded their first entry 
into the market in 2007 (n. p.). 

Going by the foregoing, football fans saw the 
possibility of  not just watching football, but also 
making money from the games played several 
miles away. For fans who watch football as a 
leisurely pastime, the ability to make money out 
of  it has presented an opportunity too good to 
pass up. 

The importance of  mass media has been 
affirmed by studies in many societies of  the 
world. This has been acknowledged in the works 
of  Aina (2003), Raufu (2011), Oso (2003) and 
Otunba, Odedeji, Alakija and Raufu (2009). 
Explaining the nature of  the mass media, 
Otunba et al. (2009) observe that the media of  
mass communication enables the delivery of  
messages to multi-millions of  people at the same 
time within and outside geographical 
boundaries. These people are heterogeneous 
and dispersed, yet they receive the same message 
at the same time.

This means that the media of  mass 
communication is in branches. In other words, 
there are two broad categories of  the mass 
media of  communication, viz. print and 
broadcast, and the new media which comprises 
the Internet and social media platforms. 
Supporting this view are Otunba et al. (2009) 
when they note that books, newspapers, 
magazines are called the print media, while 
Radio and Television are referred to as the 
broadcast media. The authors further note that 

CDs, Cassettes, tapes, video tapes, etc. are also 
included in the electronic category.

According to Lasswell in Aina (2003, p.96), 
the media are expected "to perform three roles: 
surveillance of  the environment, the correlation 
function and the transmission of  cultural 
heritage". The author further explains that the 
first role enjoins the media to survey the 
political, economic and social environments or 
early disclosure of  opportunities and threats, 
thus setting agenda for public concern and 
action. 

It must be noted at this juncture that 
businesses have for long relied on the mass 
media and other communication channels to 
reach their audiences and members of  the 
general public. These ventures, whether public 
or private, are usually empowered to make more 
sales, expand tentacles and ultimately promote 
t h e  e c o n o my  w h e r e  s u c h  b u s i n e s s  
advertisements, promos and special offers, 
announcements on events and programmes are 
communicated through various channels. The 
same can be said of  sports betting businesses. 

As sports betting continues to grow with 
various and many games that bets can be placed 
on, as it is globally done today, there is thus the 
need for an intellectual effort to know if  at all, 
among many other findings, the mass media, 
known for its powerful influence, has or is 
playing any role in the continuous growth and 
popularity of  the business among Nigerians. 
Therefore, the paper makes a case for the need 
for the use of  media and the various platforms 
available in promoting businesses and 
improving economy using the sports betting 
companies in Nigeria as examples. 

Statement of the Problem 
The mass media in its entirety is known for its 
ability to be able to connect and bring the world 
together, using any of  its channels in passage of  
information, feelings, ideas, etc. sent to a large, 
but scattered heterogeneous audience, thus 
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reducing the boundary barrier among people of  
the wider society. With the obvious influence the 
mass media wields in the day-to-day activities 
and indeed in all facets of  human endeavours, is 
the media also responsible in the continuous 
growth and popularity of  sports betting in 
Nigeria? How has it aided its promotion and to 
what extent has the media helped sports betting 
to grow? Here lies the problem.

Research Objectives 
1. To ascer ta in  the  media  of  mass  

communication involved in the promotion 
of  sports betting in Nigeria.

2. To know the extent at which the mass media 
have aided the promotion of  sports betting 
among the people of  Abeokuta. 

3. To determine the extent at which the people 
of  Abeokuta are influenced by the media to 
patronize sports betting.

Research Questions 
1. What are the media of  mass communication 

involved in the promotion of  sports betting 
in Nigeria? 

2. To what extent has the mass media aided the 
promotion of  sports betting among the 
people of  Abeokuta?

3. To what extent are the people of  Abeokuta 
influenced by the media to patronize sports 
betting?

LITERATURE REVIEW

Theoretical Framework
Being a communication research, bullet and 
cultivation theories of  mass communication 
were found appropriate in explaining the study.

Magic Bullet Theory
The Theory emerged as a result of  the 
popularity of  radio, television and advertising in 
the year 1940s and 50s. It assumed that the mass 
media had direct, immediate and powerful 
effects on its audience. The theory also assumed 

that the mass media could influence a large 
number of  people directly or uniformly by 
shooting or injecting them with appropriate 
messages, designed to trigger a desired response 
(Amos, 2015, p.41).

Magic Bullet Theory is based on assumption 
after the theory was illustrated on 30th October, 
1938 when Orsen Welles and newly formed 
Mercury Theatre group broadcast their radio 
edition, titled "War of  the Worlds". Study into 
the model was led by and testified to by 
Lazarsfeld and Herta Herzog. Aina (2003, 
p.185) while commenting on the theory says the 
mass media are "powerful mind-controllers", 
capable of  provoking universal audience 
reaction to their messages since the non-
interactive nature of  media audience makes it 
impossible for media audience to resist media 
impact.

Infante et al. (1990, p.344) cited in Amos 
(2015) notes that the theory suggests direct and 
uniform influence of  the mass media on the 
audience by "Shooting or injecting it with 
appropriate messages, designed to trigger a 
desired response".

Relating the study with this theory, the mass 
media, prior to the introduction or popularity of  
sports betting had exposed Nigerians to 
European football and the tradition of  sports or 
football gambling in the oversees, and from 
there, they (Nigerians) had been injected and 
influenced. Even when the gambling was 
introduced in the Country, the media, as 
Nigerians got exposed and developed interest in 
the European football, were exposed to 
gambling messages, adverts, and all other 
marketing communications Strategies to launch 
the business on the Nigerian soil and to the 
football fanatics.

Considering the Nigerian exposure to media 
to satisfy their needs, in terms of  sports, the 
avenue was seized and used by sports betting 
companies to get the football-mad population 
'initiated' into sport gambling activities, with a 
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view to making money out of  it. However, 
bettors have been reportedly rewarded for bets 
placed on winning. This perhaps is the reason 
why one of  the platforms for this study, Bet9ja, 
uses "Reward for Passion" as its pay off. This 
also shows that creativity in message conception 
and dissemination is key to driving an 
influential commercial message.

Cultivation Theory
This theory was developed by Professor George 
Gerbner in his cultivation hypothesis in 1973; 
Gerbner explained that television, among other 
media, has acquired such a central place in daily 
life that it dominates our "symbolic 
environment", substituting personal experience 
and other means of  knowing about the world 
(Mc Quail, 1983 in Amos, 2015, p.153).

It is a social theory which examines the long 
term effects of  television. It suggests that 
exposure to television, overtime, subtly 
"cultivates" viewer's perception of  reality. 
Anaeto, Onabanjo and Osifeso (2008) and 
Tijani (2015) report that the cultivation theory 
was studied by not only George Gerbner, but 
also L. Gross, M. Morgan and N. Signorelli.

Tijani (2005) points that the theory states 
that heavy exposure to mass media, especially 
television, creates and cultivates attitudes more 
consistent with a media conjured version of  
reality than what actually the reality is. The 
cultivation theory asserts that heavy viewer's 
attitudes are cultivated primarily by what they 
watch on television.

Anaeto et al. (2008) say cultivation theory 
suggests that mass communication, especially 
television, cultivates certain beliefs about reality 
tha t  a re  he ld  in  common by  mass  
communication consumers. As Gerbner (1990) 
cited in Anaeto et al. (2008) observes, "most of  
what we know, or we think we know, we have 
never personally experienced. We 'know' these 
things because of  the stories we see and hear in 
the media." (p. 106)

In practice, cultivation occurs in two ways: 
mainstreaming and resonance. Mainstreaming 
occurs when television symbols dominate other 
sources of  information and ideas about the 
world. Resonance occurs when viewer's lived 
reality coincides with the reality picture in the 
media (Anaeto et al., 2008, p.106).

In relation to this study, people perhaps, as a 
result of  their heavy television viewing of  the 
European football, got "initiated" into sports 
betting because it started from records and 
literature consulted from the Europe. So, from 
the television viewing of  European matches, 
Nigerians got to know about football gambling, 
thus cultivating the habits of  the whites. Also, 
the massive coverage of  European football by 
the Nigerian television and other mass 
communication medium in the country exposed 
Nigerians to football gambling, thus leading to 
the popularity of  the business and activity.

Mass Media and Sports Betting in Nigeria
There is no doubt in the fact that mass media 
facilitated the popularity of  sports, particularly 
the most loved of  it all, football, among 
Nigerians. It all started with popularity of  
television around the 90s. It got more interesting 
in the late 90s and early 2000s and thereafter. 
With the introduction of  specialized 
newspapers in the 2000s, acceptability of  
football reached a higher level and with the 
Internet, it has reached its climax, making it the 
toasts of  thousands of  sports-crazy fans always 
looking forward to satisfying their urge and 
further shows their love for their respective 
teams. All these preceded what is now known as 
the big cash-cow for sports-loving fans, as many 
of  them steadily get paid after placing some 
wagers with a small amount of  money.

Saini (2015) while commenting on the 
relationship between sports ad mass media says 
sports and the media are classic outcomes of  the 
social, economic and technological changes that 
characterized the twentieth century. Both media 
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and sports have developed quite rapidly and 
interestingly as contributors to global economy. 
The author further holds that:

each plays a significant part in 
structuring and informing people's 
lives. Each has a global as well as more 
local scope of  operation and has the 
structures and practices to reflect this. 
Importantly, they are two industries 
tied together in complex networks of  
relationships. Their respective histories 
of  development have been fuelled and 
influenced by the dynamics of  this 
partnership. The evidence of  the 
partnership is all too apparent (p. 1). 

Promoting Enterprises through the Media: 

The Sports Betting Business Example 
Evidently, the place of  mass media in promotion 
of  sports betting in Nigeria is 'secured'. The 
assertion by Owolabi Marcus that the 
relationship between mass media and sports 
betting is "a marriage made in heaven" is a 
testament of  fact. Based on this, the roles mass 
media has played in promotion of  sports betting 
may not be far-fetched, bearing in mind the 
tradition functions of  the mass media. But, for 
the sake of  records and a good notch for the 
topic under discussion, the mass media play the 
following roles in the life of  sports betting in 
Nigeria:
1. Awareness: It is no gainsaying that sports 

betting or gambling generally did not 
emanate from the Nigerian and by extension 
African soil. The popularization of  ICT and 
other communication channels, the 
television, radio and newspaper and other 
channels of  communication made the 
awareness and promotion of  sports betting 
popular, like it was when football or sports 
were newly introduced in the country. It 
s u f f i c e s  t h a t  t h r o u g h  t h e  m a s s  
communication channels, people get to 

know about sports betting. As Saini (2015) 
puts it, the way sport-related items saturate 
newspaper pages, new media, radio and 
television airwaves bear testimony to the 
influence it has and extent of  media activity 
in that sector. 

2. Education/Sensitization: Generally, the 
media serve as a source of  socio-economic 
cum political education for people all 
around the world. Here, the media also is an 
avenue for interested sports bettors to get 
needed education from on what it takes to 
engage in sports betting. This can come in 
form of  jingles, advertisement, short drama, 
programmes on radio or television among 
o t h e r s .  A l l  ava i l a b l e  m e d i a  o f  
communication can be and have been used 
for this. 

3. Publicity: Notably, media of  mass 
communication according to Saini (2015) 
"are remarkable for its strong publicity 
strides". So, the newspaper, magazine, 
radio, television, social media, Internet and 
a host of  others have been constantly used in 
getting the sports betting messages across to 
the Nigerian people. 

Conclusively, it must be noted that the 
Nigerian masses cannot in anyway escape 
the loads of  messages coming through the 
media. This is because the world is presently 
in the era of  media abundance and 
multiplicity. This means that the availability 
of  various media channels cannot be denied 
as it is evident. All available channels have 
been used in propagating 'the gospel of  
sports betting' and can be adopted for other 
businesses and ventures. 

Methodology
This study was designed to assess the role of  
mass media in the promotion of  sports betting 
among Nigerians. In a bid to achieve this 
objective, survey research method was found 
appropriate. People of  Abeokuta in Ogun State 
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served as the population of  the study while 
bet9ja and Nairabet, the two market leaders in 
Nigeria sports betting industry, served as 
platforms for this study. Owing to the 
unavailability of  database for Nigerian bettors, 
especially those who ply trade with bet9ja and 
Nairabet, purposive sampling technique was 
used to draw customers of  the two betting 
companies after which stratified sampling 
method was employed to delineate Abeokuta 
into five major blocks or areas, known as 'strata', 
as below: 
1. Egba Ake: The areas in Egba Ake are Ijemo, 

Ake, Sodeke, Itesi, Itoko, Isale-Ake, Ijako, 
Ijemo-Agbadu, Sapon, Itoku, Ago-Oba, 
Lafenwa, Ita-Oshin, Ikija, Ita-Adekunle, 
Sabo, Obantoko, Abiola Way, Asero, 
Adatan, Mosalasi Jimo, Erunbe, etc. 

2. Owu: In this part of  the town, the areas 
include; Totoro, Akin Olugbade, Ago Owu, 
Sokori, Oke-Sokori, etc.

3. Oke-Ona Egba: Here, we have Oke Ona 
Egba are: Ago-Oko, Mokola, Ajitadun, Ago 
Odo, Ita-Elega, Iberekodo, Saje, Akomoje, 
Ikereku, Isale-Tapa, Adedotun, etc. 

4. Gbagura: The areas in Gbagura are; Kobiti, 
Ago-Ika, Oja-Agbo, Oke-Ido, etc.

5. Ibara: The areas in Ibara are; Ita-Eko, 
OkeIlewo, Omida, Panseke, Quarry Road, 
etc.

Therefore, an area was randomly picked to serve 
as representation of  the above listed areas. Ita 
Oshin to represent Egba Ake being a very 
popular area in Abeokuta and also for being on 
the federal high way; Sokori represented Owu 
part of  Abeokuta as an ancient town and one 
which popular within the Egba descendants; 
Ago-Oko was used in the Oke-Ona Egba to 
being a relatively busy area; Kobiti was found 
worthy of  selection having being considered to 
play a host to many young and agile people in 
the axis to represent Gbagura while Panseke, a 
very popular area which plays host to parks and 
garages, serves as hub of  commercial activities 
in the state capital was selected to represent the 
Ibara part of  Abeokuta.

In each of  these places, 50 respondents were 
sampled, using simple random sampling to pick 
in each of  the selected areas, bringing the total 
sample size to 250. 

Also, officials of  the two betting companies 
were targeted for the study for a separate in-
depth interview. The rationale for this was 
hinged on the fact that those are the people who 
have been part of  the organization and as such 
are in the best position to give insight into the use 
of  mass media is promoting their businesses. 

Data Presentation, Analysis, and Discussion 
of Findings 
In a bid to achieve the research objectives raised, 
results of  the field study which involved 
administration of  250 hundred copies of  
questionnaire and interviews with the media 
representatives of  KC Gaming (bet9ja) and 
Nairabet were analysed. Out of  the total number 
of  questionnaire distributed, only 201 were 
validly returned. So the analysis is based on the 
number of  valid copies of  questionnaire 
returned for analysis. The discussion of  findings 
is thus conducted by answering the research 
questions as follows: 

RESEARCH QUESTION 1
What are the mass media of communication 
involved in the promotion of sports betting in 
Nigeria? 
In answering this research question, excerpts are 
made from interviews conducted with the media 
representatives of  the betting companies and 
reference made to the data in tables 1 and 2. 
Marketing and Communications Executive of  
KC Gaming Networks (bet9ja), Oronti 
Omotola and Nairabet's Owolabi Marcus said 
that mass media have been used in the 
promotion of  sports betting among Nigerians. 
This according to them is as a result of  the mass 
media's inevitability in the society. They said 
that everyone who has something to sell will 
have to locate his market and that opportunity to 
reach the market can be made best possible with 
the use of  mass media.
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But while Oronti of  bet9ja stated that they 
mostly make use of  radio, television, social 
media, outdoor media (billboard) and 
newspaper in the listed hierarchical order to 
reach their target market, Owolabi of  Nairabet 
intimated that social media was mostly used by 
his organization owing to the technological 
revolution that is sweeping and has swept across 
all walks of  life. According to Owolabi, the 
organization resorted to social media because 
the world is fast changing and that most of  their 
target market are always online, which makes 
betting very easy with the use of  few clicks or 
taps on their mobile phones. Aside this, Owolabi 
hinted that other media of  mass communication 
are used.

Oronti further said the reason for the use of  
radio and TV is owing to their nature and that in 
particular, radio is the cheapest to own and 
operate of  all channels of  mass communication. 
She also revealed that though they use 
newspaper, they are most particular when it 
comes to the use of  newspaper, saying sports 
newspapers are usually their targets. She 
revealed that they use sports newspapers 
because a majority of  their target audience can 
easily be contacted, saying "that is why our 
slogan is "Reward for Passion".

Table 1: Respondents view on the media channels 
they got informed about sports betting from

As contained above, 4.9% of  the respondents 
chose newspaper, 7.9% get informed through 
radio, 22.4% from television, 20.4% from social 

media, 10.6% from outdoor while 33.8% from 
all the media mentioned above. This shows that 
the use of  all the media channels has aided the 
promotion of  sport betting more. 

Table 2: Respondents view on which media channels 
they think is mostly used by their choice sports 
betting company

Apparently, 39.3% of  the respondents believe 
more in the use of  television, ahead of  social 
media which had 35.3%, radio's 9.5%, outdoor 
9% and newspaper got 6.9% of  endorsement. 
Thus, respondents hold the view that their 
separate betting companies use television the 
more, followed by social media which ranked 
2nd.

From the table analyses and interviews with 
the media representatives of  the two betting 
companies, it is crystal clear that the influence 
of  mass media cannot be underplayed in this 
clime at the moment, as they have become so 
influential and useful to all who may have 
something to offer to the wider community. In 
other words, the finding shows in clear terms the 
relevance of  mass media to the whole world. 
This is in agreement with Otunba et al.'s (2009) 
position when they stated that "there is no doubt 
that the mass media have and is often committed 
to the 'crucial mission' of  ensuring that members 
of  the public are able to draw from a diverse 
'market-place of  ideas'…." (p. 3)

RESEARCH QUESTION 2 
To what extent has the mass media aided the 
promotion of  sports betting among the people 
of  Abeokuta?

OPTION

Newspaper 

Radio 

Television 

Social media 

Outdoor media 

All of the above 

Total

FREQUENCY

10

16

45

41

21

68

201

PERCENTAGE (%)

4.9%

7.9%

22.4%

20.4%

10.6%

33.8%

100%

OPTION

Newspaper 

Radio 

Television 

Social media 

Outdoor media 

Total

FREQUENCY

14

19

79

71

18

201

PERCENTAGE (%)

6.9%

7.5%

39.3%

35.3%

9%

100%
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To answer the question, the interviews 
conducted with the representatives of  the two 
betting companies are used as well as data from 
3, 4 and 5. According to Owolabi Marcus, 
representative of  Nairabet, the relationship 
between sports betting and mass media is "a 
marriage made in heaven". He said the use of  
mass media by the organization is like looking 
for what was needed by them to keep going in 
business, which he said without which the 
existence of  their business is doubtful. In his 
words, "mass media have been very helpful in 
promoting our business. In which I doubt if  we 
can survive without it".  On a scale of  100%, 
Owolabi scored the extent at which mass media 
have aided sports betting 100%. The Nairabet 
spokesperson said the availability and efficacy 
of  the mass media have culminated in the 
success the organization has recorded in time 
past, saying it has made them achieve corporate 
goals.

For Oronti, mass media have greatly aided 
the promotion of  sports betting in promoting 
and creating brand awareness, brand 
positioning among others. She revealed that the 
surest way or the true test of  the impact of  mass 
media is the power they have to reach more 
people at the same time with the same message. 
Giving the extent at which mass media have 
aided the business, the KC Gaming Networks 
Marketing and Communications boss said mass 
media have helped their business to a very large 
extent. 

Table 3: Respondents' view on the extent at which the 
mass media have aided the promotion of sports 
betting among the people of Abeokuta

From the table above, 65.2% of  the respondents 
believed the mass media have promoted sports 
betting among the people of  Abeokuta to a large 
extent, 25.4% chose an extent while 6.9% and 
2.5% believe to a little extent and no extent 
respectively. By this implication, more than 
average, in totality, 90.6% of  the respondents 
believed the mass media have aided sports 
betting among the people of  Abeokuta.  
As contained in the above analysis, 38.2% held 
strong agreement, 48.8% agreed while 8.5% and 
4.5 strongly disagreed and disagreed 
respectively. This shows that there is a strong 
conviction that mass media have aided the 
promotion of  sports betting not only in 
Abeokuta but in the whole of  Nigeria.

Table 4: Respondents' level of agreement on the 
opinion that mass media have aided the promotion of 
sports betting in Nigeria

Table 5: Respondents' level of agreement on the 
assumption that mass media have aided the 
promotion of sports betting to a very large extent

As above, it is obvious that mass media have 
aided the promotion of  sports betting to a very 
large extent, consequently, 39.3% held strong 

OPTION

A large extent 

An extent 

Little extent 

No extent 

Total

FREQUENCY

131

51

14

5

201

PERCENTAGE (%)

65.2%

25.4%

6.9%

2.5%

100%

OPTION

Strongly Agree 

Agree

Strongly Disagree 

Disagree

Total 

FREQUENCY 

77

98

17

9

201

PERCENTAGE

38.2%

48.8%

8.5%

4.5%

100%

OPTION

Strongly Agree 

Agree

Strongly Disagree 

Disagree

Total 

FREQUENCY 

79

60

40

22

201

PERCENTAGE

39.3%

29.9%

19.9%

10.9%

100%

NTAtvc J of  Comm. 2019;3(1):286 - 296 293

Roles of Mass Media in Promoting Sports Betting among Nigerians: A Study of Bet9ja & NAIRABETMUHAMMED MOSHOOD, et al



agreement, 29.9% agreed, 19.9% strongly  
disagreed, while 10.9% disagreed. 

From the analyses above, the data showed 
that mass media have greatly aided the 
promotion of  sports betting among the people 
of  Abeokuta and Nigeria as a whole. Again, this 
is a testament of  the power of  mass media in 
reaching a large number of  people, and in 
promoting a course or idea. So, businesses and 
economy stand to gain hugely from the use of  
media as it has been over the years and globally.
 

RESEARCH QUESTION  3: 
To what extent are the people of  Abeokuta 
influenced by the mass media to patronize 
sports betting?

This research question is answered mainly 
with data from tables 6, 7 and 8. Here, only the 
questionnaire instrument was used to answer 
the question. 

Table 6: Respondents' view on which of the media 

channels has influenced them the most

From the table analysis, the respondents have 
been influenced by different media channels 
largely due to their exposure to it, hence, the 
reason for the differences. While 19.4% of  the 
respondents affirmed that they have been 
influenced the most by newspaper, 26.9% voted 
television, 10.5% chose radio, 33.3% social 
media while 9.9% chose outdoor media.  

Table 7: Respondents' view on the extent at which they 

have been influenced by the chosen media channel

From the table above, 37.8% of  the respondents 
have been influenced to a large extent, 38.8% to 
an extent, 18.9% to little extent while 4.5% to 
"no extent". Consequently, more than half  of  
the respondents have been influenced by the 
media they are exposed to.

Table 8: Respondents' level of agreement with the 

view that the people of Abeokuta have been influenced 

by the mass media to patronize sports betting

From the table above, 23.9% agreed strongly, 
70.1% agreed while 4% and 2% held strong 
disagreement and disagree respectively. By the 
analysis above, it is deducible that the people of  
Abeokuta have been influenced by the mass 
media to patronize sports betting. 

Evidently, the people of  Abeokuta are not 
only aware of  sports betting but have also been 
spurred by the mass media to patronizing them. 
What this goes to show is that they do not only 
get information about sports betting from the 
media, they have perhaps been motivated and 
influenced to patronize them. Thus, this result 
lends credence to the works of  scholars like 

OPTION

Newspaper 

Radio 

Television 

Social Media

Outdoor 

Total 

FREQUENCY 

39

21

54

67

20

201

PERCENTAGE

19.4%

10.5%

26.9%

33.3%

9.9%

100%

OPTION

A large extent 

An extent 

Little extent 

No extent 

FREQUENCY

76

78

38

9

PERCENTAGE

37.8%

38.8%

18.9%

4.5%

OPTION

Strongly Agree

Agree 

Strongly Disagree 

Disagree 

Total

FREQUENCY

48

141

8

4

201

PERCENTAGE

23.9%

70.1%

4%

2%

100%
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Lasswell, McCombs, Shaw, Gebner, Klapper, 
Lazarsfield, Elizabeth Noelle-Neumann and 
others who have written works on the effects of  
mass media on the people. Also, the findings 
lend support to the applicability and relevance 
of  bullet theory of  mass communication, even 
in this clime. So, the essence of  media in 
growing economy through awareness and 
increase in patronage of  businesses cannot be 
overemphasized.

Summary of Findings 
The findings of  this study reveal that:
1. The influence of  mass media cannot be 

underplayed in this clime at the moment, as 
they have become so influential and useful 
to all who may have something to offer to 
the wider community. 

2. Mass media have greatly aided the 
promotion of  sports betting among the 
people of  Abeokuta and Nigeria as a whole. 

3. Businesses and economy stand to gain 
hugely from the use of  media as it has been 
over the years and globally. 

4. The people of  Abeokuta are not only aware 
of  sports betting but have also been spurred 
by the mass media to patronizing them. 
People do not only get information about 
sports betting from the media, but they have 
perhaps been motivated and influenced to 
patronize them. 

5. All vehicles of  mass media, i.e. all the 
medium of  mass communication ranging 
from newspaper, radio, television, outdoor, 
social media, etc. are used in the promotion 
of  sports betting. 

6. Mass media have aided the promotion of  
sports betting in Nigeria, even in the city of  
Abeokuta, thus influencing the people to 
patronize sports betting companies. This is a 
testament to the powerful nature of  mass 
media.

7. Over 88% of  bettors in Abeokuta are male 
while about 70% are youth with age range 

between 18-25.
8. More people, as indicated and confirmed in 

the analysis, revealed they got to know about 
sports betting through friends. 

9. High betting odds is to the determinant of  
the type of  betting company that is 
patronized by Nigerians. 

10. Both bet9ja and Nairabet are enjoying 
patronage, as shown in the analysis, but 
bet9ja has more patronage compared to 
Nairabet. 

11. Other marketing strategies, such as 
sponsorship, direct marketing and others 
will be effective in promoting sports betting.

12. Winning is the best marketing strategy in 
betting.

13. Celebrities and top-notched Nigerians are 
used in promoting sports betting in Nigeria. 
This shows the business is not a joke or 
fluke.  

Conclusion 
Having examined the relationship between 
mass media and sports betting amidst other 
interesting evolving facts, this study confirms 
the indispensability of  the mass media in every 
society, having been confirmed in the works of  
Lasswell, Oso, Aina, Raufu and Otunba et al., 
among others. Hence, there is no gainsaying that 
the mass media and sports betting in Nigeria 
have enjoyed a long time companionship of  
mutual benefits. Therefore, it can only get better 
with proper review and efforts by those in the 
sports betting companies to adopt the 
suggestions of  this study and take a clue for 
further researches as enumerated under 
suggestion for further studies.

Recommendations
Based on the findings of  the researcher and 
direct observation of  the sports betting market in 
Nigeria, the following recommendations are 
made:
1. Since more bettors have been won over 
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through informal communication i.e. 
through friends, betting companies should 
work more on customer's loyalty so that 
more 'disciples' can be won over for them by 
their loyal bettors.

2. The female folks appeared 'marginalized' in 
the sports betting act. Hence, this is an 
untapped market, left to rot away. 
Consequently, the female gender should be 
targeted and 'initiated'. Also, more media 
campaigns and sensitization should be done 
in correcting the bad impression of  
Nigerians on sports betting, as many 
citizens still hold this against sports betting.

3. Environmental and audience analysis 
should be done in all parts of  the betting 
companies markets so that the right set of  
people can be communicated as and when 
due, using the right channel. This is in 
tandem with the Marshal McLuhan's 
popular maxim; "the medium is the 
message''.

4. Sponsorships and strategic marketing plans 
will go a long way in positioning companies, 
including the sports betting companies 
among its contemporaries and even beyond.

5. All media of  communication and the 
evolving ones should be employed because 
the world is not stopping and it would not 
stop changing.

6. Other marketing strategies like celebrity 
advertising, use of  higher betting odd, 
digital marketing, among others, should be 
integrated in promoting sports betting in the 
country. 
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INTRODUCTION
For almost two decades, the new media has 
revolutionized how information is searched, 
processed, published, stored, and consumed. 
The growing sophistication of  media business, 
undoubtedly, engineered stiffer competition in 
the media circle. Therefore, the struggle by 
practitioners to stay ahead in the business has 
increased the need for heavy deployment of  new 
media technologies. These technologies, experts 
maintain, give a journalist the desired edge over 
a dynamic and interactive mass media audience 
who is not just a consumer but a contributor to 
mass media messages.  This growing 
contribution between journalists and audience 
members has brought to the fore the concepts of  
prosumers and User Generated Contents 
(UGC).

The internet offers an endless number of  
niches to social communities where members 

can gather around a common topic. Social 
media is the collection of  online communica-
tions channels dedicated to community-based 
input, interaction, content sharing and 
collaboration. Websites and applications 
dedicated to forums, micro-blogging, social 
networking, social book marking and Wikis are 
among the different types of  social media.  
Journalists, especially those in developed 
countries, are continuously using social media 
platforms to solicit for new information or 
confirm reports and report same. There are 
many social media platforms but the most 
commonly used are: Facebook, Twitter, 
YouTube, LinkedIn, Pinterest, Google Plus, 
Quantcast, Instagram, VK, Flicker, Vine Rank, 
Meetup, Tagged, Ask.fm, and ClassMates, 
(Tomno, 2012).

Twitter is many things to many people. For 
consumers, it is a way to connect to friends, 

O R I G I NA L A RT I C L E

This study was undertaken with the objective of  investigating the use of  Twitter, a micro-blogging medium, in news 
gathering and reporting by journalists in Enugu. The study adopted the survey research design. The systematic 
sampling technique was used to target respondents who indicated interest in participating in the study. The research 
instrument used was the questionnaire. All 89 copies of  the questionnaire distributed were retrieved and found valid 
for data analysis. Findings from the study revealed that most journalists in Enugu were not so conversant with the 
use of  Twitter for news gathering and reporting. The few who are conversant gather and report mainly sports and 
political news on Twitter. The study also revealed that personality and content searches were the predominant 
method for news gathering while retweeting, sharing links through Twitter and live tweeting were the methods of  
reporting news on Twitter by journalists in Enugu. Furthermore, feedback, audio/visual content availability and 
spontaneity were the major benefits of  twitter in news gathering and reporting news. Based on the findings of  the 
study, it was recommended that media organisations should endeavour to provide appropriate training for 
journalists on the use of  social media channels such as Twitter because these channels are useful in news reportage 
and therefore will avail journalists the opportunity to use them maximally.
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interesting people and large brands. For 
presidential candidates it is a way to make 
campaign promises and solicit for votes during 
elections. For journalists, it is a way to keep a 
pulse on and engage with communities, locate 
sources, and to report on the world news. 
Twitter has emerged as a powerful news tool, 
alerting the world about natural disasters, 
hostage standoffs and even revolutionary 
uprisings. At its most basic level, Twitter is a 
microblog focused on interests rather than on 
friends, where users create brief  posts of  280 
characters or less. Twitter users can follow and 
view updates from other users (similar to 
subscribing to a site's RSS feed), send public or 
semi-pr ivate  repl ies  or  have pr ivate  
conversations with other users. Users can also 
search the entire network in real-time for 
interesting topics or breaking news, organize 
their streams with “hash tags” and lists, and 
even add photos or video to their posts. Twitter 
usage in News gathering and reporting has been 
studied by several researchers in other climes but 
there appears to be little or no study on the topic 
in Enugu State. This informs the rationale for 
this paper. For the purpose of  the study, focus 
will be on journalists practicing in Enugu State, 
registered with Nigeria Union of  Journalists, 
Enugu Chapter.

STATEMENT OF THE PROBLEM
Since its launch in 2006, Twitter has attracted 
significant research interest because of  the 
openness of  the platform, easy access to data 
and the insight such data offer in better 
understanding a range of  communication 
practices, from interpersonal, everyday 
communication, to the ways in which Twitter 
plays a role in political, educational, religious, 
and breaking news, thus increasingly attracting 
the attention of  journalism scholars. 
Unfortunately, there are limited studies 
suggesting the knowledge and utilization of  
Twitter among journalists in news gathering 

and reporting especially in the area of  breaking 
news, political, sports, entertainment, 
education, and business, as it is common in most 
western world. With the increasing need for 
enriched media content in the face of  analogue 
to digital migration, there is need to establish the 
degree to which journalists utilize Twitter in 
their daily media operations. Hence this study, 
among other things, investigates the use of  
Twitter in news gathering and reporting by 
journalists in Enugu.

RESEARCH QUESTIONS
The study addresses the following research 
questions:
1. How conversant are journalists in Enugu 

with Twitter as a social media tool in 
journalism practice?

2. What category of  news items do journalists 
in Enugu mostly use Twitter for?

3. How do journalists in Enugu use Twitter for 
News gathering and reporting?

LITERATURE REVIEW
This section focuses on reviewing literature on 
twitter and news gathering, the theoretical 
framework and twitter as a source of  news 
report. It begins with the review of  the 
“technological determinism theory”, which this 
work is hinged on.

Theoretical framework: Technological Determinism 

Theory
Technological determinism states that media 
technology shapes how we as individuals in a 
society think, feel, act, and how society operates 
as we move from one technological age to 
another (Tribal-Literature-Print-Electronic).  
The theory explains that when new systems of  
technology are developed, the culture or society 
is immediately changed to reflect the senses 
needed to use the new technology. Society will 
always change and adapt to the new systems of  
media technology. Technological determinism 
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is a reductionist theory that assumes that a 
society's technology determines the develop-
ment of  its social structure and cultural values. It 
applies to this study in the sense that Twitter is a 
product of  technology and it has contributed in 
changing the face of  journalism practice.

Twitter and Journalism
Twitter is many things to many people. For 
consumers it is a way to connect to friends, 
interesting people and large brands. For 
presidential candidates it is a way to make 
campaign promises. For journalists, it is a way to 
keep a pulse on and engage with communities, 
locate sources, and to report on the world new 
and unique ways. Twitter has emerged as a 
powerful news tool, alerting the world about 
natural disasters, hostage standoffs and even 
revolutionary uprisings (Hacker, &Seshagiri, 
2014). Twitter is now an everyday tool for many 
journalists.  It can be used as a publishing 
platform or as a marketing medium to highlight 
a personal brand or to divert followers to print or 
digital output.  The service has empowered 
journalists with a new means to research stories, 
contact sources and uncover information. 
Moreover, Twitter offers an opportunity for 
journalists to maintain a relationship with their 
audience that extends beyond the sporadic 
interactions of  print publications in letters or 
comments on articles published online. As Fahri 
(2009) argues: 

Twitter can be a serious aid in reporting. 
It can be a living, breathing tip sheet for 
facts, new sources and story ideas. It can 
provide instantaneous access to hard-to-
reach news- makers, given that there is 
no PR person standing between a 
reporter and a tweet to a government 
official or corporate executive. It can 
also be a blunt instrument for crowd 
sourcing (p.2).

At its most basic level, Twitter is an online 
information sharing service, a micro-blogging 
platform that enables users to create 280-
character updates, 'tweets'. Tweets are published 
to the user's stream of  updates which can be 
followed, and subsequently 'unfollowed' by 
others. Users, who access Twitter via mobile or 
desktop websites, or through popular readers 
such as 'Tweetdeck', view a real-time cascading 
timeline of  messages from everyone they are 
following.  Like other social media success 
stories, such as Facebook, Twitter's evolution 
has been driven by its users. For instance, a 
means of  message amplification developed 
when people began to 'retweet' messages, 
effectively introducing the message and 
originator to a new stream of  followers. This 
was originally achieved by prefixing a duplicate 
of  the original message with RT and the name of  
the original tweeter.

Twitter can be a serious aid in reporting. It 
can be a living breathing tip sheet for facts, new 
sources and story ideas. It can provide 
instantaneous access to hard-to-reach news 
makers, given that there is no PR person 
standing between a reporter and a tweet to a 
government official or corporate executive. It 
can also be a blunt instrument for crowd 
sourcing.

Twitter as a News Source
Journalism and social media have entered a 
convenient marriage, especially Twitter. It has 
become popular among journalist in the years 
after its launch in July 2006. News outlets have 
used it to distribute news, market stories and 
reach out to news consumers, while reporters 
have employed it as a tool to find and approach 
sources (Ahmad, 2010; Hermida, 2010).The 
growing popularity of  Twitter among 
journalists has much to do with the steep rise of  
active users. In March 2012, Twitter (2012) 
claimed to have 140 million active tweets that 
sent 340 million tweets daily. Even more 
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appealing for journalists is the number of  
influential people and celebrities who are using 
the network to post information and opinions, 
market them and relate to others. Twitter, more 
than any other social network, has succeeded in 
connecting ordinary people to the popular, 
powerful, rich and influential (Marwick & 
Boyd, 2011). It actively tries to engage 
'interesting' individuals in its network and is 
even offering courses to get them to post regular 
tweets that suit their purposes (O' Leary, 2012).
As argued by Broerma& Graham (2012), this 
accumulation of  people who share information 
and opinions has turned Twitter into a 
convenient beat for reporters. Classic studies 
into news production (Tuchman, 1978; 
Fishman, 1980) have emphasized that a beat is 
both a physical and a social place. Reporters 
who are assigned to specific beats, like 
parliament, the police or a court of  law go there 
to gather, share and negotiate information with 
sources. By doing so, they are assimilated into 
the social network that constitutes a beat. The 
establishment of  long-term relations rooted in 
mutual trust promotes the exchange of  tips for 
news stories and facilities verification of  
information. Gans (1979) argued that these 
close personal relationships function as a point 
of  departure when reporters start working on 
articles. They rely on sources they know, 
consider credible and reliable, and who are 
accessible and willing to talk. This leads to a 
preference for elite news sources, while existing 
sourcing patterns tend to be replicated over and 
over again. News thus duplicates the power 
structure of  society and maintains the existing 
social and political order (Manning, 2001; 
Schudson, 2003; Reich, 2011). The rise of  
Twitter as a beat reflects the general 
transformation from place to space that is a 
result of  the digitalization and familiarization 
of  social media. Reporters do not have to ''go out 
there'' anymore to find information. 

Twitter as a Source for Reporting
Journalist-Source relations are at the heart of  
professional practice. Journalists need expert 
knowledge when they gather, verify news, 
explain and contextualise events and 
developments. A growing body of  scholarship 
focuses on how journalists are integrating social 
media in reporting practices. Hermida (2010, 
p.32) described Twitter as an ''awareness 
system'' that helps people to know and make 
sense of  each other's activities and discover 
''trends or issues hovering under the news radar''. 
On digital platforms, a constant sharing of  all 
kinds of  information takes place which, on the 
other hand, threatens journalism's claim to 
provide an authoritative and legitimate 
representation of  social word (Broersma, 2013), 
and on the other, possibly opens up journalism 
to new voices, topics and publics. Twitter is used 
by journalists in four ways. It can lead them to 
new stories, helps them find sources and 
information, provides them with quotes and is 
useful for verifying information by using the 
wisdom of  the crowd.

Because it  facil i tates a very fast  
dissemination of  information, Twitter is 
particularly useful when stories break. 
Eyewitnesses can instantly post their first 
impressions, while journalists can immediately 
start reporting. They can post short updates 
while events evolve, in advance of  or 
accompanying their ''final'' fully sourced news 
reports on other outlets such as television, 
newspapers and websites. A range of  studies 
have investigated how media outlets cover 
breaking news on Twitter, analysing tweets on 
events such as riots (Vis, 2013), resolutions 
(Papacharissi& de Fatima Oliveria, 2012; 
Hermida, Lewis &Zamith, 2012), accidents 
(Murthy, 2011) or natural disasters (Bruno, 
2011). Based on the use of  hash tags, such as 
'Egypt' or 'Uk riot' to identify news on a certain 
topic, these studies show how journalism 
interacts and merges with messages of  non-
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journalists, such as activists, eyewitnesses and 
officials, into an ambient practice (Hermida, 
2010). Twitter seems to broaden the scope of  
news coverage beyond traditional news sources. 
Research on NPR's Andy Carvin's tweets during 
the political uprisings in Egypt and Tunisia 
found that he also included alternative voices, 
especially when retweeting information 
(Hermida, Lewis &Zamith 2012).

Others have studied whether journalistic 
norms change fundamentally when social 
media are applied as tools for reporting. 
Lasorsa, Lewis and Holton (2012) argue that 
journalists ''normalize'' social media by 
adapting them to existing professional norms 
and practices while adjusting these norms to the 
dynamics of  Twitter. They found that especially 
reporters from elite media are more reluctant to 
change because they have vested interest in 
maintaining the existing norms that support 
their authority (Lasorsa, 2012). Other studies 
suggest that norms are shifting on social media. 
Journalists share personal and opinionated 
information in their tweets by mingling facts 
and opinions. Moreover, information is not 
always verified before it gets disseminated. 
Journalists defend this practice by emphasizing 
that news on Twitter is an evolving story and 
that verification of  sources and information 
takes place over time (Bruno, 2011).

METHODOLOGY
This study was purely quantitative and the 
survey research design was adopted for the 
study. The survey design was found suitable 
because of  its ability to elicit responses from the 
population of  study and to seek the opinions of  
a sample. The population for this study 

comprised all journalists registered with Nigeria 
Union of  Journalists, Enugu Chapter. There are 
a total of  187 registered journalists in the Enugu 
chapter of  the union. The sampling technique 
adopted for the study is systematic random 
sampling. A total of  89 journalists (i.e. 50% of  
the 178 accredited members in attendance for 
the 2018 Biannual Conference of  the Nigeria 
Union of  Journalists Enugu Chapter) were 
selected. The primary instrument for data 
collection was a structured questionnaire, 
comprising mostly closed-ended questions. In 
order to ensure that instruments used for data 
collection were reliable, a pilot test was 
conducted. Using the Pearson-Product Moment 
Correlation Coefficient, the reliability 
correlation coefficient of  0.91 was computed 
and this proved the reliability of  the 
instruments.

Results and Discussion

Results

Table 1: Respondents' response to having Twitter 

profiles

Data in table 1 indicates that a significant 
percentage of  respondents had Twitter profiles. 
Only few respondents declined having Twitter 
handles.

Options

Yes 

No

Total 

No. of respondents

78

11

89

Percentage

87

13

100
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Table 2: Respondents are conversant with the use of Twitter for news reporting

Table 2 shows a positive response regarding respondents being conversant with the use of  Twitter for 
news reporting. This implies that journalists in Enugu were conversant with using Twitter for news 
reporting.

Table 3: Respondents are conversant with the use of Twitter for news gathering 

Data found in table 3 shows a negative response regarding whether respondents are conversant with 
using Twitter for news gathering. The implication of  this is that journalists in Enugu were not 
familiar with using Twitter for news gathering. A few were familiar but the overall result indicates a 
high level of  unfamiliarity.

Table 4: Type of news gathered 

and reported on Twitter by respondents

Options

Strongly Agree

Agree

Undecided

Disagree

Strongly Disagree

Total 

No. of 

Respondents

6

 33

17

7

 15

78

Weighted

Score

30

132

51

14

15

242

Percentage

 

8

9

22

42

19

100

WMS

3.1

Response 

result

POSITIVE

Options

Strongly Agree

Agree

Undecided

Disagree

Strongly Disagree

Total 

No. of 

Respondents

9

 7

33

12

 17

78

Weighted

Score

45

28

99

24

17

213

Percentage

 

10

7

14

48

21

100

WMS

2.7

Response 

result

NEGATIVE

Options

Politics

Sports

Business 

Education

Weather

Religion

Total

No. of respondents

23

37

10

4

3

1

78

Percentage

33

47

11

5

3

1

100
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The table 4 above describes the genre of  news in 
which respondents gathered or reported, using 
the micro-blogging site (Twitter). Sports news 
was top followed closely by political news, 
business news, education, weather and religious 
news. This establishes the fact that Twitter was 
mostly used for Sports and political news 
sourcing and dissemination.

Table 5: How respondents source for News on Twitter 

In table 5, data presented indicated that sourcing 
for news on Twitter was done using two major 
ways namely personality and content searches. 
Trending items were also used for gathering 
news on Twitter. Few respondents alluded to 
using hashtags and replies as a means for 
gathering news on Twitter.

Table 6: How respondents report news on Twitter

Table 6 shows that Retweeting was the most 
used method of  reporting news on Twitter by 
journalists in Enugu. Live Tweeting was barely 
used by journalists while others shared links as a 
way of  news reporting on Twitter.

DISCUSSION OF FINDINGS

Research Question One: How conversant are 
journalists in Enugu with Twitter as a social 
media tool in journalism practice?
Data presented in table 1 showed that journalists 
in Enugu have Twitter handles.  Table 2 
indicated a positive response result implying 
that journalists in Enugu were conversant with 
using Twitter for news reporting. However, table 
4.8 showed a negative response regarding 
respondents' usage of  Twitter for news 
gathering. This implies that a majority of  
respondents have Twitter handles and also used 
it for news reporting comfortably. Respondents 
were not very conversant with using Twitter for 
news gathering.

This finding can be tied to existing literature 
which clearly observes that Twitter has become 
an indispensable tool for journalists. As 
affirmed by Fahri (2009) “Twitter can be a 
serious aid in reporting. It can be a living, 
breathing tip sheet for facts, new sources and 
story ideas. It can provide instantaneous access 
to hard-to-reach news- makers, given that there 
is no PR person standing between a reporter and 
a tweet to a government official or corporate 
executive. It can also be a blunt instrument for 
crowd sourcing” (p.2). Twitter is now an 
everyday tool for many journalists.  It can be 
used as a publishing platform or as a marketing 
medium to highlight a personal brand or to 
divert followers to print or digital output.  The 
service has empowered journalists with a new 
means to research stories, contact sources and 
uncover information. Moreover, Twitter offers 
an opportunity for journalists to maintain a 
relationship with their audience that extends 
beyond the sporadic interactions of  print 
publications in letters or comments on articles 
published online.  

In line with the study, there is a fair degree of  
understanding of  how Twitter is justified by 
journalists in Enugu. In terms of  news 
reporting, journalists in Enugu were at par with 

Options

Using Hashtags/Replies

Content searches

Personality Searches

Trends

Total

No. of respondents

10

22

26

20

78

Percentage

11

30

36

23

100

Options

Link sharing

Live Tweeting

Retweeting

Total

No. of respondents

20

14

45

78

Percentage

33

17

50

100
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their counterparts globally. They however fell 
short in terms of  how much they use Twitter for 
news gathering.

Research Question Two: What category of news 
items do journalists in Enugu mostly use 
Twitter for?
Data on table 3 describes the genre of  news in 
which respondents gathered or reported using 
the micro-blogging site, Twitter. Sports news 
was top followed closely by political news, 
business news, education, weather and religious 
news. This establishes the fact that Twitter was 
mostly used for sports and political news 
gathering and reporting. Journalists in Enugu 
made use of  Twitter in gathering and reporting 
news mostly on sports and politics.

Research Question Three: How do journalists in 
Enugu use Twitter for News gathering and 
reporting?
In table 4, data presented indicates that sourcing 
for news on Twitter was done using two major 
ways namely personality and content searches. 
Trending items were also used for gathering 
news on twitter. Few respondents alluded to 
using hashtags and replies as a means for 
gathering news on Twitter. Regarding the use of  
Twitter for news reporting, data found on table 5 
shows that retweeting was the most used 
method of  reporting news on Twitter by 
journalists in Enugu. Live Tweeting was barely 
used by journalists while others shared links as a 
way of  news reporting on Twitter.

Personality and content search are the 
predominant method for news gathering while 
retweeting, sharing links through Twitter and 
live tweeting were the methods of  reporting 
news on Twitter by journalists in Enugu. From 
existing literature, it can be added that news 
outlets have used it to distribute news, market 
stories and reach out to news consumers, while 
reporters have employed it as a tool to find and 
approach sources (Ahmad, 2010; Hermida, 

2010).From the perspective of  news reporting, 
journalists' source relations are at the heart of  
professional practice. Journalists need expert 
knowledge when they gather, verify news, 
explain and contextualise events and 
developments. A growing body of  scholarship 
focuses on how journalists are integrating social 
media in reporting practices. 

Hermida (2010) described Twitter as an 
''awareness system'' that helps people to know 
and make sense of  each other's activities and 
discover ''trends or issues hovering under the 
news radar''. On digital platforms, a constant 
sharing of  all kinds of  information takes place 
which, on the other hand, threatens journalism's 
claim to provide an authoritative and legitimate 
representation of  social world (Broersma, 
2013), and on the other, possibly opens up 
journalism to new voices, topics and publics. 

Because it  facil i tates a very fast  
dissemination of  information, Twitter is 
particularly useful when stories break. 
Eyewitnesses can instantly post their first 
impressions, while journalists can immediately 
start reporting. They can post short updates 
while events evolve, in advance of  or 
accompanying their ''final'' fully sourced news 
reports on other outlets such as television, 
newspapers and websites. A range of  studies 
have investigated how media outlets cover 
breaking news on Twitter, analysing tweets on 
events such as riots (Vis, 2013) and resolutions. 

CONCLUSION
Based on the findings from the study, the 
conclusion drawn is that journalists in Enugu 
are not very conversant with using the Micro-
blogging social medium, Twitter. Though a few 
journalists use Twitter for gathering and 
reporting news, the number of  journalists who 
do, was not too encouraging going by the global 
use of  Twitter in journalism practice as revealed 
in the literature. The study further concludes 
that in terms of  news items gathered and 
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reported by journalists in Enugu, sports and 
politics was the most frequent genre. Twitter 
served basically as an outlet for dispensing 
political and sports news. The methods used in 
news reporting on Twitter were dominantly 
retweeting, sharing links and Live Tweeting. It is 
quite easy to retweet and share links. Live 
Tweeting at events was hardly done. The study 
also concludes that in gathering news, searching 
contents and searching personalities were the 
most used methods by journalists in Enugu. 

RECOMMENDATIONS
Based on the findings of  the study, the following 
recommendations have been put forth:
1. Media organisations should endeavour to 

provide appropriate training for journalists 
on the use of  social media channels such as 
Twitter because these channels are useful in 
news reportage and therefore will avail 
journalists the opportunity to use them 
maximally,

2. Media organisations should also serve as 
gatekeepers to journalists in their use of  
Twitter. This gate-keeping will be done to 
help curb unethical practices and ensure that 
ethical standards of  broadcasting are being 
met while they use Twitter for news 
gathering and reporting.
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Background to the Study 
Over the years, the Nigerian film industry with 
alias Nollywood has evolved into a global brand. 
Interestingly, the movie industry in Nigeria has 
assumed a massive posture and dimension, such 
that it is seemingly impossible to talk about it 
without worthy mention of  the revolution it has 
brought to entertainment in the country. The 
fact that Nollywood has carved a niche for itself  
even in the face of  much more accomplished 
film industries like the United States Hollywood 
and the Indian's Bollywood lends credence to its 
level of  global impact. Arguably, Nigeria might 
not have succeeded in stunning the world with 

st21  century technological invention, but it sure 
has made its mark in the world's entertainment 
sphere through Nollywood.

Beyond the many attendant benefits of  the 
evolution of  the Nigerian film industry in terms 
of  economic development, is the fact that it 
seems to be addressing the nagging issue of  
popular culture and cultural imperialism. It has 
opened the vista for the world to get firsthand 
experience on the socio-cultural, social-
political, religious cum socio-economic make-
up of  the Nigerian people. What the Nollywood 
has done since inception is to tell the world 
about African from a more Afrocentric stand 
point. In doing that, it has attempted to dispel 
long-held seemingly erroneous notions about 
the nation and her people. Today, Nollywood 
has made frantic incursion into major cinemas 
across the world; the Nigerian story and our 
cultures are being told from different prisms – 

O R I G I NA L A RT I C L E

The evolution of  Nollywood into a global brand has been no less commendable. As a reflection of  society, this study has 
been informed by the need to ascertain the extent Nollywood has used communication for the social reconstruction of  
indigenous culture. The descriptive survey method was adopted for the study. A sample size of  385 was drawn from the 
projected population of  Rivers State which is put at 7,028,605. More so, data were generated with the questionnaire. 
Data were presented and analysed using frequency distribution tables, percentages and weighted mean score. Although 
the findings that Nollywood has been effective in the reconstruction of  indigenous culture was rejected on the weighted 
mean score (2.9%), it was however vindicated in another finding that indicated that Nollywood use of  communication 
for the social reconstruction of  indigenous culture in Nigeria is high. Also contentious were the findings that Nollywood 
is preserving cultural heritage in one breath while in the other it has inundated its content with popular culture and 
westernization thereby reinforcing what it seeks to prevent. Other findings reveal that Nollywood can be used to address 
nagging socio-cultural issues impeding national development, even as it acknowledged popular culture and cultural 
imperialism among others as challenge(s) confronting Nollywood's use as a tool for cultural rebirth and value re-
orientation. The study concluded that Nollywood must be seen beyond its entertainment function to being used to 
preserve Nigeria's rich cultural heritage and foster national development, while recommending among others that 
Nollywood dedicates a larger part of  their films to addressing raging socio-cultural, socio-economic and socio-political 
issues impeding national development.

Key words: Nollywood, communication, culture, social reconstruction, perception and reality.
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love, trust, betrayal, dignity in labour, honesty, 
traditional institutions, education, adventure, 
marriage, death, dignity of  human life, 
punishment for evil deeds, rewards among 
others.

With a population of  about 190 million, and 
its citizens continually grappling with hunger, 
poverty, low per capita income, endemic 
political corruption, crime, growing population 
and illiteracy, the Nollywood movies appear to 
be the major escape route from the harsh 
realities for many Nigerians. Incidentally, what 
we see in these Nollywood movies, are the 
reconstruction of  these stack social, political, 
economic and cultural realities. In fact, 
Nollywood is a window showing the everyday 
happenings in the Nigerian society. It is a near 
real depictions of  the struggles of  man; the 
betrayal of  trust, the societal ill and their 
consequences, the stories of  love and adventure, 
the agony of  death, the reward for hard work 
and diligence, the omniscience of  the gods and 
the recognition and obeisance for traditional 
institution; a depiction of  affluence and vanity 
among others.

Today, several genres of  movies are turned 
out almost on a daily basis. In fact, you get them 
in almost all languages, and with a number of  
them being subtitled in English for wider 
acceptability and market value. Interestingly, all 
of  these films are geared towards mirroring the 
Nigerian people cultural peculiarities.

Statement of the Problem
Movies turned out in recent times appear, to be a 
reinforcement of  popular culture and agent of  
globalization. More disturbing is the fact that 
this reinforcement glorifies foreign culture. Such 
glorification betrays the expectation of  the 
audience that the movie industry in Nigeria 
should reconstruct our culture from its negative 
perception as a culture marred by criminality, 
corruption, killings and so on.

Yet this shift from reflecting indigenous 

culture in a number of  Nollywood movies 
produced these days, is a conscious attempt to 
appeal to more audience members who appear 
to be more favourable to western culture. The 
above therefore are the contending issues that 
have informed this study. 

Research Questions 
The following questions were derived from the 
objectives.
1. To what extent is Nollywood using 

communication for the reconstruction of  
indigenous culture in Nigeria?

2. What is the extent to which communication 
and social reconstruction of  indigenous 
culture by Nollywood have fostered the 
preservation of  our cultural heritage in 
Nigeria?

3. Is Nollywood reinforcing popular culture 
and westernization in Nigeria or not?

4. What challenges are inherent in the use of  
Nollywood in the cultural rebirth and re-
orientation of  the Nigerian nation?

Review of Related Literature

Nollywood and the Reconstruction of Indigenous 

Cultures 
Often times, films reflect the cultural inclination 
of  people. Films depict certain aspects of  a 
people's culture. Nollywood showcases 
Nigerian and Afr ican environments.  
Nollywood video films have transformed 
Nigerian and other African tradition into an 
element of  art through the lens of  media 
environment (Onuzulike, 2014). Onuzulike 
(2007) stressed that “Nollywood video film 
stories are deeply rooted in Nigerian cultural 
traditions and social texts that focus on Nigerian 
community life, with stories told using African 
idioms, proverbs, costumes, artifacts, cultural 
display and the imagery of  Africa” (p.286).

Similarly, Winter and Nestler (2010) 
maintain that film is a product of  cultural and 
social processes. Citing Tudor (1989) and 
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Winter (1992), Winter and Nestler, noted that 
films present a social reality which is created 
interactively in the action, in the field of  
production, circulation, reception and 
appropriation. The textual characteristics of  
genre films, for instance, which make them 
recognizable and predictable are the result and 
the medium of  'doing genre' by various agents in 
various contexts (Tudor, 1989; Winter, 1992, 
cited in Winter &Nestler, 2010). Imperatively, 
the various depiction in films and subsequent 
interpretations inferred from them are a 
function of  the social and cultural context the 
audience are situated.

For Jonah (2010) the medium of  film has 
come to be closely associated with the culture 
industry. Most Nollywood stories centre around 
African culture. The reason is that like language, 
films must be in sync with the cognitive 
positioning of  the target audience. Arulogun 
(1979) cited in Jonah (2010) maintained that 
“film is a powerful tool for the transmission of  
cultural values” (p.9). Arulogun, identified four 
main areas where film could further advance 
cultural identity:
1. As a propaganda tool: film remains a vehicle 

employed by governments and others 
interested in the art of  subtle diplomacy. 

2. Film also plays the role of  stereotype: 
Overtime, Nollywood has contributed 
immensely in shaping perspectives on the 
various cultures in Nigeria. As noted by 
Nbete and Ikiroma-Owiye (2014) film or 
documentary has had a great on culture 
since its introduction as a popular mode of  
entertainment. The impression which 
viewers develop about a people and their 
cultural values are greatly influenced by film 
portrayals (Jonah, 2010).

3. Film as an educational medium, covers 
issues in the school curricula, intimating 
viewers about the various, cultures, places 
and values of  peoples within and outside 
Nigeria. 

4. Film also plays a role in promoting 
commerce. Eventually, Nollywood has been 
a source of  attracting foreign earnings. 
Apart from the exportation of  the films, 
Nollywood has attracted foreign tourists 
who probably have been attracted by the 
geographical landscapes of  and other 
natural sites located around the country.

Nollywood has the potential to project positive 
indigenous cultural values and identities and 
foster mutual understanding of  different ethnic 
groups. If  it does this, it demonstrates its 
capacity to promote national integration. The 
cultural expectation is that Nollywood will 
promote positive behaviour patterns and social 
development (Soola et al., 2010). On the 
contrary, there are contentions on the extent 
Nollywood has appropriately reconstructed the 
Nigerian culture in films. Rather, it is argued 
that what they have inadvertently done is to 
reinforce the Eurocentric position about Africa 
as majorly uncivilized, brutish and severely 
underdeveloped. For instance, Soola et al. 
(2010) question how distinct must Nollywood 
be from western fare for it to remain appreciated 
by the audiences. Stressing that given the 
dynamic nature of  identity, it will be useful to 
study how widespread are the sentiments that 
require Nollywood to be distinct so that it could 
perform the expected role of  a major channel of  
Nigeria's development agenda (Soola et al., 
2010).

Films are cultural and symbolic forms and 
can be used to discover and reveal important 
characteristic of  social life. So that it is difficult 
to extricate a film from its cultural learning. 
Kellner, in analyzing the American films, 
maintains that film analysis becomes cultural 
analysis, which also offers pedagogic 
opportunities for intervention and can run into a 
diagnostic criticism of  social ideologies (Winter 
&Nestler, 2010). 

Eventually, the narratives of  films can be 
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linked with one's own experience and stories as 
well as with qualitative ethnographic 
investigation with the aim of  grasping, 
understanding, and possibly breaking the spell 
of  those all-embracing cultural narrations 
which shape our lives (Denzin, 1991, cited in 
Winter &Nestler, 2010).

Theoretical Framework
The cultural imperialism theory formed the 
theoretical grounding for the study.

Cultural Imperialism Theory 
The theory was informed by the seeming 
overbearing influence of  western culture over 
the African traditional culture. This is not 
unconnected to the activities of  the 
international media. Overtime, the African 
media have become a “dumping” ground for all 
manner of  western media contents. Grounded 
in an understanding of  media as cultural 
industries, cultural imperialism is firmly rooted 
in a political economy perspective on 
international communication (Kraidy, 2002).

The international media have been veritable 
tool for nation states which use them as noted by 
Kraidy to “export their cultural products and 
impose their socio-cultural values on poorer and 
weaker nations in the developing world” (p.1). 
There has been a preponderance of  western 
contents in our local media. The same could not 
be said about developing nations, whose 
contents sparingly appear in the western media. 
Local contents that appear on western media are 
arguably lopsided or negative. 

In a nutshell, the followings are the high 
points of  the cultural imperialism theory:
- Western nations dominate the media 

around the world which in turn has a 
powerful effect on the third world or 
developing nations' cultures in terms of  
imposition of  western values thereby 
threatening or destroying their cultural 
values and identities.

- Humans react to what they see on television 
since there is nothing else to compare it to 
besides their own lives, usually portrayed as 
less than what it should be.

- The theory propounded by Herbert Sehiller 
in 1973 (Acholonu, 2015).

Acholonu, explains that the theory is value-
neutral and objective. It does not matter what 
belief  the people of  the developing or third 
world already hold, programmes from the 
western world will communicate the same 
message and are more likely to affect them in the 
same way (Anaeto, Onabajo & Osifeso, 2008, 
cited in Acholonu, 2015). Eventually, 
researchers are shifting from the seeming 
monolithic posture of  the cultural imperialism 
theory. It has become fashionable in some 
international communication circle to dismiss 
cultural imperialism as a monolithic theory that 
is lacking subtlety and increasingly questioned 
by empirical research (Kraidy, 2002).

The cultural imperialism theory therefore 
reinforces the seeming reality of  the influence of  
western culture on developing nations. In fact 
the theory has made it clearer that cultural 
globalization is not a myth. Existing global 
cultural flows place western hegemonic values 
at an advantage over weak or vulnerable cultures 
or societies in the world (Gahia, 2014).

The relatedness of  this theory to the study is 
that western culture is increasingly taking its toll 
on African indigenous culture. This has been 
made possible by advancements in information 
communication technology. The consolation is 
that the Nigerian film industry or Nollywood 
appears to serve as a medium being used to 
reconstruct the African indigenous culture.

Methodology 
The study adopted the descriptive survey 
research method. The population of  the study 
consisted of  residents of  Rivers State. The 
sample size of  the study was 385. The multi-

NTAtvc J of  Comm. 2019;3(1):307 - 315 310

Communication and Social Reconstruction of Indigenous Culture: A Study of NollywoodAMANNAH & ORIKOHA,



stage sampling technique was used for this 
study.  Data generated from the survey were 
analysed using frequency distribution tables, 
simple percentages and Weighted Mean Scores 
(WMS).

DATA PRESENTATION, ANALYSIS AND DISCUSSION 

OF FINDINGS 
Three hundred and fifty-eight (358) copies of  the 
questionnaire of  the three hundred and eight-
five (385) copies administered were successfully 
retrieved. This figure represents a retrieval rate 
of  93%.

Research Question 1: To what extent is 
Nollywood using communication for the 
reconstruction of  indigenous culture in Nigeria?

Table 1: Responses on the extent of Nollywood's use 

of communication for the reconstruction of 

indigenous cultures in Nigeria

Table 1 above reveals that most of  the 
respondents (148 or 40.8%) aver that the extent 
to which Nollywood use communication for the 
reconstruction of  indigenous culture in Nigeria 
is high and was accepted at a WMS of  3.2%.

Research Question 2: What is the extent to which 
communication and social reconstruction of  
indigenous cultures by Nollywood has fostering 
the preservation of  cultural heritage?

Table 2 above indicates that Nollywood is 
highly fostering the preservation of  our cultural 
heritage. 

Table 2: Responses on the extent of Nollywood's use 

of communication and social reconstruction of 

indigenous culture for culture preservation

Research Question 3: Is Nollywood reinforcing 
popular culture and westernization in Nigeria.

Table 3: Responses on Nollywood and the 

reinforcement by popular culture and westernization 

in Nigeria

Table 3 above shows that most respondents 
agree that Nollywood is reinforcing popular 
culture and westernization in Nigeria. The 
implication of  this result is that even though this 
result slightly contradicts respondents' position 
in Table 2 above, it is more worrisome that this 
could be taking its toll on our cultural heritage 
which Nollywood claims to preserve. However, 
this result is accepted on a WMS of  3.6%.

Research Question 4: What challenges are 
inherent in the use of  Nollywood in the cultural 
rebirth and re-orientation of  the Nigerian 
nation?

Option 

Very high 

High 

Undecided 

Low

Very low

Total 

Frequency

58

146

6

110

38

358

Percentage

16.2

40.8

1.7

30.75

8.4

100

WMS

3.2%

Decision

Accepted  

Variables

Very high 

High 

Undecided 

Low

Very low

Total 

Frequency

43

132

5

128

50

358

Percentage

12.0

36.9

1.4

35.8

14.0

100

WMS

3.0%

Decision

Accepted  

Option 

Strongly agree

Agree

Undecided 

Disagree

Strongly 

disagree

Total 

Frequency

90

161

5

70

32

358

Percentage

25.1

45.0

1.4

19.6

8.9

100

WMS

3.6%

Decision

Accepted 
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Table 4 above indicates that most of  the 
respondents (194) agree that popular 
culture/cultural imperialism form the greatest 
challenge in the use of  Nollywood for cultural 
rebirth and re-orientation in Nigeria. By this 
result implies that there could be other options 
available to Nigerians through which they derive 
gratification. Such option could be exposure to 
foreign films which could reflect a shift from 
core value standard.

Discussion of Findings
Findings in research question 1 have shown that 
the extent to which Nollywood is using 
communication for the reconstruction of  
indigenous culture in Nigeria is high (146 or 
40.8). This finding corroborates Ukah (2003) 
who avers that indigenously produced video-
films in Nigeria constitute a cultural and social 
revolution. Ukah notes that the Nigerian video-
films have not only become popular but have 
over the years emerged as an art form and a 
medium of  both communication and 
entertainment. 

Also the study agrees with Bordwell (2004), 
cited in Brisibe (2017), that through narrative 
films, Nollywood has been used to reconstruct 
the everyday experience and lifestyle of  the 
Nigerian people. In essence, communicating 
through films is not only helping to reconstruct 
Nigeria's indigenous cultures, but is used to 
recognize the place of  content, in terms of  the 
environmental, psychological and cultural 

make-up of  the people. Brisibe (2017) in 
describing how culture is reconstructed in films, 
observes that Armed Soldiers, War Machinery 
(tanks, jets) are frequently shown in many high 
budget Hollywood comic book super hero films, 
while the Nigeria productions are interwoven 
into the usual convenient epic genres that 
portray sorcery and other supernatural 
elements.

Consequently, this finding contradicts 
Nbete and Ikiroma-Owiye (2014) who observes 
that in the bid to reconstruct indigenous culture, 
Nollywood is reinforcing negativity and as well 
continues to suffer from the exciting powers of  
the hegemonies, making Hollywood as a 
standard for assessing the quality of  production 
of  the Nollywood movies. The argument is that 
depictions in Nollywood are more of  a 
domestication of  western culture adopted from 
Hollywood. One of  the common complaints by 
many Nigerians is that Nollywood is gradually 
introducing some dose of  pornography, 
occasioning a continuing rise in movies with 
erotic or obscene contents. This trend is a total 
deviation from the culture of  Nigerians (Nbete 
& Ikiroma-Owiye, 2014). Another negative 
aftermath of  Hollywoodization is the rising 
introduction of  violent and horrid scenes into 
Nollywood (Nbete & Ikiroma-Owiye, 2014).

Similarly, finding in research question two 
(2) indicates that the extent to which Nollywood 
is fostering the preservation of  cultural heritage 
is high (132 or 36.9%).  It corroborates the 

Table 4: Responses on challenges inherent in the use of Nollywood for cultural rebirth and re-orientation 

T

358

WMS

3.5%

3.5%

3.5%

2.5%

2.3%

Decision

Accepted 

Accepted 

Accepted

Rejected 

Accepted

Options

Influence of globalization 

Popular culture/cultural imperialism

Preference for foreign films

Poor video quality production 

Misplaced themes that reinforce stereotype

SA

68

66

64

33

40

A

183

194

179

70

45

U

7

5

2

5

3

D

68

30

88

186

182

SD

32

63

25

64

88
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finding of  research question one. However, the 
finding contradicts Soola et al. (2010) who argue 
that rather than preserving our cultural heritage, 
what Nollywood has “succeeded” in doing is 
that it has presented a stereotyped and fixated 
view of  the Nigerian culture. For Osofisan 
(2006), this is worrisome considering the fact 
that the portrayals on Nollywood about our 
culture as a society depicting it as terrible, 
bloodsucking, witchcraft-infested, secret and 
cult-pervasive, give the erroneous notion that 
this could be the authentic state of  our culture.

Furthermore, the finding contradicts 
Ekeanyanwu (2009) who argues that rather than 
preserve our rich cultural heritage, Nollywood 
has “bastardized” Nigerian's local cultural 
values, thus impacting negatively on the 
Nigerian indigenous culture. In fact, 
Ekeanyanwu maintains that Nigerian films 
(Nollywood) do not adequately reflect the 
cultural values of  the people. Ekeanyanwu 
insists that the display of  witchcraft, ritual 
killings, and gross immorality, as major and 
prevailing themes in Nollywood movies is 
argued as not being representative of  the true 
Nigerian indigenous society. The proponents of  
this view believe the Nigerian society is much 
more than the movie portrayals they see. The 
Nigerian society is rich in cultural ethos, 
hospitable and has a rich traditional heritage of  
respect, high moral standards and respect for 
family values. So, overplaying the minority 
incidences of  voodooism, loose sense of  
morality, witchcraft antics and ritual killings is 
not acceptable to this school of  thought. To 
them, this amounts to betrayal of  cultural trust.

On whether or not Nollywood is reinforcing 
popular culture and westernization in Nigeria, 
finding in research question 3 is in agreement 
with this position (161 or 45.0%). This finding 
contradicts respondents' position in research 
question 2. The finding also confirms Gahia 
(2014) who frowns at the introduction of  
popular culture and westernization in 

Nollywood and its attendant effect on youths 
and indigenous culture. Gahia, notes that the 
effects reflect on the rising spate of  crime in the 
country, and the proliferation of  small arms; 
being a by-product of  highly liberalized global 
exchange of  goods and services and the increase 
and sophistication of  western criminal gangs. 

But then, the finding contradicts Endong 
(2015) who in making a case for the introduction 
of  popular culture and westernization argues 
that this is geared towards meeting the growing 
appetites of  local audiences for “foreign” 
contents. In fact, Mgbepe contends that there is 
no way the western culture would not be 
reflected in local media (including Nollywood) 
production. The fact that African media 
production is highly dependent on western 
media technology makes it inevitable for the 
content of  local media production to have a 
dominantly western content or colouration 
(Endong, 2015). 

Finally, finding in research question 4 shows 
some of  the challenges inherent in the use of  
Nollywood in the cultural rebirth and re-
orientation of  the Nigerian nation, the challenge 
of  popular culture/cultural imperialism is top-
most (194). This is followed by the challenge of  
globalization (183). To this end, the finding 
confirms research question 2. Understandably, 
Nigeria is part of  the global community and as 
such is not confined to only local contents. With 
the advent of  satellite television and the 
Internet, Nigerians can access western contents 
from any foreign sources and get influenced by 
such. The finding therefore corroborates Gahia 
(2014) that exposure to foreign contents (and 
even those portrayed in Nollywood) is creating 
new patterns of  acculturation. Gahia blames 
this trend on the massive influx of  western 
cultural products/arts into the country; 
including film, cable television, the internet 
media and the American-dominated hip pop 
music which has virtually chases the traditional 
highlife music away from the airwaves (Gahia, 
2014).. 
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Conclusion 
It is difficult to extricate media content from the 
goings on in any society. Like the media, video-
films are most likely the direct reflection of  any 
society. But then, if  films are just to reflect 
society, then of  what effect is it? The point is that 
the effect of  films is incumbent on its use not just 
as a means for entertainment but as instrument 
of  cultural rebirth and value re-orientation.

More so, it is also not in contention that our 
rich cultural heritage has been adversely 
endangered. No thanks to the agents of  
globalization. While we cannot take anything 
from the massive global incursion Nollywood 
films have made, it remains to be seen how much 
this global stature has impacted the local 
audiences' attitudinal change.

Imperatively, Nollywood is redeeming what 
is left of  our cultural heritage. Whether or not 
they can sustain this cause is dependent on how 
they stay consistent in continuously projecting 
the right image about Nigeria and our culture. 
However, a slight shift to accommo-dating some 
western positions, in so far as they do not 
jeopardize or threaten the existing culture 
cannot be out of  place.

Essentially, it is time Nigeria tapped into the 
latent potential of  Nollywood to address certain 
nagging socio-cultural, socio-political and 
socio-economic issues. More importantly is that 
the preservation of  our rich cultural heritage 
should form the fulcrum of  Nollywood video 
films.

Recommendations 
In line with the findings of  the study, the 
following recommendations are here put 
forward.
1. Some incentives should be introduced in 

Nollywood films such that will increase 
their appeal especially among youths. These 
incentives could be some freebies like data 
to attract youths to watch Nollywood films, 
especially those rich in portraying our 

cultural heritage.
2. Government should fund Nollywood films 

that portray our rich cultural heritage. This 
will make it a lot easier for the mass 
production and distribution of  these films to 
the public almost free of  charge.

3. The National Film and Videos Censors 
Board (NFVCB) should brace up to their 
responsibility of  ensuring the production of  
top quality films in terms of  picture quality, 
theme and content, thereby meeting best 
standard.

4. Nollywood should dedicate a larger part of  
their films to addressing nagging socio-
cultural, socio-economic and socio-political 
issues impeding national development.
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