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66. A Study of Year

2003 Newspaper Presidential Campaj
Advertisements in Nigeria i

Charles Ikechukwuy Nnaji
National Institute for Nigerian Languages, 4hq

Abstract
: This 15 a survey study of political advertising patronage of the Newspaper Media
during the 2003 Presidentia] election in Nigeria. It is a content — analytic study of the
Guardian, the Champion and the Vanguard Newspapers. The results indicate that the
Guardian received the highest advertising patronage followed by the Champion and the

Vanﬁzlg('d Ne\YSpaperS in that order. It was also discovered that the negative political
© - .atising 1s high in Nigeria,

“A . Introduction:

3T Nigeria began to practice the lEresidential System of Government in 1979. The year

- 2003 Presidential Election was the 5™ Presidential election since the system was adopted.
The earlier ones were held in 1979, 1983 and 1999 Each of the elections was keenly and
vigorously contested. However, it should be noted that the effort of 1993 was thwarted by

~Babangida’s annulment of the results of the election, which was believed to have been won
by Chief M. K. O. Abiola.

Political advertising is a form of social advertising used to support the candidacy of

{  individuals in election campaigns. Broadly, it is defined as a sponsored communication for

. the presentation, promotion and exposition of political parties or the candidates gunning for
political posts to the electorates often through the mass media.

It is through political advertising that the electorates are exposed to the images, ideologies,
ideas or ideals or manifestoes of the party or their political office contenders. Its primary
objective is often to win the electorates’ goodwill and votes.

Political Advertising includes communications that appear in pamphlets, circulars, fliers,
billboards or other signs, bumper stickers or similar forms of written communication. It also
includes communication published in newspapers, magazines or other periodicals or
communications broadcast by radio or television in return for consideration (Texas Ethics
Commission). Balloons, buttons, emery boards, hats, lapel stickers, magnets, pencils, pens,
pins, wooden nickels, candy wrappers and similar materials are all often used for political
advertising,

This paper, however, is mainly concemed with political advertising in the form of
adverts that appear on newspapers. It is not interested in editorials, op-ed pieces, news
atticles or letters to the editor among others. This is done to ascertain the level of attention
gven to the Nigerian elites who purchase and/or read newspapers regularly in terms of
Persuading or luring them to vote for particular candidates during the last presidential
ele;t'lon, The results would also be a pointer to media acceptance/ preference among the
Politiciang and their agents. Being that patronage is one of the indices of knowing the “reach”
O the quota of the market controlled by the media, the results could as well be used to make
“Wmments in that respect.
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Pohiical Adverusmg in Nigeria

Sln Nl(‘”’c”aﬁ Political Advertising was not 0o common untit about 1963 when g,
Late Ch;ef Obafemi Awolowo, leader of the defunct Action Group imtroduced sl:y-v,-riﬁn?
and dfoppmg of leaflets / handbills from the skies to inform the voters of the l_':C'!?C‘ﬁ!’Fl\\'ailing
them 1f they could vote for him and his party” (Adebisi. 1992) .
s obvious from the above that the art of political ad vertsmg was not entirely non-existent
im the country before that date but, probably, it was hithario practised tradmbnaliy orona
\fcr}"httlc scale. It could not have been otherwise because nationwide or even regiong|
political contests were unknown until about that time. What was known then were
community and ethnic pohtical rivalries that were won by military prowess rather thap
political maneuvers. It was the bid to sell goods, ideas or services to people in dispersed
environments that could not be adequately reached by personal contacts that necessitated
advertising. Prior to the Awolowo campaign above, writes Nzeribe (1991:3) “all] political
activities had been limited to rallies, soap-box speeches and where possible, press editorial
efforts™.

The major media for political advertising campaigns are the press. radio. television
and outdoors. In the words of Seymour — ure (1974: 206) “One cannot talk sensibly of a
national campaign at all in the absence of mass media.... The national campaign is formed by
a continuous interaction between the behaviour of party leaders and managers and that of the
mass media”.

The press, radio and television are not of very long origin in Nigeria. The history of
newspaper industry having started in 1859 when Rev. Henry Townsend founded the hse
Iroin Yoruba, the history of broadcast media began with the establishment of what was then
known as the Nigenan Broadcasting Service (NBS) in 1952 with the amival in Nigena of a
British rediffusion company. The story of the founding of television service began in 1959
when the then Western Region established what was called the First Television Station in
Africa and named Western Nigeria Television (Duyile, 1983) The recent histories
notwithstanding, the media are meeting up with the demands of the time. Advertising
agencies now play very significant role in political communication in the country. They
create the advertisements the are sold to the people by the media

In 1979, five political parties contested the general elections The campaign for
supremacy was between Alhaji Shchu Shagari - Nationa! Party of Nigeria {NPN). Dr
Nnamdi Azikiwe — Nigerian Peoples Party (NPP). Chief Obafemi Awolowo- Unity Party Of
Nigeria (UPN). Mallam Aminu Kano — People’s Redemption Party (PRP) and Mr. Tunpt
Braithwaite of United Nigerian People’s Party (UNPP) as Presidential Candidates Alhan
Shehu Shagari of NPN won the contest. In 1983, the same political paries above rewmes'?d
the clections with their former respective flag bearers Alhaji Shehu Shagari of NPN agall
won the election but with great controversy surrounding the victory. He was overthrown by
a military junta led by General Buhari soon afier the mnauguration '

The practice of political advertising during the 1979 and 1983 elecuons were simifar
bath in tone and magnitude (Nnaji, 1992). The advertisement of the politicians and thef
parties dunng those periods involved the use of posters. handbills. party banners. advertising
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sialists like caps, hats, T-shirts etc. performing drama or musical troupes, radio jingles
advertisements.
In the 1993 gerjeral elections, political advertising shifted emphasis to the press
'There was a great deal of advertisements on the print media during this period than there had
in the country at any other time. The advertisements on the broadcast and other media
ere 10t few either. The advertising campaigns of that period attracted more comments than
i ssed to-be and rejuvenated interest in the whole area of political advertising. This
wndition is not ungonngcted with the personalities in the arena as at that time - Chief M. K-
0. Abiola, the presidential flag bearer of Social Democratic Party (SDP) and his rival Alhaji
gashir Tofa of NRC. Chief M. K. O. Abiola gamered tremendous resources and wealth to
sctualize his political ambition and so did Tofa. Chief M. K. 0. Abiola was the publisher /
owmer of the National Concord Newspapers and as such was very much acquitted with the
awesome Power of the media and made optimum use of that knowledge to his advantage.
However, the result of that election which he was believed to have won was never to see the
light of the day. Political advertising flowered, flourished and towered during that period.
Advertising agencies, consultants and quacks alike had a very buoyant business season then.
Though there were only two parties, there was a lot of sponsorship from political action
committees, clan associations, religious bodies, groups and individuals especially in favour
of Chief Abiola having been himself, a philanthropist to needy individuals, group and
ssociations earlier. The main kinds of political advertising normally used by political
practitioners and their agencies are: image, issue and negative advertising. Observation
eveals that politicians or their agents employed the use of image and issue advertising at the

beginniﬁg of their campaigns but negative advertising at the end to attack, ruin or injure the

chances of their opponent(s). The trend today is changing. There is presently an increasing
use of negative political advertising. According t0 Chang, Park and Shim (1998:2) “In
today’s political campaign, candidates, either challengers or incumbents, use negative ads

fom the beginning of a political campaign’ .

Design And Method:
This 1s a content — analytic study. Three national newspapers: The Guardian,

Champion and Vanguard newspapers Were purposively selected for the study. All the
selected newspapers are owned by private entrepreneurs as their independent business
ventures.

The period covered by the study was February 1" to April 18" 2003, as a result of the short
period of time allowed for the presidential campaigns all the editions on the three selected
Dewspapers was studied and coded by the researcher. . The variables noted in the coding
include page, date, title, size, whether the advert is in colour or black and white, message

g content and sponsor.

Ivmd'-”gs And Discussion
i The re§ulLs showpd a t‘otal of one hgndrqd and t.wenty' two adverjs in the three
! quizap}im during the gnllre pe'nod of the pre&dgntlal electioneering campaign. This score
e ee igh as the entire duration of the campaign was very short. The size.of the adverts
/ (i‘“erﬁ”)’ full page and to a large extent in coloured print. |
eoplesalr)c ian had' a total of fifty adverts on 11s pages during @he perlod. Out of this number
emocratic Party (PDP) had 42 or 4% while All Nigerian Peoples Party (ANPP)
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had mere 2 or 4% and Move ’ : :
s four o3 e vement qu‘r Democracy and Justice (MDJ). 2 or 4% while Justi
( %. The other political Parties attracted no adverts in the newspa Stice
stugy. It_shol:llld be noted that thirty political parties contested the year 2003 genefalp;;u?der
in Nigenia. However, the foremost ones We . : s e ctions
. gt ‘ ere the ones observed in this study as the results
alt LalThfet;CS‘ﬁt'Of the study of Champion newspaper indicates that PDP had 18 or 6% of
the total of the thirty advers for the entire presidential electioneering campaign peri
ANPP had 7 or 23.33%, MDJ 0 : campaign period
or 23.3370, MD]J 4 or 13.33% and All Progressive Grand Alliance (APGA) 1 or
3.33% respectively.

The Vanguard newspapers attracted a total or forty two adverts for the period. The
pDP had 30 or 71. 43%:; ANPP 2 or 4. 76%: JP 2 or 4.76%, APGA 2 or 4.76%; MDI 5 or
11.9% and UNPP 1 or 2.38% respectively.

From the above it is evident that the Guardian attracted the highest number of adverts during
the electioneering campaign process amonsg the sample. This finding therefore agrees with an
carlier one (Egbochukwu 1999) which says that the Guardian is the most favoured among all
the Nigerian dallies in terms of advertisement patronage. According to him that was s0

because “most of the advertisers belong to the segment of the market it covers™ (P. 156).
The Vanguard was Very close to the Guardian having attracted just eight adverts

less. The study shows that there ar¢ @ lot of political action committee in Nigeria who exist
port the various presidential candidates and their political parties. These
associations are manifested as sponsors of the adverts which bear their names. They are not
usually party officials but independent groups. The study revealed that PDP had the greatest
number of such associations. ANPP had only two of such groups but PDP had eleven. All

the other parties had none as far as our study 18 concerned.

primarily to Sup

The PDP Support Commilfees include:
1. President Obasanjo - Atiku Victory Movement
2. Obasanjo / Atiku Qrganisation.

3 Obasanjo Solidarity Forum

4 Volunteers for Obasanjor and campaign/ Enlightenment Group
5 The committee for Democracy-

0 Operation Fix the Nation g

7. Sigmon: The Mandate for Stability and Continuity

8. Equity union/M. Owolabi Salis Auxhary Campaign Organization
9

]

]

; v 0. A, UK Chapter
0.  Ofo Ndigbo Group
v

The Core North Group ; EioE
The two political action committees (PACS) working in favour of ANPP are:

1. Ozuruigbo: 1gbo and Friends

2, Buhari Support Group | _ .
Negative political advertising was substantially manifest in the presidential elections

campaign adverts. specifically, adverts sponsored by the Commuttee for Democracy 1

favour of Qbasanjo and Atiku weré all attacks on Buhari and his party. The MDI adverts

:‘;‘ire mainly negative 100 On the other hand, the JP adverts were mainly on image &
SUERS. e
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Conclusion
Political advertising practise and patronage 15 growing very well in Nigeria

newspapers reading Pllbh,c are increasingly recognized judging by number and size of the
adverts targeted at them in the sample. The buyer's pl'lrchasiﬁr‘lg discriminatory tendencies
yre evident but a matter of can’t help. The buyer maintains his r}ght to choose except when
there 15 NO alternative, The lead of Guardian in attracting adverting patronage |
ind enviable. However, the gap between the members of the sample is not really wide
What 15 rath'er‘ very wide 15 the range of patronage. The increasing wave of indulgence in
negatif'é pqhtlcal or attack advertising and the corresponding neglect of image or 1ssue
advertising 13 worrisome and needs to be checked. If this is not done, a time will come when
presidentlal flag bearers and their supporters will abandon the real issues completely and

engage solely in attacks and counter attacks.

The

s noteworthy
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