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ABSTRACT

Because of television’s wide populanty, pohtlcal parties and their contcﬂm
have used it to reach and deliver various messages to a large number of people in order to
advertise and promote themselves. Since television wields influence, these political
institutions believe that canvassing from this medium would confer on them. addod
advantages, especially making the voters to favour their points of opiniom snd
consequently cast their votes for them. It is therefore nothing to be wondered at that-
politicians have vigourously engaged this medium to reach out to voters and to those whe
are sympathetic to their causes. They believe that a relationship exists between their
appearances on television and electoral outcomes. Those campaigning for public offices.
assume television broadcasts influence, the manner. in which members of the eloctosate:
vote. This study sought to find out if the various pieces of broadcasts from tel.evm on
the 2007 Nigerian presidential -election influenced the choices of political parties. that
voters in Ado Odo/Ota made. When the various variables were subjected to statistical
tests significant and positive relationships were found among all the variables testing to
see if the respondents’ exposure to television influenced their choices of the. political
parties that they voted for. It was discovered that indeed television broadcasts influenced.-
these choices. Because the values were low, it was also found that there were some other
underlying factors. like partisanship, that also influenced the choice of the votess. . . - -
KEY WORDS: Televnsnon, voters’ choice, polmcal parnes, influence, premdentml
election.

INTRODUC’I‘IO‘\‘ .
Television is a very popular mass media used to inform, educate, t‘nghtm,
influence and entertain. Its ability to transmit words and pictures in -seconds.
simultaneously to millions of people at once has made it a preferred choice of medium in,
political communication. These messages have incalculable impact on our thinking and- -
consequent behaviour, including who we vote for. Television provides a link between the
politicians and the electorate. Most voters get their information on the elections from
television. Adanri (2005, p. 142) expounds that television plays important, often taken for
granted, roles in the daily lives of the viewers because “it is a story teller; it tells stories to.
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‘mgst mmof time; It is: thy whole dmmlzutqrtJﬁnnagesandfonnsme
fhaifts of our popular culture, Television is the riation’s most common and constant
learming envirorniend. letpth selepmﬂr mqors $dd- leadsisociety,and some believe that
television can affect behavioural pagems in the d;ffﬂIent social strata of the society...
Politicians and the1r parties haveé fofomiation - that they want these voters to have
Accordingly, oyertly nsqdr;t ko pass acrogs warious pieggs of information to
members of the ect’bt e in orc[et“ fo’stitnulate teir political interests, stir their emotions
or persuade them to take particular lines of actions. Of course, the summary of their
messages is to lure the voters to see them as the preferred pohtlcal party to be favoured
wlthﬂ:eirvbtesdunhgﬂteelecuon.
““Fhere i ‘8 ‘refationship. that exists between télevision broadcasts and election
results 2Television causes effects by what it decides to or not to show to the viewers. In
thi§ ‘wa¥,  televisibh ‘can be 1iséd Ho' infludnce the decisions of voters. Expectedly,
télévision Has siviftly teported’the tapkes and transgressions of political leaders therefore
brihgileg ‘theiti info the public gaze Gf oourse some ﬂlen have beeﬁ hurled to the ground
foliowliig 'inich idehsionrepbrts -

% T Nigeriadi socisty is a democtatic one. It has beesi rlmrilrlg unbroken presidential
electioits, every four, years since 1999. Other presidential elections had earlier held in
1979, 1983,1993. 1t is unportartﬂo note that so far, Nigeria Ha§ not witnessed the running
of - independent ' canditiates. Contestants fun and campaign from specific pohtical
platforins: A vote for apollhcalpartylsavdte fOI’ItS candldate Avote against a party is a
vote Toét to the party.

It%s'based of’ thlsbackdrop that this study examined if television broadcasts was the
major frifluence ofrvaters in Ado-Odq/Ota on theit choice dnd preference of parties voted
for in the 200‘7 hﬁgenhn presidentml electwﬁ

INFLUENCE OF THE MASS MEDIA ON THE levmdAL VOTER

The basis of modern democracies is political partlclpanon by individual voters
who are'presumably informed. Thé mass media are key actors in’the electoral process
because they are channels of providing information on the parties, their manifestoes, the
contestants and the election processes so that the voters can make informed choices.
Reasoned choices means that the electorate knows the consequences of their actions.
However, McNelly (1966, pp. 345-357) points out that the press cannot influence
anybody that is not exposed to nor affected by its contents. For the media to influence the
individual voter-therefore, it means thit the individual must be exposed to and consume
the cotifents of the media. As Converse (1966, pp. 136-158.) points out, those who are
most influenced by the media are eittier highly stable or highly volatile voters. The hlgth
stable voters are those who have decided how to vote before the final weeks of an’
election' campaign. They pay close attention to the media’s coverage of the campaign
because of their fterest in politics.

-Joslyn (1984) presents -evidence to show that media influence is strongest for
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undecided and independent voters because they do not have well formed opinions on
politics. Therefore, they see media messages as a ‘credible voting cue’. Miller (1991, pp.
2-3) says that the highly volatile group usé the media as sources of new mfom]atlon to
help in their voting choice. From his submission therefore, campaign advertlsmg has
more of ‘a reinforcing rather than a persuading role for the stable voter and at least a
guidirig role for ‘the volatile voter. Empirical evidence exists to support Miller’s claims.
Keeter and Zukin (1983), Patterson (1980), Cundy (1986), Devlin (1982, pp. 1-38) also
find that for most voters thé'role of the media & one of reinforcing rather than chﬂging
existing likings. These authors also accent 'thiat parl.’y political advertising is éspex qﬂy
important to late deciders and uncommitted voters. '

Zaller (1991, pp. 1216) also takes notice that individuals with the least’
interest and awareness are the miost susceptible ‘to media-induced behavxé aﬁ'ects
These inidividuals are Tess likely Yo seek information through the ‘mass meédia bechﬁw of
their disinterest. They are the most likely to be affected by whatever new' informational
cues they receive, because their weakly formulated or’ non-exnstent i:oiﬂichl
predispositions do not provide them with any evaluative defence. o

It is interesting to note that it is this class of voters - the least’ mt' s
uninformed individual$ in society- that représeit the key to electoral outcomes ek
they are most unpredi‘ctable, ‘most ]Jkely decide their vote choice at campalgn. yealis,
most-susceptible to mass mediainfluence and the Igast likely to patticipate in elzéhons
However, the individuals who are not polltlca]il)* haive, Arterton (1984, p. 4) points out
that the media’s primary rolé is to reinforee, not ‘¢hange, their predispositions, sugh they
already have existing political loyalties, beliefs and information. Media effect is mimmm
on their voting attitudes’ and Yehaviour. As Graber (1984) and Entman (1989, p. 349)
contend, any effect of the media on voting behaviour ‘hinges on the interaction f)dtwofen
audiences' and messages’. Everson (1982, p. 99) emphasizes, ‘No one’, recelves the
messages of the media uhaffected by prednSposmOns Critical in those predispo.ﬂtions are
the voters’ prior political interest, awarenéss and loyalties. These are the ‘backgroand oh
which the media messages are interpreted. ‘Howeveér, the media have significant mﬂueﬁce
where voters canhot employ their partlsan loyall:les as shortcuts to make decisions: In the
studies of the American présidential primaries Graber (1989, p: 196) discovers that ﬁarty
members have to rely on the media to choose ﬁ'om among themselves the persons that
will be the party’s flag bearer.

Hybels and Weaver (2004, p. 611) explafn that when a pcrsuaswe meséage is
similar to our values, beliefs and attitudes, not only are we more responsivé to tlus
message but we are also moré: likely to accept the sender. Nevertheless, when the case is
otherwise, we are less responsive to them. These authors say that we tend to be more
positively responsive to the people who share our values. Do the makers of contents for
the mass media share our similarities and consequently influence us? _ _

- The makers of contents for the mass media are the reporters, echtors, produﬁers
and broadcasters. They help to shape realities. McCOmbs and Shaw (1972, pp. 176-187)
say that in choosing and displaying what they regard as news, editors, newsroom staff and
broadcastérs play the important role of shaping political realities. Their readers leamn
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r'nore ut given msucs and thelr unpo;tance from the amount of information contained
m and posmon oj;tb;?se news stories.

it is now conimonly understood that the media have impact. Iyengar (1987, pp.
815-831); Entman (193J9,pp 347-370); Ansolabehere, Behr and Iyengar (1991, pp. 109-
139) and Noms, Clurtige, Sanders, Scammel and Semetko (1999). contribute that the
mequ impact uf Jess about, actively changmg values and beliefs, for example, turning
around '3 floating vofer, ﬂ:anaboutdetemmngwhatnssuesarenmportantforthe
electorate to know about. These scholars summarize that the impact of the media is in
increasing the voters’ knowledge,, .

Knowledy is power and power carries influence. How does the individual voter
mterpmt and become consequently influenced by a political message carried by the mass
medm?ltoshn, Cord, Mgdelros and Jenes (2003, p. 154) record that the mass media can
effectivgly reinforce existing political opinions but cannot convert any voter to another
opinion. This means that the mass media influence is to strengthen the decision of a voter
who has already made up l:ns mind on 'whom he wants to vote for. However, the media
Qanm&mceﬂ:evotquphasnotmadeuphlsmmdonwhotovotefor As Kennamer
and Chafee (1982, gp. 627—650) notice, the voters who have developed more interests as
well as pay greaiel' attant:on to the media learn more about the candidates and begin to
develop preferemEs for speci ﬁc cand;dntps '

bom:mc (2005 pp 487-488) .says that a person’s decision to vote for a
partlcular candidate is mt mﬂuepqed byt the.mass media only, but also by some social and
psychological fagtors, However, he points out three possible media effects on the
individus] voter, ’['bqae effects_are conversion, reinforcement and crystallization. He
explains that in cogvamon, the _voter. changes from say, votmg for Candidate A to
Candidate B after an exposure to the media, Dominick says, this is unlikely to happen.
Accordmstoh:m, 1ugd1fﬁwltforthemed1;topersuade a voter whose mind is already
made up to votg otherwise, In_reinforcement, the media provides the voter the
information and gpinions. that supports his decision to. vote .in.a particular fashion. In
crysl,'alllzat:on, the media provides the voter the information, or opinion that will sharpen
or elaborate his vaguely held attitudes and disposition. Dominick elaborates that the voter
who is undecided or neutral on who to vote for may have his ideas crystallized afier some
media exposure. However, that voter who has already made up his mind on who to vote
for will have his decision | rmnforcai by the media. Similarly, Blood (1991) writes that
Australian elections suggest that candidates' use of the media can have a strong effect on
those who make up their minds about candidates during the campaign period. Such voters
are more likely to be swayed by political appeals than those who have decided whom to
choose before the campalgn begins. He adds that partisan voters use the media because
they are interested in politics while. the undecided voters refer to the media for
information about the panlos, candidates, and issues.

' While there remains some amblvalence about the influence of the mass media on
individual voter behavious, and therefore on election results, Forrest and Mark (1999, p.
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103) and Jennings (1992, pp. 419-441) agree that generally, the influence of the mass
media on voting is weak when compared with the impact of partisanship, issues. sad
candidate evaluations, However, media effeet is more pronounced: among-pmticuisr

groups of voters,. especially the swingers and: their votes may decide the final somlt.
Forrest and Marks (1999, pp. 103-104) add that in addition, the effects of the mass sandia
may differ according to the type of political stimuli (paid or unpaid), the medius ibrough
which it is conveyed (television, the press: and radio) and the particular fosm: of
communication (debates, party launches and opinion polls). Lanoue (1992, pp.566-484)
statestbeyaremepnm:pﬂmeansﬂuoughwhmhﬂwvmhwabmﬁam“
and candidates. -~ 5 '

' Dmngcampangns,ﬂ;evotuswhohavemtdecldedonwhomtowformy
finally make up their minds. They may be swayed in one direction based on wigithey get
from the media. Dominick adds that two key factors to winning in any electios i iis-iovep
those who are loyal to the party faithful by providing them the information that reinfoscas
thendemsnonsaswcﬂaspmwdemoughmfomaﬂontopmmdefhcwwddb
crystallize their decision to vote for your candidate.

Thevoterpmesthmughsomestepsmdecldmgwhomtovoteﬁr Mmh '
may have to re-orient himself. Re-orientation is the psychological requiremens:of rying
to become conversant with what is unfamiliar, McCombs and Shaw (1972, pp: .¥76-187)
illustrate with the picture of a voter who is confronted with many political -campaigns
focusing on different issues. They remark that the need for this voter to re-orient is-based
on his level of interest in the election and his degree of uncertainty about what the
important issues in the elections are. McCombs and Shaw (1972, pp. 176-187) thenefore
present those voters who have high levels of interest in the clections but hawe high
degrees of uncertainty about the issues have higher needs for orientation. They expese
themselves to more news about the campaigns and campaign issues. Acconding to them,
these classes of voters are more open to considerable media influence becanse they slign
their personal agendas more closely to the media agenda. In contrast, McCombs and
Shaw (1972, pp. 176-187) write that the voters with low needs for orientation-and are:less
exposed to the news of the political campaigns consequently show less agreomant with
the agenda presented by the news media. McCombs and Shaw’s (1972, pp..176-187)
observation agree with what Roskin, Cord, Medeiros and Jones (2003) have emticcuoted.:
While Cohen (1963, p. 120) writes that there is considerable evidence to supgest that
voters leamm much more from the immense quantity of information avaiksble to them
during each campaign. Abramsom, Aldrich and Rohde (2002) share the opinion that the
individual voter’s perception of the partisanship of the candidate mﬂlﬂ lu
position on issues are crucial determinants of who he eventually votes for. -
Themassmedmmﬂmondwmdmdmlvotermamatmdbytqnd

Lang (1966, p. 468) reflections that the media first force the individual’s ' ssentien to
certain issues by constantly presenting objects and then suggesting what the individuat
shouldthnkahougknowabougandhavefeahnssaboutiheysayakommam
also build up the public images of the political figures.
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e Just, Grigler and Alger (1996, p. 233) examine the relationship between the

mzms,pohhcimand&emedu.'rhcy say " that itrespective - of the various
_'bnasaandeummmsdfmhpromeyﬂiepoHﬁﬁmsandthemedm,

st voters have demonstrated -enough knowledge to reject: or to re-interpret

W 1pessages! AN the samw, they peiit out that the individual Votét’s access to and

ipterest i ifferent sources of infonmetion about the political ‘procesdes ‘are important in
Mmﬁeﬁnﬂdechoﬂmwhotovme for, “"This means that voters who are
fifornmtion aid knowledpe siclk have imdre resources from which to draw when making
mm These aholars emphasize that citizens are more likely {o assess political
candidates based on their personal attributes rather than on their political affiliations.
‘vt Coleman and Ross (2002) call attention to open-minded citizeris who they stress
‘are capabl-of considoring and evaluating new information and congequently changing
dhoiminds. According td them, this ability to change is what is préci&ély needed for the
propeér, functioning of democratic societies. They highlight ‘that vofers who ignore new
dlqvtht might challenge pre-coneﬂved notions simply promote ngld thinking and
iiaction. Fhey therefore argue that the increasing use of the média by the politicians
wwmafﬂewbhcmmore hkelytomeetthesepohtlclans as part of a
m (19’73) and Freire (1971) agree that the mass media can influence the
pblmd terinin. However, they state that this impact is to manipulate. Schiller is of the
opmon ﬂlﬂ the media manage the minds of its audience simply to gain their consent to
>dtutic ‘power: réfationships ‘through the dissemination of key ideological
itler ‘says: that dtie ‘mass-medis bécome mind mangeis in two ways: by
M?M and spreadihg manipulative messages that do not correspond to
thedetual sealities ofiveciat axistente snd By interitionally creating a false sense of reality.
Freit (19M, p: 144)idescribes thie manipulation of the human mifid‘as “zn instrament of
conquest” By wiiich “the deminant chites try to conform the misses to their objectives” by
using mythis Which eitplain; justify and sotitetimes glamorize the previiling conditions of
exittence. Froire betieves that: mandpulators can secure popular support for a social order
Mls not #rthe interest of ihe wider inequity or hinder altemative social arrangements.
iont transmitted only through the mass media to influence the
deual woter? Beck (1991, pp.- 371-394) answers no. He elaborates that the mass
medis trapemit informmation, and so do the social interaction networks of the individuals.
Beck shows that sodial interactions lead to political discussions, especially of election
campaigns. But these discussions are birthed from the massive mass media coverage and
mobilization by the political elites. Huckfeldt and Sprague (1995), and MacKuen and
Brown (1987, pp. 471-490) describe that during such discussions, the individuals that are
involved excliange information and intetpretations of media coverage. These scholars
assign three functions to these interpersonal discussions: providing an avenue for political
learning; significantly ‘shaping - individual opinions, political attitudes and voting
behaviour; and inflacacing the individual’s evaluation of the candidates and their parties.
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Huckfeldt and Sprague (1995) and MacKuen and Brown observations: assame. ghwates:
proportions when placed alongside Yankelavich's. (1999, p. 25) commentary tint:the.
public mainly forms its judgments from its dialogues and discussions mm
Members of the public weigh what they hear, from others against their ow
compare notes with one another; and assess the yiews of others in terms mm
sense to them. G YA
Few people directly participate in presidential election campmgns Fem mle
get to see the presidential candidates. According to McCombs and Shaw (1973, g1 T ¢
187), it is the information flowing in-the interpersonal communication;chquins that
individual voters use. They explain that this information is generated primarily fosen msss.
media reports. The media are the major information sources. The exposures of diffencat:
citizens to polifical information lead to their different levels of political sophissications
Dennis, Chaffee and Choe (1979, pp. 314-330) take the view that thejry political:
sophistication correlate with their political communication and voting behavione. Thew:
also observe that those who are politically active and cognitively sophisticateysand to:
actively seck out more campaign information and leam more about the positions of the
candidates on different issues. These political sophisticates, say Neuman (19f6)\:Delli,
Michael and Keeter-(1996)-are more likely to:vote based on their positions.am policy
issues and party identification because they understand issue debates and pestissn cues
from the campaign events. - P
Expectedly, different people will pay varymg levels of attentlon %o the pelitical
information from the mass media. Normally, the better educated and most politically
interested. actively seck information. Berelson, Lazarsfeld and McPhee (1954, p, 244).
assert that those with the greatest media exposure are most likely to knew_yherayihe
different - candidates stand on different issues. Trenaman and McQuail ;(1961,:.pp.
147,191) agree with, them, They observe that during the 1959 British Genesgl: Flagtinns
the voters who were more politically conscious.also sought out more Inm _
the candidates and their positions on different issues. PR TR
Thus, it has been established that the media may influence the mdawllntm
But, the type of voter that is most vulnerable to media influence is the parsom who
depends on the media to become more knowledgeable and reduce his uncertaintg: The -
voter who has already made up his mind on who to vote for is less susceptibsly 4 madia
influence, Rather, the media crystallizes or reinforces the decision that hea e sieeady
taken. This is oonsnstmt with Forrest and Marks (1999, pp. 99-114) mim»the
media influence qn vogers in the Australian. 1990 federal election campuiges Where
campm@news,advemqumdrelated ammrq)oﬂedmﬂlemassmedlam .
but significant. impact on how most of the peqple voted. But even this infiwemoe;ayas
against a background of partisan influence. However, the identification of the.sabeegs-of -
voters — committed, wavering and swinging (changing), stable, vohhh-fcmu
mednamﬂuenqeremforceo:pemuadethevom'lhsls similar to Aitkin's; (1980, pp.
287) conviction that the mass media’s roles dyripg election include strengthening vefers’
weak predispositions, guiding their decision-making, providing them with entertainment
and simply informing these voters of significant events. According to him, this makes it
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possible fonthe nass modia to have substantial and decisive influence on electoral results.
Similarly, Swars.and Weber (1988) stumble en the fact that television appears to influence
politicat atisedes. After stdying 10-17 year olds and their parents before and after the
1988 elections, they infer that:the parents aititudes apparently is the greatest influence on
the political socislization of their children while television appeared to be the greatest
mﬂumceonﬂmepmu:s.

Tmm MWORK

- The modis agenda-setting theory of McCombs and Shaw (1972, p. 177) came out
ofﬂnrchhiulpulihuﬂonon the inflaence of the mass media on the audience. They
wiote. that 'what the: sandia: consider’ as'imsportant are also considered important by the
reasders. The issucs thnt the people ‘gt 00 know about tend to be those which the mass
media haverpresented to thesn. Corvospendingly, the value people aseribe to any issue is
Ww&mdmmm the same issue in the medla
AsOMGm pi-13) notes: ;

" the seedia my vot bemmsﬁd miach of the time in telling peop!e what

1 to tRiwk; but it is stunmingly suciessfal in telling its readers what to think

' abowt. And it follows from this that the world looks different to different

- people, dépeniling not only on their personal interests, but also on the
map tlm is dmum Jor them by tlse wmers editors and publ:shers of the

' Evellmdwbyﬂleme&atobempoﬂmmgwen coverage. Even though
mmwmnﬁmmwhatwcthmkabontorwhat opinions we
should hold, however: they set the agenda for our discussions by telling us what to think
about-or holid epinions on. Media researchévs have proved that the agenda of issues and of
mmswwmcmedm,mosthkdy,mﬂupasthevotm
agenda as well.

Dosiinrick (2005, p:. 475) comments that this theory literally gives the media
audience a §iit of things that they nnust consider or act upon. He explains that the media
make their andience to do this in two ways: by framing their messages and by agenda
building. Fraiives aré the codes that humanbeings use to process information. By framing,
the media isfluences the people how o think about an issue through the slant, perspective
or the intesprétive framework: that they give stories. Goffman (1974), Gamson (1992),
Pan ‘and Kéeicki (1993, pp. 55-76), Smow and Benford (1988, pp. 197-217) and
Kahneman sind Tversky (1984, pp. 341- 350) put it, frames define problems, diagnose,
evaluate andl prescribé *emedies. Endelman (1993, pp. 231- 242) claims that influence is
exemdbymwmmmmcauon locatlonsuchasaSpeechora

C o As Ghadiem (1997, PP- 3-14}ul Takeshita (1997, pp. 15-27) have observed,
ﬁ'mg um mmnd—level Mg. By agenda building, the media play up
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news worthy issues so as to arouse public attention, interest and action. Cobb and Elder
(1971, pp. 892-915) add that the first process of forming a media agenda, is-. agensia
building while the second process of forming a public agenda, is termed agenda sewing..
Sheafer and Weimann (2005. p. 349) say that empirical agenda-building studies, usually.
concentrate on two major independent variables affecting media agenda:. real-world..
conditions and events, and thc activities of polmcal actors. They explain that. the, first-
correlates changes in real-world indicators and events and the hierarchy of issues on the
media agenda. For example, as the environment sends signals of worsening conditions in
a specific area, it is expected that the media would accord greater attention to this area..
The second correlates the agendas or strategies of certain political actors like parties or
candidates, and the media agenda. - _
Tankard, Handerson, Sillberman, Bliss, and Ghanem (1991) explam thata medua
frame is “the central organizing idea for news content that supplies a context and suggasts
what the issue is through the use of selection, emphasis, exclusion and. elabozati
Miller (2005, p. 275) adds that framing is the process through which the media emme
or downplay some aspects of actualities through the size and placement of a news, jtegn; .
the narration used, tone of presentation, and the inclusion of particular details.in: the
media coverage. Framing essentially involves selecting and highlighting some aspects.of -
perceived realities to make them more noticeable, meaningful or memorable to the
audience for causal interpretation, moral evaluation, and treatment or to follow thmuﬂl
specific recommendation. .
Entman (1993, p. 52) writes that to frame: et
is to select some aspects of a percezved reality and make them, Dt
‘more salient in a communication text, in such a way as to. . .
promote a particular problem definition, causal interpretation, . . - . ..
nioral evaluation and or treatment recommendation for the item
According to Edelman (1993, p. 232):
The character, causes and consequences of any phenomemon - ...
become radically different as changes are made in what is .. ,
prominently displayed, what is repressed and especially in how
observations are classified...The social world is.. a . . ;-
kaleidoscope of potential realities, any of which can be readily ;.
evoked by altering the ways in which observations are framed = . . ..
and categorized. .

This means that the receivers’ responses and attitudes can be clearly affected
when they process the given information particularly when they have little informatign.on
alternatives. The effect of framing is to prime values differently and launch salience:"Put.
differently, the audience members are made to have different reactions. Framing is a cere:
factor in political communication as it can shape public opinion. According to Pan and
Kosicki (2001, p. 39) “a frame is an idea through which political debate unfolds, apd
political alignment and actions take place”. This is so because frames are habitually
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WWRH Pﬁheular policy options. By invoking a particular franie in political
adveitisiny; poﬁtnﬂ s&‘iteglsts link claims to specific policy options. This is possible
bekded: oy !ﬂiﬂnds‘”si(lm .31} explanation that frames suggest & taken-for-granted

perspective ofy- mmmgm approach a problem! In political advertising, frames are

rotitinely used to ciiganize verbal and visual cues. As Parmelee, Perkins and Sayre (2006)
resivack, Wbt erkibtih-all through potitical advertising: with the candidate, the authors of
political Wiivertistiicnts, ; the texts, g‘rapl'ncs and \nsuals of ad'mﬁsma and even the
receivers bf the adeéetiobrt

* Feaming is effective besause of priming. Priming is the mechanism through which:
the medis might influence an individuai’s assessment or evaluation of what is important.
It-i$ the pisit of ¥iew that directs Public’s opinions about public ﬁgu,tes and issues and
how- they: should bé assessed. Fiske anxd Taylor (1991) define priminig as “the effects of a
pu‘tlculd,‘f*pﬁm‘ edﬂext on the retrieval and interpretation of information” The
friming lied is Wi selective attention the public gives to issues

possible for it to' pay attention to° everythmg ‘In making a decision,
padple sﬁﬁply use imimve shortcuts instead of engaging in 2 comprehensive analysis of
thisir totall-storé of information.’ Downs' (1957, p. 207) states that traditional economic
thebry aditfinés thalt inidefinite free information are available to the decision makers. In
reslity, e infbmhﬁon is neither fiee nor easily available. Any person secking
information must pay a price. Since most voters are not keen to make this payment
because it appears unreasonable to them to invest the time and effort necessary to be well
informed off most ipélitical issues, Downs (1957) sees them relying on informational
shortcuts. as dissemtinated by trusted experts; local opinion leaders and persons with
greater W ‘Who' share their ‘political goals. These more informed group in the
electoratg belong 16 whit Converse (2000, p. 334) describes as the small fraction of the
electorate that claim the lion share of the total accessible political information.

Riker and Qrdeshook (1968, pp. 25-43) declare that everyone has and uses
decision-making shortcuts to compensate for the lack of knowledge and also to manage
the overwhelming flow of information. The quickest cut that citizens use when making
decisions . is' ‘party- affiliation- (Lau and Redlawsk, 2001, pp. 951-971). Campbell,
Converse,, Mlller and Stoltes (1960, pp. 121-128) present that voters tend to develop some
psychologicat stiaghiaérit to ane of the major parties, so as to provide themselves a mirror
through whiclito evaluate political events and actors.

Two reasons exist for extending priming effects to electoral votmg behaviour,
Iyengar and Kinder (1987, pp. 102-103) and Brosius and Kepplinger (1992, pp. 893-901)
see- these as - the high positive corrélation between evaluations of presidents’
performunces; and woting for or against them! Johnston, Blais, Brady and Crete (1992,
PP 3’?8—&2’) actuillly find ev1dence of the influence of media salience and priming on the
votmg intpations of individuals.

Media consumers evaluate messages based on what they previously know.
Iyéugar ind Kmder (1987 p 63) conducted extensive series of agenda-setting
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cxpenments to produce significant evidence of the priming effects of television news on
people’s opinions about the US president’s accomplishment on defense, inflitian, sems
control, civil rights and unemployment issues. They discover thatthe pessons: itose
exposed to heavy news coverage on these issues are more influenced than perscnspot
cxposed to the news coverage. Brosius and Kepplinger (1992, pp. 893-9Q1) find poming
‘effect also occurs with pelitical partisanship. - The German voters’ preference fanshe
Christian Democrais in 1986 was substantially influenced by.television news qoviragef
energy supply and the East Genman situation. The other remaining voters® proference for
the Social Democratic Party was influenced by television coverage of the East-West
relations, environmental protection and pensions. Shaw (1999, pp. 183-202) makes sday-
to-day observation of the last three months in the 1992 and 1996 US presidentia} elections
to establish second level agmda setting. He notes that the tone of telovisioy. s
coverage about key campaign events influenced voters® preference of the candidsienin
the two glections. The favourable coverage of the Republican Party’s campaign;exaaiston
four national television  networks increased .support for the Republican eandidaée.
Conversely, _favourahle coverage of the Democrat Party’s campaign events; w
support for the Repubhcan candndatc . Lo (PR
R ‘ ,;zl ns
THE MEDIA AGENDA INFLUENCE ON PEOPLE : vt (REU
The agenda-setting influence of the news media is not limited to focuaﬁg‘]nlﬂlc
attention on particular topics but extends to inflwencing understanding and -peispeditives
on the topics in the pews. Media agendas are objects or topics of public-issues. s tabm;
these objects or topics have numerons attribuges, characteristics or traits ‘that <describe
them. This means that each object also has an agenda of attributes. The dgends of
attributes presented for issues, public figures, or other objects literally influences.the
pictures of these that we hold in our minds. When the media report and the public talk
about an object, some attributes are emphasized by drawing attention to tham, ;s
may be ignored by receiving little or no attentian at all. Borrowing Lippmann’s. (1933,
29) phrase, the media can influence the pictures in our heads about issues or other aljmets
by what pictures they paint for us through emphasing attributes of the news objects.-
McCombs (n.d, p. 8) writes that the features of an issue covered in the news — and
the relative emphasis on various aspects of it do make considerable difference in how
people view that issue. The prominence given to news coverage tells how important it is.
The details of the coverage gwen by the agenda form the attributes. It is from these
attributes that the public forms its images and perspective about issues and public figures.
McCombs points out that influencing the focus of public attention is a powerful role, but,
arguably, influencing the agenda of attributes for an issue or political figure is the
epitome of political power. Therefore, determining the way an issue is framed
significantly influences the ultimate outcome of the message.
METHOD OF STUDY
The survey research design was used for this study as large human samples were used.
The objective was determine why they voted in or voted out the political parties in the
5
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ways thet they did:duning thie election time. The survey design allowed the researcher to
collect: snd analyze-dats-from some of the voters in Ado-Odo/Ota that were considered
-representative of the entire population. From these, the researcher can draw a conclusion
‘eoncerning the whole: popalation. The survey design made it péssible to study the
‘samples and varisbles 48 they were without any attempt from the fesearcher at controlling
‘them. Thsreswchanmdpmwduscﬁﬂmdetennuungﬂwrdauonshlp bctweenthe
wubhin tlns suuly

TIIE SWBY POP%ATION

i The popiation for this study were the registered voters in the 2007 Nigerian
Gerieral Election, tesident in  Ado-Odo/Ota. Ado-Odo/Ota is one of the Local
Governirents  Aréas -ini Ogum State. This council exhibits the qualities of both an
wbanizéd and a ‘rural eommunity. It-is metropolitan Lagos neighbour. This community
houses:fhe major-#ribes in Nigeria. The voters here received television broadcasts from
twelve silevision stations: Gateway Television, Abeokuta; Africa Independent Television
(AIT), Alagbado; Nigerian Television Authority (NTA), Tejuosho and Victoria Island;
Galaxy, Channels, Silverbird, Muri Television (MITV), Degue Broadcastmg Network
(DBN) and Lagos State Television/Lagos Weekend Television.

There were 187,391 registered voters spread into the sixteen wards. Six of these
wards-«:@tal Sango, Iju, Ado Odo U, Ketw/Adie-Owe and Agbara II were randomly
selected. Five percent of the registerod voters in each ward were randomly sampled. It
wins asatimed that these voters would provide a large enough sample for meaningful
analysis: Thus 3,635 votérs were selected. The primary instrument for data collection was
afqueshmmm

e
R!ZSUL’IS
Below are the data gmerated from the responses by the different respondents regarding
télevision broadcast influence on their choice of political parties.
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TABLE 1: WHETHER TELEVISION INFLUENCED THE PARTY VOTED FOR

-

RESPONSE
PERCENT

YES | 382

NO ' 59.6

DON’T KNOW 2.2
TOTAL
100.0

n
| 3,064

The respondents were asked if they would say that what they watched or saw on
television influenced the party that they actually voted for in the last presidential election.
Some were actually influenced but most were not. This is in agreement with Berelson,
Lazarsfeld and McPhee (1954, p. 248) finding on the American 1948 election study,
where they found that voters’ exposure to the media did not make them to change their
political preferences. Rather, their exposure reinforced their earlier decisions. Thus,
political contestants and their parties may use television to attempt to influence politically
naive and the undecided voters who may dectde on who to vote for during campaign
peaks. Nevertheless, they may be better off using a mixture of communication channels
to reach both the decided and undecided voters. Their communication efforts and media
budget should not be intensified on television programmes, spots and editorials alone.

TABLE 2: WHETHER ELECTORAL PROGRAMMES ON TELEVISION
INFLUENCING RESPONDENTS CHANGE OF MIND ON PARTY

RESPONSE

PERCENT

YES 29.7
N
0 68.1

DON’T W
ON’T KNO 29

TOTAL = 1000
064
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Table 2 proves that 29.70% of the respondents changed their minds about the party that
they initially wanted to vote for in the election after watching electoral programmes on
television. But 68.1% of the veters did not change their minds. This means that most of
the respondents did not change their minds about the party that they initially determincd
to vote for, despite watchjng electoral programmes on television.

The practical implication!is that political parties may not be wise spending most of their
media budget on televisidn advertising in attempts to make citizens vote their parties into
power. This is because most of the respondents did not allow television broadcasts to
swing them away from their initial choices of the parties.

TABLE 3: TELEVISION BROADCASTS CAUSED RESPONDENTS TO VOTE
FOR A PARTICULAR PARTY

o | RESPONSE ___PERCENT
P STRONGLY 186

26.3

STRONGLY

-+ | DISAGREE 24.1

26.0

5.0

Some of the respondents (44.9%) were affirmative that what they saw on
television made them to vbte for particular political parties. It is interesting to notice that
50.2% other respondents did not agree that television had such impact on them.

From the fore-going, it can be seen that television wielded some influence in
making the respondents *vote for particular parties. But these were moderated by
partisanship and interpersonal relationships which played more powerful roles and thus
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greatly influenced the actions of some of the respondents. Party memberg, wmdd havei
identified with their partlcs What television probably did was to remforCe the
faithfuls close-minded opinions and probably managed to persuade SOme of the
undecided voters without any or weak sympathies for any party.

TABLE 4: TELEVISION INFLUENCED RESPONDENTS’ CHOI(}E;
PARTY

SRR
R

>_>. -

RESPONSE

STRONGLY
AGREE

AGREE

| STRONGLY
DISAGREE

DISAGREE

The r@pondents were asked if television influenced their choices in the pohucal
parties that they voted for. Table 4 confirms that 43.3% of the respondents agreed that
television influenced them into choosing the specific party to vote for. However, 48.0%
of the respondents thought otherwise. A closer look would show that the difference
between these two groups is not very wide. This means that television can both reinforce
the decision of the partisans as well as convert the undecided voters. Possibly, party
members and other respondents with interests in the election did not allow television to .
dictate the parties they voted for. It is to be concluded that they allowed their partissnship
to dictate the parties that they voted for. The non-partisans may have been more
influenced by the pictures, debates, showmanship of the parties’ spokespersons or any
other thing.
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CROSS TABULATIONS
Dnﬁ'erent vmables llke the voter’s locatlon, ward were cross tabulated to detect if there
were relationships between them arising from their exposure to television broadcasts.

TABLE, §; AN ACROSS WARD COMPARISON OF THE INFLUENCE OF
TELE ON EXPOSURE AND RESPONDENTS CHANGING THEIR MINDS
ON PARTY VOTED

RESPONS OTA SANG WU ADO KETU AGBA

ES 1 3] ODO ADIE- RA
(%) (%) 1  OWE 1l
(%) (%) (%) (%)

YES 278 357 253 281 294 367

'NO 677 618 . 712 690 633

DON'T

ow © 45 25 ,, i 1.6
100.0 100.0 100.0 100.0 100.0

TOTAL - % % % 100.0% % %

396 838 1110 306 245 169
47.635, df=10, p=.000

I

n
X
In Table 5, voters from the six wards were similarly asked if what television
showed made them to change their minds on the parties that the voted for. Some of them
agreed that they changed their minds from the parties that they initially wanted to vote for
after watching electoral programmes on television. Most of those who changed their
minds came from Agbara 11 and Sango wards. These are citizens who live in the
townshlps and have greater access to television broadcasts as well as opportmnu&s of
interacting' with other people who may not necessarily come from their ethnic regions nor
were affiliated by other cultural ties. .
Majority of the respondents from the remaining wards refused changing their
minds from voting for the political parties that they initially made up their minds to vote
for. Examining these figures closer indicate that most of these respondents, especially
those from Iju, Ado-Odo @I and Ketu/Adie-Owe wards were not sufficiently influenced
by television broadcasts to change their minds on the parties that they voted for. This
means that irrespective of whatever electoral programme television showed, these
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respondents still voted for the political parties that they had already made up their mmds
to so vote for.

However, the Pearson chi-square test values maintain that there is a significant
relationship between the exposure of these respondents to television broadcasts and their
consequent shifting to the parties that they voted for. Thus, television broadcasts
influenced respondents from the different wards to change their minds to the pohw
parties that they voted for.

TABLE 6: AN ACROSS WARD COMPARISON OF TELEVISION EXPOSURE
DETERMINING

gARTIE RESPONS OTA SANG IJU ADO ETU/ AGBAR
ES 1 0o ODO ADIE-OWA
VOTED
FOR IN %) I (%) II
THE (%) (%) (%) (%)
PRESID o
ENTIAL YES 384 45.6 344 392 282 39.6
g'ﬁEC'" NO 581 518 63.3° 60.1  70.6 60.4
DONT 3.5 2.6 23 7 1.2
KNOW
TOTAL 1000 100.0 1000 100.0 100.0% 100.0
% % % % %
n = 396 838 1110 306 245
169 o
X = 51.320, df =10, p =0.000

Respondents were asked if what they watched on television determined the
political parties that they voted for. It is obvious from Table 6 that most of the
respondents did not agree that what they watched on television determined the party that
they voted for in the presidential election. Only a minor proportion of the respondents
from the six wards allowed what they watched on television to determine the party that
they voted for. These were mostly respondents from Sango, Agbara, Ado-Odo II and Ota
1 wards. These respondents are urban based. But the majority of the respondents did not,
especially those from the rural areas of Ketuw/Adie-Owe and Iju wards. These rural wards
still depend on their local community and opinion leaders for political guidance. Thus,
television is effective in causing mind changes among voters in the urban areas. Its use
should be emphasised in such areas.

A significant relationship exists between these respondents watching television
and these broadcasts determining the political parties that they voted for in the last
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presidential election. It can be seen that television broadcasts helped these respondents in
their different wards to dete:mme the pohtlcal partm that they voted for the presidential
election, -

TABLE 7: A COMPARISON OF RESPONDENTS’ WARD DESCRIPTION AND
THEIR -

' CHANGING THEIR MINDS ON PARTY VOTED FOR IN THE PRESIDENTIAL
ELECTION

RURAL URBAN SUBURB

RESPONSES (%) (%) AN
o | * (Y%)
YES 299 31.1 24.4
NO 692 66.2 73.3
DON’T .
KNOW 9 2.7 2.3
TOTAL 100.0% 100.0% 100.0%
n = 698 1842 524
X = 17.198, df =4, p=0.002

Similarly, it was sought to find out if respondents changed their minds from the
initial political parties that they had earlier made up their minds to vote for before
exposures to television broadcasts. As can be seen in Table 7, most of the respondents
did not change their minds. In other words, their watching television programmes on the
elections did not sway them away from their earlier decisions. Overall, 68.1% of the
respondents did not change their minds from those political parties that they had earlier
made up their minds to vote for from the onset.

This is consistent with what Blood observed in his study of the Australian election
of 1987 where he found that voters who were strongly partisan and interested in politics
* not only made early choices, but also attached importance to these choices. The Ado-
Odo/Ota voters followed the same trend in the 2007 Nigerian presidential election.

From the Pearson chi-square test, we see a significant relationship between the
description of the wards of the respondents and the respondents changing their minds on
the parties that they voted for in the presidential election because of watching telecasts. In
other words, television broadcasts made respondents in the various wards to change their
minds on the parties that they voted for during the last Nigerian presidential election.
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TABLE 8: A COMPARISON OF RESPONDENTS’ WARD DESCRIP'I‘ION AﬂD
TELEVISION

DETERMINING PARTY VOTED FOR IN THE PRESIDEN TIAL ELECTIQN
RURAIL URBAN SUBURBAN = '}~

RESPONSES
(%) (%) (%)
YES 334 420 31.7
NO 65.8 55.5 65.8
DON’T 8 2.5 2.5
KNOW
TOTAL 100.0% 100.0% 100.0%
n = 698 1842 524
X = 37.033,df =4,p=0.000

Some of the respondents who asserted that what they watched on television
determined the party that they actually voted for. Some others did not agree that what
television showed on air determined the party that they actually voted for. An equal
percentage of 65.8 % respondents came from the rural and suburban areas. Those from
the urban areas were 55.5% .

It can be scen that the voters from the rural areas have been consistent on the
minimal effects of television on their voting behaviour. They did not allow television
broadcasts to influence them. But a reasonable number of the urban dwellers did
otherwise. Politicians and their media managers should therefore adopt a cocktail media
mix to penetrate the rural and suburban areas. Expectedly, they should continue usmg
television commercials, spots and advertorials in the urban cities.

The Pearson chi-square values indicate a significant relationship between
television broadcasts and these broadcasts consequentially shaping the political parties
the respondents voted for during the election. What the different respondents watched on
television - irrespective of their different wards - helped them in determining the political
parties that they voted for during this presidential election.
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TABLE 9: A COMPARISON OF RESPONDENTS’ PARTY MEMBERSHIP AND
TELEVISION

CHANGING THEIR'MINDS ON PARTY VOTED FOR IN THE PRESIDENTIAL
ELECTION

PARTY NON-

'ESPONSES | MEMBERS PARTY
HIP MEMBERS
HIP
(%) (%)
YES 34.9 25.7
NO 63.1 72.0
DON'T. 20 23
KNOW
n
TOTAL 100.0%  100.0% =
1337 1727
X = 30.200, df =2, p = 0.000

It is surprising that some party members said that they changed their minds on the
parties that they voted for after watching television broadcasts. However, the greater
number of party members (63.1%) did not change their minds. Most of the non-party
members did not change their minds either too. For those that changed their minds,
television may have shown that the parties were not “good enough” because their
manifestas did not promise what the respondents want to see fulfilled in the country.

- It can be concluded that television broadcasts may not have been impactful
enough to cause mind changes in the respondents about the parties that they had initially
decided to vote. The aumber of respondents that agreed that what they saw on television
on the presidential election that made them to change their minds on the parties that they
voted for were in the minority. Thus, producers of political contents might stand to gamer
more votes for their smployers if they meke their messages more focused and persuasive
at making the voters take the requisite action of voting in the parties that they are working
for. They may also add other media channels to the media mix so as to reach a wider
section of the populace.

The Pearson chi-square test result shows a significant relationship between
respondents’ party membership and television broadcasts changing these respondents’
minds on the parties that they voted for in the presidential election. It is obvious that
television broadcasts influenced respondents who are party members to change their
minds on the parties that they voted for during the presidential election.
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" TABLE 10: A COMPARISON OF RESPONDENTS’ PARTY MEMBERSHIP AND
TELEVISION DETERMINING PARTY VOTED FOR IN THE Pmm-
ELECTION

PARTY  NON-

RESPONSES | ' MEMBERS PARTY B
HIP  MEMBERS :
' HIP
(%) %)
YES 44 335
NO 537 642 |
DON'T 1.9 23
KNOW
TOTAL 100.0%  100.0%
n = 1337 1727

X = B34 =2p=0000

Therespondmtswhowerercg:steredpmymanbﬂssmdtbattdw&ion.;
broadcasts determined the parties that they voted for. But most of the other regisiered
party members totailing 53.7% did not agree that what they saw or watched on television
actually influenced their decisions on the parties that they voted for. It is clear that their
deep party identification and support for their preferred parties was not shaken by
whatever television aired. Therefore, television should be used to rcmﬁme and
strengthen their partisan sentiments.

For the respondents who wese not registered party members, the m r- S
that what they watched on television determined the parties that they voﬂd*_
means that television did not influence the decisions of most of the now | od
members too. For the voters who were not affected by television, it might be a wllh '_
to use television more creatively to catch and retain their attention. ‘

The Pearson chi-square values between respondmts’ party memhm and
television detenmining the party that they voted for in the last presidential election
displays a significant relationship between the two factors. It can therefore be concluded
that television broadcasts influenced party members in the political parties that they voted
for during the presidential election.
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FINDINGS

CVik mt’ﬁqqut " tﬂﬂa show thit television broadcasts glld mﬂuenqe vote;s
' ce of political-parties they choosed to vote for. However, the
number of respondents that were so influenced were in the minonity. When the figures

bAIMIAGH

- were subjected to the Pearson chi-squergAests, there 'was found significant relationships

between the variables cross-tabulajed:gnd television broadcasts influencing the parties "+

that they voted for. These tests furthar: prewe that television broadcasts influenced voters’
choice of parties in the presidential clestiqn.
. The Pearson Moment Cormrelation tests also show significant and positive
" relationships among all the variables testing to see if the respondents’ exposure to
television influenced their choices of the political parties that they voted for. There is a
correlation of 0.299 between what respondents waiched on. television actually
determining the parties that they voted, fo: and what they watched on television making
them to vote for particular parties. Likewise, there is a correlation of 0. 266 between what
the respondents watched on television agtually determining the parties voted for and its
influence on the parties that they choosed to vote for. However, there is a 0.159
correlation- between what respondents -watched on television actually determining the
party they voted for in the last election and the same telewsmn determinjng the party that
they voted for in the last presidential.lettion.

There is also 0.403 correlation between what respondents watched on television
on the eclections making them to vote for particular parties and what they saw on
television mﬂucncmg then' choices of the parhes that they voted for. There is also a

"'"‘!‘1"‘ wil ok smaly T - M [ [} IS | B
po% ¥e re]an p{o or teJewsnon determlmng the parties that they voted for

31,3 apomtwe cm'elu;on of 0.415:between what respondents watched. on television -
arty that they voted for and what thcy saw o telemon mﬂnencmg- :

Fﬁoncqs oft{e parueqthat they vpted for :

" From the fore gomg, it can be drawn that four out of t.he1 six correlation values are
low, | yl;woarerqlatuglyh&glm Ey:cn though the correlations of 0.299; 0.266 and.
0. gare all positive but they are not significantly different from. 0. Their values are low.

DY

Eveg, thoggh it is accepted from. thesé teats that television ‘broadcasts were the major -

inflpence ¢ Jhe voters, choice of partigs vated for in the presidential election is-accepted,

but the dcptfl of this influence is low:’ Other sources of influence on the respondents’

ﬂson included his membershﬁa.;th; opinion leaders, family members; his friends
the peer groups.,that he belonged jto., This means that political parties may have to

lookfor ot;\cgvennq,m lmght dqw.@c ia mcld}morc mﬂuence on ﬂwﬂwtorate to win

their votes, S RTR Vi

Electoral programmes on televunon had more mﬂucnce on the voters living in the
urban areas. than thoae fram the rura} areas. The voters from thc rural areas were more
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attentive to their family members and community leaders.. In these areas; famﬂyrﬁenﬂ :
hold ught and face-to-facgcpnmmmcanon g still treasured. o TR T ¢

' In N:gena, contestants run for elections. on the; platforms of qu::ﬁo | pialitiont
parties. There is no record of any candidate runging for any presidential cloetibiasn
mdependent Thus, ; any yqter that has made up, ,l:ns mind to.vote for a spesific.candadatts
has mvanably madé up h;s mind-to vote for that candidate’s party. These-explaisowhiy
these Tespondents. cﬁd 'ngt change their minds on ‘either the candidate or. the pasty: thatsthes
wanted to vote for 19 spll;; of their exposure t0 positive or negative television baneskensts.
Apparently, whar. thgy saw on telewsnon did not determine the party that thmmthod,
survey m the United Statps of America Whel.'fs t];u:y notlced that the mass mdldlwiaqbii
lmportant influencers of voting behaviour as the voters® partisanship. They discowéred:
that the election period is not the time for voters to change their minds from their original
intentions, but is rather the period for them to identify with their parties. Since some of
these voters have feelings of personal attachment towards these political parties because
of their own decisions, family socialization or group influences, their minds are already
closed to only voting for the parties that they have identified with, even before the
election campaigns start. This therefore disabled them from changing their decisions
irrespective of whatever television broadcasts.

Similarly, Trenaman and McQuail (1961, p. 168) who studied the 1959 British
General Elections could not find sufficient evidence to support the notion that television
or any other mass media did any other thing for the British voters other than providing
them with information. This means that television did not influence the voters to change
their party preferences. However, another study by Blumler and McQuail (1969, p. 200)
on the 1964 British General Elections reversed these findings. They found that the voters
with weak or moderate interest in following electoral campaigns but who were heavily
exposed to Liberal Party television broadcasts developed more favourable attitudes
towards this party. All the same, the voters who keenly followed the campaigns were
much more stable in their political attitudes as television broadcasts did not change these
attitudes. In other words, television may have influenced voters who are weak in party
identification to change their decisions about the parties that they voted for, but had
insignificant or no influence on strong party faithfuls.

The respondents who identified with political parties may not be motivated by
any other reason than their desire to support their parties in otherwise unattractive
political activities (Verba, Nie & Kim, 1978). Thus party faithfuls blindly supported their
parties and may have selectively exposed themselves to pro-party broadcasts that
reinforced their decisions to vote in their parties into power.

CONCLUSION
Most of the voters — urban, suburban and rural based - had already made up their
minds on the political parties that they wanted to vote for during this electiqn. Most of
these voters did not sway from their earlier decisions, despite expostres to.television
broadcasts. Although the statistical tests proved that televnslon influénced the ﬂarues that; ;
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voters in Ado-Odo/Ota gave their votes, the correlation values were very low, showing
- that television influence was not too impactful. This study proves that sending electoral
dlpohuod messages through television is #n effective means of reaching the electorate,
of them that hiad not fulty made up their minds on who to vote for before

the start of the electoral campaigns. The votes of these undecided voters can decide
clectoral results. Television bivadcasts-appear more effective in the urban areas than in
the rural sess. Thus, political commmsicstion strategists are advised to add other means
of mads s porsona!l commaunication to mach a broader spectrum of the voters, especially
thoee in tije rural arcas. They should not deploy their entire media budget to television
campaignilig. They must add other news media like the radio, newspapers and magazines.

Thoydmﬂahomehcalopnnonludusmdempbamzepmaloommmncahonmthe
rural arcas. .
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