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Foreword
It is with deep satisfaction that | write this foreword to the Mass
Communication and Media Technology Postgraduate Seminar
Proceedings Thisinitigtiveistheveryfirg of itskindin Lead City Universty,
Ibadan, and uses Lead City University reference style.
Thiscommendabl einitiative particularly encourages theinteraction of
postgraduate students as researchers, academics and developing
academicswith themore established academic community inaninformal
setting to present, and discuss new and current work. Their contributions
cut acrossall areas of specidisationin Mass Communication and Media
Technology; publicrdationsand advertising, broadcast media, print media,
development communication, digital communication and mass
communication and mediatechnol ogy. The collection of the paperswill
therefore, serve not just the Department of Mass Communication and
MediaTechnology students, but al so other academicsand professionals
inthefield of Communication.
TheMass Communication and M edia Technol ogy Postgraduate Seminar
Proceedings put together chaptersfrom sixteen (16) authorsto contribute
to knowledgein various areas of communication aforementioned. Each
chapter isthejoint effort of both the supervisor and thesupervisee. Thisis
away of mentoring the upcoming academics.
Also, | trust that thisacademic act will beanimpetusto stimulate further
study andresearchindl theseareasof study aswell asvariousdepartments
intheuniversity.
Wethank all authorsfor their contributions.

Prof. Afolakemi O. OREDEIN
(FGEN, MCIPM, MKDP, MNAE)
Provost, Postgraduate College, Lead City University, Ibadan
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Abstract

From generation to generation, nearly all human activities follow
sequence of techniques, procedures, processes and patterns which
over the centuries have developed into specific cultures; practices
and traditions. Such widely acceptable techniques, procedures,
processes and practices that drive devel opment in every society, are
products of long year s of academic research by scholars, researchers
and inventors. However, basic understanding of academic research
Is becoming more and more difficult because of the assumption by
students that only geniuses can embark on research activities.
Therefore, this article provides an overview of academic research
process; approaches, designs and methods of data collection and
analysis in mass communication and media studies. The article
attemptsto demystify the concepts of academic research process and
itsassociated activities, motivating factorsfor problemidentification
and gener ating research ideasin communication and media studies.
Thearticlealso providesan overview of the characteristics of quality
academic research and writing of good literaturereview. An overview
of research approaches and paradigms with their related research
designs was also highlighted; including an outline of relevant
instruments for data gathering for both written and oral responses
in quantitative and qualitative research. Lastly, the article discusses



data analysis techniques for quantitative, qualitative and mixed
methods research. The author suggests that academic researchers
should adhere to the research processin their research activities by
following the sequence; starting with problem identification, and
clearly defining the problem into researchable statements, then
trandate the statementsinto measur abl e research objectivesand | ater
research questions and/ or hypotheses. The researcher should
thereafter determine methodological approachesto be deployed for
collecting the facts or data, analysing the facts or data and making
interpretations before reaching certain conclusions or making
inferences either in the form of solution(s) towards resolving the
problem or in making certain generalisations. Invariably, research
process does not start with *searching’ or ‘framing’, or ‘composing’
a ‘title or topic’; but rather the demand is placed on the researcher
to think deeply and identify a problemand clearly define the problem
into researchable statements and follow through with the other
processes as suggested.

Keywords: Academic research methods, Data collection and analysis,
Mass communication, Media studies, Research designs, Research
process and approaches,

Word Count: 345

Introduction to the Concept of Research
The concept of ‘Research’ is simply “a search for knowledge or a scientific
and systemati c search for pertinent information on aspecificissue, matter
or topic of concerns’®. ‘Research’ is also the process through which
scienceisconducted and that al trueresearch meetsfour important criteria
whichareinvariably, referred to asresearch standards’; they are:

(1) empiricd,

(2) sydsemdic,

(3) inter-subjectivefor replicationand

(4) cydicd for sdf-correcting.



Thus, researchisan art of scientificinvestigation and it hasrelevanceto
mediaand communication research which involves studying human
behaviour and attitudesin responseto stimulus of sound, visuass, and any
other combination of forms. Thus, mediaand communication research
largely belongsto the behavioura science or socia sciencediscipline.
Careful observationsof theoutlined four standards should help any media
researcher to find superior answersto whatever questions people might
ask in relation to media technology adoption, acceptance, and
consumption?.

Concept of Resear ch Process

Research processrefersto the systematic method cons sting of thefollowing

adtivities

a) identifying, definingor redefining aswd | asenunciatingor satingdearly
theproblem,

b) formulating research questionsand/or hypotheses,

c) instrument’s devising, collecting, organising and evaluating the facts
or datafrom the relevant sources,

d) analysingthedataor factsgathered fromthefield, and

€) drawinginferences, makingjudgementsor deductionsand reaching
certain conclusions either in the form of solutions(s) towardsthe
concerned problem or in certain generaisationsfor sometheoretical
formul ation or testing the conclusionsto determinewhether they fit
theformulating hypothesis®.

In summary, the concept of research process starts with problem

identification and dearly defining the probleminto reseerchabl estatements.

When thesetwo basic stepsareresolved, thefocus of the research will

not bedifficult to trand ateinto measurabl e research objectivesand research

questionsand/ or hypotheses®.

Thenthenext step isfor the researcher to determinethe methodol ogical

approachesto be deployed for collecting thefacts or data, analysing the

factsand making interpretations before reaching certain conclusionsor

making inferenceseither intheform of solutions(s) towardsresolving the



problem or in making certain generalisations for some theoretical
formulations. Hence, research process does not start with “searching’ or
“framing’, or ‘composing’ a ‘title or topic’; but rather the demand is placed
on theresearcher to think deeply and identify aproblem and clearly define
the problem into researchabl e statements and follow through the other
processasoutlined?.

Characteristicsof Quality Academic Research

Therearequalities and characteristicsthat guarantee research quality,

considering thefollowing conditions':

1. Systematic: Thisqudity impliesthat academicresearchisstructured
with specified stepsto betaken in aspecified sequencein accordance
withwell-defined set of rules. Systematic characterigtic of theresearch
doesnot rule out creativethinking but it certainly doesreject theuse
of guessngandintuitioninarrivinga conclusions.

2. Logical: Thisquality impliesthat academicresearchisguided by the
rules of logical reasoning and the logical processof induction and
deduction areof great valuein carrying out research. Inductionisthe
process of reasoning from apart to thewholewhereasdeductionis
the process of reasoning from some premiseto aconclusion which
followsfromthat very premise. Actualy, logical reasoning makes
research moremeaningful inthe context of decision making.

3. Empirical: Thisquality impliesthat academic researchisrelated
basically to one or more aspects of areal situation and dealswith
concretedatathat providesabasisfor externa validity to research
results.

4. Reproducibleand Replicable: Thequality impliesthat academic
research resultsmust be verified by replicating the study and thereby
building asound basisfor decisions.



Problem I dentification in Mass Communication and Media
Sudiesand M ethods of Generating | deasfor Academic

Resear ch

For any research processto be meaningful and profitable, thefirst and
foremost step should be sdecting and properly definingaresearch problem.
Thisimpliesthat aresearcher must first articulate and formulate the
problem so that it becomes susceptibleto research. Just likeamedical
doctor, aresearcher must examinedl the symptoms (presentedto him or
observed by him) concerning aproblem before he can diagnose correctly
with theam to propose asol ution to the problem diagnosed.

Therefore, to defineaproblem correctly, aresearcher must understand,
‘what a problem is’. Aresearch problem refers to some difficulty which
aresearcher experiencesinthe context of either atheoretical or practica
Stuation and wantsto obtain asol ution for the same. However, aproblem
may bebroad in nature; hence, theresearcher should bregk suchidentifigble
problem down into measurable segments.

The componentsof aresearch problem are stated asfollows:

a. Theremust beanindividua or agroup which hassomedifficulty or
theproblem, i.e. withinaparticular population and sample.

b. Theremust besome environment(s) towhichthedifficulty pertains
i.e. geographical entity, people, or community.

c. Theremust be someobjective(s) to beattained at, if thereisnone,
there cannot be a problem leading to outcomes or solutionsand
findings.

d. Theremus bedternaivemeans(or thecoursesof action) for obtaining
the objective(s) onewishesto attain. Thismeansthat there must be
at least two meansavailableto aresearcher for if he hasno choice
of means, he cannot have aproblem.

e. Theremust remain somedoubt inthemind of aresearcher withregard
tothe sdlection of aternatives. Thismeansthat research must answer
the question concerning the relative efficiency of the possible
dternatives.



Consequently, aresearch problemisonewhich requiresaresearcher to

find out thebest solution for thegiven problem, i.e., to find out by which

course of action the objective can be attained optimally inthe context of

agivenenvironment. Thereareseverd factorsthat guideidentifications

of aresearch problem complicated.

M otivating Factor sthat Guidel dentification of Academic

Resear ch Problems

Motivating factorsthat should guideidentification of research problems

areasfollows™.

1. Personal experiencerelating to: work experience, family/parental

experience, socid-cultural relationshipsand interactions, eit.c.

Persona observationsand inquisitiveness.

Personal effort to apply atheory.

Quest to solvean existing problem.

Personal or group responseto issues or problem of concerns.

Anideathat could betried out to solveasocietal problem.

Anattempt to find asolution to aparticul ar or persistent problemin

thesociety.

Responseto implement achangein attitude, process, procedure or

product.

9. Needto evauate aprocess, product, policy programme, approach
or any phenomend.

10. Reading and review of literaturein specific areaof research interest
toidentify gapinliterature.

Noakrwd
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LiteratureReview in Academic Research Writings
Conventiondly, therearethreemgjor ssgmentsor divisonsunder literature
review or review of literature. Thesegmentsareusudly arranged differently
by academic and research ingtitutions and organi sations. The segments
are classified under the following sub-headings as part of ‘Chapter Two’
mostly coded asfollows:

21  Conceptua Review or Conceptua Clarifications.

2.2  Theoretica Review and Framework.

2.3  Reviewof Empirica Studies.



Other sub-headingsthat may be optional depending on resear ch

focusand study focusare:

24  Conceptua Framework

25  Summary/Appraisd of Literature

Simpledescriptionsof thethreemgjor classficationsof literaturereview

areasfollows’:

a. Conceptual Review: Thissegment of literaturereview refersto
presentations of basic concepts, terminologies, variablesand issues
of interestinaparticular sudy asregardstheir meanings, definitions,
descriptions, typol ogiesand characteristics. Such concepts could
beidentified directly asthey feature prominently in thetitle as
variablesof interest. The conceptsor variablesof interest inastudy
must bereviewedinthesequentiad order of placement asindependent
variable(s) and dependent variablg(s).

b. Theoretical Review and Framework: Thissegment of literature
review refersto presentations of theoriesreating to thefocusof a
particular study. It includes stating the particul ar theory/ies, the
theorist(s) or proponent(s) of thetheory, etymology and historical
development of thetheoriesaswe | aspostul ations, argumentsand
themost recent findingsfrom tested hypothesesapplying thetheories.
Additionaly, theresearcher must state therel evance of thetheory/
iesin specifictermsto the current study. Conventionally, at |east
two (2) tothree (3) most rel evant theoriesarerequiredinamedia
and communication research.

c. Review of Empirical Sudies: Thissegment of literaturereview
refersto review of literaturerelating to previously carried out or
completed research work that are already available in form of
published works in reputable journals, books, databases,
encyclopediaand other periodicals. Again, empirical studiesare
productsof quality; genuine and authentic datasetsscientificaly,
collected fromthefield among aclearly defined samplepulled from
apopul ation, satigticaly andyzed and findingsreported asacademic
publications, projects, thesisor dissertations.



Research Approachesand Paradigms

There arethree basic approachesor paradigmsto research which are
broadly classified into quantitative approach, qualitative approach and
thethird being the combination of thetwoi.e. quantitativeand quaitative
approaches which is thus named as ‘mixed methods’.

Therefore, research approachesare generally categorised by approaches
or paradigmsasfollows:

1. Quantitative Research or Approach

2. Qudlitative Researchor Approach

3. Mixed-Methods Research or Approach

Theresearch gpproaches arefurther discussed asfollows:

A. Quantitative Research or Approach
It involvesthe generation of datain quantitative forms which can be
subjected to rigorous quantitative analysisin aformal and rigid fashion.
Thus, Quantitative research isbased on the measurement of quantity or
amount. It isapplicableto phenomenathat can be expressed interms of
quantity. Further, research design under quantitativeresearch fallsunder
thefollowing:
a. Experimental: Experimentd issub-dividedinto:
i. Pureexperimenta
ii. Quasi-experimentd

b. Non-experimental: Non- experimentd isfurther sub-divided

into:

i. Survey

Typesof survey research designsare:
Descriptive survey research design.
Correlational survey research design.
Longitudinal survey research design.
Cross-sectional survey research design.
Cohort studies.
Prospective and retrospective cohort studies.
Trend sudies.

Q@roop o



h. Pand design.

ii. Causal-Comparative Design
Typicd exampleis.
a. Ex-postfacto
B. Qualitative Research or Approach
Quadlitativeresearchisconcerned with subjective assessment of attitudes,
opinionsand behaviour. Such an approach to research generatesresults
elither in non-quantitative form or intheform which arenot subjected to
rigorous quantitativeanaysis. Further qualitative researchisconcerned
with quditative phenomenon, i.e. phenomenareatingtoor involving qudity
or kind.
For instance, why aresearcher picksinterest ininvestigating thereasons
for human behaviour (i.e., why peoplethink or do certainthings). Research
design under quditativeresearch studiesincludesthefollowing:
a. Higorica studies.
b. Contentandyss.
c. Ethnographicstudies.
d. Observationd studies.
e. CaseStudies, examplesunder thedesignare:
I. [llustrative case study.
. Exploratory case study.
iii.  Cumulative casestudy.
iv.  Critica instance case study.
f.  Groundedtheory
g. Constant comparative
h.  Phenomenologica studies
I. Narrativedesignse.g. Biography studies

C. Mixed-Method Resear ch Design

Themixed method desi gn combineboth quantitativegpproach and integrate
it with any form of qualitative approachin order to do an in-depth study
or gainknowledge about thevariablesof interest inastudy. Mixed method
design emerged asresearch design in the modern times, because of its



advantage of providing better understanding of theresearchthanasingle

approach, or designthat are previoudy popular.

Typica examplesof research designsunder mixed methodsare’

1. TheConvergent design or the Convergent (Parallel or Concurrent)
mixed-methodsdesign.

2. TheExplanatory sequentia design or explanatory sequentiad mixed-
methodsdesign.

3. TheExploratory sequential mixed-method design or exploratory
mixed-methodsdesign.

OthersDesignsare:
4. Themixed-methodsexperimenta design.
5. Themixed-methods case study design.
6. Themixed-methodsparticipatory; socid justicedesign.
7. Themixed-methodsevauation design.

Concept of Research Design

Onemgor chalengethat followsthetask of defining theresearch problem
isthe preparation of the design of the research project, popularly known
as the “research design”. Thus, the decisions regarding what, where, when,
how much, and by what means concerning an inquiry or aresearch study
constitute a research design. Therefore, a research design is ‘the
arrangement of conditionsfor collection and andysisof datainamanner
that aimsto combine relevance to the research purpose with economy
and operational implications of the entire procedure’.

Again, researchdesignin astudy isthestructurewithinwhich researchis
conducted which condtitutes the blueprint for the collection, measurement
and analysisof data. As such the research design includesan outline of
what theresearcher will do from writing theresearch objectives, research
guestions, hypotheses, sampl e sdection technique, instrument devising as
well asdatagathering method and to thefina analysisof data.

More explicitly, research design decisions must find answers to the
following questions:

10
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7.
8.
0.
1

What isthe study about?

Why isthe study being made?

Wherewill thestudy becarried out?

What type of dataisrequired?

Where cantherequired databefoundi.e. source of datare ating to
population?

What will bethesampledesign?

What periodsof timewill thestudy include?

What techniques of datacollectionwill beused?

How will the databe andysed?

0. What style of reporting will be adopted?

Instrumentsfor Data Collection in Quantitativeand Qualitative
Resear ch Approaches

Generdly, instrumentsfor datacollection in quantitative and qualitative
research areclassified into two, they are:

a.

Subject Completed I nstruments(Written Response)
Types of subject-completed instruments in the form of written
responsesareasfollows:

Questionnaire

Sdf-checklist

Attitudescales

Persondity/character inventories

Achievement test

Aptitudetest

Performancetest

Projectivedevices

Socio-metric devices

COoNIUA~WODNE

Resear cher Completed I nstruments

Types of researcher-completed or assistant researcher-compl eted
ingrumentsareasfollows:

1. Ratingscde

2. Interview schedule

3. Tdlysheet

11



Performancechecklists
Flow chart

Anecdotal record
Timeand motionlogs, et.c
Coding sheet/protocol

00N OA

Procedures for Collection of Written Response from Subjects

(Individualsand Groups)

Irrespective of any type of instrument designed, devised or adopted for

datacollection, themost important activity in theresearch processisthe

procedure adopted or depl oyed for the administration of theinstrument.

Some of thecommon proceduresare:

1. On-site paper and pen completion

2. Telephoneinteraction/conversation, audio-conferencing, tele-
conferencing, andtheir variations

3. Electronic Survey/ Onlineformat e.g. Google Form, ett.c.

4. E-mailingInterview or Survey

5. Computer-based Testing (CBT)

Procedures for Collection of Oral Response from Subjects

(Individualsand Groups)

Some of the common procedures for data collection of oral response

from subjects (Individua sand Groups) areasfollows;

1. In-depthInterview (1DI): Mostly usedin ethnographic studies.

2. KeyPersonality Interview (KPI): Applicablefor one-on-onedata
collection procedure

3. FocusGroup Discussion (FGD): Applicablefor small group data
collection procedure

Please note that these are procedures and as such they are not
research designs as misconstrued by some.

12



Proceduresfor Data Collection in Qualitative Research Approach
and Designs

Thereisaparadigm shiftinthe procedurefor datacollectioninquditative
research involving thefollowing typesof studies; ethnographic studies,
observationa studies, case studies, grounded theory, phenomenological
studieset.c.

M ajor datagathering procedure deploys varying degrees of techniques
suchas.

Participant-Observation

Non-Participant Observation

Compl ete-Participant

Observer-as-Participant

Complete-Observer

Smuldion

S0P Q0T

Satistical DataAnalysisTechniques

Thetwo main classifications of Satistical dataandys stechniquesthat are
related to mass communi cation and mediaresearch are:

a) Descriptive Statistics

b) Inferentid Statitics

A. Descriptive Satistics: Descriptive statisticsrefersto procedures
for anaysing, interpretation and presentation of quantitative dataand
trandatingitintoinformation. Descriptive statisticsiscommonly used
to describethe characteristics and behaviour of the sample, thusthe
result cannot be used to generalise or to represent the performance
or behaviour of theentire popul ation. Examplesare:

a. Measuresof Central Tendency: Oneway to describe
variablesisto present information about the most typical or
“average” values for a variable. Statistics that provide information
about atypica or norma vaueareknown asmeasuresof centra
tendency, and they include the mean, median, and mode.

I.  Mean

13



ii. Median

ii. Mode
iv.  Frequency counts
V. Percentages

. Measureof Dispersion: Thisisanother important set of statistics
that focuses on the dispersion of avariable. Dispersion measuresthe
spread out of thevaluesthat are of interest. Therefore, measure of
dispersionisconcerned with how scoreswithinagroupis dispersed
fromthemean. Examplesare:

i. Range

ii. Variance

iii. Standard deviation

. Inferential Satistics: Inferentia statisticsasitsnamesuggest, isa
specid classof statisticsthat researchersuseto makeinferences, or
estimates, about alarger population based upon the specific data
collected from asd ected sampleinther study, which could beinturn
used to judge or make generalisation about the larger population.
Examplesare:
a. Parametric Satistical Techniques

I.  Pearson Product Moment Correl ation Coefficient (PPMC)

OR Correlation (Pearson’sr)

ii. t-tests(dependent group)

lii.  t-test (independent group)

iv. One-wayAnaysisof Variant (ANOVA)

v. Two-wayAnaysisof Variant (ANOVA)

vi. MultipleRegresson

vii. Chi-sguare (x?)

viii. Analysisof Covariant (ANCOVA)

IX. F-gtatistic, et.c.

b. Non-Parametric Satistical Techniques
I. Chi-Square

14



ii. Spearman Rank order Correlation Coefficient
iii. MannWhitney U-test

iv. Wilcoxon Test for two corrected Samples

V. Kruska-Wallistest for K Independent Sample
vi. Fres Man’s Test, e.t.c.

Collection and M ethod of DataAnalysisin Qualitativeand Mixed-
Methods Resear ch

Proceduresfor collection and anaysis of datain mass communication
and mediastudiesthat havetheir originin qualitative research approach
differ from that of quantitative research designs. For instance, in a
qualitative research approach, typicaly, in relationsto content analys's,
historical studies, ethnographic studies, case studies, biographic studies
e.t.c. datacollectionsand sourcesare mostly from newspapers, textbooks,
novels, poems, musical compositions, audio recordings (such asradio
broadcasts, audio tapes, audio CDs e.t.c), films, movies, cinemas,
streaming videos, web sites, web pages, blogs, web anayticsand from
other smilar literary works.

Therearethree maintypesof datacollection techniquesand dataanays's

andinterpretations. They are:

I.  Frequency Counts: Adopting thistechnique, the unitsfor coding
areidentified and coding categoriesaredefined. Numerica counting
isthen made of thefrequency of occurrence or numbersof timesthe
unitsthat fit the various categories arefound in acommunication.

ii. Non-Frequency Countsor QualitativeAnalysis. Adopting this
technique, the units for coding are identified but not counted in
numerical vaueslikethefirst technique, but aremerdly ascertainedin
termsof their presence or absence.

iii. Contingency Analyss: Adopting thistechnique, theintentionisnot
to make a ssmple count of the number of units that fits various
categories, but to just count the number of theinstancesin which
combinations of two or more categoriesof theunitsarefound inthe
Samecommuni cation.

15



Concluson

Thisarticlehas made effortsto demystify the concepts of research process
and theassociated research activities; problemidentification and generdting
ideasfor academic research in mass communication and mediastudies. It
provided an overview of thecharacteristicsof quality academic research,
motivating factorsthat guideidentification of research problemsespecidly
incommunication and mediaresearch and writing of good literaturereview.
Thearticlea so discussed research gpproacheswiththeir rdlated designs,
it outlined instrumentsand proceduresfor datacollection of writtenand
ord responsesin both quantitative and quditative research aswel | methods
of dataanalysisfor both paradigms.

Consequently, it issuggested that academi ¢ researchersshould adhereto
theresearch processinther research activitiesby following the sequence;
garting with problemidentification, and clearly defining the probleminto
researchabl e statements, then transl ate the statementsinto measurable
research objectivesand later research questionsand/or hypotheses.

Then theresearcher should determine methodol ogical approachesto be
deployed for collecting thefacts or data, analysing thefacts or dataand
making interpretations before reaching certain conclusions or making
inferenceseither intheform of solution(s) towardsresolving the problem
or inmaking certain generalisations. Invariably, research process does
not start with *searching’ or “framing’, or ‘composing’ a ‘title or topic’;
but rather the demand is placed on the researcher to think deeply and
identify a problem and clearly define the problem into researchable
statements and follow through with the other processes as suggested.

16
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Abstract

This study analysed the impact of the concession of Dr Goodluck
Jonathan to General Muhammadu Buhari ahead of the official
announcement of the Nigerian 2015 presidential election result on
the socio-political crisis that brewed ahead of the poll. Deploying
content analysis, the study found out that the rhetoric of President
Jonathan doused tension, assuaged frayed nerves and stopped the
outbreak of what could have been an ethnic or religious war in
Nigeria. Conseguently, the study recommended that political leaders
in Nigeria, irrespective of their personal hurt or losses, should be
mindful of their communication and make use of wordsthat engender
peaceful co-existence among all the different groups in the society
because the words of the leader serve as instruction to others.
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Introduction

Every eection bringsto theforethefault linesin Nigeriaasthe political
gladiatorsplay both thetribal and religious cardsto gain advantage over
others. The desperationto win political contest by Nigerian politicians
has been traced to the bumper reward system which they enjoy as a
result of their control of theleversof power. Consequently, thelossof an
election issynonymous with theloss of ameans of livelihood, | oss of
influence and relevance, rather than just amissed opportunity to servethe
people. So, thepalitical classdeploysrhetoric that whipsup sentimentsin
their favour, setsthe € ectorate against one another and promotesviolence
among thepeople.

The 2015 presidentia € ectionwasabit different because of the belief of
many Nigerians of northern extraction that the then incumbent, Dr
Goodluck Jonathan, ought not to have signified intentiontorunfor re-
election because having served out the late Umaru Yar’ Adua’s term as
well asan additional term of four years, he should haveyielded spaceto
anortherner from hisparty. Inaddition, they believed that because Jonathan
wasthe Commander in Chief of theArmed Forces, hewould not want to
relinquish power should the e ection go against him. On the other hand,
peopl e from the South-South region of the country believed that though
the section is the goose that lays the country’s golden egg, it had been
kept out of the presidency for so long. They, therefore, averred that
Jonathan had aright to seek re-election. These scenarios, coupled with
theprevaenceof hate speech, theavalanche of smal armsandtherising
spateof terrorisminthecountry had put the peopleon edge. Many people,
including membersof theinternational community, were of the opinion
that unlessthefalout of thepresidential el ectionwas properly managed,
Nigeriacould beinfor afull blowncivil war.

Therhetoric of thetwo leading candidatesin the el ection, Dr. Goodluck
Jonathan, aChristian from the southern part of the country, and Genera
M uhammadu Buhari, aFulani and former head of statefromthenorthern
part, had divided the country aong ethnic and religiouslines. Thetension
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generated by thefiery rhetoric of thetwo contestants was accentuated by
the postponement of the presidentia poll by six weekswiththreatsof war
and unprecedented violencehangingintheair.

However, thepresidential € ection, whichwasheld on March 28, 2015,
turned out to be generaly peaceful . No protest attended the announcement
of thewinner. How did the e ectoral Situation that had set thewholecountry
on edge suddenly turn 180 degreeswith no drums of war being rolled
out?What factorswererespongblefor diffusng tensonand camingfrayed
nerves? What role did Dr. Jonathan’s concession rhetoric play in turning
the socio-political crisesthat had been envisaged asthe aftermath of the
electioninto astormin ateacup? Thisstudy seekstoinvestigatethe effect
of Dr. Jonathan’s concession on assuaging those Nigerians already
warming up for war ahead of the 2015 presidentia €l ection.

Statement of the Problem

Electionsarethebas sfor democraticlegitimacy in that they offer ameans
for citizensto assesstheir leaderswith aview to either eecting or rgecting
them. Elections, being acivic duty, should ordinarily be peaceful. Butin
Nigeria, eectionisakinto adeclaration of war becausepalitica gladiators
unleash both verbal and physical attacks on one another. They also use
their wordsto set the citizens against one another and heat up the polity.
Asaresult, arson, murder and other violence have becomethe hallmark
of every eection cycle. The 2015 presidentia electionin Nigeriawasnot
any different because the maor contenderswere poised to stop a nothing
to clinch power. Their rhetoric had put the country in awar mood as
religious adherents had been pitted against one another and ethnic groups
werethreatening to unleash terror on the country should their candidate
not be declared winner of the contest. But the election, which had Dr.
Goodluck Jonathan, theincumbent president and standard bearer of the
People’s Democratic Party, and General Muhammadu Buhari of the All

Progressives Congress, as the leading candidates, was won by the
opposition candidate, without it degenerating into any political conflict
despitethefact that the country had been pushed to thecliff just before
the election. Since what happened was in contrast with the general
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expectations, thisstudy sought tofind out therol e played by Dr Goodluck
Jonathan’s concession rhetoric in stemming the tide and taking the sail off
thewind of those scheming to throw the country into the abyss of socio-
politica conflict.

Objectives

The study sought to eval ute theimpact of the concession of Dr Goodluck
Jonathan to General Muhammadu Buhari ahead of the official
announcement of the 2015 presidentia € ection result onthesocio-palitica
crisisthat wasalready brewing in Nigeriaahead of the poll. Specifically,
the paper attempted to ascertainif the pre-el ection rhetoric heated up the
polity; the effect of Dr Goodluck Jonathan’s concession speech on his
supporters; and find out the impact of Dr Goodluck Jonathan’s concession
gpeechonthesocio-palitica crigsaready brewing ahead of the presidentia
eection.

LiteratureReview

Rhetoricisthe process of making ideasamenableto people and people
toideas. Itisalso regarded asthe deployment of the available means of
persuasion, and aninstrument of expression and actior?. Rhetoric ensures
persuasi on and conviction of audiences. Although, rhetoric issometimes
criticised asempty and mideading, it isa so seen asthemost potent power
availablein any society’. So, powerful isrhetoricthat it can influence
cultureasawholeand can also bethemain meansof cultural production
andtransformatior?. Therefore, the purposeof rhetoricisto precipitatea
shift in perspective, and rally support for the speaker’s position. It is
designed to changethe mindset of thelisteners about asubject matter and
toinfluencetheviewsand, by extension, the decision of an audienceon
anissue.

An ethnic group isacommunity of peoplewith acommon identity and
common fate based onissuesof origin, kinship, ties, traditions, cultural
uniqueness, ashared history and possibly ashared language®. Therefore,
an ethnic group isoften referred to asanation within acountry.
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Ethnicity isasocid phenomenon associated with theidentity of members
of competing communal groups seeking to protect and advance their
interests in a political system®. Ethnicity involves bias and invokes
sentiments because it applies to the consciousness of belonging to,
identifyingwith, and beingloya to agroup distingui shed by shared cultura
traditions, acommon language, in-group sentiment and self-identity.
Ethnicity is the deliberate tracing of one’s identity to a particular group
and allowing such feding to determinetheway onerelateswith people
and reacts to situations. Consequently, it promotes a ‘we’ versus ‘they’
feeling and engenders competition for socio-economic and political
privilegesor rightsin ageo-political set-up®.

Politics has been defined in various ways. It is about who gets what,
when and how, adistinctiveform of rule whereby people act together
through ingtitutionalised proceduresto resolve differences, and activities
of co-operation, negotiation and conflict within and between soci ety®.
So, politicsisthe means of acquiring power to lead a peoplewith the
intention of having control over the allocation of available resources.
Because politicsisabout people, it requires collaboration. But becauseit
isalso about power and resources, politics breeds struggle and strife.
Therefore, itissaidthat politicsisabout the characteristic blend of conflict
and co-operationthat can befound so oftenin humaninteractions. Pureconflict
iswar. Pureco-operationistruelove. Politicsisamixtureof both.

Thepursuit of interestsgeneratesvarioustypesof conflict. Thusconflictis
seen asanormal aspect of social life rather an abnormal occurrence.
Competition over resourcesisoften the cause of conflict. For thefact that
asociety iscomposed of different groupsthat compete for resources,
conflictisaregular phenomenoninal societies. Whilesocietiesmay portray
asense of cooperation, acontinua power struggle existsbetween socia
groupsasthey pursuetheir owninterests4. Within societies, certain groups
control specific resourcesand means of production. Social groupswill
useresourcesto their own advantagein the pursuit of their goals. This
often means that those who lack control over resourceswill be taken
advantage of. Asaresult, many dominated groupswill strugglewith other
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groupsin an attempt to gain control. Often, the groups with the most
resourceswill gain or maintain power. Asaresult, socia conflictisthe
tension between what thereality isand what it should bein accordance
withtheviewsof particular socia groupsor individual s°.

Theoretical Review

Durkheim’s Anomie Theory of Conflictwasdeployedfor thisstudy. The
theory positsthat every person hastwo consciences, onewhichiscommon
tothegroupinwhichtheindividua findshimsaf or herself and the other
whichispersonal. The proponent of the theory describestheduality as
corresponding to the double existence that every individual leads
concurrently; theone purely individual and rooted inthe organism, the
other socia and nothing but an extension of society. He stressesthat no
individua isredly immuneto externa influence; no member of asociety
enjoys compl eteindependencefrom societal pressure.

He, however, notesthat the duaity of man or woman leadshim or her
into constant crises asthe personal conscienceisawaysseeking to satisfy
personal interestsand wants. He statesthat the point of crissiswhere
there is a mismatch between the individual’s desire and societal
expectations. Thisisthe point wherean individua member of the society
pusheshisor her interests ahead of common interests. Hedescribesthis
asthe state of anomie which isthe cause of the incessantly recurrent
conflicts, and themultifariousdisorders.

Therearetwo mgjor causes of anomie: thedivision of labour (or division
of interest), and rapid socia change. Anincreasing division of [abour (or
interest) in the soci ety weakensthe sense of identification withthewider
community and thereby weakens constraints on human behaviour. These
conditions lead to social “disintegration”—high rates of egocentric
behaviour, norm violation, and consequent de-legitimation and distrust of
authority. Thedesiresand self-interestsof human beingscan only beheld
in check by forcesthat originate outside of theindividual, these externa
forcesaresocia facts. A socia fact isan action that iscommon to many
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people because the socialised community, to which they belong, has
conditioned them to so behave.

These socia factsare socia institutions such as education, marriage,

political organisation, and government; and thereislittle doubt that the
major vehiclefor conveying socid factsto every member of thesociety is
rhetoric asthis producesthe method by which cultureismaintained and
trandformed anditisrootedinan essentid function of languageasasymbolic
means of inducing cooperation among people. So, rhetoric and social

institutions have acommon goa whichisachangein conviction and,
eventually, behaviour. But the social ingtitutionsare not independent, as
they are subjected to control by other forces. The political systemis
controlled by thepalitical |eadersjust astherdigiousingtitutionissubjected
to thewhimsand caprices of religiousleaders. So, theinstitution can
elther be used to achievewhol esomeendsfor the society or be manipulated
to serve the purpose of those at the helms of affairs of the various
ingtitutions. Therefore, the soci ety isnot thedriver of socia factsbut those
who lead socid ingtitutions. Theimport of thisisthat with proper and
atruistic deployment of rhetoric, the society will experienceintegration
rather than disintegration, peacerather than chaosand progressin place
of stagnation.

M ethodology

The paper adopted content analysis to draw inferences through the
systematic and obj ectiveidentification of specia characteristicsof the
subject being studied™. Therearefivemain purposesof content analysis
Viz; to describe substance characteristics of message content; to describe
form characteristics of message content; to makeinferencesto producers
of content; to makeinferencesto audiences of content; andto predict the
effects of content on audiences. Therefore, speeches made by political
gladiators ahead of the 2015 el ections and the concess on speech of Dr
Goodluck Jonathan were analysed to infer the effect of the speecheson
theaudiences.
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DataAnalysis

1

On December 23, 2013, Dr Junaid Mohammed, National
Coordinator of the Codlition of Northern Politicians, wasreported to
have said, “There will be bloodshed, those who feel short-changed
may take the warpath and the country may not be the same again”*3.
Theimport of the statement wasthat Dr. Mohammedwasingtigating
theelectorateto embraceviolenceif they were not satisfied with the
turn of eventsintheeection.

InJanuary 2014, Madam Nasir € Rufai, thenan APC chieftain, made
a statement that, “The next elections would be bloody and many
peoplearelikely to die. Theonly aternativeleft to get power isto
take it by force™4,

The statement was charging the e ectoratesto get ready tokill and be
killed should the e ection not go according to their expectations.

On November 19, 2014, I1brahim Shehu Shema, PDP Governor of
KatsinaState, said, “You should not be bothered with cockroaches
of palitics. Cockroachesareonly foundinthetoilet, even at homes.
If you see cockroaches in your house, crush them”. The former
governor was gpparently referring to hispolitical opponents.®

By his statement, theformer governor was urging his supportersto
kill (crush) hispolitical opponents.

OnApril 23, 2014, Asiwagu BolaTinubu, APC National Leader,
declared that: “It is going to be rig and roast. e are prepared not to
go to court but drive them out.”¢

With this, the National Leader of the APC was spurring peopleto
violence

OnMarch 2, 2015, Mrs Patience Jonathan, former First Lady, said:
“Anybody that tells you ‘change’ stone that person?’.”

Changeisthe Slogan of APC
With the speech, theformer First Lady wasinstigating her supporters
against membersof the opposition party.
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Consequent upon the preva ence of hate speechesby paliticiansand their
supporters, therewas preponderance of violence acrossthe country even
beforethe2015 presidentia dection. Inareport released s x weeksahead
of theMarch 28, 2015 presidentia e ection, theNational Human Rights
Commission (NHRC) stated that hate speech was on therise in the
country. The Commission a so stated that in the 50 days preceding the
release of that report, therewere 61 incidencesof dection-related violence
in 22 stateswith 58 peoplekilled.

Theviolenceand the murder were an aftermath of therhetoric deployed
by the political class. So, politicianswent into the presidential election
shedding blood, and with adetermination to shed more unlessthey had
their way. When the el ection result started comingin and it seemed to be
going intheway of the opposition candidate, tension wasontherisein
the country. The tension was escalated when aformer minister and a
member of the Peoples Democratic Party, Godsday Orubebe, attempted
to disrupt the process at the presidential €l ection collection centre™. He
accused the then Chairman of the Independent Nationa Electora
Commission (INEC), Professor Attahiru Jega, of being “tribalistic and
partial,” saying that, while the electoral umpire chairman promptly
commissioned afact-finding team on reportsof ma practicesfrom Rivers
State, he refused to act on the PDP’s complaints over results from Kano,
Katsina, Kadunaand Gombe states. Orubebe then went ahead to seize
themicrophone, anding sted that Professor Jegashould leavetheresults
collation centreat the Internationa Conference Centre, Abuja.

Although, Orubebewas|ater |led avay from the centre, therewas papable
fear inthecountry that violence might bresk out at any time. But | ater that
day, even beforethewhol eresult was announced, Dr. Goodluck Jonathan
put acal throughto Genera Muhammadu Buhari, congratul ating him and
conceding defeat to him?. This defused the pent up tension. Jonathan’s
supporters were at their wits” end on what to do. They could neither
protest nor go on the rampage because their principal had already
conceded defeat. Dr. Jonathan | ater addressed the nation.
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In hisaddressto the country, Dr. Jonathan reiterated hisrefrain that his
ambition was not worth the blood of any Nigerian, adding that the unity,
stability and the progress of the country were of moreimportancethan his
ambition of remaining asthe presdent. Hetried to persuadeall Nigerians
towork for theunity of the country and encouraged hisparty membersto
look beyond the defeat to amore gloriousfuture.

With the position of the candidate, thetension was doused and thosewho
were warming up to throw down their gauntlets had to sheathe their
swords. Dr Jonathan deployed hisrhetoric to precipitate ashift inthe
perspective of his supporters and rally support for the nation’s unity. Dr
Jonathan used his concession speech to change the mindset of his
supportersabout unleashing terror on the nation and deployed hisrhetoric
to sway thelikes of Godsday Orubebe from fomenting troublein the
aftermath of the e ection to embracing peace.

Findings

The study found out that the actionstaken by followersareafunction of
therhetoricof their leaders. When theleaders preach peace, thefollowers
seek peace. When theleaders preach unity, thefollowers seek unity. When
the leaders champion progress, thefollowersplay it out. Ahead of the
2015 presidential election, themajor political leaderswereangling for
violencedirectly and indirectly, and their followerstook acuefrom them
and terror was unleashed on the people with over 50 peoplelosing their
lives. But immediately after the €l ection when thel oser preached peace,
hisfollowershad to surrender to thewill of the mgjority and what could
have been areign of terror in the country was averted. Therefore, Dr
Goodluck Jonathan’s concession rhetoric staved off socio-political conflict
inNigeriain 2015.

The finding is in conformity with the submission of Durkheim’s Anomie
Theory of Conflict that every individual is at the mercy of the leader’s
influence. Whenawdl-intentioned leader isat thehelm, hewill persuade
theindividud, usinghisrhetoric, totoethelinethat birthspeaceand progress
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inthe society. But when selfish people arein leadership position, they
manipul atetheindividua swith their wrong deployment of rhetorictowork
againgt theinterest of the society.

Concluson

The 2015 presidentia el ection wasawatershed intheannasof Nigeria.
Thedectionhad al thetrappingsof theforeplay of anensuing war. Hate
speeches flew freely, arms and ammunitions were being stock-piled,
violence was already breaking out. But when it mattered most, Dr
Goodluck Jonathan gave aconcession speech that diffused tension, thus
saving the country from socio-political conflictsand probably another
civil war. This, therefore, showsthat when |eaders decide to make use of
rhetoric in apositiveway, the society isthe better for it.

Recommendations

Everythingrisesandfdlson leadership. Leadersshould dwaysthink about
the greater good of the society rather than their own selfish interests.
When |eadersare motivated by the general good of the soci ety, they will
depl oy their rhetoric with theintention of foisting peace, unity, progress
and prosperity on the people. But when leadersaredriven by selfish or
primordid interests, the society will pay for it becausetherhetoric of such
leaderswould put awedge between the people and set different segments
of the society against others.
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Abstract

In the current political party primaries across the country, the new
normal can be seen in the fact that only a small minority of young
people (18-35 yearsold) contested for various sel ective offices, which
unfortunately most lost to the older (35 and above) generations,
except for the children of politicians. To be considered politically
knowl edgeabl e, one must be ableto answer fact-based inquiriesabout
political history, events, people, and institutions. Tolerance of
minoritiesand suspicion of political institutions canall be symptoms
of a person’s lack of political education. Stereotypically, young people
who arelessinterested, more pessimistic, and distrust political elites
as a whole are shown as this®. Multiple longitudinal studies have
found the same thing: that newer generations are less conservative
on cultural problems, but not on economic ones.“Political
engagement’ refers to the involvement of the public in any activity
that has a direct impact on the selection and/or actions of elected
officials. There are several ways in which the people can express
their ideasand exert influence onthe political system**. Themediais
often seen as the lifeblood of democratic administration and the
public arena for the cultivation of democratic ideas and norms'2,
Thereisavast range of infor mation available through the free media
channels and political knowledge can be gained through the use of
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resources such as depictions, news, reports and discussions in the
public sphereregarding social and political matters. Voter education
isacritical component of a successful €l ection process, and themedia
must be seen to be doing its part to ensure that voters are well-
informed. Because they may not know their rights as citizens or may
not comprehend why they must participate in such an exercise, as
many Nigerianstoday still show apathy toward political participation.

Keywords: ‘Modeling’, Media Political Education, Youths’
Knowledge, Youths’ Attitude and Youths’ Participation.

Word Count; 292

Introduction

Nigeria’s history reveals that young people have been at the forefront of
many aspectsof nation building, including the creation of PeoplesUnion
iN 1908, establishment of Nationa Democratic Party in1923 and Nationd
Council of Nigeriaand the Cameroons(NCNC) in 1944. Likewise, in
the 1930s, Nnamdi Azikiwe established the Nigerian Youth Movement
(NY M) and hea so added Pan-African consciousnessto the organisation.
Ending Herbert Macaulay and the National Democratic Party’s hold on
the Lagos Town Council wasthegoa of the Nigerian Youth Movement.
Thiscan besaidto betrueof thepolitical partiesthat wereformed to fight
for Nigerian’s independence after the youth charter was published in 1983
by the NY M, which set out goalsof unifying thetribesof Nigeriaand
educating public opinionto devel op the nationa consciousnessneeded to
achieve this ideal and began agitating for Nigerian’s Independence. For
example, Anthony Enahoro, a29-year-old member of parliament, was
instrumental in securing Nigeria’s independence in 1953. To a significant
measure, the British government’s decision to grant Nigeria independence
in 1960 wasinfluenced by the pressure exerted by the young political
movement. Nigeriawasthusfounded in great part by young peoplein
their latetwentiesand early thirties.
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Even though they account for more than two-thirds of Africa’s population
and make up more than 70% of the population, young people in
contemporary time appear to have given up thisfunction totheir political
elites, who have debatably continued to replicatethemselvesin political
gpacethrough time. African teenagersarelessinterested in participating
in politicssincethey havebeen omitted from the political arena. Nigeriais
an accurate depiction of thecurrent state of affairsinAfricat. Whenit
comesto political participation, Nigerian youths are not appropriately
represented in the country’s governing bodies. A lack of political engagement
and understanding among young peopl e has been documented inresearch
studies’. Itisnot uncommon for younger political participantsto beused
ascannonfodder by e der politicianswho exploit themfor dectionviolence
(and short-term protest movements such asthe #EndSARS campaignin
2020)*. Intherecent political party primariesacrossthe country, the new
normal can be seeninthefact that only asmall minority of young people
(18-35 yearsold) contested for various offices, but unfortunately most
lost to the older (35 and above) generations, except for the children of
politicians’.

United Nations and the World Bank refer to the term *“youth” to anyone
between the ages of 12 and 24. It is a time of “transition from dependency
to independence” in youth*. Instead of being seen by one’s consecutive
age, youth can be considered asatransitory period between childhood
and adulthood. Inlinewith palitical, socid and economicreditiesof Africa,
these age ranges have been deemed overly restrictive. Because of this,
Nigeria’s National Youth Policy defined youth as those within ages 18 to
35 years old in 2009. As a result, the term “youth” here refers to those
who are between the ages of 18 and 35. It is also common to use the
phrases “youth” and *“young people” in the same sentence. With such as a
backdrop, it becomescritica to graspideasand factors such as political
knowledge, attitudes, engagement, and mediapolitica education during
thecourseof thisarticle.
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TheThought of Palitical Knowledge

Factual and correct information about politics that is kept in people’s
enduring memory, including norms and principles, politics’ substance as
well aspolitical partiesandindividua sarethreebroad areasthat fal under
political knowledge®. To be considered politically knowledgeable, one
must be ableto answer fact-based inquiriesabout politica history, events,
people, and ingtitutions. Tolerance of minoritiesand suspicion of politica
institutions can all be symptoms of a person’s lack of political education.
The oppositeistrue: citizenswith ahigh level of political education are
morelikely to be politicaly aware, watchful, loud, and competent, all of
which arenecessary for themai ntenance of ahealthy and stabledemocratic
system. Acquiring political education can boost a person’s self-esteem
and enthusiasm for civic engagement. A meta-analysis of political
knowledge measurementsindicated that the measurement of political
knowledge comprised knowledge of current national and international
events, aswell asknowledge of political individualsand institutions.
According to thisresearch, the study found that democratic citizensand
societiesneed at |east moderate levelsof knowledgein order to accept
the norms of political participation, understand current politics, and
participateinpolitica discourse. A lack of political literacy would makeit
difficult for citizensto comprehend and participatein public affairs’. Asa
result, societieswith higher levelsof callectivepolitica knowledge are
better abletoinclude and respond to everyone.

TheThought of Political Attitude

To modify one’s attitude, one must improve one’s thinking quality, not just
one’s quantity of thought. People’s views on a variety of policy issues,
including “Civic culture,” which is widely considered to encompass a critical
set of attitudes, such as political interest and political trust, mature at
different ratesthan adults’. Using avariety of research designs, researchers
often quantify civic cultureby gauging publicinterest and/or trustin politics’.
Sereotypically, young peoplewho arelessinterested, more pessmistic,
and distrust political elites as a whole are shown as this®’. Multiple
longitudinal studieshavefound the samething: that newer generationsare
less conservative on cultural problems, but not on economic ones.
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Ethnocentrism and equality aretwo examplesof this. Youthstend to be
lessmaterididtic, and astudy damsthat thedeve opment processinterferes
withthekey attribute of attitude and stability’. Any nation’s democracy is
aso dependent onpaliticd interest, whichiscriticd toitslong-termviability
and growth. Political interest can be defined asthe degreetowhich a
person or peopleinaspecific country or region find politicsappealing™.
According to the author, a “politically interested citizen’ will focus on one
or moreissues, such astheenvironment, public policy, humanrights, or
an upcoming election, among other factions. ‘One of the most constant
predictorsof participationinthepalitical processwasfoundto bepoalitica
interest among young people, according to astudy™. Asaresult, young
people in today’s society have considerable political potential but also
represent aless predictable political group than other socia groups™.

To be politically apathetic is to have a general lack of interest in one’s
own political region’s problems and governance. Such apathy is often
reflected in how a country’s population see political events like elections,
public opinion polls, and civic duties’. Peoplewho arepaliticaly apathetic
do not care about their country’s social or political issues and are less
likely to register to vote, vote, or take part in protests against systemic
problems. In additionto being uninterested in socid and political disputes,
suchapersonwould beunwillingto provideuseful informationto security
agentsand would become general ly indifferent to government policies
and programmes, regardl ess of the consequences®.

Accordingto somescholars, peoplearelesslikely to act whenthey believe
that their actionswill not generate the expected outcomes'2. Study after
study hasshownthat political efficacy isapowerful predictor of political
engagement, aswell asavita mediator between general self-efficacy and
political participation®. Internal and externa efficacy aretwo termsused
to describewhether or not aperson believesthat their actionscan havea
sgnificantimpact onthepolitica process. Politica efficacy referstowhether
or not anindividua believesthat their actionshavethe capacity and politica
competenceto make adifference'?.
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TheThought of Political Participation

To put it simply, “political engagement” refers to the involvement of the
publicinany activity that hasadirect impact on the sel ection and/or actions
of dected officids. Thereare severd waysinwhich the people can express
their idessand exert influenceonthe palitical system™. A number of factors,
including thelevel of politica awarenessand education, socia statusin
society, levd of wel-being, environmenta and socid influences, theextent
towhichthe principlesof ruleof law are observed and guaranteed, and
sociocultural, which includesreligious and gender factors®, influence
political participation and apathy. Youth political involvementisatopic
that requires explanation becauseit combinestwo uniqueterms:. youth
and politica participation.

Another hotly debated topic in theacademicliteratureistheroleof young
people in the political process. “Those activities by private persons that
aremoreor lessdirectly intended a influencing the sdl ection of government
personnel and/or the actions they take”, according to one source, are
considered political engagement?’. Thereareanumber of waysinwhich
politica involvement can bedefined asan activity; (a) itisavoluntary and
non-ordered activity; (b) it refersto non-professionasor amateurs; () it
refersto the government, politics, or the state; and (d) it relatesto the
state'®.

Involvement of young peopleinpoalitics, civiclife, activecitizenship, and
policymaking is referred to as “youth political participation”’. For
example, aperson could serveon aloca council, votein anelection or be
involved inthebudget processof alocd government!’. Therearenumerous
obstacles preventing Nigerian youth from gettinginvolvedin politics, not
theleast of whichisamisunderstanding of the advantagesthat engagement
inpoliticscan provide. Theauthor goeson to say that other issuesfacing
young peopleincludeunemployment, socid margindisation, and alack of
capacity, resources, and tool s'é.
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Relationship between theM edia and Political Systems
Themediaisoften seen asthelifeblood of democratic administration and
thepublic arenafor thecultivation of democreticideasand norms', There
iIsavast range of information availablethrough thefreemediachannels
and political knowledge can be gained through the use of resources such
asdepictions, news, reportsand discussionsin the public sphereregarding
socid and palitical matters. Textual (newspaper), auditory (radio news),
audiovisud (television) and socid/newsmedia(multi-media) newssources
should beableto ddiver essentid information on major political and socid
issues™. According tothe BBC MediaAction, agood connection between
the mediaand the public isessential for ademocratically accountable
government because well-informed citizens can hold elected officials
accountable®. As the society’s watchdog, the media should direct the
people’s attention and interests toward matters of governance and public
concern. Itishoped that truthful and comprehensive coverageof palitical
events, policies, and programmes will arouse citizens’ interest in politics,
resuscitation, and resurgence. Anincreasein public politica participation
andareductionof politica indifference, particularly among young people,
wouldfollow from suchapolitical awakening.

As one of political theory’s most ancient concepts, political education has
recently resurfaced in today’s political science debates. Contemporary
researchersaremorelikely than earlier generationsto believethat well-
designed ingtitutionsarenot enough, and that awel I -ordered polity requires
citizenswith the proper knowledge, skills, and character traits®. Political
educetion hasawaysbeen afunction of regimetype, ever sncePlato and
Arigtotlefirst brought it up. Democracy necessitatescitizenswith specific
knowledge, skills, and character traitsthat would beinappropriateina
non-democratic system. In accordance with the limited information
rationality theory, citizenswho havealow level of knowledgeareless
likely to participatein public discussion of issues®.

Scholars, ontheother hand, have offered varying takes on themeaning of
the term “political education.” Traditionally, political education was used
asasynonym for political literacy to describe the purpose of political
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education in socidisation studies. From acomparabl e vantage point of
view. Aperson’s political literacy, or education, is their ability to properly
carry out their responsibilities as a citizen. For those who want to
understand public discourse, political educationisan essentid foundation
of knowledge. The term “political literacy” refers to an individual’s level
of political knowledge, while “political awareness” refers to the extent to
whichanindividua paysattentionto and understandspolitical issues. In
addition, someresearchershave defined politica educationastheability
to participatein politicd activitieswith awell-informed opinion. Education
for demacracy, as defined by the study, isan education that encourages
civic participation, aswell asthe devel opment of values, and political
awarenessthrough the provision of opportunitiesfor servicelearning or
activelearninginthecommunity?’.

A federal government agency that isresponsiblefor educating potential
voters, the Independent National Election Commission (INEC) isnot
theonly onewho should beinvolvedinthiseffort; theNationd Orientetion
Agency (NOA), aswdll asthepaliticd parties, civil society organisations
and religiousand traditional institutions should a so beinvolved. Voter
education campaigns, from the grassroots|leve up, should befunded by
the government on a regular basis, as well as complaints where one’s
nameisomitted, the dangers of violence and rigging, how to protect
their votes, and how to make votes count generdly should be addressed
by such organisations. For the sake of asmooth el ection process, all

relevant information about the event should be made publicin advance
by agenciesand organi sations charged with such responsibilities®.
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Media voters’ education
Political programme
Interviews on politics issue
Analysis of political issues

Political news/coverage

Talks and shows on elections

Media Political Education

Discussion on electoral process
Features of politicians and electoral ofTicials

Commentary on political development

Youths® Political Knowledge

Factual information on politics and political activities
Knowledge of listed rules of party politics

Substance of politics, people and parties
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Political keadershi lities and g ¢
Political institutions and processes

Political norms, history, economy and institational

selling

Fig 1: Conceptual Model
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Educational Strategies for Promoting Politics and Political
Participation among Youths

In order for human capital and economic growth to have any meaning,
educationisboth necessary and fundamental. Political engagement and
economic production both benefit greatly from civic education. By
prioritising education asameans of improvingthelivesof itsresidents, a
society can improve the state’s development objectives by orienting its
citizensto lead decent lives. Basic education can hel p residents escape
environmenta poverty trgps, reducerespons bility, andinsteed hd p diversify
assets for people’s emancipation and empowerment?.,
Sinceitsfocusison thewhole devel opment and emancipation of man,
education stands out as a development centre because it transforms
resources in a variety of ways to meet the needs of society’s members.
Both theintrinsic and extrinsic values of education can bevalued asa
meansof surviva for theindividua who hasit, and thecombination of the
intrind cand extring cva uesof education givestheeducated person sufficient
freedom and opportunity. Education can bevalued for itsown sakein the
senseof thefulfilment it providestotheindividua who hasit. Asidefrom
basi c skillslikereading and writing, education provides studentswith
professional competenciesintheform of the ability tolearn and apply
abstract, technica and applied skillsaswell asthe ability to acquiremore
complex abilitiesthat can be used in dealing with awiderange of ever-
present and ever-changing complex problems.

People and states have more opportunity to fully utiliseal of theabove
educationd potentia swhen education isgeared toward fostering politica
engagement and participation. There are many waysthat specifically
designed educational programmesthat focuson politicsand improving
political participation can ass & citizensin assessing such state-available
hidden treasuresin politics, and thisisbecause knowledge of politicsand
participation opensup in apeoplewaysand skillsthroughwhich they can
tap and explore hidden treasures.
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Promoting political engagement and educationin Nigeriamight beginwith
afocuson mediacoverage of politica issues. It isimportant to emphasise
political education in the media so that Nigerians are aware that
engagement in politics can serve as a platform from which they can
influence the government’s daily actions and therefore accomplish their
individual and communal dreams. It’s not an exaggeration to say that politics
hasarolein every aspect of our lives, fromthelocal tothegloba.Asa
result, itisclear that decisionsthat |ead to resourceexpl oitations, formulas
for distributing the state’s resources, educational and financial institution
decisions, therelationshi p between one group and another in astate and
so on bear the stamp and impressions of politics. All aspects of a citizen’s
lifeareaffected by politics, and this serves as evidenceto support the
ideathat public schoolsshould give studentswith ample opportunitiesto
gain an understanding of the fundamental sthat shape and influencetheir
own circumstancesand well-being.

Themediamakeit possiblefor both politically engaged and politically
inactive persons to learn about the practical benefits of political

participation. Individual sand groups are encouraged to participatein
politicsin industrialised countries, where the media operate without
prejudice and mediafreedom is protected, due to the dissemination of
truthful information about the government’s operations and programmes.

It is expected that media channelsin society, especially in amodern
democratic society, will serveasaconduit for morevaluableinteractions
and activepolitica participation betweenthepolitica dass, thegovernment,
theelectorates, and the el ectoral system. Indoing this, themediaserves
asthefourth estate of therealm and carriesout itseducationa functions.

Relationship between theM ediaand YouthsPolitical

I nvolvement

Itiswidely accepted that the mediamay play acritical roleinmobilising
young peoplefor civicinvolvement and, ultimately, for national progress.
As a result, the media is referred to as “a pivot of social interaction,
attempting to exploit the power of mass communication to solvethe
problem of national cohesion and integration, both of which arevitd to
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the creation of healthy political mobilisation” %, “Reporting and interpreting
events, identifying problems, projecting individuas, and investigating
support” are some of the roles media play in political education®.

Unhealthy information was passed on to the public asfact by political

parties and their candidates, who misused the mediato disseminate
falsehoods. Asthe 2023 genera e ection gpproaches, the Nigerian media
appears to be headed in the same direction as the country’s political

inditutions

Mediaoutletsaretasked with ensuring that € ectionsareaccuratel y reported
whilea so adhering to the publicinterest and the mediacode. Educating
the public about responsible democratic principles and the power of
popular vote sovereignty issomething that may beaccomplished through
the media. For the peoplewho canot observe or understand the events
that affect them, aresearch urgesthemediato look for important truthsin
political mobilisation andto interpret political concernsinlight of the
people’s electoral demands. The media must also play a role in guiding
thevoting processtoward the desired aim of national devel opment?®.

Concluson

Voter educationisacritical component of asuccessful e ection process,
and the mediamust be seento bedoing itspart to ensurethat votersare
well-informed. Becausethey do not know their rightsascitizensor do
not comprehend why they must participatein such an exercise, many
Nigerians today still show apathy toward political participation.
Consequently, public education, investigation and informeati on dissemination
areaprimary respong bility of themaingtream media Objectivity inreporting
should be the centrepiece of this role’s master piece. It is important to
remember that the mediamight bedysfunctional duetoitsstrategic position
inany community. Insupport of thisnotion, it isexpected that themedia
would focusonissuesthat havethe potential to haveasignificant impact
onthepublicandtheir politica decisions.
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What themediashould do ispose and answer questionsthat help clarify
complex topics, particularly those connected to policy and leadership, in
their commentary and editorials. Asaresult, themediamust take thelead
in promoting peacein order to further aid the progressand devel opment
of theelectoral system. Even moreso, therole of mediainincreasing
politica knowledge of youthsto makethem haveactua information about
politicsand political activities, long-term memory and listed rulesof the
politics substance of politics, people and parties current national and
international events, politica leaders& persondities, politicad ingtitutions/
processes/political norms/history/institutiona setting of political norms/
history/political norms. People’s views about politics will transform from
apothecia, antagonism, prejudice and ignoranceto political efficacy,
interest, sympathy, acceptance, and trust in the political processeswhen
they arefully informed. Theremay bepolitica participationintheform of
voting campaigns, joining agroup or doing community serviceto help
achieveadedrablenationa development god inthefuture.

Endnotes

1. Y.Africa, Factsheet on youth and the 2019 electionsin Nigeria,
Available Online: http://www.yiaga. org/factsheet-on-youth-and-the-
2019-eections-in-Nigeria.pdf/2019.

2. M.Mengistu, The Quest for Youth Inclusioninthe African Palitics:
Trends, Challenges, and Prospects, Journal of Socialomics, 6,
2017, 189-194.

3. A.Omede& I. Qjibara, Youth and Political Participationin
Kwara Sate, Nigeria, AfroAsian Jour nal of Social Sciences,
8(3), 2017, 1-39.

4. M. Chiweshe, Social networks as Anti-Revolutionary Forces.
Facebook and Palitical Apathy among Youth in Urban Harare,
Zimbabwe, African Journal Online, 42(2), 2017, 129-147.

5. O.Olaniru; O. Olatunji; O.Ayandele & A. Popoola, Theinfleunce
of media on political knowledge amongst undergraduate students

43



10.

11.

12.

13.

inlbadan, Nigeria, Global Jour nal of Social Sciences, 19, 2020,
13-14.

M. Cacciatore; S. Yeo; D. Scheufele; M. Xenos; D. Brossard & E.
Corley, IsFacebook Making Us Dumber? Exploring Social Media
Useasa Predictor of Political Knowledge, Jour nalism and M ass
Communication Quarterly, 95, 2018, 404-424.

Y. Theocharis & J. van, The continuous expansion of citizen
participation: a new taxonomy, European Political Science,
10(1), 2018, 139-163.

Y. Theocharis& J. van, Palitical ParticipationinaChanging World:
Conceptual and Empirical Challenges in the Sudy of Citizen
Engagement, New York, NY: Routledge, 2018.

M. Grasso; S. Farrdl; E. Gray; C. Hay & W. Jennings, Thatcher’s
children, blair’s babies, political socialization and trickle-down
value change: an age, period and cohort analysis, British Jour nal
of Political Science, 49(1), 2017,1-20.

S. Russo & H. Stattin, Stability and change in youths’ political
interest, Social Indicators Research, 132(2), 2017, 643-658.

M. Yamamoto; M. Kushin & F. Dalisay, Social mediaand political
disengagement among young adults: A moderated mediation
model of cynicism, efficacy, and social media use on apathy, M ass
Communication and Society, 20(2), 2017, 149-168.

J. Erubami; P. Bebenimibo & E. Ohgja, Newspaper Exposure,
Efficacy Feeling and Political Apathy among Youths in South-
East Nigeria, Jour nal of Social Sciences& Humanities, 29 (3):
2021, 1611 - 1629.

M. Qji & A. Erubami, Discourse on social media useand reading
cultureof Nigerianyouths, Academic Jour nal of Interdisciplinary
Sudies, 9(6), 2020, 105-113.



14.

15.

16.

17.

18.

19.

20.

21.

22.

A. Erubami, Public perception of social media contributions to
political participation processes in Delta Sate, Nigeria, Acta
UniversitatisDanubius. Communication, 14(1), 2020, 110-126.

Othman; N. Osman & I. Mohammed, An Overview of Push/Pull
Factors of Political Participationin Nigeria, Journal of
International Sudiesl14, 2018, 81-98.

M. Galstyan, Youth political participation: Literature review,
European Commission, 2019.

S. Akinyetun, Youth Political Participation, Good Governance
and Social Inclusion in Nigeria: Evidence from Nairaland,
Canadian Journal of Family and Youth, 13(2), 2021, 1-13.

E. Ibezim, The philosophy of youth inclusionin Nigerian politics:
Trend, challengesand prospect, Jour nal of Religion and Human
Relations, 11(1), 2019, 119-136.

T. Uwalaka & J. Watkins, Social Media as the Fifth Estate in
Nigeria: An Analysisof the 2012 Occupy Nigeria Protest, African
Journalism Sudies, 39 (4), 2018, 22-41.

O. Amechi, E. Innocent, A. Ikechukwu, Political education in
Nigeria: the mobilisation theory thesis perspective, Arts and
HumanitiesOpen AccessJournal, 2(5), 2018, 246 256.

D. Nwaokugha, Curricular and Pedagogical Srategies for
Promoting Politics and Political Participation in Nigeria,
Inter national Jour nal of Research and Review, 5(8), 2018, 78-
oL

B. Abubakar; A. Ahmad K. Yushau, Thelmpact of Mass Media on
Political Mobilization Processin Plateau Sate Radio Television
Corporation, Jos (PRTVC), Nigeria, KIU Jour nal of Humanities,
6(1), 2021, 101-108.

45



Mass Communication and Media Technology Postgraduate Seminar
Proceedings Vol. 1 (2023)

Contributionsof PublicRelationsSrategiesin Crisis
Management and Employees’ Job Satisfaction

Bashir A.AMBI-MOHAMM ED, ambi @yahoo.com
Nigerian Shipper’ Council, The Nigerian’s Port Economic
Regulator
&

Abigail O.IRELE, Ph.D., bukkyirele2006@gmid.com
Department of Mass Communication and Media Technol ogy,
Lead City University, Ibadan.

Abstract

A crisis can arise out of nowhere, and it may be difficult to respond
in time to prevent further damage or loss of life. A crisis, inthereal
world, isatrying period or an emergency. A crisisisany unexpected
and potentially disastrous shift in human or environmental conditions.
When anindividual reachestheir personal breaking point, itiscalled
a crisis. Depending on the nature of the work being performed, the
market conditions of the industry, and the bargaining power of the
parties involved, employees may be paid on an hourly basis, for
piecework, or with a set annual pay. In someindustries, workerscan
earn extra money through bonuses, stock options, and other perks.
Benefitsare an additional perk that some employersoffer inaddition
toasalary. Publicrelationsstrategiesrefer to thevariety of activities
usually conducted by the professional saddled with theresponsibilities
of management of reputations and public relationships of a country,
individual or an organisation in the discharge of its obligations or/
and duties. The term *“crisis management” is used to describe a
company’s approach to handling crises. It assesses the potential effects
of the crisis on the organisation, identifies the most at-risk areas,
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and recommends countermeasures. Crisis management’s overarching
value liesin its ability to increase readiness for future crises. Even
while the issue is not as pressing as it once was, the company is
neverthel ess keeping an eye on the news and the actions of various
stakeholder groups, including its own employees. It’s crucial to grasp
how various stakeholder groups see things. The requirement for
informationina crisisis met by effective and timely communication.
Thus, neither crisis management nor crisis communication before,
during, and after a crisis should be neglected.

Keywords: Crisis management, employees’ job satisfaction, job
satisfaction, public relations srategies, staff conflict resolution and
crisisdiagnosis

Word Count; 291

Introduction

A crigsisany circumstancethat posesathreat to thesafety of individuals,
communities, or theentiresociety*. At some point during thetimethat an
employeeisemployed by acompany, acrisis of somekind occursthat
causes or threatens to cause harm to the employee or the company’s
standing in the community?. There are often two possible outcomesto
such events. One employee’s bad behaviour or amajor incident of violence
inthe workplace both qualify. When an empl oyee or someone linked
with the organi sation engagesinillegal or unethica behaviour, whether at
work or in their personal lives, we call this “individual employee
misconduct?. A significant reaction against the corporation may result from
such events.

Thepoint of crisismanagement isto keep thingsunder control, regardless.
No situation, however severe, isinsurmountable. Managingacrisisisa
word used to describe a logical and well-thought-out approach to
generating asituation, identifying the problem, devel oping asol ution,
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implementing the solution, and monitoring itseffectivenessto ensurethat
businesses may minimiselossesand maximisegans’.

Evidently, a company’s ability to manage crises effectively contributes to
high levels of employee satisfaction. Being happy in one’s job is also known
asemployee satisfaction. Simply put, job satisfaction isthe feeling of
contentment or joy one has as a result of thinking favourably about one’s
employment and the experiences one hashad on thejob. Simply put, the
term “work satisfaction” refers to an employee’s level of contentment
with hisor her position. Job satisfactionisanindicator of how happy an
employeeisin hispogition, regardlessof whether he enjoysevery part of
thejob or just some of them (like hisboss)®.

Effective crisis management, which often playsasignificant roleinthe
actudisation processesthat |ead to employeework satisfaction, necessitates
contributionsfrom public relationstechniques’. Public reationsmethods
have been hel pful in addressing and mitigating avariety of prior events
and disasters’. The Nigerian Shippers’ Council, the government agency
charged with overseeing the nation’s maritime transportation sector, is
a so thinking about how it may utilise public relationstacticsto improve
crissmanagement and moraleamong its staff.

Public relationstypically considersawiderange of strategiesfor crisis
management and empl oyee sati sfaction, including monetary supports
(loans), acorporatewel fare system, specid events, town hall meetings/
conferences, capacity development and trainings, promotions of staff as
at when due, awardsfor outstanding members of staff, medical facilities/
sick bays, labour/industrial relations, conflict resolution, and the
management of complaints.

Satement of Problem

Despite receiving alarge sum of money each quarter, the Nigerian
Shippers’ Council has been unable to fulfil all of its responsibilities, much
tothedispleasure of the Federd Ministry of Transport (FMoT). Thecause
of this problem can be traced back to internal conflicts within the council’s
workforce. Inthelight of theforegoing, the purpose of thisresearchisto
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examine how publicrelationsstrategies can beused to resol veand manage
criss.

Concept of Crisis

A crisiscanariseout of nowhere, and it may bedifficult torespondintime
to prevent further damageor lossof life'. A crisis, intherea world, isa
trying period or an emergency. A crisisisany unexpected and potentialy
disastrous shift in human or environmental conditions. The term “crisis”
first appeared in the English languagein amedical setting, referringtoa
momentinthecourseof anillnessat whichashift cansignd ether recovery
or death. Similarly, asignificant shiftintheprogression of anillnesswas
referred asby thisterm. By themiddle of the Seventeenth Century, it had
taken on the figurative meaning of a “vitally significant or decisive stage in
the progress of anything,” particularly a period of uncertainty or difficulty
without necessarily implying adecision-point®.

Understanding Crises from the Perspectives of “Personal”

When anindividua reacheshispersond bresking point, itiscaled acriss.
Thisispreceded by extraordinary circumstances, or thecris's, which causes
aperson to experience heightened anxiety and stress and necessitates
decisiveaction’.

Severd factorscan set off acrisis, and herearejust afew of them:

I.  Weather thatisunusually severe

ii. Unprepared changeinemployment or financial circumstances

jii. Additiona knowledge

iv. Unexpected medica expenses, chronic conditions, and

v. Social or familial turmoil in one’s social or family life.

Loss of employment, seriousfinancia hardship, substance addiction/
abuse, and other life-atering situationsthat call for action outside of the
“regular” daily routine are all examples of crises that people face on a
daily basis. When apersonisinthemidst of acrisis, hismind becomes
unsettled, and hisego fightsto maintain equilibrium between competing
needs. Inthissituation, the stressed individual usescoping Strategies’.
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Employeeand Job Satisfaction

Employment is an agreement between an empl oyer and employeethat
sets the terms and conditions for performing work in exchange for
compensation. Itiscommon practisefor an employer (which may bea
busi ness, anonprofit, aco-op, or another organi sation) to compensate
an employee (who could be anindividua) for performing labour under
theterms of an employment contract. Depending on the nature of the
work being performed, the market conditions of theindustry, and the
bargai ning power of the partiesinvol ved, employees may be paid onan
hourly basis, for piecework, or with aset annua pay. In someindustries,
workers can earn extramoney through bonuses, stock options, and other
perks. Benefitsarean additiond perk that someemployersofferinaddition
toasdary. Hedthinsurance, aplaceto live, and disability protection are
all possible perks. The terms of an employee’s employment are usually
outlined in a contract, by legislation, or through an employer’s policy
manua®. Wheressit isd o possibleto refer to job satisfaction asemployee
satisfaction. Being happy or content in one’s job is called job satisfaction.
Simply put, the term “work satisfaction” referred to an employee’s level
of contentment with hisor her position. It isagauge of how satisfied
people arewith thevarious aspectsof their occupations, such asthework
itself and theway it issupervised®™.

Inmost cases, businesseswill hire peopletofill open positions because
they can do a certain set of tasks. Employers can be businesses, non-
profits, cooperatives, or even other peopleor organisationslikegovernment
agencies, they pay their workers (empl oyees) to compl ete specific tasks.

Under standing Public Relations Strategies

Publicre aionsstraegiesrefer tothevariety of activitiesusualy conducted
by the professional saddled with the responsibilities of management of
reputations and public relationships of a country, individual or an
organisation in the discharge of its obligations or/and duties!. Public
relations (PR), asawhol e, refersto thevariety of activitiesconducted by
an organi zation to promoteand protect itsimage, products, servicesand
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policiesintheeyesof the publict. Most organisations, public and private
haveits public rel ations department that makesall effort to monitor the
attitude and perceptionsof customers. Thus, publicre ationsaim to manage
public opinion of the organi sation™.

It isused to distribute and communicate al the necessary information to
build up good reputation inthe mind of the public. An efficient and good
public relations department use to adopt positive programmesfor this
purpose and awaysemphas seto eliminate negative publicity arisesdue
to questionable practices™.

Theoretical Framework: CrisisManagement M odel

Inthe late *90s, Alfonso Gonzalez-Herrero and Cornelius Pratt identified
three phasesof crissmanagement intheir modd, whichthey called Criss
Management®?; A crisisisan unexpected processor occurrencethat has
anegativeinfluenceon acompany, such asunsati sfied employees, indudtria
accdents, environmentd difficulties, savvy competitors, financia troubles,
and angry stakeholders. Theterm crisismanagement isused to describe
acompany’s approach to handling crises. It assesses the potential effects
of the crisison the organisation, identifiesthe most at-risk areas, and
recommends countermeasures. Lossof revenueisnot theonly thing that
can happen during acrisis, employee moraleand trust can tekeahit, too.
When an organisation has acrisis, its members become anxious and
suspicious, and they gradually stop caring about the company asawhole.
The three stages identified and defined in *“Crisis Management” Model
are'z:

i. CrisisDiagnosis: Theearliest signsof acrisisareidentified at this
stage of crisismanagement. Finding thewarning signsof adeveloping
catastropheisthegoal. Leaders and managers have aresponsibility to
recognisethe early signsof acrisisand get their staffsready to deal with
it head-on. Managers need to check inon their employees periodicaly to
see how they aredoing.

A manager doesnot merely yell ordersfrom behind closed doorsat his
employees. What isgoing on in hisenvironment isobvioudy important to
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him. Managersmay anticipate crisesand preparetheir staff for thefallout
from them by keeping a close eye on employee performance. Avoid
ignoring thewarning signsof acrisisand instead takethe necessary steps
to head it off at the pass.

ii. Planning: Oncetheissues have been pinpointed, acrissmanagement-
team needsto beformed and given control of thesituation. Emotionscan
quickly becomeafactor intensesituations, soitisbest toremainlevel-
headed andinchargea dl times. Theresponsetimeof acrissmanagement
teamiscritical onceacrisishasbeenidentified. Makesuretheworkers
know they should not freak out. Plan ahead to avoid havingtoreactinan
emergency. Gather therelevant partiesandtalk it over tofigure out what
courseof actionwill bemost effectivein adiresituation. Decisionsmust
bemadequickly. Being vigilant and, moreimportantly, patient, isessentid.
Verify dl of your statsand data. In other words, you cannot just go off on
assumptionsand wild guesses. That isamistakethat will comeback to
haunt you™.

iii. Implementation of Changesand Monitoring: During thisstep of
the Crisis Management Model, the company’s workforce makes
operaiond adjugmentsinlight of thechanging circumstances?. Monitoring
manufacturing operations, or any processinwhich acatastrophic error
could have occurred, and doing aroot cause analysis of the possible
factorsthat led tothecrisis, iscrucial. The success of any organisation
depends on its members’ ability to adapt to changing circumstances.
Examining theoriginsof aworkplaceconflictiscrucial. Itisimperative
that the system include new strategiesand proceduresto avoid repesating
past errors.

The Crisis Management Model by Alfonso Gonzalez-Herrero and
CorndliusPratt wasreviewed above becauseit is pertinent to this paper
inthat itidentifiesand explainsthe practica processesand efforts needed
by any organisation and crisis managersto overcome an undesirable
Situation, occurrence, or event. Thisideaprovided further evidencefor
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the necessity of PR strategies in crisis response. We a so know that
identifying acrisisusing indicators, devel oping aresponse strategy, and
putting that Strategy into action constitutes crisismanagement.

Nigerian Shippers’ Council’s Public Relations Strategies for Crisis

Management and Employees’ Job Satisfaction.

I. Financid Support: Employeesare provided with monetary aidin
theform of subsidised cars, homes, and education loansfor their
children.

ii.  Promotion/Upward Review of Staff Ranks. Promotion of staff
members as gppropriateto accompany their professonal growth.

jii.  Trainingand capability development.

Iv.  HedthcareservicedSick Bay.

V.  Specia events: Party at the end of the year, CEO awards for
outstanding empl oyees, birthday partiesfor employees, celebration
of the company’s founding, etc.

vi.  TownHall/Conferences.

vii.  Incentive Programsfor ExtraHours of Work.

viii.  Industrid relationsand crises.

i.Communicationin Criss Intimesof crigs, such asanatura disaster,
afinancid scam, acompany going bankrupt, etc., theroleof publicreaions
becomes crucia . Communications professionashave aduty to reassure
thepublicthat they aretaking al necessary stepsto addressthe situation
and address their legitimate concerns. The purpose of acompany’s Public
Relations Department i sto monitor and eva uate public sentiment while
fostering and sustai ning positive rel ationships between the company and
itstarget audience. Theability to communicate effectively and establish
new protocolsfor facilitating atwo-way exchange of ideasisfacilitated.

ii. Publications(Newsdletters, | nfor mational Bulletins): Thestaff of
any given business constitute a crucial internal public. Employee
communi cation programmes, such as newsletters, bulletin boards, and
online posts, are generally developed by corporate public relations
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professionds. Servicefirmscan benefit greatly from thesekindsof activities
because of their ability to support brand communication efforts; for
instance, they can utilise the company newd etter to remind staff of the
significance of providing fast and polite serviceto customers.

Saff Conflict Resolution: When warring partiescometo an agreement
to put their weapons down and work together to overcome their
fundamental differences, the conflict is said to have been resolved.
Conflicting partiesrefer to any group, forma or otherwise, thet areactively
involvedinintrastateor international conflict. When two or more parties
have such fundamentaly different needsthat they cannot be satisfied by
the sameresources at the sametime, we say that they arefundamentally
incompetible®,

M echanismsfor Resolving Conflicts

I. Ashiftin prioritiesfor oneof theconflicting parties- It isunusud for one
sdetofully modify itscore positions, but prioritiesmight shift. Insucha
case, there may befresh opportunitiesto settlethe disagreement. The
disputed resource hasbeen split in two. In essence, thissignifiesthat
both disputing s deshave demongtrated adegreeof priority shift, creating
space for a “meeting the other side halfway” agreement®.

Ii. Horse-trading between the contending parties- Thismeansoneside
obtainsall of itsdemandson oneissuein exchangefor obtaining all of
its demands on another issue. Each side accepts the other’s authority
over theresource under dispute. It may be apermanent arrangement,
or it could befor atransitiond phasethat, if completed, will haveledto
thetranscendence of the conflict. A third party will takecharge, asboth
sides have agreed. In thistechnique, the main parties concedeto the
authority of athird party over the contested resource. The party has
sought out alternative means of resolving the dispute, most notably
arbitration or thecourts. Devel oping amethod outsi dethedirect control
of the partiesinvolvesfinding aprocedurefor resolving the problem



through oneof thefivewaysoutlined above. There are somethingsthat
can bedealt with later.

Employee Management Complaint Processes

Two objectivescan beadvanced with the help of thecomplete complaint
management process'*:

i. Employee and customer satisfaction: The purpose of complaint
management isto reduce customer unhappinessand, idedlly, toincrease
employeeand customer loyalty.

i1. Quality assurance: Complaint management ensuresthat feedback from
employees and customersis shared with the appropriateteamssothat it
can be used to enhance the service or good being offered.

Five(5) Tipsfor Successful Complaint Management

If you adhereto the complaint management procedures, you dready have
agood systemin place. However, abusiness could take the additional
srategiesthat will bediscussedin thispaper in order towin the confidence
of itsclientsand providethem with superior services'.

i. Invitethem to complain: A dissatisfied consumer isan opportunity,
not aproblem. Their feedback provides va uableinformation about your
productsor services. In addition, you offer theindividua an outlet: When
their wrath subsides and they obtain sati sfactory servicefromyour firm or
organisation, they will likely view it ascustomer-centric. Customersthat
aredissatisfied but fail to notify you aresignificantly worse. Thisisbecause
you havelikely lost them permanently and haveno ideawhy. Thisiswhy
you should definitely solicit client feedback on your products, services,
and the organisation asawhole. Certainly, everyone enjoysreceiving
favourablecriticism, but continuing improvement ismore effectivewhen
problems are highlighted. Therefore, you should makeit assimpleas
possiblefor your clientsto handleacomplaint with you. Givethem the
impressionthat their opinion truly matters',
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ii. Really Listen: Thefirst step in dealing with complaintsfrom either
employeesor consumersisto givethem achancetoair their grievances
(or cdmly read their message). Do not try to appease the consumer until
you havetaken thetimetofully understand his plight. However, theclient
isoftenunableto pinpoint theoriginof hisdissatisfaction. Thisiswhyitis
important to ask follow-up questionsaspart of thelistening process. Doing
S0 demonstratesyour concernfor hisneedsand givesyou va uableinsght
into how to enhance your product.

iii. Respond Quickly: Therearefew thingsmorefrustrating to an already
dissatisfied customer than waiting in an endless phone queue. Even yet,
busi nesses shoul d not prioritise phone callsfrom staff and customersover
other forms of communication. A |ot of attention needsto be paid to
addressing customer complaintsraised viaemail and socid mediaassoon
as feasible. If you ignore the customer’s frustration, it will only escalate,
and by that point, it will betoo lateto prevent more harm. However, this
sort of issueshould not ariseinthefirst placeif the organisation hasa
well-defined mechanismfor handling complaints.

iv. Takethe Blame: Sometimesit seemsthat the customer wasthe one
with theissue, rather than your businessor product. Thereisonething
you must never tell them. It isbecause of thesetwo things: Customers
who areaready frustrated and irate are not the onesto blame, especidly
if they are hel ping your businesssucceed by paying. Second, their criticism
can hepyou refineyour service. Perhgpsthe procedures could bedarified
or thereshould be more open lines of communication. Ineither case, you
need toownthat it wasall your fault.

v. Think in Terms of Solutions: On the one hand, an unsatisfied
customer would liketo vent hisfrustration on you. However, herequires
help in resolving hisissue. So, merely demonstrating comprehensionis
insufficient. Do not wait for the customer to demand anything unreasonable
before offering reasonabl e options. Thisway you can keep an eye on
thingsand get abetter ideaof how much compensation will cost you over

56



time. Customers and workers alike can benefit from this solution’s
adaptability becauseit can betail ored to their specific needs.

Concluson/Recommendations

Crisis management’s overarching value lies in its ability to increase
readinessfor futurecrises. Even whiletheissueisnot aspressing asit
oncewas, the company is neverthel esskeeping an eye on the newsand
theactionsof various stakehol der groups, including itsown employees. It
is crucial to grasp how various stakeholder groups see things. The
requirement for informationin acrisisismet by effective and timely
communication. Thus, neither crisismanagement nor crisiscommunication
before, during, and after acrisisshould be neglected.

Internal and external stakeholders are both addressed in crisis
communi cation. By designating asingle spesker, it ensuresthat everyone
inthecrigsisreceiving thesameinformation. Two distinct formsof crisis
communication are “crisis knowledge management” and “stakeholder
reaction management,” as described by Coombs. The phases of “crisis
knowledge management” are data collection, data analysis, knowledge
sharing, and knowledge-based decision making. Stakeholder reaction
management isthe process of using communication to persuadedifferent
stakeholder groups within abusiness. Only carefully crafted public
relations statements can achievethe aforementioned goals.
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Abstract

The role of journalism in stabilising societies, particularly in
democracy, has been well studied. Journalists, as members of the
fourth estate of the realm, should not be found culpable in the
discharge of their duties asthe consequences of their carelessnessif
not checked may engulf a nation. The desire of journaliststo remain
afloat in this instance requires that they must be ethical, sticking to
the tenets and core principles that have positioned the media as an
unbiased arbiter in matters of state. Alongside the adherence to the
ethical standards of practice is the quest for the social, economic
and political independence of the media. However, the high level of
the commercialisation of media activities as noticed in recent times
presentsa challengeto maintain ethical standard. Studies have shown
that media housesand journalistsin someinstanceswould prioritise
contents that are of commercial interest and not necessarily those
that would have social impact. Regulatory bodies like the Nigerian
Press Council (NPC) and the Nigeria Union of Journalists (NUJ)
have made efforts to address these issues, yet the issues remain a
concern. Therefore, it is pertinent to answer these questions: To
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what extent has this situation affected media independence in
Nigeria? How has news commercialisation impacted ethical practice
among Nigerian journalists? What are the possible solutions to
challenges posed by news commercialisation, particularly in a
democr atic society like Nigeria? These were the questions which study
attempted to answer. This study adopted a qualitative method
using the in-depth interview as its instrument. Five media houses
wererandomly selected whilefive editor s (onefromeach organisation)
were purposively selected using the length of years (15 years and
above) asthecriteriafor selection. Thenarrativeanalysiswas used
for the data interpretation.

Keywords: Ethical journalism, Media gatekeeping, Media
independence, News commercialisation, Transactional journalism.

Word Count: 298

Introduction

If journalists are expected to report according to the dictates of their
conscience, then commercialisation of the news items have become
another impediment to media freedom and development. News
commercialisation as *“a phenomenon whereby the electronic media report
asnewsor news analysisacommercial message by an unidentifiable
sponsor, giving the audience theimpression that newsisfair, objective
and socially responsible.” We must say that though this definition seems
not toincludethe newspaper industries, newscommercidlization do occur
theretoo as scholars have noted.

The news items have become commercia products in many media
organisationsand important devel opmentsin the country are pushed aside
by unimportant, eventrivia newsitems, concerning urban eventsand the
activitiesof persondities. Certainly Nigerian mediascenehasnewsitems
that haveto be paid for by those who want to be heard and the freedom
of themediato gather and report news have been questioned in some
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instances. Under this scenario newsisno longer about reporting timely
occurrences or events, it isnow about packaged broadcasts or reports
sponsored or paid for by interested parties. By thispractical individual,
communities, private and public organisations, local governments, state
government and mini striesgain access to the mass media during news
timefor aprescribed fee. The messagethey wish to put acrossisthen
couched intheformd featuresof news and passed on to the unsuspecting
publicassuch.

National Open University of Nigeriadescribesnewscommercidisation
as “the deliberate presentation of sponsored information to unsuspecting
mediaaudiencewho perceivetheseinformation as conventional public
interest-oriented news™. Againgt thisbackdrop newscommercialisation
could beapackaged, produced and disseminated i nformeation by asponsor
who paysamediaorganisation. It could al so be message/information/
idealthoughts paid for by an unidentified sponsor whoseideaistrumpeted
viaamediaorganisation to alarge heterogeneous audiencein order to
influence or modify their thinking. Thisact of commerciaising newsby
journalists and mediaorgani sations, greatly affectsthe objectivity and
bal ance of reporting asmonetary giftscould pressuriseajournaist into
doing what the giver wants, and this makesthe journalist unableto be
objectivein hisreporting of eventsand i ssuesinvolving the peoplewho
givesuch gifts?.

Thus, the news stories produced are likely to be commercia products
that have been paid for by the customer, which should servetheneed to
which theproduct isexpected, infavour of the customer. A study says
““there are many reasons for which media outfits are
established; someideally set up the mediato perform
social functions of reflecting society and setting
agenda for national discourse; others show more
interest in generating income; hence, the media are
profit oriented. In Nigeria, the latter may be a strong
factor, given that media content is considered a
commodity for sale, just like other commoditiesin a
capitalist environment™3,
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Thisimpliesthat ajournalist who sdllshisconsciencefor money withthe
justification that it isnews commercialisation will end up deterring his
reportage to suit the buyer of his conscience. He who pays the piper
dictatesthetunecomesto play here. Newscommercidisationistherefore
likened to awheel while brown envelop journalism isthe spoke that
enhancesthewhed tothriveon.

That iswhy another study seesbrown envel ope asthecommonest practice
injournalism in Nigeria. “It isa situation whereby journalists demand for
bribe or other formsof gratification beforethey cover any event or even
publish stories from such events™. Theimplicationsof brown envelope
cause hugethreatsto the practice of journalism. Theimplicationsrange
from “loss of public trust and confidence, loss of professional integrity
and sense of duty and inability to uphold the six cardinal elementsor
canons of journalism —truth, fairness, objectivity, accuracy, independence
and responsibility.” In a nutshell, this paper’s stand-point on news
commercidizationisthat, newscommercidisationisapaid, non-persond
form of communi cation by unidentified sponsorswho project their idess,
thoughts, intentionsthrough themassmediasuch asprint, radio, tedlevison
and theinternet®. Therefore, for newsto beuseful, it hasto be credible;
for it to betrusted, it must measure up to some standard of assessment
such as: accuracy (whenin doubt leave out), balance (reflect all sides of
thegtory), fairness(impartidity tod| partiesinvol ved), human angle (people
minded), depth (well researched and investigated), presentation (telling
thestory rightly) and reward (be of social relevanceto audience)®.
Againgt thisbackdrop, the study seeksto investigatethe perspective of
journalists on the implications of news commercialisation on media
independencein Nigeria

ViewsAbout NewsCommercialisation

The proponents of newscommercidization arguethat it hel psto generate
incomefor the mediahouses, thereby, hel ping them to work smoothly.
Scholarsbelieveit helpsto generateincomefor theindividua journalists
who otherwise might slump under the weight of the harsh economic
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realities’. Similar study also believesthat it hashelpedto createcordial
working rel ationships between the mediaand the mediausers, especidly
thepolitica class All theseassartionscentreon financia gainsand poverty’.

Although another study in a different perspective stated that
commercialisation of newshelpstoimposeaform of forced taxation on
the rich, as those who often pay for the “service” are the well to do in the
society thusacting asaform of informal redistribution of incomefromthe
rich to the poor. They finally stated that no matter how genuine and
plausible these reasons might look, they are unacceptable and
dysfunctional®. Commercidisation of newsviolatestheethicsand code of
conduct of journalists, which statesthat it isthe duty of thejourndist to
refuseany reward for publishing or suppressing newsor comment”. News
commercialisation hasaffected information flow tremendoudly. Asthe
majority of newsispaid for, therefore, the newsthat seesthelight of the
day hasto beinduced by somebody or an organisation, whilethose news
itemsthat are genuine and authoritative are dropped becausethereisno
inducement where such news emanatesfrom. News commercialisation
makes the news susceptibl e to abuse by interest groups who can pay
their way into the mediato project an ideathey want peopleto accept
whether itispositiveor not’.

News commercialisation can lead to newsdistortion. The person who
paysthe piper often dictatesthetune. Sincethe mediawould not liketo
loseamajor customer, they will do al withintheir reach to satisfy such
clientswho pay them enough money to haveto their viewsprojected. In
return, the client may dictate how and what he or she wantsout of the
news packaging of the mediahouse. They also say that thiscan extend to
dictating to themediawhat makes news, thereby emascul ating opposing
views.

Statement of the Problem

News commercialisation hasbecome amajor trend in newstreatment
globally and anissueof ethical concerninthemassmedia. Itisatactful
strategy through whichthe mediard egatesitsresponsibility of surveying
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the society —disseminating information on the event and people of social
interest aside for financial gains. Therefore the issue of news
commercidisation hascometo characterisejourndism practicein Nigeria
A situation that promptsjournalists and mediaorganisationsto coll ect
money in order to publish a story. The Nigerian adage “money for hand
back for ground” comes to play here, therefore, “no money no reporting”.
Thispracticeislikeacankerworm esting degp intojournalism practicein
Nigeria Thegood oldfairness, objectivity, baanceandtruthinjourndism
have been eroded by selfishness, greed and profit making motives by
variousmediahousesin Nigeria

Objectivesof the Sudy

Themainobjectiveof thisstudy isto investigatetheimplicationsof news
commercidisation on mediaindependencein Nigeria Whilethe specific
objectivesincludeto:

1. ascertaining the perception of journdistson newscommerciaisation.
ii. finding the extent to which news commercialisation has negatively
affected mediaindependencein Nigeria.

iii. ascertaining thelevel of adherenceto ethical standardsand itseffects
onnewscommercidisationinNigeria

Theoretical Framework

The study was anchored on Social Responsibility Theory. Thetheory
cameasaresult of theLibertarian Theory inthemiddl e of the 20th Century.
Thetheory cameinto limelight because the press abused the freedom
given to them, which they enjoyed as aresult of the free press. Under
every freepressobjective, flow of information ought to givecitizensavenue
and opportunity to expressthemselveswell asair their viewpoint. But
dueto sensationdisationand yellow journdism, thisfreeflow of information
wasdeterred inthelibertarian system.

Aganst thisbackdrop, Socid Responsibility Theory restson the concept
of afree pressacting respons bly notwithstanding the privileged position
it enjoysunder the government. Thetheory urgesmediapractitionersto
ensurerepresentation of al facts and not siding or becoming sensational



inreportagebut being balanced and unbiased. Thisimpliesthat ajourndist
ought to protect hisimage by being fair, objective, unbiased, by reporting
events/occurrences asthey happen without icing or decoratingit. By so
doing, ajournalistismandated to win thetrust of hisaudiencethrough
credibleand unbiased reporting. Communication ethics asthe basisfor
conforming to recognised standard; of course, the point of communication
ethics is to prevent good men from going bad. Ethics emphasises
respong bilitiesof themediain the packaging of their contents®.

Thetheory isrelevant to the study becauseit reprimands and cautions
journalists not to disregard their duty to the society; they must not “yellow
journalise’ stories or use the media to cause chaos in the society but engage
intruthful journdismingead of journdismfull of decalt, liesand subjectivity.

M ethodology

This study adoptsaqualitative method using thein-depth interview to
collect data. Five mediahouseswererandomly selected while5 editors
(two from each organi sation) were purposively selected using thelength
of years (15 yearsand above) asthe criteriafor selection. The narrative
andysiswasusedfor datainterpretation. Theessenceof usng purposive
sampling was because the researchershad some characteristicsin mind
and such characteristics had to do with on-the-job experience.

Resultsand Findings
Research Question One: To what extent has news commerciaisation
affected mediaindependencein Nigeria?

Answersfrom the Selected Respondents
To alarge extent, it impedes objective reporting of organisations and
individuasthat have commercid rel ationshipswiththemedia

Resear ch Question Two: How has news commercialisation impacted
ethica practiceamong Nigerian journdists?
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Answersfrom the Selected Respondents

Mixed, on one hand, journalists now give priority and prominenceto
commercid clientsbut ontheother hand, journdistsdo not sacrificetruth
for commercia consideration.

Resear ch Question Three: What isthelevel of adherenceto ethical
standards and itseffectson newscommerciaisationin Nigeria?

Answersfrom the Selected Respondents
Solutionisdifficult. Sdlesand advertising revenuearedwindling especidly
dueto fiercecompetition fromonline platforms. Sincemediaorgani sations
must generateincometo pay their bills, especidly staff sdaries, they have
to explorenew waysof generatingincome provided suchwaysarewithin
the confinesof thelaw and ethical standards.

Discussionsof Findings

The responses above highlighted postul ations from majority of the
respondents sel ected for the study. Hence, several issueswerereveded
inthecourseof thisstudy. Thisisevident from theresponsestotheresearch
questionsby the respondents which formed the gamut on whichthe study
isanchoredin. Alsofrom theresponsesgathered and analysedinrelaion
totheliteraturereviewed in thisstudy, it could be concluded that news
commercidisation greetly affectsmediacredibility.

It is further revealed that mgjority of the respondents saw news
commercialisation asaccepting payment for news publication. These
findings are in line with those who describes “news commercialisation as
a situation whereby journalists demand for bribe or other forms of
gratification before they cover any event or even publish”*2,

Unvelling thereasons behind news commercialisation, the study reveals
that harsh economic realities, poor remuneration, corruption, greed,
untrained journalistsand laxity of journalism regulatory bodiesto enforce
rules and regulations are part of the reasons behind news
commercidisation.
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Concluson

Sofar inthisstudy, it hasbeen seen that news commercialization poses
huge threatsto Journalism practice. It isacankerworm eating deep into
thefairnessand objectivity of reporting. Newscommercidizationisan
unethical and unprofessional practice which damagesthe reputation of
both mediaand journdistsin generd.

Thefindingsasoreved ed that newscommercialization negatesthesocia
responsibility of ajourndist and mediaat large. Themediaought to serve
the public’s interest, not suppress or kill stories for monetary values but
uphold integrity, fairness, balance and unbiased form of reporting. Not
sensationaizing or coating astory but projecting storiesasthey appear or
occur. But reverseisthecasein Nigerian journaism.

Recommendations

Inthelight of thefindingsof thisstudy, thefollowing recommendationsare

suggested asaway forward in dealing with negative consequences of

newscommerciaisation:

1. Mediaprofessiona bodiesshould be seriousinmaintaining ethicsin
themediaindustry by sanctioning defaulting journaiststo ensurethat
journalism practitionersadherestrictly to thelaid down ethical codes
and conducts.

2. TheNigeriaUnionof Journdists (NUJ) and other mediaprofessiona
bodies should ensurethat thereisreal unionismintheprofession by
ensuring that journalists’ rights are not trampled upon. These bodies
should al'so put in place amechanism for the negotiation of abetter
welfareand pay packagefor journalists.

3. Sound education and professional training of journalists should be
provided; thiswill serveasagood antidotefor solving the problem of
news commercialization. The acquisition of sound education gives
thejournalist self-worth, which makes him ook beyond unlawful
avenues of getting gratifications. Ethically-oriented training and
socidization of thejourndistswill readily exposethemto theinherent
pitfallsthat are associated with the acceptance of bribe and the need
toresisttheurge.
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4.

Improved Pay Package For Journdists: It isacommon knowledge
that agreat percentageof journaistsfall prey to monetary inducements
becausethey arenot paid at all or not well remunerated, even when
their jobisadaunting and risky one. Thismakesthem susceptibleto
easy |obby by membersof the society. Should mediaownersincrease
the pay package of thejournalists, starting with the cub reporters, the
brown envel ope syndromewill be reduced.

M edia employers should be encouraged to create good working
environment that will enable thejournaliststo function asethical
professiondss. To create such working environment, employersshould
not force newspaper journaliststo produce copiesthat servetheir
ideologies and prejudices, to “hype’ their copy by spicing it with
rumoursand innuendoes.
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Abstract

The research study sought to find out the level of digital migration,
some of the challengesto digitalisation and new innovations applied
in broadcasting by government and private—owned radio stations in
Ogun Sate. Technological Determinism Theory was adopted to
explain the roles of the media and technology and their influence on
various societies. Thetheory was propounded by Mar shall McLuhan,
a professor of English at the University of Toronto in Canada.
Population of the study consisted of personnel of Ogun Sate
Broadcasting Corporation (OGBC) and Splash FM. The mixed
method approach of both quantitative and qualitative research
designs were employed with the use of content analysis to review
secondary materials on the radio stations and one-on—one interviews
were used to get information from a set of selected members of staff
of the radio stations. The study discovered that the level of
digitalisation was higher in private-owned radio station while
government-owned radio station has just started adopting
digitalisation and this has been slowed down due to majority of the
personnel that were not computer literate.
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Introduction

Informationistransformedinto adigita (i.e., computer-readable) format
through the process of digitalisation. Theend result istherepresentation
of adiscretegroup of pointsor samples, such asan object, image, sound,
text, or signal (often an analog signal). Data processing, storage, and
transmission arecritically dependent on digitaisation sinceit enablesthe
efficient and seamlessexchangeof al typesof informationindl formats.
Digita datacan betransferred and accessed morereadily and, intheory,
can be propagated indefinitely without generationlossevenif analog data
isoften more stable, provided it is converted as needed to more stable
formats. Because of this, numerousorganisationsdl over theworld prefer
it asamethod of information preservation.

Alot of people could not have predicted “the press” of 2011 before the
arrival of the digital revolution — the development of the Internet, the
creation of new kinds of media, and the expansion of online social

networks. The media industry is currently confronted with an
unprecedented spectrum of professiona issues, fromdigita retouchingto
widespread fraud. Not only because new mediaare emerging, but also
because work is changing in terms of dynamics. The addition of new
toolsand technol ogieson adaily basishasled to what sometimes seems
to bean excessof optionsand opportunitiesthat themediaand audience
areunawareof. Digital technol ogieshavesgnificantly changed thenature
and role of media in our society, rewriting long-standing public
communi cation practicesand, on occasion, e uding traditional mediaand
upending itsprivileged position asgatekesgpersof newsand entertainment’.

Digital technology has significantly impacted journalisminavariety of
ways, including how news organisations areorganised and run aswell as
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how reporters obtain information and present news stories. Digita
technol ogies have quickly spread throughout society, bringing new
communication formats and opportunitieslike multimedia, hypertext
etcetcra

Most often, the term “digital transformation” refers to a shift in the scope
anddirectionof digita government; aspractitionerswork to put into practice
acomprehensive strategy for digital government that goes beyond the
smpledigitaisation of currently offline procedures. Itisbecoming more
and more important to look beyond the improvements of currently
bletechnologies. Ananaysisof theexisting e-government literature
conducted recently reveal sthat emphasi sing theuse of technology in public
adminigtration and e-government, aswell aslooking at entire systemsand
incremental change in terms of “objective knowledge” or indicators, helps
to definee-government

Additiondly, the necessity for new technol ogy to stay competitiveinthe
Internet ageisoften linked to digital transformation; where both online
and offlineddiveriesof goodsand servicesaremade. The standardisation
of online services is thought to increase their customisability and
automation?. Othersdescribed digital transformation asatechniquefor
employing new technol ogy to restructure corporate model sin accordance
with client needs®.

The convergence platform for various formsof mediacommunication,
informati on machines, and equi pment, such asradio, television, computers,
satellites, fiber optic cables, phones, facsimile machines, etc., hasbeen
information communi cati on technol ogy. Because of this, thedeve opment,
use, and useof information communication technology in mediapractice
today makeglobal action moreefficient, quicker, and error-freef.

Satement of Problem

Itiscrucia totakeinto account theextent towhichdigitalisationtoolsare
accessiblefor radio and television broadcast, aswell astheir influence
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and effectiveness in creating, disseminating, storing, and managing
information for thediverse audiencein Nigeria, giventhat information
communication technology (ICT) and digitalisation toolsand resources
are used to communicate, create, disseminate, store, and manage
informetion.

The pace of mediadevelopment inNigeriasinceit jumped on the globa
digitaisation bandwagon hasnot exactly been stunning. Insummary, itis
critica to evaluatehow Nigerianmedia, in particular radioand televison,
utilisethe potential of digitalisation astoolsto efficiently packageand
disseminate content. Therefore, thisstudy examined how radio broadcast
has changed asaresult of digitaisation, focusing ontheareaof programmes
and content devel opment and dissemination.

Objectivesof the Sudy

1. Find out if the radio stations have adopted digital technology in
programmes and content production.

2. Fnd out the chd lengesto digitdi sation encountered by theradio stations.
3. Find out new innovations applied by theradio stationsin broadcasting.
4. |dentify the effects of digitalisation on programmesand contents.

LiteratureReview

Inthe broadcast sector, theintroduction of digital broadcastingtoAfrica
was viewed asapositive devel opment. Thisisbecause broadcasting in
Africafacesanumber of difficulties, with the problemsassociated to the
anal og system of broadcasting being one of them. The analogue system
dominated broadcasting in Africaprior tothe callsfor achangeinthe
status quo made by various segmentsof the broadcast industry.

Many countriesof theworld haverecogni sed the huge benefit which digitd
broadcasting offersand are making effort to shift fromanalog todigital
broadcasting. Sincethelate 1980s, it hasbecomeincreasingly clear that
emerging digital nature of broadcasting can offer not just anew way of
communication but awhole new societa paradigm. *With the advent of
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digital broadcasting, opportunity has been opened up to allow better
productivity in the use of a country’s electromagnetic spectrum, creating
roomsto free up spectrum for other purposes such aswirelessand public
safety uses. The processof moving analog servicesto digital platforms
and then turning off the anal og servicesis known as analog to digital
migration. Both radio and television transmission canmigratefrom anadog
todigital®.

Although therearemany timetablesfor theswitch to digital broadcasting
around theworld, Africaagppearsto bethelast onthelist. Accordingtoa
2006 agreement medi ated by the Internationa Telecommunication Union,
the United Nationsorganisation that distributesradio spectrum and satellite
orbits, al nations, with theexception of afew territories, areexpected to
completethemigrationfrom analog to digital tel evision broadcasting by
June 17, 2015. In order to givethemselves moretime before the global
switchover, many nations have established earlier target deadlines. The
United Statesof Americaset June 12th, 2009 asthedeadlinefor national
digital broadcasting commerce. The 2005 Deficit ReductionAct, passed
by the US Congress, supported this.

Themaingod of digital broadcastingisto promotetheddivery of broadcast
content of higher quality. Because of the requirements for digital
broadcasting, the cost of transmissionintermsof bandwidth and spectrum
will berestricted as channel smight shareas ngle bandwidth, asopposed
to one channel using morebandwidthintheold anal og method™. Thus,
thismakesroom for additiona bandwidth-intensve gpplicationsthat might
advancethe socio-cultura and socio-economic technol ogica advancement
of the continent asawhole.

Additionally, theintroduction of thissignificant advancement in mass
communication amsto make placefor the deployment of mobileversons
of radio and television stations. Thiswill enable mobiledeviceusersto
stay intouch with their loved stations even while moving, without the
typical signal fading or dropouts that are associated with analogue
spectrum. Themessagewill reach more peopleand last longer than before.
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Theauthenticity of the messageisnot theonly benefit of thischangeinthe
broadcasting sector; thedigital broadcast standard ishigher than analog
because of its uncountabl e accuracy, inventiveness, competence, and
interoperability with other e ectronic medie.

Digitalisation and theNigerian M edia Environment

Fromitsbeginning in Nigeriain 1933 with the Radio Diffusion Service

and continuing through the founding of Western Nigerian Television

(WNTV)in October 1959 until theyear 2016, broadcasting was primarily

concerned with transmitting sound or video streamsover theairwavesor

cablesusingandoguesignas. After thelnternationa Telecommunications

Union (ITU) conferencesin Senegal in 2004 and Genevain 2006, many

African nations, including Nigeria, weregiven afurther fiveyears until

2020toimplement thischange. Thefollowingwasthebasi sfor the Geneva

Accord:

1. expandingthereach of digital television broadcasting.

ii. tomakesurethat thereisenough bandwidth for wirel ess broadband
Services.

iii. toimprovethequdity of the sound and images, particularly for high
definition (HD) tlevision.

iv. to makemore channelsavailable (additional mediacontent).

v. todlow forunrestricted digital radio transmission.

Digitalisation and Broadcasting

Asaconcept, digitisation of broadcasting isawaysexplained usingthe
term “switch-off’. It is seen as putting an end to terrestrial broadcasting
using the ana og system, amovement to digital broadcasting involving
satelliteand DSL (digital subscriber lines), cable, and terrestrial. Itisa
mechanism in operation in the mediasector, in which messagesinforms
of sound, text, voi ce or image are processed, converted and synchronised
into “digital binary language for computer use’. It also covers such gadgets
as ‘computer, telecommunication, audio and visual and consumer electrical
and electronic gadgets.” Digitalisation is not new but a modulation or
evolution of technology?®. In addition to being duggish and avkward, the
and ogue age of broadcasting had asmall audienceand poor visua qudity
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and access to the Internet was unavailable. Broadcasting and mass
communication have been redefined by technol ogical advancement asa
worldwide phenomenon®. Scienceand technol ogical advancementshave
boosted broadcasting’s speed, transmission range, dispersion, and
flexibility”.

Theoretical Framework

Technological Determinism Theory

Thecreator of thistheory, Marshal McLuhan, wasaprofessor of English
at theUniversity of Toronto in Canadaand isregarded asoneof themost
famousintellectual s of the second half of the Twentieth Century®. The
technological determinism theory is one of the modern theories that
emerged from therole of the mediaand the nature of itsinfluence on
various societies. Significant technical advancementshaveasignificant
influence on society. A fundamenta shift incommuni cation technology has
ledtoasignificant shiftinboth socid organisation and human sensibilities®.
Theinformation transmitted through these channel s shapesthe social
structure, therearefour stages of devel opment: thefully ord stage, the
pre-learning stage, thetribal stage, and the stage of written copies, which
cameinancient Greeceafter Homer and persisted for two thousand years.
Theprinting eralasted from roughly 1500 to 1900. Thetimeperiod covered
by el ectronic mediaisroughly from 1900 to the present.

The message and the media are related in McLuhan’s idea. While some
mediaresearchersbelievethat the medium determinesthe effectiveness
of communication anditsimpact, McLuhan believesthat themediumis
the message, demonstrating that the media’s content cannot be viewed
independently of the media’s technologies as topics and the general public
affect communi cation. According to what these measuresindicate, the
communication’s content is most significant, followed by the type of media
aperson uses.

76



M ethodol ogy

Theboth quantitative research design was used in thestudy. Becausethe
study combined adescriptive survey with one-on-oneinterviewsto collect
datafrom a group of carefully chosen radio station employees. The
participantsin thisstudy were empl oyees of the public-owned Ogun State
Broadcasting Corporation (OGBC) and the privatel y-owned Splash EM
radio stations, both of which arelocated in Ogun State, the Southwest of
Nigeria. One-on-oneinterviewswith afew management personne from
thetwo radio Sationswerea so done. Purposive sampling, anon-random
sampling strategy utilised by the researcher, enablesthe researcher to
quickly get databy sdl ecting target specific samples of peopleworkingin
radio organisations who are knowledgeable about the day-to-day
operations of the stations. Interviews served as the research’s data
collection method. To dicit pertinent responsesfrom the selected radio
station management members, some questionswereformulated. The
resultswere presented in clear, plain English that was easy to understand.

Resultsand Findings

Splash 106.7 FM

The same company that owns Splash F.M. Ibadan and Lagelu F.M.. in
Ibadan, West Midlands Communication Limited, also owns Splash EM.
Abeokuta. Test operationsat Splash FM.., Abeokutabegan in December
2020, and full commercial broadcasting beganin March, 2020.

Chief Adebayo Akande, MFR, the Ekarun of Olubadan, isthe CEO of
West Midlands Communication. Becauseto the peculiarities of Abeokuta,
60% of the station’s programming was in Yoruba, compared to 40% of
its English-language programming. The station had roughly thirty-five
employees, with avery small number of independent contractors.

The station’s goal is to set the standard for quality broadcasting in all
areas, ind uding entertainment programming, loca news, internationa news,
African news, business news, sports, and events. Aradio station’s usual
departments, such asadminigtrative, financial and accounting, newsand
current affairs, programming, and marketing, are joined by new
departments devel oped in responseto the digitalisation of theindustry,
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such as Traffic and Accounts department, ICT department and Socia
Mediadepartment.

Theradio station has gone paperlessand mainly relieson the Internet for
thetransfer of documents, programmes, and even advertisementsasa
result of the digitalization process. Additionally, radio broadcasts are
becoming moreinternationd, and thisisreflected in the newsand current
affairs material. The station’s digital transmitter includes a tracker, a
modulator, and other essential equipment.

Radio and online streaming: Splash FM Abeokutaisentirely online,
andal of itsactivitiesandinitiatives are shared online through the use of
varioussocid mediaplatformslike Facebook, WhatsA pp, and Instagram.
Additionally, the station provides adownl oadabl e application that allows
listenersto accessthe broadcast from anywhere, regardless of location
or distance.

Challengesof Digitalisation

1. Thereisinadequate staff, particularly inthe newly created ICT and
Socid Mediadepartment wherealarge staffingisrequired.

2. Becauseeverythingthey do onadaily bas sdependsontheavailability

of theinternet, internet connectivity and maintenancearevery expensve

tothe point whereit is necessary to have backup internet.

Lack of funding.

Less local market patronage as a result of Lagos’ proximity to the

state.

5. Abeokutadoesnot haveamonthly rating, which hasanimpact onthe
station’s ability to expand economically.

6. Power source: dueto erratic eectrical power supply, the station may
run on generator for daysat atime, and the diesel needed to power
thegenerator isquiteexpensive.

7. Instant feedback isincreasingly more prevaent on social media
platforms, and the station isreceiving it at an extremely rapid and
unmanageablerate.

»w
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Ogun Sate Broadcasting Cor poration (OGBC) 90.2 FM

The late Chief Bisi Onabanjo, the state’s first civilian governor, founded
the Ogun State Broadcasting Corporation (OGBC) morethan 40 years
ago. The station originally broadcasts in the morning, but after a few years—
roughly in the year 2010—a new channel for the evening was established.
Only the FM stationisoperational at themoment. Thesubstance of the
station’s programs is primarily in English, with only 30 percent of the
programs beingin Yoruba. The station hasastaff strength of about 120
beside freelancers. Only the ICT department, which will manage
connection and social media platforms, is a new addition to the station’s
conventiond departments.

Thestationiscurrently transitioning to apaperlessera, asseen by thefact
that most of the station’s main adverts are still produced using paper and
documents, and that the news and current affairs department still uses
paper to write bulletins. The station’s analog, very old transmitter means
that it lacksamodul ator, which can aid increase sound and audio clarity.
However, the station created atracking and recording deviceonthefly to
keeptrack of al programsbroadcast.

Internet Radio and Streaming: OGBC Abeokuta’s programs and
activitiesarenot entirely online, only asmall number of staff who have
private accountsutilize Facebook asasocia mediaplaform for thestation.
Additionally, there isn’t a station application that can be downloaded to
listento the station wherever you are.

Challengesof Digitalisation

1. Themaority of their engineers are technicians with inadequate
computer and digitaization experience.

2. When station equipment and gadgets need to be purchased, the
station’s technicians inflate the money.

3. The majority of their employees are elderly and one’s who are
computer literate despite decades of broadcasting expertise.

79



4. Duetothefact that itisagovernment-owned radio station, spending
a lot of money on a radio station is not one of the government’s top
priorities.

5. Thestation’s shift to digitalization is delayed by a lack of staff members
who areproficient in computers.

6. Because the station’s management is made up of older generations
who arenot computer literate, thereisno guidance or encouragement
from them about the station’s digitalization.

Summary of Findings

Accordingtothefinding of thisstudy, Splash FM inAbeokuta, aprivately-
owned radio station, hasahigher leved of digita migrationthan OGBC, a
government-owned radio station. Splash FM has eliminated the use of
paper and CDsinitsoperations, whereas OGBC till heavily reliesonthe
useof paper, CDs, and other materids. Moreover, OGBC hasnot attained
the level of Splash’s online programming creation and distribution FM.
Funding, inadequate compuiter literacy among employees, ahighreliance
ontheinternet and connectivity, unstable power sourcesand ahighrdiance
on expensve dternative power sourceswere someof thedifficultiesthat
both radio stationsfaced asaresult of digitalisation. Other difficulties
included computer-illiterate management or leadership of radio stations.

The creation of new departments, such as Socia Mediaand Information
Technology departments, aswell asthe use of sophisticated equipments,
such as computerised consoles with screens, bluetooth and other
accessories that help with the smooth transmission of sounds and
programmes, arejust afew of theinnovationsthat radio stations have
adopted and put into practice, amodul ator that enhancestheaudio quaity
and sound, Presonus, which improves online audio and video and may
also be used to broadcast online radio, ComRex: an apparatus for
broadcasting outside. In comparison to OB Vans, it employsinternet
connectivity and isless expensive and simpler to use. plus numerous
additiond toolsand inventions.
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Concluson

According to the survey, private radio stations had a higher level of
digitdisation and adoption than government-owned radio stations, which
had only recently begun adopting it and had slowed down because the
bulk of the staff were not computer savvy. Additionally, having enough
resources and staff is crucial for broadcasting stations to adopt
digitdization.

Recommendations

For radio stationsto operate a their best, continuous funding and upgrades
are necessary because they are capita-intensive, long-term expenditures.
Additionadly, radio station staff members should receivetraining on new
breakthroughs and technol ogies. In order to expose the staff to fresh
perspectivesand technol ogi cal advancements, they should be encouraged
tovigt other stations.

Moreresearchonradio and digital migrationisneeded, particularly inthe
field of radio asavisua and aura medium of communication.
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Abstract

This study assessed social distancing protocols of COVID-19 on
academic performance of students of Abraham Adesanya Polytechnic
and Olabis Onabanjo University, Ogun Sate. The study was anchored
on Social Learning and Behavioural Learning theories. Theresearch
adopted the convenience sampling technique to gather information
from three hundred and seventy-eight respondents using a self-
designed questionnaire without items. The findings of the study
showed that COVID-19 social distancing protocolshad both negative
and positive effect on the academic performance of students of
Abraham Adesanya Polytechnic and Olabisi Onabanjo University.
The study, therefore, recommended that educational ingtitutions should
not be deterred from carrying out their primary aim of imparting
knowledge to students by harnessing every opportunity available
during the emergence of pandemic.
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Introduction

COVID-19, dso known as Severe Acute Respiratory Syndrome
Coronavirus2 (SARS-CoV-2), hascaused adramatic damageal around
theworld and the academiaisa so affected from the pandemic. Following
thedetection of four thousand deaths, Covid-19, thenove coronavirus,
was decl ared apandemic by the World Health Organi zation on March
11, 2020". Innot lessthantwo weeksafter the pandemic wasdiscovered,
governments around the world struck a bal ance between preventing
unemployment and poverty levels, that can be considered dangerous by
thevirus, and maintaining their economies. On onehand, they had to take
different measuresto prevent collective deathsand onthe other, preventing
the collapse of hedth systems’.

Some measures taken included closure of schools and workplaces,
prevention of face-to-face meetings, imposition of curfews, callsto stay
a home, quarantinepractices, socid distancing rulesandtravel restrictions’.
International, regional and local travel restrictionsdirectly affected the
tourism industry and its components (transport, travel, accommodation,
catering, entertainment, etc.) that contributeto thenational economy. The
rapid declineininternationd air travel duetothecriss, closingtheborders
of many countries and quarantine practices resulted in a decrease in
international and nationa tourism activities.

There areresearchesthat examinetheimpact of COVID-19 crisisonthe
tourismindustry. Gésding, Scott, and Hall (2020) compared theimpact
of COVID-19with onesof previousdisastersand other typesof global
crisesand investigated how the pandemi c changed soci ety, economy and
tourism?. After the crisisended, they made suggestionsto the tourism
industry, governments and researchersto transform global tourism from
traditiona tourisminto sustainabletourism?.

Itis, therefore, onthe above premisesthat thisstudy assessed theimpact
of COVID-19 socia distancing protocol s on academic performance of
students of Abraham Adesanya Polytechnic, |jebu Igbo, and Olabisi
Onabanjo University, Ago lwoyein Ogun State.

84



Resear ch Objectives

i. Toidentify theleve of prominencegivento COVID-19socid distancing
protocol among students of Abraham A desanyaPol ytechnic and Ol abis
Onabanjo University, Ogun State.

ii. To find out the effect of COVID - 19 social distancing protocols on the
academic performance of the students of Abraham AdesanyaPolytechnic
and Olabisi Onabanjo University, Ogun State.

Research Questions

I. What isthelevel of prominencegivento COVID-19 socid distancing
protocol among students of Abraham A desanyaPol ytechnic and Ol abis
Onabanjo University, Ogun State?

ii. What effect does COVID-19 social distancing protocolshave onthe
academic performance of the students of Abraham AdesanyaPolytechnic
and Olabis Onabanjo University, Ogun State?

Conceptual Review

Astheworld becomesincreasingly interconnected, so do theriskswe
face. The COVID-19 pandemic has not stopped at national borders. It
has affected people, regardless of nationality, level of education, income
or gender. But the same has not been truefor its consequences, which
havehit themost vulnerable hardest®.

Education is no exception. Students from privileged backgrounds,
supported by their parentsand eager and ableto learn, could find their
way past closed school doorsto alternativelearning opportunities. Those
from disadvantaged backgrounds often remained shut out when their
schoolsare closed. Thiscrisis has exposed the many inadequacies and
inequalitiesin our education or system from accessto the broadband and
computers needed for online education, and the supportive environments
needed to focuson learning, up to the misalignment between resources
and needs.
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On January 30, 2020, the World Hedl th Organi sation (WHO) announced
that the COVID-19 outbreak had constituted apublic health emergency
of international concern®. Thenove coronaviruswasinitialy named 2019
nCoV and officialy as SevereA cute Respiratory Syndrome Coronavirus
2 (SARS-CoV-2). Asof February 26, COVID- 19 had been recognised
in 34 countries, with atotal of 80,239 |aboratory-confirmed cases and
2,700 deaths.

According to recent research, similar to SARS-CoV and Middle East
respiratory syndrome coronavirus (MERS-CoV), SARS-CoV-2 is
zootoxic, with Chinesehorseshoebats (Rhinol ophussinicus) beingthemost
probable origin’. Also, The Chinese Preventive M edicine Association
(2020) opined that pangolinswerethemost likely intermediate hosts of
thevirus.

Most patients with COVID-19 represent relatively serene cases.
According to recent studies and relevant datafrom the National Health
Commission of China(2020), the proportion of severecasesamongall
patientswith COVID-19in Chinawasaround 15%to 25%. Themgority
of patientsexperienced fever and dry cough, whilesomea so had shortness
of breath, fatigue, and other atypical symptoms, such asmuscle pain,
confusion, headache, sorethroat, diarrhoea, and vomiting. Among patients
who underwent chest computed tomography (CT), most showed bilatera
pneumonia, with ground-glassopacity and bilateral patchy shadowsbeing
the most common patterns’. Among hospitaised patientsin Wuhan, around
one-fourth to one-third devel oped serious complications, such asacute
respiratory distresssyndrome, arrhythmia, and shock, and weretherefore
trandferredtotheintensivecareunit®. Ingenerd, older ageand theexistence
of underlying co-morbidities (e.g., diabetes, hypertension, and
cardiovascular disease) were associated with poorer prognosis’.

The diagnosis of COVID-19 can be based on a combination of

epidemiologic information (e.g., ahistory of travel to or residenceinan
affected region 14 days prior to symptom onset), clinical symptoms, CT
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imaging findings, and laboratory tests (e.g., reverse transcriptase-
polymerase chain reaction [ RT-PCR] testson respiratory tract specimens)
according to standards of either the WHO (2020) or the National Health
Commission of China(2020). It should be mentioned that asinglenegetive
RT-PCR test result from suspected patients does not excludeinfection.
Clinically, we should be aert of patientswith an epidemiologic history,
COVID-19-related symptoms, and/or positive CT imaging results. So
far, there has been no evidence from randomised controlled trialsto
recommend any specific anti-nCoV treatment, so the management of
COVID-19 has been largely supportivet. Currently, the approach to
COVID-19isto control the source of infection; useinfection prevention
and control measuresto lower therisk of transmission; and provideearly
diagnosis, isolation, and supportive carefor affected patients. A seriesof
clinical trialsarebeing carried out to investigateinterventionsthat are
potentialy moreeffective (e.g., lopinavir, remdesivir; Del Rioand Malani
2020). Theepidemicsof coronavirusdisease 2019 (COVID- 19) started
from Wuhan, China, in December 2019 and have become a major
challenging public health problem for not only Chinabut also countries
around theworld (Phelan et al., 2020).

Academic Performance

Academicingructionisarguably the primary businessof education. To
this end, schools are expected to influence students’ learning, socialisation,
and even vocationa preparedness. Despite the attention paid to abroad
definition of educational outcomes, however, academic performance
remains central. Students’ academic performance is a term that appears
frequently in higher education discourse. Academic performanceisa
multidimensiona construct composed of theskills, attitudes, and behaviours
of alearner that contributeto academic successin theclassroom®. Itisa
satisfactory and superior level of performanceof sudentsasthey progress
through and compl etetheir school experience!. Theimplication of this
definitionisunderscored by research which repeatedly demonstratesthat
the vast mgjority of students who withdraw from school do so for no
reason other than poor academic performance> ** Although the
importance of academic achievement is rarely questioned, reaching
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unanimity regardingitsmeasurement has been usive. The measurement
of students’” academic performance continues to be a controversial topic
among policymakers, measurement experts, and educators'® 3,
Researchershave used avariety of waysto measure academic achievement
such asreport card grades, grade point averages, standardized test scores,
teacher ratings, other cognitivetest scores, graderetention, and dropout
rates'*, However, for the purposes of this study, student academic
performance is defined by the degree to which a student is able to
accomplish agiven classwork inthe school setting.

Theoretical Framework

This paper ispremised on Social Learning theory and Behaviourism
Learning theory. The Socid Learning theory proposesthat new behaviours
can beacquired by observing and imitating others®. It statesthat learning
isacognitive processthat takes placein asocia context and can occur
purely through observation or direct instruction, eveninthe absence of
motor reproduction or direct reinforcement™. In additiontotheobservation
of behaviour, learning al so occurs through the observation of rewards
and punishments, aprocessknown asvicariousreinforcement. Whena
particular behaviour isrewarded regularly, it will most likely persist;
conversdly, if aparticular behaviour isconstantly punished, it will most
likely desist. Thetheory expands on traditional behaviourd theories, in
which behaviour isgoverned solely by reinforcements, by placingemphasis
on the important roles of various internal processes in the learning
individua™®. Inrelaiontothisstudy, it isunderstood that students of both
Abraham A desanya Polytechnic and Ol abisi Onabanjo University can
adapt tothe COVID-19 socid distancing protocol onthebas sof observing
andimitating someof thestaff membersand other sudentsof theingtitution
who have aready cultivated the habit of laid down protocolsof social
distancing to prevent the wide spread of COVID — 19 among the students.

The second theory, which is Behavioural learning theory, is key in

understanding how to mativateand he p sudents. Informationistransferred
fromteachersto learnersfrom aresponseto theright stimulus. Students
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are passive participantsin behaviourd learning whereteachersaregiving
them theinformation as an element of stimulus-response. Teachersuse
behaviourism to show students how they should react and respond to
certain stimuli. Thisneedsto be donein arepetitive way, to regularly
remind studentswhat behaviour ateacher islooking for.

M ethodol ogy

The survey research design was adopted for thisstudy. Thisstudy was
carried out among students of Abraham AdesanyaPolytechnic, 1jebu Igbo
and Olabisi Onabanjo University, Ago Iwoye, Ogun State. The total
population of the study was 20,234 students in Abraham Adesanya
Polytechnic, ljebu Igbo (6,248) and Olabisi Onabanjo University, Ago
Iwoye(13,986), Ogun State. The samplesizewasdetermined to bethree
hundred and seventy-five (375) using the Survey Monkey Sample Size
Cdculator (Online) from theentire popul ation with 95% ConfidenceLevel
and 5% Margin of Error. Therefore, threehundred and seventy-five (375)
copiesof questionnaireweredistributed. Secondary datafor this study
was retrieved from both online and offline sourceswhile primary data
was gathered from the students of Abraham A desanya Polytechnic, Ijebu
Igbo and Olabisi Onabanjo University, Ago lwoye, Ogun Statethrough
theinternet. Thismeansthat the researcher used forms.google.com to
createthequestionnaireitemsand got it distributed among the students of
Abraham Adesanya Polytechnic, ljebu Igbo, and Olabisi Onabanjo
University, Ago lwoye, Ogun State.
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Result of Findings
Table1: Frequency distribution of respondents by gender

Response Frequency Per centages
Mde 126 33%

Femae 252 67 %

Total 378 100%

Source: Researchers’ field work (2022).

Table 1 shows that females were 252 (67%) while 126 (33%) of the
respondentsweremales.

Table2: Frequency distribution of respondents by Institution

Response Frequency Per centages
AAPOLY 206 54.4%

Ooou 172 45.6 %

Total 378 100%

Source: Researchers’ field work (2022).

Table 2 shows that 206 (54.4%) of the respondents were students of
Abraham Adesanya Polytechnic, and 172 (45.6%) of the respondents
were students of Olabis Onabanjo University.

Table 3: Frequency distribution of respondentsby level of prominence
givento COVID-19 socia distancing protocol

Response Frequency Per centages
Higher Extent 206 54.4%
Lower Extent 172 45.6 %

Total 378 100%

Source: Researchers’ field work (2022).
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Table 3 showsthat 206 (54.4%) of therespondents agreed that, COVID-
19 socid distancing protocolsweregiven ahigher level of prominence
among the students of Abraham Adesanya Polytechnic and Olabisi
Onabanjo University were 172 (45.6%) of therespondents agreed that,
COVID-19 socia distancing protocols were given alower level of
prominence among the students of Abraham Adesanya Polytechnic and
Olabis Onabanjo Universty.

Table4: Frequency distribution of respondents of theeffect of COVID-
19 sodid distancing protocol son the academic performanceof the students
of Abraham Adesanya Pol ytechnic and Olabisi Onabanjo University.

Key Response Frequency | Percentages
Decreasein Examination

Mal practiceduringexam 225 60%
Increasein Massfailure of

studentsduring exam 153 40 %

Total 378 100%

Source: Researchers’ field work (2022).

Table 4 showsthat 225 (60%) of the respondents opined that the major
effect of COVID-19 socid distancing protocol son academic performance
of students of Abraham A desanya Polytechnic and Olabisi Onabanjo
University wasthereduction intherate of examination mapracticeduring
examination and 153 (40%) of the respondents opined that the major
effect of COVID-19 socid distancing protocol son academic performance
of students of Abraham A desanya Polytechnic and Olabisi Onabanjo
Univergty istheincreasein massfailure of sudentsduring examination.

Discussion of Findings

The primary purpose of this study wasto find out the effect of social
distancing protocol on academic performance of students of Abraham
AdesanyaPolytechnicand Olabis Onabanjo University. Toachievethis,
thestudy primarily found out thelevel of prominenceamong the students
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of Abraham AdesanyaPol ytechnic and Olabis Onabanjo University. The
study found out that 206 (54.4%) of the respondentsagreed that COVID-
19 sodid distancing protocolsaregivenahigher leve of prominenceamong
the students of Abraham Adesanya Polytechnic and Olabisi Onabanjo
University and 172 (45.6%) of the respondentsagreed that COVID-19
socid distancing protocolsaregiven alower level of prominenceamong
the students of Abraham Adesanya Polytechnic and Olabisi Onabanjo
University. It wasrealised that, mgjority of the respondents agreed that
socid distancing protocol wasgiven highlevel of prominenceamongthe
students of Abraham Adesanya Polytechnic and Olabisi Onabanjo
University. Thisagreeswith the Socia Learning theory which statesthat
learning isacognitive processthat takesplacein asocial context and can
occur purely through observation or direct instruction, evenintheabsence
of motor reproduction or direct reinforcement.

The study found that 225 (60%) of the respondents said, the maj or effect
of COVID-19 socia distancing protocol s on academic performance of
students of Abraham Adesanya Polytechnic and Olabisi Onabanjo
Universty wasthedecreasein therate of examination mal practiceduring
examination and 153 (40%) of therespondents said the mgjor effect of
COVID-19 socia distancing protocols on academic performance of
students of Abraham Adesanya Polytechnic and Olabisi Onabanjo
Universty wastheincreasein massfailureof studentsduring examination.
Thestudy found that withthehighleve of prominencegivento COVID-
19 social distancing protocols by the students of Abraham Adesanya
Polytechnic and Olabis Onabanjo University, oneof the effectswasthe
way it has reduced the way some students engage in examination
mal practicesintheexamination hals. Someof them opined that thesitting
arrangement that comply with social distancing protocol only givesroom
for two students on a seat that was supposed to be for at most four
students.
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Concluson

COVID-19 socid distancing protocol had both negative and positive
effect on the academic performance of students of Abraham Adesanya
Polytechnic and Olabis Onabanjo University, Ogun State. The pandemic
hasalso served asaplatform toimprovethereading habit of studentsto
preparethem ahead of any examination.

Recommendations

Educational institutions should be encouraged to continuously observe
their primary aim of imparting knowl edgeto studentsby harnessingevery
opportunity of technologies in communication and information
dissemination avail able during pandemicin making surethat academic
activitiescontinue. Also, theeffect of pandemic onacademic activitiesof
educetional ingtitutionsshould not be seen asabig challengebut rather as
an attempt to harness other optionsat increasing quality assuranceamong
ingtitutionsand their gudents. Therefore, school management should adopt
theuse of relevant teaching technol ogiesso asto avoid abreak in academic
activities.
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Abstract

This study examined the nexus between public relations tools and
the implementation of sustainable development Goal 4 in Nigeria.
The study made use of research questionnaireand interview guide. A
total number of 120 secondary school administrators from Ibadan
Metropolis were randomly selected for the administration of the
guestionnaire. For the interview session, five (5) public relation
consultants were interviewed. The result showed that majority of
the respondents agreed and strongly agree respectively that lack of
funding (x = 1.53, D = 1.27), shortage of PR practitioners (x =
1.88, SD = 1.83) and acceptance problem (x = 1.49, D = 0.96)
were major constraints of PR tools in the implementation of the
Sustainable Development Goal 4 on education. The result of
hypothesis one showed a positive significant relationship between
PRtools and implementation of DG 4 (r = .527, p<.05). Theresult
of the second hypothesis shows that PR tools (press release, radio
jingles, documentary films, seminar, workshop and television) jointly
significantly influenced implementation of SDG Goal 4 [ (R2 = .331,;
F (6,119) = 9.307; p < .05) accounting for about 33.1% of the
variance observable in implementation of SDG 4. Furthermore, the
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result of the coefficients of multiple deter mination for the model shows
that the independent contribution of press releases, radio jingles,
seminar and workshop were statistically significant ((b=.021; t=
.275; p< .000), (b = .240; t = 3.086; p< .000), (b= .337; t = 3.067;
p< .000) and (b = .036; t = .458; p< .000) while documentary films
and television were not statistically significant. It was recommended
that professional PR practitioners should be engaged in the
implementation of Sustainable Development Goals 4 on education.

Keywords: Publicrelations, Schools, Sustai nable Devel opment Goals,
Public relations tools and education

Word Count: 278

Introduction

Oneof themg or goasof the Sustai nable Devel opment Goal sisthe need
for quality education. Asmost of the Millennium Devel opment Goals
(MDGs) were not achieved in the world’s poorest countries, the

Sustainable Development Goals (SDGs) were adopted as apost-2015
devel opment agenda. However, in order to create awarenessand drive
implementation of thisgod, Public Reations (PR) tool sare needed. Over
the years, public relations strategies have been very important
communication toolsinthe society. Businessesal over theworld have
been using such public reationstool ssuch aspublicity, sponsorship, event
management aswell asimage and identity building to promote their
productsand services'. Setting goals, targetsand financing are not enough
to achieve desired results and expected outcome. The international

community, through the United Nationsin collaboration with the Heads
of Statesand Governments of the one-hundred and ninety-three (193)
member nations, launched the Sustainable Devel opment Goals (SDGs)
asanew development agenda. Thisagenda, dso known asAgenda 2030,
wasframed into seventeen (17) goa's, one-hundred and sixty-nine (169)
targets and two-hundred and thirty (230) indicators. These goals are
conceptuaised and prioritised inthe devel opment agendain hierarchical
order of ending poverty; eradicating hunger; ensuring good health and
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well-being of the people; ensuring quality educationfor al; achieving gender
equality; ensuring provision of clean water and sanitation; ensuring
affordable modern energy for al; promoting decent work and economic
growth; cregtingindustry innovation andinfrastructure; reducinginequdities
both within and among countries; achieving sustainable cities and
communities; ensuring sustai nable consumption and production pattern;
controlling adverseclimateaction; sustaining lifebel ow water; protecting
lifeon land, promoting peace, justice and strong ingtitutions and lastly,
srengthening globa partnership?.

The concept of sustainability meansacapacity to maintain someentity,
outcome or processover time. The concept of sustainability connotes
improving and sustaining ahedthy economic, ecologicd and socid system
for human devel opment®. Sustainability isadynamic equilibriuminthe
process of interaction between the popul ation and the carrying capacity
of itsenvironment such that the popul ation devel opsto expressitsfull
potential without producing irreversible adverse effectsonthe carrying
capacity of the environment upon which it depends’. Sustainable
development refersto the development agendathat can beinitiated and
maintai ned by either government or non- government organi sationswhich
aimed at meeting the pressing needs of the present generation without
having any detrimentd effect ontheincoming generations.

God 4 of the Sustainable Devel opment centerson quality education. This
isbased on the position education occupiesin achieving athriving future
for al. Theaim of goa 4 - Sustainable Development Agendaisto ensure
inclusiveand equitable quality education that promoteslifelonglearning
opportunities for all people, irrespective of sex, age, race, ethnicity,
vulnerable and peoplewith disabilitiesor migrants®. Thegoa catersfor
educationat dl levels- primary, secondary, tertiary, technica and vocationd
training and a so from early childhood to adulthood.

M anaging education for sustainable devel opment hasrecently beenlinked
to UNESCO’s key educational objectives. There are seven (7) targets
the goal focuses on which must beachieved on or beforethe year 2030
according to United Nations. These areenumerated below:
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Ensuring that all girlsand boys completefree, equitable and quality
primary and secondary education leading to rel evant and effective
learning outcomes.

Ensuringthat dl girlsand boyshave accessto qudity early childhood
devel opment, careand pre-primary education so that they areready
for primary education

Ensuring equal accessfor all women and men to affordable and
quality technical, vocational and tertiary education, including
Universty;,

Substantially increase the number of youth and adultswho have
relevant skills, including technical and vocational skills, for
employment, decent jobsand entrepreneurship

Eliminating gender disparitiesin education and ensuring equal access
todl levelsof education, vocationd trainingfor childreninvulnerable
Stuation and peoplewith disabilities;

Ensuring that al youth and asubstantial proportion of adults, both
men and women, achieveliteracy and numeracy;

Ensuringthat all learnersacquire the knowledge and skillsneeded to
promote sustainable development, including, among others,
sustainabl elifestyles, human rights, gender equality, promotion of a
cultureof peaceand non-violence, globd citizenship and gppreciation
of culturd diversity.

For successful implementation of the SDG 4 on education, effectivepublic
relations (PR) strategiesare necessary. Public relationsconcernsthetotal
communication of all organizations. Inatimewheninformationisbeing
regarded as power, it isimportant that communication channelsand PR
practices are updated to meet both routine and critical needs of
organizations’. Public relations is “essentially about positively and
systematically using actions and communications to influence people’s
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attitudes, opinions, belief, interest and behaviour in agiven or desired
direction e.g. Adopting good environmenta behavioursaswell asbuilding
lasting credibility and reputation for individua sand corporate entitieslike
profit or non-profit organisationsand even nations, states, local government
or communities®. Public relations analyses trends and predicts their
consequences; it counsels organisation’s leaders.

Satement of the Problem

Thefdlingsandard of educationinthenationisbecomingsohigh, especidly
in secondary schools. The poor academic performance by majority of
thestudentsin various subject areasisbasicaly linked to theineffective
teaching schemes, shortage of teachers, non- availability of teachersto
impact knowledge to learners, lack of quality teaching facilities,
infrastructural decay, low budget on education, poor remuneration of
teachers etc. Theintroduction of SDG goal 4 intendsto improvethe
quality of education particularly in devel oping countrieswith Nigeria
indusive

However, thereisneed to communicate theclear goalsof theSDG4to
thepublic. Thefidd of publicrdationsisal about developing, understanding
and building good rel ationship with various public groupsincluding,
government, ingtitutions, media, employees, investors, suppliers, retallers
and customersetc. because educational institutions cannot do without
public relations. SDGsneed to bessmplified and interpreted inaclear
and understandabl e language using PR tools and strategies. With the
application of effective PR tools, implementation of SDG 4 can be
actualised and well communicated to the general public both old and
young. Using PR toals, the benefit and advantages of implementing SDG
4 can be adequately spelt out inasimplified form. Therefore, this paper
examined the nexusbetween public rd aionstoolsand theimplementation
of Sustainable Development God 4 inNigeria
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Resear ch Objectives

The primary aim of the study isto examine the nexus between public

rel ationstool sand theimplementation of Sustainable Devel opment God

4inNigeria Thespecific objectivesareasfollows:

I.  ExaminePRtoolsreevant toimplementing Sustainable Devel opment
God on Education.

ii. Inwhat wayscan PR toolspromoteimplementation of SDG 47

Research Questions

Thefollowing research questionswere answered in thisstudy:

I.  What arethe PR toolsrelevant to implementing Sustainable
Development Goal on Education?

ii. Inwhat wayscan PR toolspromoteimplementation of SDG 4?

Hypotheses

Thefollowing hypothesesweretested inthisstudy:

HO1: Thereisno significant rel ationship between public relationstools
and theimplementation of Sustainable Development Goal 4

HO02: Thereisno significant influence of public relationstoolson the
implementation of Sustainable Development Goal 4

LiteratureReview Public Relations

Public relationsisthe management processwhose goal isto attain and
maintain accord and positive behavioursamong socid groupingsonwhich
an organisation depends to achieve its missioné. Its fundamental

responsibility isto build and maintain ahospitable environment for an
organization. Public relations (PR) istheway organi sations, companies
and individua scommuni cate with the public and medie®. A PR specidist
communicateswith thetarget audiencedirectly or indirectly through media
with an aim to create and maintain apositiveimage and create astrong
relationship with the audience. Examples include press releases,

newsl etters, public appearances, etc. aswell as utilization of theworld
wideweb. A PR speciaist or firm hel psthem both createand maintain a

101



good reputation among the mediaand the customers by communicating
ontheir behalf and presenting their products, servicesand the overall
operationinthebest light possible. A positive publicimagehd pscrestea
strong relationship with the cussomerswhichinturnincreasesthe saes.

Specific Rolesof Public Relationsin SDG 4

1. CreatingAwareness
PR has awareness cregtion as one of itsbasic functions. Awareness
about Sustainable Devel opment Goal s on Education can be created.
SDG4isdl aout dl indus veeducation and many parentsand children
areinthedark about this SDG. Hence, thereisneed to movefrom
leve of ignorancetotheleve of knowledge.

2. Promotingtheadvantagesof SDG 4
Peopl e tend to resist change most especially because they do not
know whereit will lead them and the benefits. PR can handlethis
problem. Asexpertsintheuseof the media, theuseof mediachannds
such astelevision, radio jingles, advertisements, documentary films,
seminars, workshops etc can be employed to promote sustainable
development goal oneducationin Nigeria

3. Researchingto determinethe necessary modificationsin the
implementation of the concept
PR can al so be used to monitor and eval uate astheimplementation
goes on. This will help determine necessary modifications and
adjustments.

Public Relations Tools

Public relationstool sinclude sending out pressrel eases, partneringwith
themedia, using socid mediaeffectively, communicating with the public
and corporatesocid responsbility. Examplesareasfollows:

I. Newsletters

Print or emailed newsletters are a good way to promote business,
communicate with customersand keep them informed of new products
and services.
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Social media

Socid medialetsanindividud to bypassthemediaand go Straight to
the customers. Using social networking sites such as Facebook.
Instagram, Youtube and Twitter allow anindividua tofollow and be
followed by journdigts, driveweb traffic, manageissuesby responding
quickly to criticisms or negative perceptions, and increase exposure
for businessbrand.

Mediarelations

Mediastrategiesfocuson circulating messagesthrough mediachannds
to manage how busi nessis portrayed by themedia. A review onhow
public relations contributein attaining goal sintertiary institutesin
Ashanti was examined®. Theresearch sought to assess how public
relation practi cescontributeto organisation god sintertiary indtitutions.
The study used Christian Service University College, GhanaBaptist
University College, Garden City University Collegeand University
College of Management Studi es as sl ected cases. The study sought
for the views of individuals who play the role of public relation
practitionersintheidentified privatetertiary institutions. The study
found that in three out of the four target institutions, therewasno
public relations department.

A study ontheextent of practiceof public reationsasatool for facilitating
theachievement of theobjectivesof theUniversity of Education, Winneba
was carried out™*. The study used public relations asamanagement tool

intertiary ingtitutionsin Ghanawhich the objective of the study wasto

examine. Datafor the study was collected from asample of one hundred
and fifty (150) respondents sampled from staff of theuniversity. Findings
from the study showed that the university’s public relations department
was poorly resourced to perform its functions. Furthermore, the study
revedled that the public relations position was neither accorded thesame
status as other senior management positionsnor involved adequately in
decisonmaking.
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Theoretical Review

ThePublicRdationsTransfer Theory

Thistheory was propounded by Jefkins'. Thetheory isan antidote against
somenegativedeve opmentsin organi sations. When the negeative situation
isconverted into posited achievementsthrough knowledge®. Theresult
predictably is the primary objective of public relations, Practice
understanding. Thestudy anchored significantly onthetransfer process
theory. Thetheory issuitablefor the study, because perfectionissomething
humanity cannot attain but always strivetowards. The public relations
transfer process is an example of how a “negative situation” from a point
of view converted to a “positive situation” by public relations. For example,
Nigerian educational systemisexperiencing negativesituationslikelack
of funding, shortageof infrastructura facilitiesetc. Publicrdationshasto
usethe advantage of mediain order to catch the attention of the public.

M ethodol ogy

Thisstudy made use of asurvey research design using questionnaireand
interview guide. Thedatawas gotten from questionnairedesign and other
secondary sourcessuch asjournals, websites, etc. Thepopulation of this
study isfocused on public rel ations consul tants and secondary school

administrators. There are about 3,000 secondary schoolsin thecity of
Ibadan. A total number of one hundred and twenty (120) school

administratorswere sdected randomly from Ibadan M etropoliswhilefive
(5) PR consultantswereinterviewed. Datawas analysed using SPSS
software. The descriptive stati stics such asfrequencies, percentagesand
chartswere used for ana yzing demographi c characteristics of respondents
whileresearch questionsand hypotheseswere anayzed using Inferential

Statistics such asPearson Correlation and Multiple RegressionAnaysis.

DataAnalysis

For the dataanalysi s, questionnaire was administered on 1120 school
administrators. The demographic characteristics of respondents showed
that 62 (51.7%) of the school administratorswere malewhile58 (48.3%)
werefemae. Also, 52 (43.3%) of the school administratorswerewithin
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the age category of 36-45 years, 32 (26.7%) were above 45 years, 27
(22.5%) were within the age category of 26-35 years while 9 (7.5%)
werelessthan 25 years.

Resear ch Question One:
What arethe PR toolsrelevant toimplementing Sustainable
Development Goal on Education?

Table1l: PR toolsrelevant toimplementing SDG 4

PR Tools Frequency Per cent
Radiojingles 58 48.3
Pressrelease 30 25.0
Tdevisondrama 12 10.0
Documentary films 9 75
Seminar 8 6.7
Workshop 3 25
Total 120 100.0

Table 1 showsthat 58 (48.3%) of the respondents claimed that radio
jinglesarepart of the PR tool sused in driving theimplementation of SDG
4, 30(25.0%) claimed that 30 (25.0%) could be effectivein driving the
implementation of SDG 4, 12 (10.0%) and 9 (7.5%) of the respondents
clamed that televison dramaand documentary filmscould beeffectivein
driving theimplementation of SDG 4, 8 (6.7%) and 3 (2.5%) claimed
that seminar and workshops could be effective PR toolsin driving the
implementation of SDG 4 on sustainable education.
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Research Question Two:

In what wayscan PR toolspromoteimplementation of SDG 4?
Respondent A1 hasthisto say:

PR tools can be used to promote implementation of SDG 4 through
social media handleslike twitter, facebook etc. Through these social
media handles, awareness on SDG 4 can be created.

IDI, Respondent A1, Public Relations Consultant

Respondent A2 hasthisto say:

By sensitising the public on the need to improve on the educational
system of Nigeria, PR tools such as press releases, radio jingles,
advertisement etc can be applied in promoting the implementation
of DG 4.

IDI, Respondent A2, Public Relations Consultant

Respondent A3 hasthisto say:

One of the major communication channels is radio. This is a
traditional mass media through which major information can be
communicated acrossto general audience. Using thisformof media,
awareness on the implementation of Sustai nable Devel opment Goal
on education can be made to the general public.

IDI, Respondent A3, Public Relations Consultant
HypothesisOne

HO1: Thereisno significant relationship between public relationstools
and theimplementation of Sustainable Development Goal 4
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Table2: Nexusbetween publicrelationstoolsand
implementation of Sustainable Development Goal 4.

Pear son Correlation of Relationship between PR Tool and
Implementation of SDG 4

PR Tools SD

G4
PR Tools PearsonCorrdation 1 527
Sig. (2-tailed) .000
N 120 120
SDG4 Pearson Corrdation 527" 1
Sig. (2-tailed) .000
N 120 120

** Correlationisggnificant at the0.01 level (2-tailed).

Table 2 showsthat there existed apositivesignificant re ationship between
PR toolsand implementation of SDG 4 (r=.527, p<.05) whichindicates
that effective PR toolswill enhancetheimplementation of sustainable

devel opment god sfor educationin Nigeria

HypothesisTwo

HO02: Thereisno significant influence of public relationstoolsonthe

implementation of Sustainable Development Goal 4
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Summary tableof multipleregression analysisshowingjoint and
independent influence of Public Relations Tools on the
implementation of Sustainable Development Goal 4

Variables b T P R R? F P
Press Release .021 .275 .004 .575 .0331 9.307 .000
Radio Jingles .240 3.086 .003

Documentary films .116 .937 .351

Seminar 377 3.067 .003

Workshop .036 .458 .038

Television -.123 -1.581 117

Theresult of the second hypothesis showsthat PR tools (pressrel ease,
radio jingles, documentary films, seminar, workshopand televison) jointly
significantly influenced implementation of SDG 4 [(R?=.331; F(6,119)
=9.307; p<.05)]. Thisinfersthat PR tools (pressrel eases, radiojingles,
documentary films, seminars, workshopsand television) jointly accounted
for about 33.1% of thevariance observableinimplementation of SDG 4.
Inaddition, theresult of the coefficients of multiple determinationfor the
model showsthat the independent contribution of pressreleases, radio
jingles, seminarsand workshopswere stati stically S gnificant magnitude
((?=.021; t =.275; p< .000), (?=.240; t = 3.086; p< .000), (?=.337;
t=3.067; p<.000) and (?=.036; t = .458; p< .000) while documentary
filmsandtelevisonwerenot statigticaly sgnificant.

Concluson

This study examined the nexus between public rel ationstoolsand the
implementation of sustainabledevelopment goal 4inNigeria. Thestudy
madeuseof questionnaireand interview guide. A total number of 120
Secondary School administratorsfrom Ibadan Metropoliswererandomly
administered questionnaire. Thefindings of this study showed that the
respondents claimed that radio jingles, tel evision drama, documentary
films, seminar and workshopswere part of the PR tool sused in promoting
theimplementation of SDG 4. Theresult of hypothesisone showed a
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positivesignificant rel ationship between PR tool sand implementation of
SDG 4. Theresult of the second hypothesis showsthat PR tool s (press
releases, radio jingles, documentary films, seminars, workshops and
television) jointly significantly influenced implementation of SDG 4
accounting for about 33.1% of the variance observableinimplementation
of SDG 4. Thisfinding agreeswith astudy that reported that al thefour
tertiary ingtitutions stressed that public relationisvery essentid indeding
withtheexterna andinternd publicsof thevariousuniverstiesinachieving
theorganisationa goals'.

Recommendations

Thefollowing recommendationsare made:

I.  Thisstudy recommendsthat professiona PR practitionersshould
beengagedin promoting theimplementation of sustainable
devel opment goal son education.

ii. Also, moreawarenessshould be created using variousmediachannels
to educatethepublic ontarget of sustainable development goalson
education and how it can be achieved.

Endnotes
1. P.Dornyo & E.A. Aduku. Public Relations Practice in Tertiary

Institutions: International Journal of ICT and M anagement:
2015, 3,(2), 2026 — 6839.

2. United Nations. The Sustainable Development Goals Report.
United Nations, New York. 2017.

3. W. C. Mkunbo. The Role of School Libraries in Realizing the
Achievement of Inclusive and Equitable Quality Education in
Tanzania: SDGs by 203. International Research: Journal of
Library & Information Science, 6 No.2, 2017, 184 — 190.

109



10.

N.Adagala& B. Michadl. Effective Communication Taking Place
Among the Internal PublicsIn POSSS The Case Of Naira County,
Kenya. Jour nal of Communication, 1(1), 2017, 1-21.

N. Straub & J. Jonkman. The Benefit of 1ssue Management:
Anticipating Crises in The Digital Age. Journal of
Communication M anagement, 21(1), 2017, 34-50. https://doi.org/
10.1108/JCOM-05-2016-0033.

J. Mensah& S.R. Casadevall. Sustainable Devel opment: Meaning,
History, Principles And Implications For Human Action:
Literature Review. Cogent Social Sciences, 5(1), 2019,
1653531.

M. Ben-Eli. Sustainability: Definition and Five Core Principles,
A Systems Perspective. Sustainability Science. 13, 2018,
10.1007/s11625-018-0564-3.

SG Kassaye, N. Kumar & J. S. Shanmuganathan. Recent Trends
In Public Relations Management. 11. 2020, 2760-2765..

A. B. Ofuani, A.H. A. Sulaimon & S. A. Adebisi. Corporate
Governance Practices. A Comparative Sudy of Selected Public
Corporationsin Nigeria. Academic Jour nal of Economic Studies,
4(1), 2018, 192-202. Retrieved from http:// www.ajes.ro/wp-
content/uploads AJES article 1 161.pdf.

R.Alyagoub, B. Adzrieman, M. Saad & M. Zuwairi. Conceptualizing
the Management of Online Public Relations among Public
Relations Practitioners. Annalsof Contempor ary Developments
in Management & Human Relations. 1. 10.33166/ACDMHR,
2019, 02.005.

110



11. C. Nikhila. Public Relations (PR): Definition, Necessity and Tools.
In: https://www.busi nessmanagementideas.com/marketing-
management/public-rel ationublic-rel ations-pr-defi S/pnition-necessity-
and-tool /7070, 2020.

12. F. Jefkins. Public Relations Techniques, Oxford heinemann ,1988.

13. F. Boakye, N., Celestinatabi & S. Awuah. An Assessment of The
Contribution of Public Relations in Achieving Organisational
Goals: A Case of Selected Private Tertiary Institutions In The
Ashanti Region. Unpublished Master Thesis, Christian Service
University College. 2012.

14. E.A. Aikins& O.A Akua. Using Public RelationsAs A Management

Tool In Tertiary Institutions: Afro Asian journal of Social
Sciences, 2015, 1,(2), 2229 — 5313.

111



Mass Communication and Media Technology Postgraduate Seminar
Proceedings Vol. 1 (2023)

Public Relation Strategies on Undergraduate Students’
Complianceto Regulationson Academic and Social Lifestyle

Tolulope M. Akinlotan, titophebiez@yahoo.com
&
Waheed B.Busari PhD, busari.waheed@l cu.edu.ng,
Department of Mass Communication and Media Technology,
Lead City University Ibadan.

Abstract

Higher educational institutions, including universities all over the
world, conventionally establishe laws towards guiding the ways
students relate among themsel ves while on campus, and at the same
time provide standards on students’ dispositions towards academic
activities. Sudents are critical stakeholders in every educational
institution, they are primarily referred to as persons enrolled in
a school or other educational institution with the objectives of
obtaining understanding,increasing careers and
attaining occupation inapreferred ground. A student is someone that
relates him/herself to thorough knowledgeable assignation through
the primary objective of mastering some practical affair. Therefore,
the obligation task of dispensing enforcement and ensuring strict
compliance to promulgated regulations on student’s academic and
social lifestylesin a higher educational institution no doubt demand
the use or applications of some professional designed principlesand
strategies which that of public relationsis prominent.

Keywords: Public relations strategies, Compliance, Regulations,

Academic and Social lifestyle
Word Count: 145
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Introduction

In every higher educational institution or university all over theworld
including Nigeria, there exists standard and regulations to guide
stakeholders’ conducts and behaviour in order to ensure realisation of set
goa sand prevent chaos of any nature. Compliancewith any promulgated
regulation of any sort in any formal organisation or society precedes
enforcement on the part of the management of such an organization or
society. Studentsbeing critica stakehol dersinevery educationa ingtitution
are primaily referredto aspersonsenrolledina school or other educationd
institution with the objectives of obtaining understanding,
increesing carears andattaining occupation inapreferred ground. A student
issomeonethat relateshim/hersdf tothorough knowledgeable assgnation
through the primary objective of mastering some practicd affair.

Precticaly, regulations aredirectionsprepared by authority for instruction
to regul ate the mode of which things are done or the way people act.
While compliance entails following the law; it is something that the
management of an organisation requiresyou to do. By practice, higher

educationd ingtitutions, in Nigeriaand theworlsd at large establish laws
aimed at guiding theways students rel ate among themsel ves within the
higher institutions’ premises, and at the same time provides standards on

students’ dispositions towards academic activities and exercises. Public

relations, asasocia sciencefield, guarantees mutua understanding and
cordid relationship between relationa parties. Hence, thereisawholelot
that can be achieved through public relationswhen a higher educational

institution or university desires students’ strict compliance with its corporate

academic and socid lifestylesregulations. Someof the public relations
strategiesthat can be used to secure strict compliance of students, with
academic and socid lifestylesregulations of auniversity includeand not
limited toweekly bulletins, student groupssocid mediaplatforms, faculties
/departmentd orientationsand town hal meetings.

Apparently, the management of Lead City University would have been

deploring al the aforementioned public rel ations strategiesto enhance
strict compliance of students with the university’s academic and social
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lifestylesregulations. Having said that, however, level of adherence of
studentsto these promul gated regul ations of the higher institutionistill
very low as indicated by students observable (male and female)
misconducts, such as: adoption of bad fashion styles, absenteeism from
school without genuine excuse, fighting in classrooms, transgender
practices, plagiarism, impersonation and other examination mal practices,
smoking and drunkenness, disrespecting lecturers, etc. Thus, it gppeared
as if there were no effort vigorously geared towards ensuring strict
compliance with the university’s promulgated academic and social lifestyle
regulations. Therefore, this paper atemptsto examinetheeffect of public
relations strategies of Lead City University, Ibadan, on student’s compliance
withtheacademicand socid lifestylesregulations.

Every higher educationd inditution or university aroundtheworld, including
Nigeria promulgates standards and regulations to guide stakeholders’
conducts and behaviour in order to ensure realisation of set goalsand
prevent chaosof any nature. Compliancewith any promulgated regulation
of any sort in any formal organization or society precedesenforcement on
the part of the management of such an organi sation or soci ety.

The obligation or oneroustask of dispensing enforcement and ensuring
strict compliance to promulgated regulations on student’s academic and
social lifestylesin ahigher educational institution demandsthe use or
applicationsof someprofessiona designed principlesand strategieswhich
that of publicrelationsis prominent. However, much asthe management
of Lead City University hasbeen doing, through theapplication of public
relations strategies, to enhance strict compliance of studentswith the
university’s academic and social lifestyles regulations, recorded level of
adherence of studentsto these promulgated regulations of the higher
ingtitutionisstill very low asindicated by the students (maeand female)
mi sconducts such as. adoption of bad fashion styles, absenteeism from
school without genuine excuse, fighting in classrooms, transgender
practices, plagiarism, impersonation and other examination mal practices,
smoking and drunkenness, disrespecting lecturers, etc. etcraThus, it
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appeared asif therewere no effort vigorously geared towards ensuring
strict compliance with the university’s promulgated academic and social
lifestyleregulions.

Nature of Students’ Academic Regulations

Academic regulations put values of excellence and
brilliance in education such on the accuracy of syllabuses and the
motivationfor studied. Theformation of general academic regulations
entails pact on prefaces, measuresor other schemesof coding academic
accomplishment?. At collegesand universities, facultiesarein accumulative
force from administrators to reward students worthy grades and
results without esteem for those students’ genuine aptitudes, to retain those
students in school disbursing teaching and to increase the schools’
graduation charges. Students often practice course assessments to
disapprove lecturerswho makesthe coursetoo chalenging, evenif a
neutral assessment would confirm that the course has been too stress-
free®. Itischallenging to discover an uninterrupted link between thevaue
of course and the result of the course assessments*. Writers have
recogni sed that academic regulationsare practicaly difficult to chalenge
and define®. Academic regul ations can be termed as complex, including
idea, processand productive d ements’. Academic regul ationsfrom values
of competency, serviceva uesand organisationa standardsby positioning
hisexplanation on academic attainment’.

Nature of Students’ Social Lifestyle

Socid Lifestyle isthebenefits, opinions, behaviours, and socid orientations
of aseparate, collection, or culturé Lifestyle which is a “method or way
of living,” has been acknowledged in 1961. Lifestyle is a mixture of decisive
insubstantial or substantial features. Physical features relay exactly
to demographic variables, i.e. a person’s demographic summary, while
insubstantia influencesworry about the emotiona featuresof aperson
suchasindividua sandards, favourites, and attitudes. A rura surroundings
comprisesof diverselifestyleunlike an urban environment. Whereabouts
isvita intheinterior of ametropolitan environ. Natural surroundings of
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the area inwhichapersonislocated in have emotional impact onthe
lifestyles accessibleto that personin lineto changes between several
regions’ degrees of privileged circumstances and closeness expected and
culturd environments. For example, in partsnear theocean, a seaculture or
lifestyle can often be present.

Alifestyle replicates an individual’s approach, way of life, standards,
or world opinion. Therefore, a lifestyle shapes one’s self and makes
culturd symbols thet reverberatewith persona uniqueness. Not al features
of alifestyleare proficient. Mutual and practical systemscanrestrainthe
lifestyle choicesexisting to an individual and symbolsthey areableto
develop to othersand themsel ves'®.

Outlines between individual differencesand theeveryday activitiesthat
differentiate aspecificlifestyleare unclear inthisday culture. Lifestyle
may contain opinionson palitics, religion, hedth, intimacy, and more. These
characteristics play a role in determining people’s lifestyle. Socid lifestyle
is an individual’s personal relationships of people within their direct
surroundings or general public. The quantity of a person’s time spent
respongblefor enjoyingthingswith othersisonessocid lifestyle Alifestyle
imitates an individual’s approaches, way of life, standards, or world view.
A lifestyle is a way of shaping one’s personality and to build
culturd symbols that reverberatewith persond character. Not al festures
of alifestyleareddiberate. Social and practica systemscan containthe
lifestyleselectionsavailableto theindividua and the symbol sthat project
to others'.

The outlines between individual character and thedaily activitiesthat
indicateacertain lifestylebecomeundear inmodern society™. For example,
“green lifestyle” means opinions and engaging in happenings that put away
fewer resources and produce less dangerous waste (i.e. a
amdl environmentd footprint), and devel oping asenseof sdf fromholding
these beliefs and engaging in these doings. Some critics argue that,
in newness, thebas clifestylearrangement isconsumption conduct, which
bidsthe opportunity to build and al so adapt the character with diverse
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productsor servicesthat indication diverse conductsof life. Lifestyle
consist of opinionson palitics, religion, health, understanding, and more.
These features perform a role in determining someone’s way of life. In
magazine and television activities, “lifestyle” describes akind of publications
or plan.

Concept of Compliance

Theact of complianceisthe processof conformingto adesire, request,
proposal, or regimen or force'®. Itistheact of following, complying, or
yieldingto others, especialy in asubmissiveway*’. Compliance means
following alaw, such as a condition, rule, norm or law. Regulatory
compliance definestheobjectivethat organisationsseek to accomplishin
their determination to make surethey aremindful of the stepsto submit
withimportant laws, policies and regulaiori®. Theincreaseinguiddines
isessentia for effective clearness which makes organi sations adopt the
useof combined and consi stent setsof compliance control s'°. Thismethod
isused to make surethat all essential control desirescan bemet without
the pointlessdoubling of determination and action from resources.

Organisations preserve compliance data—all data belonging or concerning
to the enterprise or contained within thelaw can be used for the purpose
of executing or authorizing compliance for meeting requirements.
Compliance softwareis progressively being applied to help companies
accomplishtheir compliance datamore proficiently. These storeincludes
caculations, datatransfers, and audit imprints?. Regulatory compliance
differs not only by business but often by location. The commercia,
research, and pharmaceutical regulatory structuresin one country, for
example, may be comparable but with different degreesin adifferent
country. These comparisons and differences are often a creation “of
reactionsto thechanging purposesand requirementsin different countries,
industries, and policy contexts.”
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Under standing Public Relations Strategies
Publicrelaionsgtrategiesrefer tothevariety of activitiesusualy conducted
by the profession or professional saddled with the responsibilities of
management of reputationsand public rel ationshipsof acountry, individud
or an organisation in thedischarge of itsobligations or/and duties. Such
variety of activitiesinc udesimagelaundering programmes, mediare ations
(press conferences, rel eases, and propaganda); conflict resol ution; peace-
building programmes; corporate socia responsibility (CSR); public
awareness, sendtization and enlightenment; personal interviews; public
lecturesand town-hall meetings; social media; documentaries; training/
empowerment programmes; etc etcra.

Public Relations Strategies/ Tools

Press Releases. Themain element of public relations concerned with
story placement. Themain information about the product or serviceis
shortened ina way that will clasp the media’s thought. A marketer would
convert the advertising message for each objective, thesameway itis
customized for pressrel easesfor the various mediahe contacts.

Press Conferences: A press conferenceis apprehended to inform the
mediaabout animportant newsevent. Themethod issmilarly relevant to
PR for acompany or product because editors and story writers accept
many invitesto many events.

Concluson

Themanagement of Lead City University havebeen deploring many public
relations strategies to enhance strict compliance of studentswith the
university’s academic and social lifestyles regulations. Such PR strategies
include weekly bulletin, students’ group social media platforms, town hall
mestings, faculties/ departmenta orientations. However, leve of adherence
of sudentsto these promul gated regulationsof thehigher ingtitutionisgill
very low asindicated by the students (male and femal €) misconducts,
such as: adoption of bad fashion styles, absenteei sm from school without
genuineexcuse, fightingin classrooms, transgender practi ces, plagiarism,
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impersonation and other examination mal practices, smoking and
drunkenness, disrespecting lecturers, etc. Thus, it appeared asif there
wereno effort vigoroudy geared towardsensuring strict compliancewith
the university’s promulgated academic and social lifestyle regulations. More
relevant Public Relations Strategies should be considered by Lead City
University’s Management to drive home the higher institution’s goal of
ensuring students’ strict compliance with all promulgated academic and
socid lifestylesregulations.

Endnotes

1. A. Philip & S. Michael Shayer,Really raising
standards, Environmental Politics, 1994.

2. R. Sadler, The futility of attempting to codify academic
achievement standards, Higher Education, 67 (3), 2014, 273~
288.

3. G Alderman, Why university standards have fallen, (10 March
2010), Guardian.

4. C.Brandon, TheFive-Year Party: How Colleges Have Given Up
on Educating Your Child and What You Can Do About It.
BenBella Books, 2010, 236.

5. R. Middlehurst, Degree standards and quality assurance a
discussion, In J. Brennan, (Ed.), Changing Conceptions of
Academic Sandards, L ondon, Open Univer sity Quality Support
Centre, 1996.

6. H. Woolf, & A. Cooper, Benchmarking academic standards in
history: anempirical exercise, Quality in Higher Education, 5(2),
1996, 145-54.

7. G Spaargaren, and B. VanVliet, Lifestyle, Consumption and the
Environment: The Ecological Modernisation of Domestic
Consumption, Environmental Palitics, 9(1), 2000, 50-75.

8. A. Giddens, Modernity and self-identity: self and society in the
late modern age, Cambridge: Polity Press1994.

9. R.Kahl & E. Gurd-Atay, Communicating Sustainability for the
Green Economy. New York: M.E. Sharpe, 2014.

119



10.

11

12.

13.

14.

15.

16.

17.

18.

19.

20.

About the Malcolm Wener Center, Presidents and Fellows of
Harvard. 15 February 2006. Archived from the original on 25
December 2008. Retrieved 21 May 2015.

Penn SP2 Mission Satement, University of PennsylvaniaSchool of
Socia Policy & Practice. Retrieved 26April 2021.

S. Paul, An introduction to Social Policy, Available Online:
www2.rgu.ac.uk/2015.

Merriam-Webster.com Dictionary, Merriam-Webster, Available
Online: https./mww.merriam-webster.convdi ctionary/socid %20life/
2022.

R. Kahle & G. Angeline, Consumer Behavior Knowledge for
Effective Sports and Event Marketing, New York: Routledge,
2011.

A.Monicg; C. Shilt & R. Rimmerman, Chapter 4: Monitoring software
updates, Microsoft System Center Software Update M anagement
Field Experience. Microsoft Press, 2017, pp. 57-82.

Compliance, Technology, and Modern Finance, 11 Journal of
Corporate, Financial & Commercial Law 159, 2016.

P. Silveira; C. Rodriguez; A. Birukou; F. Casati.; F. Danidl; V.
D’Andrea; C. Worledge; T. Zouhair Aiding Compliance
Governance in Service-Based Business Processes, | Gl Global,
2012, 524-548.

J. Norris-Montanari, Compliance — Where does it fit in a data
strategy, SASBlogs. SAS|nstitute, Inc, 2017.

N. Malyshev, The Evolution of Regulatory Policy in OECD
Countries, OECD, 2008.

T. Baba eye, Public Relations Principlesand Practices, | badan:
Banktab Publication Limited, 2018.

120



Mass Communication and Media Technology Postgraduate Seminar
Proceedings Vol. 1 (2023)

Public Relations Responsesand Strategies of Federal
Government in Inter-Ethnic CrisesM anagement in Nigeria
(1960 - 2020)

OyewoleO. FAKOYA, nigerianoyewol e@yahoo.co.uk,
The Polytechnic, Ijebu
&
TayeS. BABALEYE PhD, babaleye.taye@I cu.edu.ng,
Department of Mass Communication and Media Technol ogy,
Lead City University, Ibadan.

Abstract

Retrospectively and incidentally, inter-ethnic crises prompted by
clashes in personality factors of members of different ethnic
nationalities that made up Nigeria since its creation in 1914 which
seems to have been upsetting and preventing the country from
becoming successful are enormous. Major popular inter-ethnic crises
that characterized Nigeria’s post-independence history were political
fracas among politicians between 1960 and 1966; military
incursions; separatist movement that led to forming of Republic of
Biafra in 1967 and a three year civil war. Also there occurred many
inter-ethnic crises in the country during its different four political
civil rulesotherwise called thefirst, second, third and fourth republics.
Consequently, the quantum of inter-ethnic crisesrecorded in Nigeria
sooner after the beginning of the country’s current Fourth Republic
in 1999 have been too many with such already spiraling into
situations that now threatens the country’s political stability and
sovereignty foundation. However, the Federal government being the
arm of the society saddled with the responsibilities of exercising
sovereign power, human governance and management, as well as
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control and allocation of resources for peoples’ survival and
development by way of obligation becomes faced with the challenge
of crises management which involves timely nipping in the board,
mitigation or minimisation of the damage(s) a crisis causes by way
of response through the use or applications of some professional
designed principles and strategies. The objective of this paper isto
explain the contribution of public relations responses and strategies
of Federal Government ininter-ethnic crisesmanagement in Nigeria
between 1960 and 2020. To achieve this objective, cross cultural
communication theory and crisis management model were used to
enhance explanation of the subject matter.

Keywords. Ethnic Nationalities, Inter-Ethnic Crises, Inter-Ethnic
Crises Management, Public Relation Responses, Public Relations
Srategies.

Word Count: 274

Introduction

Inter-ethnic crises are defined as dangerous, bad occurrences or violent
confrontational situationsthat take place asaresult of misunderstanding
and clashesintheways of livesof membersof different social group of
peoplethat congtitutesthe population of agiven community, country, or a
snglegeographicd politica entity. Inter-ethnic crisesgeneratesbad bl oods,
bad fedings, hodtilitiesand disunity. It threaten thelivelihood, wellbeing,
survival and harmonious coexistence of members of different ethnic
nationalitiesliving together within agiven society or country *. Theterm
ethnic or ethnicity isasocia phenomenon becauseitisnatural inamost
all societies made up of more than one ethnic group. Thetermisused
Interchangeably to categorisegroupsof peopleaccordingto their cultural
expressonand identification. Ethnicity ismanifestedinre ationshipsthat
exist amongindividuasof different groupswithinapolitica system, more
particularly wherelanguageand culturearethemost prominent attributest.
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Nigeria apalitica entity and an offshoot of ama gamation of theNorthern
and Southern protectoratesin 1914 by British Journalist FloraShaw even
beforeinception hasbeen pre-occupied and administratively endemicwith
inter-ethnic cri ses; thereby upsetting and preventing the country frombeing
ableto become palitically stableand becoming economically successful.
The country’s leaders from inception have severally attempted to manage
inter-ethnic crisesbedevilling the country which are caused by clashesin
different personality factorsand interests of membersof over 250 ethnic
nationalities that made up the country. The essence of this paper isto
explain the contributions of the adopted public relations responsesand
srategiesof Federa Government ininter-ethnic crisesmanagement inthe
country between 1960 and 2020.

In every part of Nigeriathese days, thereis hardly any day without a
reported inter-ethnic crisis of any form that is prompted by clashesin
persondity factorsand interests of membersof over 250 ethnic nationdities
that made up the country with such having tendenciesto threaten the
livelihood, wellbeing, surviva and harmonious co-existence of citizens.
Theseinter-ethnic crisesmost timescomein such formsasinter-communal
violence, sessationismmovements, insecurity, lossof livesand properties
of citizens, loss of government’s reputation, etc 2.

Most recently, theturnout of eventshave degenerated to theextent that
one canonly fedl safeand secure except when among hisown (ethnic)
peopleinthe country. Therefore, indicated that if the peoplemust continue
toliveand coexist together under the same palitical entity called Nigeria,
then, thereisurgent need for timely solution before the circumstances
become compl etely unmanageabl e. Sad enough, these occurrences have
continue to reoccur unabatedly among the people within Nigeria’s socio-
political environments till date despite severally attempts by the country’s
leaders and many past suggested solutionsin previousworks provided
by some scholarsand experts. Therefore, this paper attemptsto explain
the contributions of the adopted public rel ationsresponses and strategies
of Federal Government in inter-ethnic crisesmanagement in the country
between 1960 and 2020.
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Concept of Inter-ethnic Crises

A crisisisany event or occurrencethat tendsto lead, or may lead, to an
unsafestateof affairsor unstable Stuation affecting anindividua, group,
or theentire society 3. Crises breeds negative changesin the human or
environmental affairs, especialy when they occur abruptly, withlittle or
nowarning. Moreloosdy, acrissisatesting timeor an emergency °.
Inter-ethnic crises are defined as dangerous, bad occurrences or violent
confrontational situationsthat take place asaresult of misunderstanding
and clashesintheways of lives of membersof different social group of
peoplethat congtitutesthe popul ation of agiven community, country, or a
singlegeographica politica entity“.

Inter-ethnic crisesgenerate bad bloods, bad fedings, hostilitiesand disunity
among membersof different ethnic nationalitiesliving together withina
given society or country. Inter-ethnic crises threaten the livelihood,
wellbeing, survival and harmonious coexistence of membersof different
ethnic nationditiesliving together within agiven society or country .
Nigeriahasbeen said to betantamount with deep divisonsowingtoits
multi-ethnic system. Mattersthat rai sethe most dust are those regarded
essential for the existence and the validity of the state. Opposing and
contending assemblages have atendency to assume an exclusionary
winner-take-all approach“.

Under standing I nter-ethnic Crises M anagement

Inter-Ethnic Crises Management —refer toall effortsor/and processes
conducted towards ensuring timely nipping in the bud, mitigation or
minimisation of the damage(s) caused by inter-ethnic crises by way of
responsethrough the use or gpplications of some professiona ly designed
principles and strategies. These processes, however involve planning,
deciding, organising, leading, motivating and controlling human resources
or personnel. Crisesmanagement practices occursnot only after acrisis
occurs, itisactually acomprehensive processthat is put into practice
beforeacrisiseven happens®.
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CrisisManagement - Thisisthe application of strategies created to
hel p an organi sation handle and resol ve asudden and significant negative
event 3.

Concept of Public Relations Responses and Strategies

Public Reations (PR) has been defined asthe deliberate, planned and
susta ned effortsto create and maintain mutual understanding between an
organization and itsPublics (IBPR, London). PR has a so been described
as the art and socia science of analysing trends, predicting their
conseguences, counselling organi zational leaders, and implementing
planned programmes of actionswhich would serve both the organization
and publicinterest ®.

Functionsof Public Relationsin aMulti-ethnic Society

I.  Itisusedtodistribute and communicate necessary informetion.

ii. It isused to create and maintain harmonious coexistence
between membersof different ethnic groupsthat congtitutethe
popul ation of any given entity (community, country, etc).

iii. Itisusedto create mutual relationshipsbetween anindividual,
government or organisation anditspublic.

iv. Itisusedtobuild up good reputationin the mind of the public.

Understanding Public Relations’ Responses

Public relationsresponsesrefer to how the professiona saddled with the
respons bilities of management of reputations and public rel ationshi ps of
acountry, individual or an organisation repliesor reactsto occurrence(s),
situation(s), event(s) or question(s) that affectsitsprincipal. Thereply or
reaction comesinform of actions, which could either becommunications
(verba, written or symbiotic, inter-personal, group or mass public) such
as anticipation and prevention of crises; crises management through
appointing aresponse team and spokesperson, creating astrategy and
briefing of team, crafting of communi cation message, identifying and
addressing the affected parties, monitoring the situation; reviewing and
learning fromthesituations.
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Understanding Public Relations’ Strategies

Publicrdaionsdraegiesreferstothevariety of activitiesusualy conducted
by the professional saddled with theresponsibilitiesof carrying out any
public relations campaign, such asreacting to occurrence(s), Situation(s),
event(s) or question(s) that affectsitsprincipal. E.g. Inter-ethnic crises,

€tc.

Relevance of Public RelationsResponsesand Strategiesto I nter-
Ethnic CrisesM anagement

Peace-building: Publicrelationisasocia phenomenon becauseits
coreobjectiveisinter-persona relationship management and peace-
building withinany given society or country, even during inter-ethnic
Crises.

Crises management: The demand or requirement of crises
management principleswhich involve proactiveness, anticipation,
preventive planned efforts, communication and reputation management
makespublicrelations contributions or inputsunavoidably important
to crises management, and inter-ethni ¢ crises management, soto
Spesk.

Reputation management: When government, organisation or
individual reputationisdamaged or lost asaresult of an occurred
crisis, itisthefunction of public relationsto rebuild, promote and
protect reputation(s).

Srategic communication: Publicrelation creates strategic necessary
messagesand information, and disseminates such to targeted publics.
Dealing with negative occurrences, news and events relating to
government(s), organisation(s), group(s) or individuals’ businesses
and management of inter-ethnic crisesthat emanatefrominter-human
rel ationshipsand bad | eadership arethefunctions of publicrelation.
Also, when agovernment, an organisation or individua needsabroad
set of communication activities in order to create and maintain
favourablerdationsbetweenitsdf and any public(s), evenwhilefacing
crises, then public relation must be considered.
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Review of Nigeria’s Federal Government Public Relations’
Strategiesin Inter-ethnic Crises M anagement between 1960 and
2020 as can be deduced from past deployed strategies are:

Vi.

Vil.

Mediarelations: Press Releases and Conferences; Propaganda;
Slogan System; Corporate Social Responsibilities; Town Hall
Meetings; Special Event (Annual Independence Day Cel ebration).
Peacebuilding programmessuch as. Nationd Youth Service Corps
(NY SC), Federa Character Principleand Amnesty Programmesfor
Niger-DetaMilitantsand Boko Haram Terrorists®.

L ocal and inter national pressconferences. heldin London and
New-York aswell asWashington DC on theneed for theinternational
community to seeNigeria(Biafra) inclusveasoneindivisiblecountry.
The message was that the war in Nigeria was a mere family
misunderstanding which would beresolved amicably ©.

Slogan System: During the war: “To keep Nigeria One is a
task that must be done”! Thedogan became apermanent signatory
tunetointroduceal major newsbulletinson Radio Nigeriaand a the
end of the newsin order to counter the Biafran Radio campaign that
thewar was an ethnic cleans ng of the Igho extraction from Nigeria®.
Al “GOWON = Go on with one Nigeria”! Thenameof GOWON
which was analyzed and interpreted to mean: G=Go; O=0n; W =
With; O=0One; N = Nigeria. After thewar in 1970: “No Victor No
Vanquished”®.

Car stickers: withthedogan messageswere printed and used fredly
ontheNigerian sideand distributed al over the country. It wasused
asdoor labe sand pasted on thewallsof government establishments?.
Town-hall meetings and conferences. were simultaneously
sponsored withinand outside Nigeriato explainto theworld at large
that thewar wasamerequarrel between brothersand not agenocidal
war asclaimed by Radio Biafra®.

Corporate social responsibilities: To soften the effects of the
war onthebos, the Federa Government embarked onwhat it called
a “Rehabilitation, Reconstruction, and Reconciliation” programme to
repair roads, buildings and other public utilitiesin thewar affected

127



areas in order to bring back the Ibo ethnic nationadities into the
mainstream of the Nigerian polity asit wasin thebeginning®.

viii. Peace-building programmes: The Nationa Youth Service Corps
(NY SC) which was established by General Yakubu Gowon
administrationin 1973 asastrategy to primarily amelioratetheugly
incidence of suspicion and hatred between the various ethnic groups
(Igbo, Yorubaand Hausa/Fulani) engendered by thecivil war inthe
country .

Theoretical Underpinning

CrissManagement M odd - Alfonso Gonzal ez-Herrero and Corndlius
Pratt were those responsible for the development of the Crisis
Management Model inthelate 1990, whereby they defined three stages
within Crisis management. According to themode crisisbringsabout a
feding of fear and threet intheindividua swho eventudly loseinterest and
truginanindividua, country or organisation. Thecris smanagement mode
proposed that crisis can be managed through the foll owing processes:
Crigsdiagnog's, Planning, and Implementation of changesand monitoring’.
Therelevanceisthat it identified and explained the practical processes
and effortsrequired of any leader and crises managersin overcoming
unwanted situation, occurrence or event, such as how Nigeria’s Federal
Government can gpproach i nter-ethni c crisesanagement among Nigerians.

Concluson

Notwithstanding thekind and how enormousareinter-ethnic crisesthat
arereoccurring unabatedly every day, upsetting and preventing the country
from being ableto become politicaly stableand economically successful,
yet thestuationscan still not be beyond sol ution and redemptionwith the
useof public relationsresponses and strategies. Thankful to someadopted
Federa Government public relations responses and strategiesininter-
ethni c crises management in Nigeria between 1960 and 2020 that were
ableto curtail official disintegration of any of the over 250 ethnic groups
from the country, more particularly during the country’s civil war.
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However, the situation whereby the same deplored public relations
responses and strategiesin the past are not effective for management of
seriesof inter-ethnic crisesfaced by the country currently suggeststhat
modern responses and strategies should betried forthwith. Based onthe
foregoing, thebe ow listed modern public rel ationsresponsesand Strategies
arerecommended to thefedera government for further management of
inter-ethnic crisesin Nigeria

* Modern PublicReationsResponsesin I nter-Ethnic Crises
M anagement:

I. Anticipation

ii. Detection and Diagnosisof Inter-Ethnic Crises

lii. Prevention of Inter-Ethnic Crises

iv. Reputation Management

* ModernPublicRelationsStrategiesfor Inter-Ethnic Crises
M anagement:

I.  Strategic Unity Memorid Communication: Nationa Unity Day
Celebration(NUDC)

ii. Publishing and promoting Code of Conducts for President,
Governors, etc.

iii. Promotion of Single Charter for justiceand equity.

Iv. CrigsRisk Communication.

V. Issug(s) Management: Inter-Ethnic Dispute Resol ution Forum
inal LGs.
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Abstract

The media has the mandate to promote the fundamental objectives
on the grand norm by holding government strictly accountable to
the people in consonance with Section 22 of the 1999 Nigerian
Constitution as amended. The media also performs such function as
informing, educating and entertaining the public. While mainstream
journalists have performed these roles in conformity with their
professional training and ethics for decades, in recent years, citizen
journalismhasjoined thefray, reporting and analysing daily activities.
However, this has come with negative impact on public perception
of corporate organisations and individuals. This paper seeks to
identify the scope of such journalism with the view to salvage the
noble media profession. This paper also eval uatestheimpact of citizen
journalism on other areas of the society.
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Introduction

In 1859, Reverend Henry Townsend set up thefirst newspaper, named
Iwelrohinin Nigeria, for the purpose of dissemination of information.
Much later, radio and television joined thefray to inform, educate and
entertainthepeople'. Journalism, sincethen, becamea nobleprofession
practised by individua sand groupsafter obtaining re evant education from
universities, polytechnics and monotechnics around the world, and
consequently employed to practise the profession. With the emergence
of newspapersand radio stationsliketheDaily Times, Nigerian Tribune,
BBC and later Radio Nigeria, journalists promote good governance,
democracy and fought for Nigeria’s independence.

Article 19 of the United Nations’ Universal Declaration of Human Rights
states that: “everyone has the right to freedom to hold opinion without
interference, and seek, receive and impact opinion through any media
frontiers.” Researchers posit that this formed the basis for the freedom of
the presscontained inthe condtitutionsof many countries, andinparticular,
Section 39 (1) of the 1999 Nigerian Constitution (as amended)?. It
guaranteesfreedom of expression, to hold and disseminateinformationin
order toimpact ideas. Subsection 2 provides congtitutional guaranteeto
own, establish and operate radio, televison or newspapersfor thepurpose
of dissemination of information, ideasand opinior?.

Theabovelegd provisonsprovideimpetusfor mediapracticenot only in
Nigeriabut in many partsof theworld. Hence, for severa centuries, the
mainstream media such as radio, television, newspapers and their
practitionerswerethego-toindividua sand groupsrespectinginformation
gathering and dissemination. They operated withinthe provisionsof the
law, the Crimina Code, Nationa Broadcasting Code (NBC) professiona
codeand that of the NigeriaPress Council, NigeriaGuild of Editors, the
Nigerian Union of Journalists, and guidelines set by the media houses,
promoting decency and are socially responsibleto the peoplein their
publications. However, the situation haswitnessed adramaticturninthe
last decades.
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However, astudy argued that |ack of trust for, and the hegemonic control
of mainstream mediaby the populace, for giving preeminent coverageto
the elites at the expense of the general population culminated in the
emergenceof dtizenjourndism?®. By gatheringand reportingtheir activities,
intheinternet ageespecidly gaveriseto the popularity of citizenjournaism
around theworld. Thetrust nexusand belief that traditional mediapromote
and protect the position of the government and policy makershavefudled
the rise in citizen journalism. The expression, “everyone has the right to
hold opinion... and own amedia house,” has been identified as too vague
without recourseto professionalism. Hence, both mainstream journaists
and citizen journalists gather, discuss and disseminateinformation about
activitiestotheir immediate audienceand readersintheir respective places.

Whilethemaingtream mediahasingtitutiondised curriculum, codeof ethics
and itspracticeseither intheform of radio, tel evision, newspapers, they
areregulated according to thelaws of every country. Citizensjournalism
isnot, and it is said to promote quackery and disruption in the media
practiceand theworld at larget. Graeme Turner described theincreasing
visibility and participation of ordinary people in news gathering and
reporting as demoatic turn in the industry, which blurs the boundaries
between conventional journalism and citizen’s journalism?®. K perogi stetes
that citizens’ journalism is, however, beneficial since even in war zones,
local inhabitants and soldiers share on blogsfirsthand informationwhich
might not be reported to the outside world by the traditional media.
However, since citizens’ journalists possess no education in Mass
Communication, their activities, not governed by the Nigerian Press
Organisation’s Code, such as social responsibility, public interest, editorial
independence, accuracy and fairness, respect for privacy, privilegeand
non-disclosure, decency in dress and choice of expression, and no-
identification of minorsby namesor photographs.

One of earliest mentions of citizen’s journalism was the report by Abraham
Zapruder, aRuss an American ¢l othing manufacturer, who witnessed and
accidentaly captured the nation of President John F. Kennedy on
November 22, 1963, while filming the presidential limousine and
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motorcade. Zapruder, anadmirer of the presdent who considered himsdl f
a Democrat, had planned to film the president’s visit to Dallas, with his 8
mm Bell and Howell Zoomatic Movie Director Seriesand captured the
fatal attack on the president’s head. The report was not only useful for the
DdlasDaily News, but dsofor policeinvestigationinto the assass nation.

The mediaand communi cation landscape have changed in thelast two
decades in such away as to encourage more citizen participation in
dissemination of newsasagainst domination by thetraditional media. This
hasbeenlargely fuelled by the globalisation of democracy, deregulation
of the medialandscape, commercialisation of state media as part of
government privati sation programmesand rapid emergenceand adoption
of new informeation and communication technologies,(1CTs). For instance,
whilemany mediahouses, especidly the broadcast ones, hitherto devoted
air time, talk shows and spaceto community and public servicereports,
these sections have been commerciaised in recent timestaking theform
of commercial newsand priced out of the reach of the common people.
The combined effect of theseiscitizenjournalismwhichisalocalised
form of reporting®.

The Concept Citizen’s Journalism

Scholars have never been unanimous on how they conceptually and
empiricaly defined citizenjournaism, but they agreethat they areactive
agentsof democratic change. Though thefieldisanew phenomenonwhich
isstill developing, it cameto be prominent from the 20th century dueto
thefalureof mainstream journdiststo effectively representsand respond
to the changing nature of public communication to meet their community’s
information needs. Traditional mediahave al so been criticised for what
has been described aslack of democratic representability anditsfailure
to encouragethe participation of moreand diverseopinions. Thesechanges
have ass sted to create new spacesfor nove actors-traditiona and upstarts
toformthisfield of journaism®.

Citizen journalism was also borne out of the distrust or fear for the
mai nstream mediawhi ch possess Olympian view of theaudienceby merely
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recognising some personalitieswhom they validate and report. A study
have argued that the mediahasfallen short of public expectationinthe
discharge of their dutiesin the democratic process. Journalism hasbeen
blamed for what Hackett described asdemocratic deficit likelow citizen
participation, cynicismand lack of trustin political leadersand poor civic
engagement. The mediahas become captiveinstrument of the powerful
socia classand ditewho enjoy publicity on theradio, newspapersand
televisionto thedetriment of thepoor inthesociety. For instance, inthe
1980sand 1990s Nigeria, anumber of newspaperslikethe Daily Sketch
and theNationa Concord devoted some pagesto community newswhere
local issueslikeinfrastructurd deficit, |ack of power supply, marriages,
chieftaincy and other cultural activities and festival swerereported. But
with the passage of time, these pages have been replaced by dlitist nationd
issuesto the detriment of the subnationa and communities. Hence, citizen
journaism fillsthisvacuum through itsfocuswhich contributesto the
society, mediapracticeand create more suitablefoundation for knowledge,
especialy with the use of socia mediaplatformsand mobiletel ephone
which facilitate people’s ability to share their knowledge publicly’.

Citizen journalism is a “public, democratic or guerrilla journalism.” Itis
the participation or engagement of membersof the public, who are non-
journalistsin newsgathering and reporting®. It has been referred to as
collection, dissemination and analysis of newsand information by the
untrained membersof the public, especialy throughtheinternet. Citizen
journdismisparticipatory or collaborativejournaismor street journalism
where members of the public who possessinternet enabled phones do
participatein gathering and disseminating newsand information. They are
untrained and most times unpaid amateur journalistswho report events
because they happened to be at the scene of such occurrences.

Semi-professiona or interloper journalism, thoughfillingavoidinthe
society, iscurrently gaining groundsand has someinfluence on mainstream
journdism practice, especidly inthisdigita age. They report such activities
asaccidents, infractionsor coreareas|like medicine, engineering or even
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aviation aswell asother eventsthat violate societal norms, morality and
lan®.

Bowman and Wills (2003), defined citizen journalism as the “act of a
citizen or agroup of citizenswho play an activerolein the process of
collecting, reporting, analysing and disseminating newsand information
with the view to provide an independent, reliable, accurate, relevant
information that democracy requires.” Citizen journalists are individuals
not considered to beajourndist, who produce, disseminateand exchange
awidevariety of newsand information ranging from current topicsto
community interest toindividua issuest. By thisdefinition, thiscategory
of journdistshavebecome participantsin newsgathering, reporting, though
untrained and unpaid, without necessarily adhering to any standard rule
of mediaprofession, and lacking sufficient timeand technical abilitiesor
knowledgeto produceacomprehensive story.

Citizenjournalismisahyper-loca mediaoperationwhichisgeographicaly
based, community—oriented, original news reporting organisation
indigenousto theweb and intended to fill perceived gapsin coverage of
an issue or region to promote civic engagement. Herefersto citizen
journalists as people who perform random acts of journalism, who
contribute news, content, opinion and information centered on making
eventsthrough temporary stream of information’®.

Citizen journalists is described as those who “gather, process, research,
report, anayseand publish newsandinformation most oftenutilizing variety
of technologies made possible by the internet.” The U.S. —based National
Association of Citizen Journalists (NACJ) drawsaline of difference
between accidentd journaists, advocacy journdistsand citizenjourndists,
stating that thefact that an individual usesacell phoneto take pi ctures of
eventsand upload it on Facebook or other platforms doesnot makehim
acitizen journalist. Besides, Ross and Cormier describe accidental
journalists as peoplewho are caught unexpectedly in the middle of an
event, take photos or videos and upload theminto the social mediaor
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maor newsplatforms. Thosearel-Reporters. It aso describesadvocacy
journaistsaspractitionersof agenreof journalism which adoptsastance
to speak for a social, political, business or religious purpose. It is
intentionally transparent and bias, though not the samewith propaganda

group.

Citizenjournalismispracticed largely by people with no news media
organisation ties but who have taken advantage of low cost of social
computing and informeati on communi cation technol ogy to publishtheir own
story and content. It ispopular inrura areasof Nigeriawheremainstream
mediaisincapabl e of responding to their multifarious needs, thereby
bridging theinformation gap. Itistheact of reporting rura people by the
people, thereby conferring greater power and control on the reporters
and control onthejournalistsand empowering the peopl€’.

Shearguesthat theexponentia growthin ICT hasbecomeacatalystin
engendering democracy and devel opment in Africa. Accordingto him,
whilethereweretraditiond, conventionad modernICT over time, thelatter
has becomeafacilitator information and communication policies. While
mainstream mediagrapples with operational problemsliketechnical
efficiency, inaccessibility of transmission channelsand energy supply,
internet today enhance business and information dissemination. Hence,
teledensity and internet penetration in Africa, Nigeriaa one accounting
for over 203.5 million subscriptions, signaled limitless opportunitiesfor
ctizenjourndism.

Asearly as2003, theNigerian medialandscape has changed tremendoudy
withtheemergenceof citizen journaistswho utiliseinexpensive, easy to
usetechnologica gadgetsfor newsreporting. They set up onlineplatforms
like blogs, websites and twitter account for this purpose. In 2003, The
Village Squarewas set up, while otherslike Nairaland, named after the
Nigerian currency came up on stream, followed by African.net, Naija
Community and Naija.com?.
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Thisgenreof journalism hasbecome popular dueto liberalisation and
privatisation of the media industry with the multiplicity of media
organi sationswhich present opportunity to grow business. The plurality
of media platforms provides more opportunities citizens’ participation in
journalism. Thisismore so because news sourcesbecamediverse such
that conventiond journalismwould rely on citizenjourndismfor some of
itsnewsitems. By so doing, i ssues and communitiesthat have suffered
neglect over time now have a place in the mainstream media as they
community over conflict, advocacy over objectivity, politics and
interpretation of fact-based reporting.

Tsegyy, ibib, averred that citizen journalism hasbeen utilised for creating
political awarenessin many partsof theworld. For instance, in the 2007
Australian election, it played a major role as such websites as
JohnQuigg.com, YouDecides2007, TimBlair.net and news.com.an’s
became platforms for political discussion, debates, deliberation and
coverageof theedection. Soinvolved werecitizenjournaliststhat veteran
Audtradianblogger, Dan Gilluro criticised anomaliesinthedection when
Australian state-owned media were less critical of the polls’ outcome. A
smilar incident occurred in the Zimbabwean e ectionin 2013 when citizen
journdistslike Babu Jukwaand Amai Tawn engaged the el ectoratesto
voteout thesitting president from office.

Citizen journdism hasplayed ahugerolein providing factswhichformed
thebasi sfor discrediting information from government officials. Hecited
video report of theracism-induced killing of aBlack American, George
Floyd, in Minneapolis, Minnesota, posted online by 17-year eyewitness
passerby, DarnellaFrazer, in 2020, provided evidence which not only
becameuseful inthe prosecution and conviction of Minnegpolispoliceman,
Derek Chauvin for murder but culminated in the Black Lives Matter
protestsin many countries around theworld.

However, a reference to the negative impact of citizen’s journalism is the
lack of objectivity and professional codein their reportage. Whereasthe
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Nigerian mediacode forbids mainstream journalistsfrom publishing
photographs of underage children, nude and gory pictures, citizen
journalists possessno such restraints. Inrecent timesin Nigeria, citizen
journalistsand bloggersfeasted on the sex video of the Chridand School
teenagegirl infaraway Dubal, thereby offending thesensibility of readers
without batting an eyelid about the future of the children®.

Similarly, citizen journalism has become synonymouswith the spread of
fake and obscene news, which areoftenlifted by the mainstream media,
thereby impacting negatively on mediaobjectivity and credibility. More
recently wasavideo of ayoung lady who confessed to havehad sex with
adogfor thesum of N1.5million. Though thereport triggered government
action asthe Lagos State government and the policeintervened to effect
the arrest and treatment of the lady, a blog published the news of her
death. Police’s further investigation and interrogation of the publisher
reved ed that the blogger claimed not to have verified or fact-checked the
information before publication but merdly lifted it from another platform
without acknowledging the source (plagiarism). Police Public Relations
Officer, Benjamin Hundeyin, in responseto the publication, averred that
false publication and subversion of investigations, especially criminal
investigationsarecrimind offences.

M obile phonesrepresents 90 per cent of telephonelinesinAfricaand
with increasing market penetration and introduction of 3G technology
and now 5G, there are chancesfor exponential increase with possible
signd of potentid interest inthesurgeof citizenjournalism. Thepervasive
presence of mobile phonesand availability of ready audience of phone
users give them access to socia platforms like WhatsApp, Twitter,
Facebook and blogswhich have becomegloba information dissemination
plaforms.

Smartphones, voi ce and text messageshave played mgor rolesin palitical

campaignsand participation, especialy by candidatescanvassingfor votes.
Bandagtated that though e ectord campaign and victory of Barack Obama

139



in 2007 may have beeninfluenced by other factors other than the use of
hisBlackberry, itison record that the phonefacilitated hisaccessto huge
population of potentia voters. Inthe 2019 e ectionsin Nigeria, anumber
of candidates solicited votesfrom prospectivevotersusing inexpensive
short messages, whileyounger population werereached through Linkedin
and Facebook. Oyinma, quoting Statisticastatesthat thereare 33 million
activesocia mediausersin NigeriawithWhatsA pp asthemost popular,
bes des Facebook, You Tubeand Instagram and with 151.3 million Internet
subscribershave become platform for participatingin democracy, engaging
thepolitical classand holding them accountabl eto the peopl €.

Therearetwotypesof citizenjournadism, ingitutiona and non-ingtitutiona.
Ingtitutional citizen journaism hasan organisationd structurewhich serves
asaform of condraint for itsactivities. Thisgenreof citizenjournalismis
such that mediaorgani sations become part of the cyber-community for
the benefit of user-generated content. It has become so popular such that
mediaingitutionsbuy intoit andinjectsprofessona inginctsintoit. The
BBC hasbeen known to have encouraged their reportersto delveinto
thisareato |lessen the control and attachment to enablethem to engage
membersof the publicinless professional environment. Someexamples
include blogs, opinions and analysis. One example of this is the
ohmyNews.com, aSouth K orean online newspaper, which hasmorethan
37,000 registered contributorsand it iscurrently expanding into publishing
in English and Japanese markets. The guardian.co.uk is Britain’s second
most popular websiteto which readerscontribute over 647,798 messages
between 1999 and 2005.

Conversely, non-ingtitutiond citizenjournalismisextra-ingtitutiona in
nature, which is highly individuated by places more emphasison the
individual journalist. It revolves around private individuals, without
organisationa framework and congtraints, and lends self largely to social
networks or the online community, even asit isself-regulated. It thrives
on volunteering and with regardsto its content, it relieson volunteering,
hence cannot exercisemoral or ethical control. Issuesemanating from
thisaremediaobjectivity, credibility, fairnessand accuracy of report which
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arethefulcrum of the mainstream media. Nigeriahas hundredsof such
blogs managed by individual swith or without journalism backgrounds
and have been making either positive or negativeimpact on democracy.

Citizenjourndismimpacted on good governance during theArab Spring
which started on December 18, 2010, wherecitizensrevolted dramaticaly
against government in North Africaand some partsof theMiddle East.
Mustag and Afsai (2019), averred that leveraging oninternet and social
media, protestersdisseminated their digpleasure over corruption, despotic
and authoritarianrulein Libya, Egypt and Tunisa Theprotestsculminated
in the overthrow of Muamar Gaddafi’s rule in Libya, Egyptian President,
Hosni Mubarak and BenAli of Tunisia. The protestsal so engendered
economic and socia rightsfor citizens of Oman, Morocco, Bahrain and
Saudi Arabia

Concluson

Fromtheliteraturesso reviewed, it could be safely concluded that citizen
journdismishighly practisedin Nigeria, andit has muchinfluence, negative
and positive, on mainstream journdisminal partsof theworld. Besides,
sinceit isstreet and participatory journalism, practiced by untrained or
unprofessond individuals, it often damagesthe reputation of many notable
people and organi sations, even asitiseroding the confidencereposed on
the mainstream mediaasanoble profession. It isahugethreat to media
credibility since it is not governed by any ethics or sense of social

responsibility. It hasa so been found to befull of incivility and savage
information buoyed by digital aggression.

Itisstrongly recommended that aform of training, forma or informd, be
acquired or organised for citizen’s journalists to acquaint them with basic
ethica and professional skillsin mediapractice, while mainstream media
practitionersensure regular training in the use of technol ogy to enhance
the discharge their duties more effectively and operate ahead of citizen’s
journalists. Mainstream mediamust also ensureinclusivenessintheir
reporting by granting all segmentsof the soci ety adequate reportage.
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Abstract

In democracies, political campaignisoften referred to asan organised
effort, which seeks to influence the decision of voters towards a
particular political party or candidate in an election. The essence of
a political campaign is to ensure that el ectorates who agree with a
political party or candidate’s ideas support them when running for
political positions. A poalitical campaignisan organised effort which
seeks to influence the decision making progress within a specific
group. In democracies, political campaigns often refer to electoral
campaigns, by which representatives are chosen or referendums are
decided. In modern politics, the most high-profile political campaigns
arefocused on general eections. Agubernatorial electionisotherwise
called governorship election. Report and records showed that 41
candidatesof variouspolitical partiesjostled and contested to become
the governor of Lagos Sate which was held on Saturday, 2nd March,
2019. It may be inappropriate to hold the opinion that outdoor
advertising was not effective in political campaigns undertook by
political parties and candidates during the 2019 gubernatorial
election in Lagos Sate, Nigeria. Just like broadcasting, outdoor
advertising is a mass-mar ket medium. Overtime, it has proven to be
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an efficient mediumfor creating awarenessand public enlightenment
for any given cause, especially socio-political and economic
campaigns around the world. Over the years, outdoor advertising
has proven to be an efficient medium needed to create awareness
and public enlightenment in terms of altering voters’ perception and
decision that will bring about political change.

Keyword: Outdoor advertising, Political campaign, Effective
political campaign, Gubernatorial election
Word Count: 293

Introduction

In democracies under which agovernment is chosen by voting in an
election, politica campaignisoften referred to asan organised effort,
which seekstoinfluencethedecision of voterstowardsaparticular politica
party or candidatein anelection?®. Theessenceof apolitical campaignis
to ensure that electorate who agrees with a political party or candidate’s
ideas support himwhen running for apolitica position?.

Sincethe power to decide the winner in any election resides with the
voters, and thefact that it ispertinent for votersto agreewith aparticular
political party or candidate’s ideas before he choose such makes political
partiesand or candidates alikeresort to engaging votersthrough political
campaignswhose channe isoutdoor advertising.

Generally, advertising hasto do with informing the people about the
existence of something, so asto draw attentiontoit; it isgiving of notice,
so astodraw attention 3. Advertisingisanon-persona communication of
information usudly paidfor and usudly persuasivein natureabout products,
services or ideas by identified sponsors through the various media“.
Advertisngisatool of marketing for communicatingideasandinformation
about goodsand servicesto anidentified group or sponsor, whichemploys
paid spaceor timeinthemediaor usesanother communication vehicleto
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carry itsmessage*. Advertising is not neutral, it is not unbiased,; it says: “I
amgoing to sell you aproduct or anidea*.”

However, outdoor advertising, initsnature, reachesthe consumer / public
when heor sheisouts deof thehome®. The consumer accesses messages
andimagesondisplay whileinmobility, either asapedestrianor invehicles.
Just like broadcasting, outdoor advertising isamass-market medium.
Overtime, it has proven to bean efficient medium for creating awareness
and public enlightenment for any given cause, especialy socio-palitical
and economic campai gnsaround theworld®.

Outdoor advertising helps political campaignswith wide spread and
repested frequency of itsmessages containing severd talking pointsand
ideasthat tendsto grab votersattention and createlasting impression on
them through posters, billboards, etc that are usually positioned at many
conspicuouslocations®. Apparently, Lagos State, e ectorates, during the
2019 gubernatoria € ectioneering, indeed had afed of the potentials of
outdoor advertising, asthey were overwhelmed by attention-seeking
political campaigns and electoral information from political parties,
candidatesand gladiatorsalike. Consequently, themain objective of this
paper isto examinewhether outdoor advertisngwaseffectivein providing
political campaignsduring the 2019 gubernatorial eectionin Lagos State,
Nigeria

In almost every country of the world, Nigeria inclusive, during
€l ectioneering periods, the peopl e antici pate political campaign avareness
and dectoral information from political parties, candidatesand gladiators
alike. For these reasons, so much demand is placed on sponsored or
paid advertisementsin driving home pertinent and required information to
thepublicinorder to sensitiseand enlighten them about different political
parties choices, decisonsand activities.

During these el ectioneering periods, outdoors advertising isutilised asa
positioning technique to show the differencesamong key playersinthe
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political scenes, such ashow onepoalitician, party or candidateisdifferent
from one another in order to help votersreach informed decisions of
choosing and voting the most credibl e candidates that would advance
their socid, political and economiclives.

However, despite hugeinvestment on outdoor advertisementsby political
partiestowards guiding the decisions of the el ectorates appropriately
during the 2019 gubernatorid eectioneeringin Lagos State, Nigeria, there
wasstill arecord of ample vote-buying between politiciansand voters
alikeontheday of theelection proper. Thus, it appeared asif therewere
no effective politica campaignscgpableof postivey enlighteningthevoters
towards making appropriate e ectoral decisionsduring the build-up.

Consequently, thispaper attemptsto examinewhether outdoor advertising
waseffectivein providing politica campa gnsduring the2019 gubernatorid
electionin Lagos State, Nigeriaor not.

Concept of Political Campaign

A palitical campaign isan organised effort which seeksto influencethe
decision making progresswithin aspecific group. Indemocracies, politica
campaigns is often referred to as electoral campaigns, by which
representativesarechosen or referendumsare decided. Inmodern palitics,
themost high-profilepalitical campaignsarefocused on generd dections
2

Natureof Palitical Campaign M essage - Themessage of the campaign
and arerepeated frequently in order to create alasting impression with
thevoters2. Most campaigns prefer to keep the message broad in order
to attract the most potential voters. A message that istoo narrow can
alienate voters or slow the candidate down with explaining political
campaign containsthe ideasthat the candidate wantsto sharewith the
voterst. Themessageoften consistsof severa taking pointsabout policy
issues. The points summarize the main ideas of details. The avenues
availableto political campai gnswhen distributing their messagesislimited
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by the law, available resources, and the imagination of the campaigns’
participants. Thesetechniquesare often combined into aforma strategy
known as the campaign plan. The plan takes account of a campaign’s
goal, message, target audience, and resourcesavail able. The campaign
advertising draws on techniques from commercial advertising and
propaganda, a so entertainment and public relations, amixture dubbed
politainment. The campaignwill typically seek toidentify supportersat
the sametime as getting itsmessage across®.

Palitical Campaign Team - Inamodern political campaign, professonds
are consulted and campai gn team, organi sation or committeeisformed
asacoherent structure of personnel in the same manner asany business
of similar size?. Political campaign consultants or expertsare saddled
withtherespongbilitiesof advisngonvirtudly al activities, fromresearch
tofield strategy. Consultants conduct candidateresearch, voter research,
and oppodition researchfor politica partiesand candidatesaike. A politica
campaign team (which may beassmall asoneinspiredindividua or a
heavily resourced group of professionals) considershow to communicate
themessage of the campaign, recruit volunteers, and raise money 2.

Determining Factors of Political Campaign Messages and

Audience

Another modern campai gn method by apoalitica scientist Jodl, Bradshaw,

he pointsout four key propositionsfor devel oping asuccessful campaign

strategy 2.

i.  Electorates should be divided into three groups: the candidate’s base,
the opponent’s base, and the undecided.

ii. Past election results, datafrom registered voter lists, and survey
research should be sourced in order to makeit possibleto determine
which peoplefall into each of thesethree groups.

iii. Needto secureor get the support of all people.

iv. ldentification of how to win thevotes of the el ectorates during the
election andimplementation to crestethe circumstancesto bring about
victory.
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Political Campaign M edia M anagement - Mediamanagement refers
totheability of apoaliticad campaignto control themessagethat it broadcasts
to the public. Theforms of mediaused in political campaigns can be
classified into two distinct categories: “paid media” or “earned media.”
Paid mediarefersto any mediaattention that isdirectly generated from
spending. Thisform of mediais commonly found through political
advertisementsand organized events. An advantage of paid mediaisthat
it dlowspolitical campaignsto tailor the messagesthey show the public
and control whenthe public seesthem. Campaignsaoften prioritizespending
in contested regionsand increasethelr paid mediaexpensesasan ection
approaches. Electoral campaigns often conclude with a “closing argument
ad”, an advertisement that summarizes the campaign’s core themes and
explains the candidate’s vision for the future. In the 2020 election, Joe
Biden’s “Rising” ad started with him saying, “We’re in a battle for the soul
of this nation” and a worker in Donald Trump’s Pennsylvania ad stated,
“that will be the end of my job and thousands of others” if Trump lost.

Earned mediadescribesfree mediacoverage, often from news storiesor
socia mediaposts. Unlike paid media, earned mediadoesnot incur an
expenseto the campaign. Earned mediadoes not imply that the political
campaignismentionedin apositive manner. Politica campaignsmay often
receive earned media from gaffes or scandals. In the 2016 United States’
Presidential Election, mgority of themediacoverage surrounding Hillary
Clinton werefocused on her scandal's, with themost prevalent topics
being topicsrelated to her emalls.

Experts say that effective mediamanagement isan essential component
of asuccessful palitica campa gn. Studiesshow that candidateswith higher
media attention tend to have greater success in elections’. It is also
important to notethat each form of mediacan influencethe other. Paid
mediamay rai sethe newsworthiness of an event which couldleadto an
increasein earned media. Campaigns may a so involve spending money
to emphasi ze stories circulating through media networks. Research
suggeststhat neither form of mediaisinherently superior. However, a
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2009 study found that mediacoveragewasnot sgnificantly moreeffective
than paid advertisements.

Typesof Political Campaigns

I nformational campaign - Aninformational campaignisapolitica
campaign designed to rai se public awareness and support for the
positionsof acandidate (or her/hisparty). Itismoreintensethana
paper campaign, which consstsof littlemorethanfiling the necessary
papersto get on the ballot, but islessintense than acompetitive
campaign, which aimsto actually win election to the office. An
informational campaign typically focuseson low-cost outreach such
ashewsreeases, getting interviewed in the paper, making abrochure
for door to door distribution, organizing poll workers, etc. An
informational campaign, by contrast, may involve news rel eases,
newspaper interviews, door-to-door campaigning, and organizing
polls.

Paper campaign - A paper campaignisapolitica campaigninwhich
the candidate only filesthe necessary paperwork to appear on the
ballot. Thepurpose of such atoken effort may besimply toincrease
name awarenessof aminor political party, to givevotersof acertain
ideol ogy an opportunity to vote accordingly, or to ensure that the
party has candidatesin every constituency. It can be acost-effective
means of attracting mediacoverage. Paper candidatesdo not expect
to be elected and usually run simply asaway of helping the more
genera campaign. However, an unexpected surgein support for the
party may resultin many paper candidatesbe ng unexpectedly € ected.

Under standing Outdoor Advertisng

Generally, advertising hasto do with informing the people about the
existence of something, so asto draw attentiontoit; it isgiving of notice,
so asto draw attention . Advertisingisanon-persona communi cation of
information usudly paidfor and usudly persuasvein natureabout products,
services or ideas by identified sponsors through the various media.
Advertiangisatool of marketing for communicatingideasandinformation
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about goodsand servicesto anidentified group or sponsor, whichemploys
paid spaceor timeinthemediaor usesanother communication vehicleto
carry itsmessage. Advertisingisnot neutral, itisnot unbiased; it says: |
amgoingto sell you aproduct or anidea*.

However, outdoor Advertisinginitsnaturereachesthe consumer / public
when heor sheisoutside of thehome. The consumer accesses messages
andimagesondisplay whileinmobility, either asapedestrianor invehicles.
Just like broadcasting, outdoor advertising isamass-market medium.
Overtime, it hasproven to bean efficient medium for creating awareness
and public enlightenment for any given cause, especialy socio-palitical
and economi c campai gnsaround theworld®.

Rolesof Outdoor Advertisingin Political Campaigns

I. Grabs audience’s attention (voters) and create lasting impression on
them through posters, billboards, among others, that are usually
positioned at many conspicuous|ocations?,

ii. Widespread and repeated frequency of itsmessages containing severa
talking pointsand ideas®.

Under standing Guber natorial Election

A gubernatorial e ectionisotherwisecaled governorship eection. The
word “gubernatorial” Varably to a governor, justas “presidential” isto a
president. Gubernatorial isonly the adjective pertaining to agovernor.
AnditisfromtheLatin root gubernare. A governor isthe elected leader
of astatein Nigeriaand United state of America. InNigeria, an elected
governor is, inmost cases, apublic officia with the power to governthe
executive branch of anon-sovereign or sub-national level of government,
ranking under the head of state. The congtitutional power conferredonan
individua governor in Nigeriaallowsfor acontrol over theentire state
government.

Hence, the essence of agubernatorial €l ectionisto chooseapreferred
candidate during acontest among severa othersinto aposition of the
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governor of astate, the kind which occurred in 36 Statesof Nigeria, and
by extension Lagos Statein 2019 whichisthe subject matter inthis paper.

2019 Gubernatorial Election in L agos State

Report and records showed that 41 candidates of variouspolitica parties
jostled and contested to become the governor of Lagos Statein 2019.
The gubernatorial election in Lagos State was held on Saturday, 2nd
March, 2019°.

Themost popular amongthe41 candidatesare:
— APC - Babgjide Sanwo-Olu
— PDP-Jimi Agbge
— ADP- Babatunde Gbadamosi
— AA - Joseph Beckely
— ADC - OlumuyiwaFafowora
— YPP-PrincessAdebis Ogunsanya.

Results of 2019 Gubernatorial Election in Lagos State, Nigeria —
INEC
— APC- Babgjide Sanwo-Olu: 739,445 Votes (76.65%)

— PDP-Jimi Agbge 206,141 Votes (21.09 %)
— ADP- Babatunde Gbadamosi: 4,780 Votes (0.49%)
— AA - Joseph Beckely: 4,122 \/otes (0.42%)

— ADC- OlumuyiwaFafowora: 3,544 Votes (0.36%)
— YPP- PrincessAdebis Ogunsanya: 1,604 Votes (0.16%)
— Turnout - 1,122,416 votes

— APC - Hold Swing *°.

Review of Listsof Popular Outdoor Advertising Strategies Used
During Gubernatorial Electionin Lagos State
i. Billboards
ii. Bus-stop housesand benches
iii. Mobileadvertisementson busesand taxis (interiorsand
exteriors)
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iv. Lamp-posts

v. Celéebrity endorsements

vi. Wall-posters

vii. Digitd Advertising- Digitd billboards

viii. Hand-bills

ix. StripAdvertisementson Bridges/ Flyovers, among others.
X.  Wal pantings.

xi. Towncriers.

xXii. Musica Stage Shows

xiii. WristsElastic Bands

xiv. Human Billboards (T-Shirts and Face-capswearing and

displays)

Concluson

It would beinappropriate tohold that outdoor advertisngwasnot effective
inpolitica campaignsundertook by politica partiesand candidatesduring
the 2019 gubernatorial electionin Lagos State, Nigeria. Over theyears,
outdoor advertising has proven to bean efficient medium needed to create
awareness and public enlightenment in terms of altering voters’ perception
and decisionthat will bring about politica change.

Eventually, during the 2019 Gubernatorial Electioneering, Lagos State’s
residentswere overwhe med by several campaign postersand billboards
of variouspolitical partiesand candidatesthat were positioned at many
conspicuouslocationsor sitesseeking for the attention, supportsand votes
of themasses. In severd publications, Lagosres dents observed and noted
that Babgjide Sanwoolu, theAPC candidateinthe gubernatoria el ection
whose outdoor advertising campaignsand efforts outwei ghed that of other
candidatesfrom other politica parties, wasdeclared winner by thedectora
umpireINEC.

The import of Lagos State residents’ observation was that Babajide

Sanwoolu, theAPC candidatein thegubernatoria € ection, succeededin
gathering the most popular voters’ preferences and required votes owing
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tohispolitica campaignsactivitiesthrough blazing outdoor advertisements
which outweighed that of other candidatesfrom other political parties.

The effectiveness and importance of outdoor advertising in political
campaignscannot beoverestimated asthe successof any politica campaign
could be said to be dependent on the wide spread and repeated frequency
of itsmessages containing severa taking points and ideas, grabbing of
voters’ attention and creation of lasting impression on them which outdoor
advertising through postersand billboards, etc provides. Therefore, itis
safe to conclude that outdoor advertising was effective in politica
campaigns conducted by politica parties and candidatesduring the 2019
gubernatoria electionin Lagos State, Nigeria
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