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ABSTRACT

The focus of this study is to ascertain the role of the mass media in the social
mobilization of the electorates towards free and fair elections in Nigeria. The
survey research method is used for the study. Data were sourced by means of
structured questionnaire from 100 respondents drawn from four quarters in
Ogwashi-Uku, Delta State. Opinions expressed by the respondents indicate that
they are exposed to free and fair election messagesin the media and the messages
were aimed at mobilizing the electorate to participate actively in the voting
process. The study identified specific awareness messages on freeand fair election
being disseminated in the media and its impact on the electorate. Based on the
findings of thiswork, it isrecommended that the messages should be featured in
English and local languages when using radio to disseminate the information to
ease better understanding.
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INTRODUCTION

M ost democratic societies are distingui shed by their emphasi s on citizen participation.
The concept of self-government isbased on theideathat ordinary people havearight to
participateinthe affairsof the State. Oneof the popular meansof participationisthrough
voting. Votingisaform of political participationwhichinvolvesactivitiesintended to
influence public policy and leadership. Asidefrom voting, Patterson (2005) aversthat
political participationinvolvesother activitiessuch asjoining politica partiesandinterest
groups, writing to dected officias, demongtrating for political causes, and giving money to
politica candidates. Theeection of peopleinto variousofficesonaperiodic basis, according
to Ayobolu (2003), isone of the basi c features of modern democracy. Appadorai (2002)
contendsthat regular € ections enablethe peopleto choose thosewho will represent them
and drop those who are not representing the people'sinterest. Electionstherefore, are
expected to befreeandfair. Incarrying out thisexercise, Adegboruwa(2003) asserts
that the media, which are expected to beimpartial umpire, are by law supposed to be
neutral inthe coverage of the electoral process.

Mass media are those institutions which use sophisticated technological
developmentsfor the communication of ideas, information, entertainment and persuasion
to large scal e audience which is heterogeneousin nature, whether this be by means of
newspapers, radio, tel evision, magazines, books, advertising billboards, or whatever.
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Mobilization, according to Nyirenda(1995) isaimed at mustering anationa support for a
successtul programme, and el ectionisoneof such programmes. Through mobilization, the
behaviour of the peopleisatered postively towardsparticipationinafreeandfair eection.
Electorateisthewholebody of eligiblevoters. Eligibility for voting in national elections
variesfrom country to country. InNigeria, only thosewho haveattained the age of 18 and
abovearedigibletoregister and vote. According to Nnadozie (2007), el ection represents
themodern and universally accepted processthrough which individualsaregresatly and
methodically chosen to represent abody or community in government (Egwemi, 2013).
A freeandfair electioniscentra tothesurviva of any democratic dispensation. If
electionslack theparametersfor generd acceptability, they becomedisputed. Oncedections
aredisputed, the government in power becomes discredited and thiswill lead toloss of
confidence by the electorate. A fundamental axiom of democracy isthat citizensmust be
informed if they areto play an activerolein the growth of their country. As Olukotun
(2002) podits, informationisacrucia resourcefor informed choice. Freeand responsible
mediaarecritical sourcesof informationfor citizenswho want to choosethe best leaders
for their country and make sound decis onsabout theissuesintheir nation. Thiscorrelates
the statement of Bussiek (1995) that the establishment, maintenance and fostering of an
independent, pluralistic and free pressisessential to the development, maintenance of
democracy inanation andfor economic devel opment. Howing fromtheabove, itistherefore
imperativethat during el ections, voters should know the qualifications, opinions, voting
records (wherethey exist) and persondlity traitsof candidates. Of equa importanceisthe
need for votersto have information about the policiesand manifestoes of the respective
partiesin order to make aclear choice. The strategicimportance of the mediaduring
el ections manifestsintwo key ways—through their coverage and presentation of news,
information, facts, figures, editorials, and other analytical piecesabout issuesaswell as
avenuesfor political advertising (paid advertisements) to raise political consciousness.
Theroleof themediain mobilizing citizenstowardsfreeand fair e ection hasbeen
widely acknowledged. The enlightenment and mobilization of the citizensthrough the
provison of information and education viaradio, televison, newspapers, magazines, posers
and billboardsisessential to effortsto create awarenessof freeand fair election andits
rel ation to socio-politica devel opment. However, in spiteof theawarenessand sengtization
campaign carried out by the mediato mobilize the peopleduring election, the el ectorates
still show apathy towardsissues bordering on freeand fair election. Itisagainst this
backdrop that thisstudy was designed. The general objective of the study isto determine
theroleof themassmediain the social mobilization of the e ectoratestowardsfreeand fair
electionsin Nigeria. Specificdly, theobjectivesof thestudy are:
[ Tofind out if the people are exposed to free and fair € ection awarenessmessages
being disseminated through themassmedia
[ To identify the specific awareness messages on free and fair election being
disseminated through themassmedia.
i To determinetheimpact of thefree and fair el ection awarenessmessagesonthe
people.
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Thefollowing research questionswereformulated to guide the studly.

i Are the people exposed to free and fair election awareness messages being
disseminated through themassmedia?

i Arethere specific awarenessmessageson freeandfair e ection being disseminated
through themassmedia?

i What istheimpact of thefreeand fair el ection awarenessmessages onthe people?
Election is an important aspect of the electoral process. As the purveyor of

information and education, themassmediahave animportant roleto play inmobilizing the

electorateto participate actively inthe voting process. Thelevel of participation of the

electorateinthevoting processwoul d depend on how effectivethe mediahave beenable

to perform thisimportant function. Therefore, any research carried out inthisareawould

be considered worthwhile. Thefindingsand recommendationsof the study will providea

framework for government, mediaownersand other stiakehol dersin thedemocratic process

to effectively mobilize the peopletowardsfreeand fair election sin Nigeria

Theor etical Framework

Thisstudy isanchored on devel opment mediatheory. Thetheory was propounded by
DennisMcQuail in1987. Themainthrust of thetheory isthat themassmediahavearole
to play infacilitating the process of development in developing countries. Thetheory
assumesthat themassmediaand communi cation can positively influence the devel opment
process. Therefore, the devel opment mediatheory advocates massmediasupport for the
development goals of acountry. Thetheory is of the view that devel oping nations,
government and mediashould work in concert to ensurethat mediaaid the planned beneficid
devel opment of thecountry (Baran and Davis, 2009). Thetheory arguesthat until anation
iswell established and itsdevel opment well underway, mediashould support and promote
national devel opment goalssuch asfreeandfair election. Themediaareto be primarily
occupied by providing information to accel eratedevel opment. They areto produce contents
that meet specific cultura and societal needs. Mediain devel oping countriesareto promote
their country’ s devel opment goal s such as social and economic devel opment, political
gtability, cultura development, nationd integration and to direct asense of nationa purpose
(Anaeto S. and Anaeto M. 2010). The main principles of the theory as enunciated by
McQuail (1987) are:
i Mediamust accept and carry out positive deve opment tasksin linewith established
nationd palicy;
i Freedom of the mediashould be open to economic prioritiesand devel opment
needsof the society;
i Mediashould givepriority intheir contentsto thenationa cultureand languages;
Y Mediashould givepriority innewsand information that link with other developing
countries, which areclosegeographicdly, culturaly or politicaly;
% Journaistsand other mediaworkershave responsibilitiesaswell asfreedomin
their information gathering and dissemination tasks; and
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Y Intheinterest of development ends, the State hasaright to intervenein or restrict
mediaoperation, and devices of censorship, subsidy and direct control can be
judtified.

Thistheory isrelevant to this study because devel opment encompasses socia, economic

and political aspect of thesociety. Andthemobilization of Nigerianstowardsfreeandfair

election by themediafallsunder political development. Themedia, therefore, areunder
obligationto givepriority to such issuesto advance the nation’sprospectsof attaining full
political development.

Mass M edia and Social M obilization of the Elector ates

Social mobilizationisaprocessthat rai ses awareness and motivates people to demand
change of aparticular development. Itismostly used by socia movementsin grassroots
groups, governmentsand political organizationsto achieveaparticular goal, andin most
cases, the process of socia mobilization takesplacein large gatherings, such asprocessions,
demongrations, marchesand massmestings. Socid mobilizationisa so used by organization
tofacilitate change. Sociad mobilizationisused by governmentsto mobilize nationd support
for goasof nationa importance. The populationismobilized to participatein éection and
other activitiesthat requirevoting through socia mobilization. However, political opponents
can use socia mobilizationto overturnthe government or forcethe government to change
how it interactswith itscitizens (http: /Amwwv. ask.comywor | d-view/social-mobilization-
9a02bbfe/ 843a99).

During elections, political partiesuse social mobilization to convincevotersto
support them. Organizations apply social mobilization to bring together members of
Institutions, civic organizations, religious groups, community networksand othersina
coordinated way to attain specificgoas. They bring about changesby facilitating dial ogue
between different groupswith rel ated interests (http: //mvww.ask.comywor |d-view/social -
mobil ziation-9a02bbfe/843a99). The mass media serve as the main channel of
communication in modern democratic society. Hasan (2013) positsthat, “the popul ation
relieson the news mediaasthe main source of information and the basis on which they
formtheir opinionsand voting decision. In most societies, themassmediaaremainly
employedinthemobilization of thecitizensfor socid, political, economic and technological
development. Themediado thisby providing theneeded informetion, direction and guidance
to the masses by exposing them to issues of public importance; prepare them towards
taking afirm stand onimportant i ssues such as el ection. Nyirenda (1995) opinesthat,
mobilizationisaimed at mustering anationa support for asuccessful programme, and one
of such programmesisfreeand fair election. Through mobilization, the behaviour of the
peopleisaltered positively towards participation inthe el ection.

Adequate mobilization and enlightenment of the people enablethem to participate
fully inthepoalitical process. At the point of awarenesscreation, which leadsto enlightenment
of theeectorate, the peopl€ spolitica cultureisshaped and redirected for better participation
inelection. Participation, therefore, isvery fundamental to election asnon-participation
can lead to the failure of the exercise. The mass media provide the platform for the
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mobilization of the peoplefor purposeful participationin e ection. Ucheanya(2003) affirms
that the massmediacreateforum for public debate, helpin public opinion formation, and
such other functionslike mobilization, statusconferral and agendasetting. For thecitizens
to beeffectively mobilized for any government programme, thereisneed for motivation,
that is, they should be motivated to participatefully in the programme. Themotivation
hereinvolvesinforming the el ectorate about the benefitsto bederived from taking part in
election.

METHOD

Thesurvey research method was used to gather datafor thisstudy. Themaininstrument of
the survey research method isthe questionnaire. According to Kerlinger (2000), survey
researchisauseful scientific tool to employ when aresearcher isinterested intheopinion
and attitude of people aswell astherelationship of the attitudesto respondents’ overt
behaviour. Thisstudy therefore used thisresearch method to éicit information from the
respondents. One hundred (100) residents of Ogwashi-Uku, Delta State constituted the
samplesize. They were purposively selected from four different quartersnamely: Ogbe-
Onicha(25), Ogbe-Ofu (25), Ogbe-Obu (25), and Agidiase (25). Therespondentswere
located intheir homes. Copies of the questionnaire were administered on those who
madethemselvesavailable. Responsesfrom the questionnairewere collated, tabul ated
and analyzed using S mple percentages.

RESULTSAND DISCUSSION

Theresults presented in thiswork were based on the analysis of the dataobtained from
the one hundred copies of questionnairedistributed and retrieved. The 100 percent high
rate of return was due to the face-to-face method of instrument administration on the
respondents adopted by the researcher and histeam of research assistantsover aperiod
of threeweeks. Table 1 showsthe demographic characteristics of therespondentsasthey
relateto sex, age and education. Distribution of sex showed that 58% were malewhile
42% werefemae. Thedistribution of age groupings showed that 38% were between 18
and 30years; 32% were between 31 and 40 years; while 30% were 41 years and above.
Respondents’ level of education indicated that 52% had secondary education, while 48%
possessed tertiary education quaifications.

Exposure to Free and Fair Election Awareness Campaign in the Media:
Respondentswere asked to indicate whether they are exposed to freeand fair election
awareness campaign inthe media. Table 2 showsthat all the respondents (100%) are
exposed to freeand fair el ection awareness campai gn messagesin the media. Awareness
of freeand fair election through mediachannels. Table 3 showsalevel of awarenessof
freeandfair election among the respondents and the principal source of freeandfair
electioninformation for the respondentsis Radio (32%) followed by Billboards (20%)
and then television and newspaper (15% each). Other channels of information were
found to include posters (10%) and magazine (8%).
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Specific Awareness Messages on Free and Fair Election being Disseminated
through the Media: Table4 indicatesthe specific awarenessmessageson freeand fair
€l ection being disseminated through the media: votefor candidate of your choice (20%),
don't sell your vote, avoid violence (26%), support freeand fair el ection (14%), don’t
alow yourself to be used asthug (20%) and don’ t snatch ballot boxes (20%6).

Impact of Freeand Fair Election M essageson the Elector ates

Table 5 showstheimpact of freeand fair el ection awarenessmessages on the el ectorates

(respondents): it makesthem to vote only onceand for candidate of their choice (52%); it

makesthem not to sell their vote (22%); and it makesthem to shun and resist thuggery

(26%).
Findingsfrom the dataanayzed reveded thefollowing:

[ Therespondentsare exposed to free and fair el ection awareness messagesbeing
disseminated through themedia

[ Theprincipal sourceof information onfreeandfair eectionfor therespondentsis
radiofollowed by billboardsand then tel evision and newspaper.

i The respondents identified specific messages on free and fair election being
disseminated through themedia

Y Themessagesonfreeand fair € ection being disseminated through themediahave
significant impact on therespondents (el ectorate).

Inanswer to the research questions posed, the study revesl ed thefollowing:

[ The people are exposed to free and fair el ection messages being disseminated
throughthemedia

[ Thereare specific messageson freeand fair € ection being disseminated through
themedia

i Thefreeand fair el ection messages being disseminated through the mediahave
positiveimpact onthe people.

Table 1: Demographic Characteristics of Respondents ( n= 100)

Characteristics Per centage
Sex

Mde 58%
Femde 42%
Age

18-30 38%
31-40 32%
41 and above 30%
Education

Secondary 52%
Tetiay 48%
Total 100%

Source: Fieldwork, 2015
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Table2: Exposureto freeand fair election awareness campaign in the media (n=100)

Response Per centage
Yes 100%

No 0%

Don’t know 0%

Total 100%

Source: Fidldwork, 2015

Table 3: Awareness of free and fair el ection through media channels (n=100)

MediaChannds Per centage
Radio 3%
Television 15%
Newspaper 15%
Magazine 8%

Posters 10%
Billboards 20%

Total 100%

Source: Fidldwork, 2015

Table 4: Specific awareness of free and fair election messages being disseminated through media
(n=100)

Response Per centage
Vote for candidate of your choice 20%

Don't sell your vote, avoid violence 26%
Support free and fair election 14%

Don't alow yourself to be used as thug 20%

Don't snatch ballot boxes 20%
Billboards 20%

Total 100%

Source: Fidldwork, 2015

Table5: Impact of free and fair el ection awareness messages on the el ectorate (n=100)

Response Per centage
It makes them to vote only once and for candidate of their choice 52%

It makes them not to sell their vote 2%

It makes them to shun and resist thuggery 26%

Total 100%

Source: Fidldwork, 2015
CONCLUSIONAND RECOMMENDATIONS

Itiscrystal clear from thefindingsof thisstudy that themassmediahaveapivota roleto

play inthesocid mobilization of thed ectoratetowardsfreeandfar dection. Theinformation

provided by themediaon freeandfair el ection createsawareness of that issueamong the

people. Andthisinturn motivatesthe el ectorateto take active part in thevoting process.

Based on thefindings, the study recommendsasfollows:

I. Messageson freeand fair e ection should be aired and published continuously to
gaintheattention of the electorates.
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i. Themessages should berelayed and publishedin national and state owned media
aswell asprivate owned mediato achievewide publicity.

i The messages should befeatured in English and loca languageswhenusingradio
to disseminate theinformation to ease better understanding.
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