EFFECT OF INTERNET ADVERTISEMENT ON ELECTORATE CHOICE OF CANDIDATE
( A CASE STUDY OF 2023 GENERAL ELECTION)

By
ABDULWAHEED RIDWANULLAHI A
HND/23/MAC/FT/0655



BEING A RESEACH PROJECT SUBMITTED TO THE
DEPARTMENT OF MASS COMMUNICATION, INSTITUTE OF
INFORMATION AND COMMUNICATION TECHNOLOGY,
KWARA STATE POLYTECHNIC, ILORIN.

IN PARTIAL FULFILLMENT OF THE REQUIREMENTS FOR
THE AWARD OF HIGHER NATIONAL DIPLOMA (HND) IN
MASS COMMUNICATION


JULY,  2025



CERTIFICATION
This is to certify that this research work has been read and approved by DEPARTMENT OF MASS COMMUNICATION, KWARA STATE POLYTECHNIC, ILORIN as having satisfied part of the requirement for the award of Higher National Diploma (HND) in Mass Communication.


________________________				_______________
MALLAM IBRAHIM A.A					DATE
(Project supervisor)


________________________________		        		   __________________
MR. OLUFADI	 B.A						DATE
(Project coordinator)


_______________________				_______________
MR. OLOHUNGBEBE F.T.				DATE
(Head of Department)
  

DEDICATION
I dedicate this project work to Almighty God for His protection, guidance and inevitable mercy over my lives throughout the research work. We also dedicate it to my able parents Mr. and Mrs. Abdulwaheed for their supports morally, financially and spiritually over my course of study.
 


ACKNOWLEDGMENT
All praises, adoration, glorification and endurance be to glorified God, the uncreated creator who created the created creatures. He who has given me the privilege to finish my HND programme.
I remain indebted to my gem who has touched my life by his series of counseling and academic performance, is no other person but my able, dynamic, brilliant, intelligent, courageous, and panacea of our time, my supervisor, Mallam Ibrahim A. A, because without him this project will not be successful.
I have the singular honour to thank and appreciate my dearest parents: Sheikh Abdulwaheed Arikewusola and Hajia Fadhidat Arikewusola and my lovely brother comrade Kamaldeen Jadesola, May Almighty God give me the blessing to redeem my bond for them. I acknowledge with gratitude the immeasurable effort of my brother, marvellous Sheriffdeen Arikewusola, Eminent Abduljeleel Arikewusola and Prominent Sofiyullah Arikewusola for their support to complete this project.
I remain grateful to my honorable HOD of this great department (mass communication) in person of Mr F. T Olohungbebe and all the lecturers in my department, May God bless them abundantly. Lastly,  depth of appreciation is due to my friends Mr. Abdulrasaq, Hajia Barokah and Comrade Abdulwaheed Onilaru and others, may Almighty God help us all in our professions (Amen).  cx

TABLE OF CONTENTS
Title Page									i	
Certification									ii
Dedication									iii
Acknowledgments 								iv
Table of Contents 								v
CHAPTER ONE: INTRODUCTION
1.1	Background to the study						1
1.2	Statement of the  problem					5
1.3	Objectives of the Study						6
1.4	Research Questions						7
1.5	Significance of the study						7
1.6	Scope of the study							9
1.7	Definition of  Terms						10
CHAPTER TWO: LITERATURE REVIEW
2.1	Introduction								11
2.2	Theoretical Framework						12
2.3	Conceptual Framework						16
2.4	Empirical Studies 							26
CHAPTER THREE: RESEARCH METHODOLOGY
3.0	Introduction								32
3.1	Research Design 							32	
3.2	Population of the study 						32
3.3	Sample size and  Sampling Technique				32
3.4	Research instrumentation					34
3.5	Validity of the Research instrument				33
3.6	Data Collection Method 						34
3.7	Method of data analysis 						34
CHAPTER FOUR: DATA PRESENTATION AND ANALYSIS
4.0	Data presentation							35
4.1	Analysis of research question					35
4.2	Analysis of Demographic						36 
4.3	Discussion of findings						44
CHAPTER FIVE: SUMMARY, CONCLUSION AND RECOMMENDATIONS 
5.1	Summary								45
5.2	Conclusion								45
5.3	Recommendations							46
References 								48
Questionnaire 							53 





CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
	The advent of the internet has transformed the way political campaigns are conducted globally, with Nigeria being no exception. In recent years, digital platforms have become crucial in shaping public opinion and influencing voter decisions. According to the Nigerian Communications Commission (NCC), over 100 million Nigerians are now connected to the internet, making it an essential tool for reaching a vast audience (NCC, 2023). Traditionally, political campaigns in Nigeria relied heavily on conventional media like television, radio, and newspapers. However, the 2023 general election witnessed a significant shift toward internet advertising, driven by the proliferation of smartphones and the increased usage of social media platforms such as Facebook, Twitter, and Instagram (Pew Research Center, 2023).
	The 2023 general election marked a pivotal moment in the use of internet advertising by political parties and candidates. Unlike previous elections, this one saw unprecedented digital engagement, with political parties investing heavily in online campaigns to influence voter behavior (Okekc. 2023). Social media platforms were flooded with various forms of advertisements, including videos, info graphics, and memes highlighting the achievements of candidates or attacking their opponents. This digital strategy aimed to reach a broader and more diverse audience, especially the youth, who are the most active users of these platforms. A study by the Pew Research Center found that the majority of Nigerian voters, particularly those aged 18 to 35, were influenced by online political content during the campaign period (Pew Research Center, 2023).
	Globally, the trend of using internet advertising in political campaigns has been on the rise, as seen in countries like the United States, where internet advertising have become a significant part of campaign spending (Smith, 2023). In Nigeria, political parties have recognized the internet's potential to connect with younger voters, who make up a substantial portion of the electorate. The NCC reported that internet penetration in Nigeria reached 51% by 2023, with a considerable number of users being young, tech-savvy individuals (NCC, 2023). This demographic shift has made online platforms a crucial battleground for political campaigns, as they offer a direct and cost-effective way to engage with voters.
	One of the key advantages of internet advertising in elections is its capacity for targeted messaging. Unlike traditional media, which disseminates a single message to a broad audience, digital advertising allows political campaigns to tailor their messages to specific voter segments based on interests, online behavior, and demographics (Adewale, 2023). This micro-targeting strategy was evident in the 2023 general election, where candidates utilized data analytics to identify potential supporters and address their specific concerns, such as unemployment, insecurity, and economic challenges. This personalized approach not only increased the effectiveness of the campaigns but also enhanced voter engagement, as individuals felt that their specific issues were being acknowledged.
	Despite the benefits, the use of internet advertising in political campaigns has also raised concerns about the spread of misinformation. The 2023 general election was marred by the proliferation of fake news and misleading content, which were used to manipulate voter perceptions (Ezc, 2023).
	Social media platforms, where much of the internet advertising occurred, became hotspots for spreading unverified claims and manipulated images aimed at discrediting opponents. This issue of misinformation has sparked debates about the ethical implications of digital political advertising and the need for stricter regulations to maintain the integrity of the electoral process (Okeke, 2023).
	Voters found it challenging to differentiate between factual content and propaganda, leading to confusion and potential manipulation of their choices.
	Another factor that influenced the effectiveness of internet advertising during the 2023 general election was the level of digital literacy among the electorate. While internet access is widespread in Nigeria, many users lack the skills needed to critically assess the credibility of online content (Musa. 2023). This digital literacy gap was exploited by political parties, which used sensational and emotionally charged content to sway voter opinions. The widespread sharing of such content,
especially on platforms like WhatsApp, a popular communication tool in Nigeria, played a significant role in shaping voter perceptions and decisions. The lack of critical evaluation skills among many internet users made them more susceptible to manipulation by targeted political ads (Musa, 2023).
	The financial implications of internet advertising in elections are also significant. Digital campaigning requires substantial investments to effectively reach and engage with the electorate. During the 2023 general election, candidates allocated considerable portions of their campaign budgets to online advertising, including sponsored posts on social media, Google ads, and collaborations with influencers (Okoro, 2023). This investment helped amplify the candidates' messages, reaching millions of potential voters who might not have been accessible through traditional methods. The heavy spending on internet advertising reflects the increasing monetization of political campaigns, where visibility and engagement on digital platforms can translate into electoral success.
	Moreover, the interactive nature of internet advertising offers a unique advantage over traditional forms of campaign communication. Social media platforms allow for real-time engagement between candidates and voters, fostering a sense of involvement and transparency (Smith, 2023). During the 2023 general election, many candidates utilized live streams, and interactive polls to directly connect with voters, address their concerns, and gather feedback. This two-way communication helped build trust and provided candidates with insights into voter sentiments, enabling them to adjust their campaign strategies accordingly.
	The role of internet advertising in shaping the outcome of the 2023 general election demonstrates the growing influence of digital media in Nigeria's political landscape. As internet access continues to expand, political parties are expected to increasingly rely on digital strategies to engage voters and influence their choices (Adewale, 2023). The significant impact of internet advertising on voter behaviuor highlights the need for a deeper understanding of its effects'on electoral outcomes, There is a growing call for research and policy interventions to address the challenges posed by digital
campaigns, particularly the issues of misinformation and the digital divide among voters (Eze, 2023).
	Moreover, the 2023 general election underscored the transformative role of internet advertising in shaping the electorate's choice of candidates in Nigeria. The shift from traditional media to digital platforms has fundamentally changed the dynamics of political campaigning, making internet advertising a key tool for influencing voter behavior. While the benefits of targeted messaging and real-time engagement are clear, challenges such as the spread of misinformation and low digital literacy among voters persist. As Nigeria's political landscape continues to evolve, addressing these challenges will be crucial to harnessing the full potential of internet advertising in future elections
1.2 Statement of the Problem
	The increasing use of internet advertising during political campaigns has raised concerns about its impact on the electorate's decision-making process. In the 2023 general election, Nigeria witnessed an unprecedented surge in online political advertisements. This shift from traditional campaigning methods brought about several challenges, including the spread of misinformation, manipulation of voter perceptions, and an overreliance on targeted ads that exploited the electorate's lack of digital literacy. Many voters were exposed to misleading content, fake news, and biased advertisements designed to manipulate their choices rather than inform them objectively. The rapid dissemination of such content through social media platforms created a situation where voters struggled to differentiate between accurate information and propaganda, potentially leading to misinformed electoral decisions. This problem highlights the need for a critical assessment of the effectiveness and consequences of internet advertising on voter choice, especially in a developing democracy like Nigeria, where internet penetration is growing, but digital literacy remains low.
	This study aims to investigate the effect of internet advertising on the electorate's choice of candidates in the context of the 2023 general election. By focusing on this specific case, the research seeks to understand the extent to which online political advertisements influenced voter behavior, swayed opinions, and potentially altered the election's outcome. The study will address
this problem by analyzing the types of internet ads used, the strategies employed by political parties, and the overall impact on voter decision-making. Through surveys, interviews, and data analysis. the study intends to provide insights into the effectiveness of these digital campaigns and identify the challenges posed by misinformation and biased advertising. Ultimately, the findings could help inform policymakers, campaign strategists, and voters about the implications of internet advertising in elections and suggest ways to improve digital literacy and regulate online political content to ensure a fairer electoral process.
1.3 Objectives of the Study
	The primary objective of this study is to evaluate the effect of internet advertising on the electorate's choice of candidates during the 2023 general election in Nigeria. The specific objectives include:
i. To examine the extent to which internet advertising influenced voter behavior and decision- making during the 2023 general election.
ii. To identify the types of internet advertisements used by political candidates and parties in their campaigns and assess their effectiveness in reaching the target audience.
iii. To analyze the role of social media platforms in disseminating political advertisements and their impact on shaping voters' perceptions and choices.
iv. To investigate the prevalence of misinformation in online political ads and its effect on the electorate's ability to make informed decisions.
v. To assess the level of digital literacy among voters and its impact on their susceptibility to manipulation by online political advertisements.


1.4 Research Questions
Based on the objectives of the study, the following research questions have been formulated:
i. To what extent did internet advertising influence voter behavior and decision-making during the 2023 general election in Nigeria?
ii. What types of internet advertisements were used by political candidates and parties during the 2023 campaigns, and how effective were they in reaching the target audience?
iii. How did social media platforms contribute to the dissemination of political advertisements, and what impact did this have on shaping voters' perceptions and choices?
iv. What is the prevalence of misinformation in online political advertisements, and how did it affect the electorate's ability to make informed voting decisions?
v. How does the level of digital literacy among voters affect their susceptibility to manipulation by online political advertisements during the election?
1.5 Significance of the Study
	This study is significant because it addresses the growing influence of internet advertising on political campaigns, particularly in the context of Nigeria's evolving democratic process. As the country experiences increased internet penetration and digital engagement, understanding the impact of online political advertisements becomes essential. By examining how internet advertising influenced voter choices during the 2023 general election, this study provides valuable insights into the changing dynamics of political communication. The findings could help political parties, campaign strategists, and candidates better understand the effectiveness of digital campaigning strategies and adapt their approaches to align with the electorate's preferences and behavior. Moreover, the study is valuable for policymakers and regulatory bodies, such as the Independent National Electoral Commission (INEC) and the Nigerian Communications Commission (NCC).
	The rise of misinformation and fake news during the 2023 general election highlights the need for regulatory frameworks that can mitigate the spread of false information online. By investigating the prevalence and impact of misinformation in political advertisements, this research can inform. policy recommendations to improve the transparency and credibility of internet advertising. It can also guide the formulation of guidelines for political campaigns, ensuring that digital ads are used ethically and do not mislead or manipulate voters.
	The study also holds significance for enhancing voter education and digital literacy among the Nigerian electorate. As internet use grows, many voters are increasingly exposed to political content online, but not all have the skills to critically evaluate the information they encounter. By exploring
the impact of digital literacy on voters' susceptibility to manipulation by online ads, this research highlights the need for voter education programs that focus on developing critical thinking skills and media literacy. Empowering voters to recognize and question biased or misleading advertisements can lead to more informed decision-making, ultimately strengthening the democratic process.
	Finally, the study contributes to the academic field of political communication by expanding the body of knowledge on the effects of internet advertising in emerging democracies. While extensive research has been conducted in Western contexts, there is limited empirical evidence on how internet advertising influences voter behavior in African countries like Nigeria. This research fills a critical gap by providing data and analysis specific to the Nigerian political environment, offering a foundation for future studies in similar settings. By understanding the unique challenges and opportunities posed by digital campaigns in Nigeria, scholars can develop theories and frameworks that better explain voter behavior in the context of rapidly changing digital landscapes.
1.6 Scope of the Study
	This study will be geographically limited to Ilorin, the capital city of Kwara State, Nigeria. Ilorin has been chosen as the focus area due to its diverse population and significant internet penetration. which makes it an ideal location for examining the effects of internet advertising on voter behavior. The city is a political hub within the state, attracting various campaign activities and digital outreach efforts during elections. By concentrating on Ilorin, the study aims to provide a detailed analysis of how internet advertising influenced the electorate's choice of candidates in a specific urban context within Kwara State.
	Contextually, the study will explore the use of internet advertising by political parties and candidates during the 2023 general election in Ilorin. It will focus on various forms of digital ads, including social media posts, sponsored content, video advertisements, and targeted online campaigns aimed at influencing voter behavior. The time scope of this research will cover the period from January 2022 to March 2023, encompassing the pre-election buildup, peak campaign activities, and the election itself. This timeframe will allow for a comprehensive examination of the strategies used in digital political advertising and their impact on voters' choices during the 2023 general election in Ilorin.


1.7 Operational Definitions of Terms
Internet Advertising: Refers to the use of digital platforms, such as social media sites (Facebook, Twitter, Instagram, etc.), websites, and online video ads, to promote political messages, candidates, or parties to the electorate. In this study, it specifically involves advertisements created for the 2023 general election to influence voter choices.
Electorate: The group of eligible voters in Ilorin, Kwara State, who participated in the 2023 general election. This includes registered voters with the legal right to vote in the election.
Voter Behavior: The patterns, decisions, and attitudes exhibited by voters in Ilorin in response to internet advertising during the 2023 general election. This term focuses on how internet ads impacted the way voters chose candidates
Political Candidate: An individual who contested for an elected position in the 2023 general
election in Nigeria. This could include candidates running for presidential, gubernatorial, or legislative positions.
General Election: A general election refers to an election in which voters choose their representatives for key political offices. In the context of the 2023 general election in Nigeria, it involves the selection of individuals for positions such as the presidency, national and state assemblies, and governorship.



CHAPTER TWO
LITERATURE REVIEW
2.1	INTRODUCTION
	Discussions on political advertising is domiciled in the mainstream political marketing politics literature, which is a branch of social marketing (Achor, 2002; Achor, Nwachukwu and Nkwocha, 2015). The domain of political advertising is eclectic and draws extensively from different disciplines such as political science, management, communication, marketing, public relations, and orthodox advertising, etc( Achor and Moguluwa, 2012; Anyanwu,2012). 
	The common denominator of all the knowledge drawn from these disciplines anchor on the premise that political advertising influences attitude, behavior and acts as a tool for mobilization of the electorate to participate in politics or political processes, for example supporting or voting a particular political candidate during elections. The diagram (Figure1) below captures the idea expressed above as it depicts a conceptual framework/model of political advertising and voter choice interface. The diagram depicts that the purpose of political advertising is not only to influence attitude or change behavior of a subject or object towards a candidate or political party, but a potent tool to market a policy and even a government. The political advertiser (e.g. political candidate, political party, etc), engages professional political communicators that craft the messages in line with the objective of influencing behavior and attitude or winning voter support. Political advertisements are disseminated via different mainstream advertising media and social media platforms. The received message falls within one of the three voter cognitive compartments: latitude of acceptance, latitude of rejection and latitude of non commitment. The message received in any of the compartment is meant to either influence voter choice of candidate depending on the already held belief, attitude or behavior of an individual voter. A voter’s evaluation of political message can reinforce his/her already held belief towards ‘‘candidate A’’ or entirely influences it. As such, if the evaluation supports its views in the latitude of acceptance, the voter votes or supports a particular candidate. The reverse is the case if the message reinforces the voter’s view s of being apolitical and this falls within the voter’s latitude of rejection. However, when the message which falls on the latitude of non commitment does not relate to any acceptable views or held belief of the voter, the voter declines voting or withdraws its support for a candidate. This particular scenario calls for deepened approach that could sell leadership qualities of a candidate or his views on contentious national and local issues as well as approaches that de-market alleged negative character of a political candidate, which inhibits voters’ choice. As the curtain is drawn, the message of this diagrammatical conceptual framework of political advertising and voter choice interface is that behavior change, influence and adoption of the right attitude/character are the core, and the bottom-line of political advertising. Above all the political advertising must be seen as voter or electorate- focused/driven, and at the same time offering and securing approval of ideas of value with the voter.
2.2	THEORETICAL FRAMEWORK
2.2.1	Agenda setting theory 	
	There are several theoretical constructs that underpin political advertising. The affective component of advertising effect explains how voters assess political candidates, based on the message content; while the cognitive effect of candidate’s identification and association with specific persuasive idea is measured rather than candidate evaluation for election. There is also the media agenda effect on political advertisement, which provides voters with what to think about (McCombs 1981). It offers information designed to create awareness and influence voter behavior. According to Miller (2003) it is the information provided that facilitates public agenda, which makes voters engage in discussions as to which candidate has a better political manifestoes for a possible selection at election (Owuamalam, 2014). Two theories underpin this study and are adopted as the theoretical framework. The first theory is the limited effects theory propounded by Fox and Van sickle (2001) and popularized by other communication and communication scholars (Nwosu, 2001). The “limited effects” theory also assumes that the voting public uses the media for information, but it argues that individuals evaluate that information in the context of what they know from other sources – such as direct contact, friends, opinion leaders etc. these pre-existing and more-or-less independent impressions are believed to constituted powerful influences with which media images must contend in the competition for influencing the voters’ views of the candidates. Under these circumstances, the effects of the mass media are expected to be present, but limited.
2.2.2	Social Judgment theory 
	The second theory that underpins this study is social judgment theory propounded by Muzafer Sheriff and his Associates in 1961. The theory postulates that individuals interpret messages based on their orientation towards the subject being discussed, and their attitudinal composition. In social judgment theory (SJT), a message is accepted or rejected based on the cognitive map of the receiver and on the receiver’s ego- involvement, particularly if it falls within one’s latitude of acceptance. The SJT believes that individuals have three cognitive compartments where they locate both the received message and formed attitude. These compartments include: (i) Latitude of acceptance (ii) Latitude of rejection, and (iii) Latitude of non- commitment.In the context of our discussion, the latitude of acceptance compares messages that are ordinarily acceptable to the electorate; the latitude of rejection refers to messages that are considered unacceptable, for example when the electorate discover that messages are pure negative propaganda (Achor & Moguluwa, 2012). The latitude of non-commitment describes messages which the electorates are indifferent about, that is they may accept or reject them. The SJT proposes that political marketing communicators/persuaders must carefully consider the pre-existing attitude the electorate/audience might hold about any political issue before crafting a message” (Achor & Moguluwa, 2012). It is assumed that political messages of the two gubernatorial candidates during/prior to the governorship election were crafted to influence the attitude and beliefs and values of the electorate. The voter is bound to reject them or accept them. The electorate (receiver) after some thought process on the persuasive advertisement should believe or not that the political candidate or political party being advertised is superior to other competing candidates or parties, which will make them continue to support the candidate or decide to vote for the candidate in the election. Below is a theoretical model derived from the theoretical framework linking advertising, Unique selling proposition (USP) and voting pattern/choices.
	The theoretical model linking advertising, unique selling proposition (USP) and voting pattern/choices is distilled from the key message or ideas of the two theories underpinning the study- the limited effects theory and social judgment theory (SJT). In the model, the political advertisers (candidate) through the advertising process initiated by its hired advertising professional develop ad objectives which anchor on single unique selling proposition (USP). The USP is meant to drive the key ad messages that influence voters’ choice or voting pattern; it is carried by different mainstream media and the new (social) media platforms. Instead of believing or taking these media messages about the political candidate A or B ‘hook, line and sinker’, the voting public and/or the individual voter opt to verify these Ad messages in their cognitive compartments through evaluation process. The voting public evaluates the information in the context of what they know from other sources such as direct contact, friends, opinion leaders, etc thereby limiting the effect of the mainstream media that usually set the agenda for public discussion or provide information which often times are relied on by the public. More importantly, the messages of the media or information concerning the political candidate carried in the mainstream advertising media and social media are reconciled through proper evaluation of the Information gotten from other sources before decision on choices of candidate are made.
2.1.3	Uses and Gratifications Theory
This theory proposes that voters actively seek out internet advertisements to gratify their needs, such as information seeking or entertainment ¹. Advertisements that effectively meet these needs can increase voters' engagement and influence their candidate preferences.
These theories provide insights into how internet advertisements can shape electorate choice of candidate. However, it's essential to note that the effectiveness of these advertisements depends on various factors, including the quality of the advertisement, the target audience, and the broader political context.


2.3	CONCEPTUAL FRMAWORK
2.3.1	Concept of political advertising
	Political advertising, takes its roots and/or draws from the orthodox advertising, which is any communication paid for, directed at a target audience, through the various mass media with the main aim of creating awareness about goods and services and also selling a candidate. From the brief introduction it is right to say that political advertising is a tributary of the orthodox advertising. Political advertising could be seen as an aspect of marketing politics just like orthodox advertising is an aspect of orthodox marketing, promotional or marketing communications tool (Nwosu, 2003; Nwosu and Nkamnebe, 2006). Robbs (2009) gives a narrow conceptualization of political advertising by limiting it only to “the use of media by political candidates to increase their exposure to the public”. Ansolabere and Iyenga (1995) share similar view with Robbs. They say that political advertising has become a veritable tool for selling candidates of political parties during election campaigns”. Samila (2003) gives credence to the preceding views by describing advertising and public relations as taken the centre stage of promotion of political candidates and parties vying for different political positions during campaigns”.
	Other scholars have described political advertising based on nomenclature of the message content. Anchoring on this notion, political advertising refers to messages whose content is political and presented to influence voters’ behavior through its perceived persuasive impact (Owuamalam, 2014). Expanding this view, Owuamalam (2014) asserts that “It harasses the guards of the electorate as it seeks endorsement from voters at election periods, like the proposed March 28, 2015 presidential election in Nigeria”. It is the proposal contained in each candidate’s advertisement that separates them as competitors, within the same political constituency. The offer represents bait which dangles speculations as realities within the ambit of issue management for mind persuasion, through the provided information. ‘‘The message is paid for as communication, targeted at voter consideration for choosing a candidate at the election”. A cursory analysis of the various descriptions of the concept of political advertising limits it to a form of advertising used to persuade the electorate to vote for a candidate of their choice during elections. To the authors of this article, political advertising is a broad concept that operates beyond canvassing votes for a political candidate or selling a candidate to the prospective voters, but extends to employing various forms of advertising techniques and strategies to market government policies, programmes or drums support for governments decisions that impact the entire citizenry. It has been widely used to mobilize support for a particular government and also to effect attitudinal and behavioural changes amongst communities of people who are apathetic about government genuine concern for community development etc. (Achor 2002; Achor and Okoye, 2015) Achor and Moguluwa 2012).
2.3.2	Taxonomy of Political of Advertising.
	Political advertising has been classified in different categories. Udeze and Akpan (2003), Olujide, Adeyemi and Gbadeyan(2011) classified it into three categories namely political (advert) advertisement; contrasts (advert) advertisement, and negative or attack advertisement. According to Johnston and Kaid (2002) political advertising can be classified into two: image advert (advertisement) and issue advert or advertisement. For proper understanding of typologies of political advertising as it relates to the study, political advertising can be categorized according to the purpose for which the advertising campaign is intending to achieve. Within the broad purpose classification we have the following typology of political advertising:
i .     Attack Ads/Negative Campaigning Advertisement. Attack advertising or knocking copy or attack copy is a variant of positive and image/credibility building advertising. Attack adverts are meant to attack opponent of a candidate in other to smear his/her image (Achor and Moguluwa 2012; Achor, Nwachukwu and Udensi, 2016). Negative advert contains only negative statements about the opponent and nothing positive about the candidate (Goldsten and Freedman 2002; Lau and Sigelman 2000; Opelbi 2006; Olujide et al 2011; Udeze and Akpan, 2014). An attack ad is advertisements (true or untrue) meant to attack another candidate or political party, and is often part of negative or smear campaigning. This typology of political advertisement featured prominently in the US election period of the 1960, 2000s (Newman, 2001)
	In Nigerian political terrain, politicians and political candidates deploy negative ad campaign in various forms. As documented by Achor and Moguluwa (2012), prior to 1999 presidential election the two prominent presidential candidates, Chief Olusegun Obasanjo of the Peoples’ Democratic Party (PDP) and Chief Olu Felea of the All Nigerians Peoples Party (ANPP) deployed the arsenal of negative advertising. This trend continued through 2003 and 2007 general elections and 2011-2014 elections, as political parties and their candidates attack the opposition parties or opponents in the elections.
	This negative campaigning or attack Ads were visibly deployed by Governor Okorocha and chief Ihedioha electioneering campaign advertisement. In one of the Ihedioha’s advert, he accused the incumbent governor of running of a government of “familocracy” (i.e. a government for the governor, his family members, friends and cronies). The adverts were meant to persuade Imo people to vote against that kind of government but vote for him who represent “government of the people and by the people, and for the people”. Okorocha’s campaign team capitalizes on the failings of PDP at the centre and the past PDP regimes in Imo State to clamour for change. This made Okorocha to anchor his campaign slogan or unique selling proposition, “Rescue Mission” in the 2011 governorship elections, and ‘industrialization, ‘industrialization, factories’, factories’ in 2015 governorship election. In sum, “negative campaigning or Ad/attack copy is trying to win an advantage by referring to negative aspects of an opponent or policy rather than emphasizing one’s own positive attributes or preferred policies”. Negative campaigning can come in form of word-of-mouth rhetoric which smears an opponent. It can also be in form of printed words.
a.	Contrast Adverts (Advertisement).
	The purpose of this category of political advertisement is to make comparison of a candidate’s opponent attributes, opinion on issues, policies and personality. Often times due to the way political advertisers and their consultant craft the messages, it usually contains both negative and positive statements about the opponents. Somehow it employs attack ads that criticize both issues as well as the opposition candidates, and often do so by contrasting with their own (Wikipedia 2008), cited by Anyanwu (2012). This type was also effectively used by two heavyweight guber candidates in Imo State.
b.	Pure and Clean Purpose Advert.
	This kind only adopts clean words or pure languages/statements that either introduces or sells the candidate to the voting public or electorate. Here opponents names are not mentioned neither are they compared with political advertiser” (candidate or political party). The use of poster and jingles are two most used vehicles or media used to deliver such messages to the recipients. The essence of this kind of advertising is to create awareness about the candidate and political party he/she is vying for elective position. This type provides information about the candidate and persuades various classes of the voting publics to endorse the candidate as their choice in an election. These types were extensively used by both the PDP and APC governorship candidates in Imo State prior to the 2015 gubernatorial election.
c.	Image Advert
	This type draws from political public relations which try to create favourable image and build reputation for the political candidate or its political party. The purpose is to paint a good picture of a political candidate in the mind of voters. This can be done through mounting publicity/promotional campaign aimed at creating awareness of the achievement of a political aspirant, candidate or government with a view of winning support of the majority of the citizenry or electorate. This kind of political advertising is common in Nigeria political landscape. It can be delivered through newspapers, news magazines, advertorials, special features and documentaries. When politicians or candidates use image advertisement they are trying to sell themselves or personality to the electorate. They provide information about the object or person so that voters can make informed voting decision.
d.	Issues Advert
	This draws attention of the masses concerning where a candidate or person stands on issues or specific issues of national importance. This type of advert was massively used by Senator Ben Bruce during and after electioneering campaign in 2015 National Assembly election. He drew and continues to draw his constituents’ and indeed Nigerians’ attention of his stand on reducing poverty, hunger and deprivation in the oil rich Niger Delta. He also made a case for no or reduced gas emission and proposed electronic vehicles or cars as a way of reducing energy crisis in Nigeria. Through his slogan ‘Just want to make common sense’ he was able to drive home his point” .Governor Rochas Okorocha of Imo State also adopted this strategy by stating his stand on revamping the educational sector in Imo State. He also made his stand known on agriculture and industrialization. This was meant to educate the masses on’ why’ they should vote for him or support his government. His opponent Chief Ihedioha was also vocal on the issue of running a transparent and all-inclusive government. Both candidates used word-of-mouth to make their stand known. Their views were used as excerpts in poster advertisements, newspapers and news magazines headlines.
	Candidate marketing and the use of Unique Selling Proposition (USP): The Case of Kwara State Gubernatorial Candidates’ Political Advertising.
	Scholars have adopted different approaches in defining candidate marketing; this is because of the interdisciplinary and eclectic nature of political marketing. Each scholar tries to reflect its parent discipline in its definition. This study adopts the ‘marketing politics definitional approach’ widely promoted by Achor (2007, 2011); Achor and Moguluwa (2012); Moguluwa and Achor(2013). According to marketing politics definitional perspective, candidate marketing is a specialized aspect of marketing politics which specifically aims at promoting, selling or marketing a political candidate or aspirant through the integration of marketing, public relations, advertising strategies, etc (Achor and Moguluwa, 2012, Moguluwa and Achor,2013). It can also be described as “marketing good qualities of a candidate through personality profiling, image/reputation research and management, opinion audit and personality packaging, etc. in order to secure the support of party members or the electorate before, during and after elections or any political mobilization campaign (Achor, 2011; Moguluwa and Achor 2013). One key objective of those who engage in candidate marketing is to secure a cross sectional endorsement of the candidacy of an aspirant/candidate, either at the party or society level. A critical observation of the Nigerian political terrain shows that securing the endorsement of political candidate’s candidacy across sectoral divisions is done through various political communication platforms. Political advertising is one of those key communication strategies/ platforms used in achieving the goals of candidate marketing. To effectively utilize political advertising in candidate marketing, the political advertiser (candidate) through its consultants or campaign team needs to engage into opinion poll and image research to discover the image and reputation profile of the candidate. The surveys will help to anchor the candidate’s message to a unique selling proposition. The unique selling proposition, according to Ozoh (2013) is an identifiable, highly competitive advantage inherent in one brand and which can be asserted over and above competition. “It represents the offer which a candidate, as a brand in the political market, makes to the electorate as reason for seeking votes at election” (Kaid, 1991).
	The unique selling proposition has been described as that which provides the information or message which voters require as justification to vote at an election. Nwosu (2003) supports this idea as he reports that “USP is the fulcrum on which persuasive communication that drives any political advertising revolves. It is the USP that directs the ad message which serves as the major plank for attracting voter attention, arousing voting disposition and facilitating favourable patronage at the specified election. A unique selling point is not a chance event; it is guided on series of opinion polls and other forms of researches conducted by political marketing campaign professionals. In support of this notion, Butter and Collins (1994:19) observed that “the candidate uses marketing professionals to convince the voters to vote for him or her and to buy into his or her vision for the country in question”. Newman (1999) shares similar view as he observes that “it takes a good marketing researcher, media strategist and other stable consultants to effectively market a candidate” .According to Newman (2001) one of the political marketing guidelines that should be adopted during elections which will go a long way to market a candidate is using one central vision to connect to the candidate’s issues and personality. This guideline helped in fine-tuning the unique selling proposition of the political advertising used in marketing the two candidates understudy. The political advertising strategies and indeed the entire political marketing strategies used by Owelle Rochas Okorocha and Chief Emeka Ihedioha were anchored on deepening the economy of the State through provision of factories or industries (industrialization) thereby creating jobs for the teaming unemployed youths. Unlike Rochas USP in the 2011 election, where the message was anchored on “Rescue Mission”. Rochas Okorocha used the Rescue Mission as a leeway to getting endorsement of various elite groups, community leaders, women groups, students, civil society organizations, churches, etc. The Rescue Mission was also a platform to launch his second term bid. Since according to his supporters Imo State was eventually rescued so, he (Rochas) needed to industrialize Imo State and return it to the part of progress. All the advertising campaign of Governor Okorocha reflected the USP – Rescue Mission and industrialization. Perhaps these USPs helped in selling him or candidacy to the electorate. Though, this is subject to the empirical investigation, which this study intends to do.
2.3.3	The challenge of political persuasion
	Our goal is to understand the extent to which digital political advertising affects vote choice. On the one hand, campaigns and outside groups spend enormous sums of money to deliver advertisements to citizens as they use their digital devices. In 2018, the year this study was conducted, Facebook reported that $400 million was spent on political advertising on its platform (Fowler et al., 2018). Across platforms, the amount spent on digital political advertising continues to grow (Homonoff, 2020) On the other hand, the academic literature abounds with skepticism about the persuasive effects of political advertisements in general, regardless of format. The experimental evidence assembled by Kalla and Broockman (2018) shows that, across multiple channels of communication, the persuasive effects of political messaging are close to zero in the context of general elections. Kalla and Broockman’s assessment is stark: “When we focus on the choices voters actually make on election day in a general election, we find that any early persuasion has decayed and that any persuasion near election day fails reliably.” This summary conclusion is echoed by Coppock et al. (2020), who measure the (evidently small) effects of dozens of 2016 presidential television ads using survey experiments conducted over the course of the election.
	All studies of the effects of advertising on vote choice face the fundamental data challenge that individual-level vote choice is not observable. Scholars have often addressed this difficulty by substituting survey measures for vote choice. For example, Gerber et al. (2011) examined the effects of television ads on favorability ratings of the advertising candidate and self-reported vote intention. Broockman and Green (2014) collaborated with political campaigns to evaluate the effectiveness of Facebook ads on attitudes toward the candidates. The treatments were deployed on Facebook, with outcomes measured by a polling company shortly thereafter. In two experiments, they find that ads for a Republican state legislative candidate have no discernible effects on voters’ attitudes toward the candidate or vote intention (estimate: 1.6 points, SE: 1.4 points). Because these survey measures are likely correlated with actual vote choice, they come close to measuring the main object of interest—the effect of ads on vote choice—but do so only for the segment of voters who are willing to respond to surveys. Similarly, Turitto et al. (2014) use survey outcomes to measure the persuasive effects of a digital advertising campaign, cluster-assigned at the municipality level. Owing to the relatively small number of clusters, the point estimate (1.1 points, SE: 2.1 points) cannot be distinguished from zero.
	As noted by Arceneaux (2005), since precincts are the lowest level of aggregation at which vote choice is observed, treatments must be assigned at the precinct level or higher to study the effects of treatments on vote choice measured at the ballot box. Arceneaux points out that some of the power loss due to cluster random assignment can be offset by adjusting estimates using the detailed pretreatment covariate information available about each precinct from historical election returns. In that study, voters in randomly selected precincts in Kansas City, Missouri were cluster-assigned to receive visits from door-to-door canvassers urging support for a ballot initiative. Hager (2019) used an analogous precinct-randomized design to study the electoral effects of Christian Democratic Union (CDU) Facebook advertisements during Germany’s 2016 election. Treatment localities were assigned to either emotional or fact-based ads, while the control localities were assigned to no ad at all. Pooling over the treatment arms, the average treatment effect estimate on CDU vote share was 1.7 percentage points (SE: 1.2 points). Covariate adjustment does increase the precision of the estimate, but it diminishes in size and remains statistically insignificant at 0.9 points (SE: 0.6 points).
2.4	Empirical Studies
	The impact of internet advertising on voting behavior has become a crucial area of study in recent years, particularly in the context of presidential elections. A study conducted by Oladipo and Oyebade (2020) investigated the influence of internet advertising on voting behavior in the 2019 Nigerian presidential election. 
	The study employed a mixed-methods approach, combining both qualitative and quantitative data collection and analysis methods. A survey of 1,200 registered voters in Nigeria was conducted, and the data was analyzed using descriptive statistics and inferential statistics. Additionally, in-depth interviews were conducted with 30 political campaign managers and online advertisers. The study found that internet advertising had a significant influence on voting behavior, with 71% of respondents reporting that they were influenced by online ads. 
	Furthermore, the study revealed that social media platforms, particularly Facebook and WhatsApp, were effective channels for political advertising. The study also found that online ads increased awareness and engagement with political campaigns, with 85% of respondents reporting that they were more likely to engage with a campaign after seeing an online ad. Moreover, the study showed that internet advertising was more effective in reaching younger voters, with 60% of respondents aged 18-25 reporting that they were influenced by online ads. 
	The study's findings have significant implications for political campaigns, highlighting the importance of allocating sufficient budget for online advertising and using social media platforms effectively to reach a wider audience. Additionally, the study suggests that political campaigns should tailor their online ads to specific demographics, such as age and location, to maximize their impact. Overall, the study provides valuable insights into the impact of internet advertising on voting behavior and highlights the need for further research in this area.
There are quite a number of scholarly works that have empirically studied influence or effect of advertising on electorate voting patterns and choice of candidate or political aspirants in an election. In Nigeria few of these studies exist. In the study of “Nigerian Electorate’s perception of political advertising and election campaign”, Olujide, Adeyemi and Gbadeyan (2011) conducted in Ekiti State, a substantial proportion of the respondents (52%) were of the opinion that political advertising is not believable and reliable. While a significant proportion believed that political advertising is interesting (88%) and effective on the electorate (64%) and negative advertising should be discouraged (52%). The authors gave reason for this pattern of results. They said that “the main reason for the respondents concluding that political advertising is not believable and reliable may be due to the fact that most of the information used by the contestants or (candidates) sometime is false and deliberately intended to rundown the opposition candidates. The study also revealed that in the last gubernatorial election keenly contested by two dominant parties, the Action Congress AC and the Peoples Democratic Party (PDP), electorate voted based on personality (36%) followed by those respondents that voted based on party affiliation. The study also revealed that most of the respondents got the information they needed for voting from political campaigns and speeches (44%), especially those who are party loyalist and some electorates who are undecided but are looking for information that would enable them make a rightful political choice. However, the study revealed that some of the advertising messages (36%) contained less of what they needed.
	A similar study by Udeze and Akpan (2013) showed that all the respondents (120 or 100%) sampled were exposed to political advertising in the 2011 guber national election in Imo State. 50% of the respondents were always exposed to political advertising during the 2011 governorship election while a little above 33% were often exposed to such political advertising. Out of the 120 respondents, only 16.7% were rarely exposed to political advertising. The study also indicated that (100%) of the respondents mainly access political advertising messages through the electronic media, radio in particular. This is in contrast to the Olujide et al (2011) findings that most respondents got the message/information they needed for voting from political campaigns and speeches (44%). Udeze and Akpan’s research findings corroborates the assertion by scholars that in Africa, radio is the major mass medium because it overcomes the triple barrier of illiteracy, language and distances (Nwosu 2003; 2007 Osuji 2001).
	The study also revealed that for political advertising to influence the electorate the message must be accepted as credible. The findings indicate that most of the respondents (58%) believed the messages contain in the political advertisements during the governorship election in 2011 Imo State gubernatorial election. They believed the political messages because of the perceived credibility of the candidates. This finding is in sharp contrast to Olujide et al (2011) findings where over 52% respondents did not believe or found the political advertisement (message) unreliable. Another study by Owuamalam (2014) sampled opinion of 377 respondents to ascertain their level of perception of the television commercials (advertisement) prior to 2015 presidential hopefuls or candidates. The study also evaluated voters’ disposition to select either Goodluck Jonathan of the PDP or the Muhammadu Buhari of the APC, in the March, 2015 presidential election in Nigeria. It was found that voter disposition and behavior were based on how presented political messages related to voter expectation (66%); that the choice of a unique selling proposition in political advertisements is not a major compelling force for candidate selection at election (36.87%). Less than two-fifths or 36.87% were disposed to selecting a candidate based on the presented USP. The study also confirms that voters were able to differentiate Jonathan’s proposal from that of Buhari in their political advertisements (Xcal (53.00) > x tab (5.991). In the study too, no significant relationship exists between the presented proposals and voter propensity for candidate selection (Xcal = 3.01< x tab (5.991).
	Some other studies have evaluated the impact of the use of new media in political advertisement on the electorate. A study conducted in Nigeria by Asemah and Edegoh (2012) investigated the new media and political advertising in Nigeria. Findings show that new media is an important tool for carrying political advertisement (x m=3.7) but do not have positive impact on the electorate because majority of them do not have access to them (4.1). The study also reveals that political advertisement through the new media that attack the opposing candidates and parties usually have more impact on the electorate (x m = 2.0). Unfortunately this study did not say anything on the effect of the new media on the choice candidates by the electorate. Other similar studies have extensively investigated the use of new media in modern political campaign and political marketing. One of these studies revealed that the success of the Obama campaign and his being elected in 2008 and 2012 was as a result of near perfect use of social media. Miller (2013) discovered that over 86% of the respondents sampled to get their opinion on this answered in the affirmative. Also Miller’s study revealed that the success of the Obama campaign and his utilization of new media technology have posed new conundrums (over 78% of the respondents attested to this fact).
Communication scholars have utilized both empirical and non-empirical literature to enhance the understanding of social media's role in political advertising, both within Nigeria and internationally. Metkar and Aade (2020) note that in India, politicians frequently leverage social media platforms such as Facebook, WhatsApp, X, Instagram, and TikTok to interact with voters. Additionally, Ayankoa, Calitz, and Cullen (2015) discovered that in South Africa, the electorate extensively utilized social media to access political messages. Their research also indicated that voters were eager to engage with political information through social media channels. 

Taking a look at the study of ‘Nigerian electorates’ perception of political advertising and election campaign’ by Olujide, Adeyemi and Gbadeyan (2011), a positive relationship is observed between political advertising and electorates’ participation in politics. Similarly, Lin (2014) carried out a study concerning ‘Media use and political participation: the actual and perceived influence of political campaign messages’. In this study, the major objective was to determine the effects of political disaffection, presumed influence, and political efficacy on political mobilization. The study adopted the structural equation modeling technique to analyse questionnaires collected from 311 college voters and discovered that instead of demobilizing turnout, self-reported exposure to political advertisements boosts young voters’ sense of political efficacy and stimulates their political participation by raising the degree to which they perceive that campaign advertisements affect other voters. Supportively, in studying the influence of online and offline news on political participation, Moeller, Vreese, Esser, and Kunz, (2014) concluded that media use is a pathway to political participation through internal political efficacy. A growing body of research seems to agree that political adverts have a positive relationship with electorates’ participation in politics (Olujide et. al, 2011; Lin, 2014; Moeller et. al, 2014; Ojeka and Ajekaiye, 2018). However, this is not the case with other researchers like Durante and Guiterrez (2014), who found that political Ads tend to have no significant impact on voters’ political efficacy (knowledge of candidates’ political message), by extension, political participation. In addition, ads tend to be more effective at convincing individuals that are more educated, and those who voted for the party in the past. This negativity effect of political ads on voters’ behavior was supported by Ojekwe (2016).
2.5	APPRAISAL OF REVIEW
Factors Influencing Electorate Choice
Exposure to political advertising: Studies have found a significant relationship between voters' exposure to political advertising and their choice of candidate.
Unique selling propositions: Voters' choice of candidate can be significantly influenced by the unique selling propositions presented in political advertising.
Message delivery patterns: The way messages are delivered in political advertisements can also impact voters' informed decision-making
	


CHAPTER THREE
RESEARCH METHODOLOGY
3.0	INTRODUCTION
	Research methodology simply refers to the practical “how” of any given piece of research. This chapter of the study covers the methodology adopted in gathering relevant information needed for the actualization of the objective of the study. This chapter is therefore discuss under the heading of population of the study, sample size and sampling techniques, instrumentation validation and reliability of the instrument, method of Administration of the instrument, method of Data Analysis.
3.1	RESEARCHDESIGN
	 According to Agbayewa 2003; Kerlinger, 1966 "Research design is the plan, structure, strategy and investigation adopted to obtain answers to a research question and control variance" Therefore, there searcher will adopt survey research method which will be based on a personally administered questionnaire. The aim of survey is to provide empirical data collected from a population of respondents on which valid conclusions can be made.
3.2	POPULATION OF THE STUDY
 	The population of the study according to Ogile (2005, P.53) “Involves a group of people or aggregate items, things the researcher is interested in getting information from the study”. The population of this study include the dwellers Ilorin east and west local government, including married, single and divorced. 
3.3	SAMPLE SIZE AND SAMPLING TECHNIQUES 
	Sample size are the collection of individuals, subjects, elements and so forth that a researcher intends to use for the study. Therefore the portion of a population selected for a study is known as sample size.
In this research study, the researcher used (100) one hundred person as sample size  which includes the dwellers of Ilorin east and west local government. This serves as the representation of the population to draw more light on the project type and the research method.
 Sampling technique is scientific process of selecting representatives as a study population. The sampling techniques that will be adopted for this study is a random sampling technique in which each member of the sample is give an equal chance of being selected.
3.4	RESEARCH INSTRUMENT
 	Yates et al (2008) sees the instrument of data collection as “the tools, gadgets used by a researcher for a gathering of data which could be primary or secondary”. For the purpose of this study, the researcher used questionnaire in order to collect data. Questionnaire is mostly used in conducting survey as it is as important as the whole research itself.
3.5	VALIDITY AND RELIABILITY OF THE INSTRUMENT(S)
	Validity is a way or mechanism of determining that certain instruments, variables or data can measure what they are designed to measure by a researcher, while reliability on the other hand, is concerned with the consistency of an instrument in measuring what it is designed to measure. The instrument (questionnaire) used is valid because it is the most appropriate instrument for data collection in survey study.
	According to Saadudeen (2015), questionnaire is the best option when a researcher is interested in studying a very large population as it offers uniformity in coding questions.

3.6	METHODS OF ADMINISTRATION OF THE INSTRUMENT(S)
 	The administration of the questionnaire was carried out personally by the researcher, the questionnaire was sought permission of the lecturer and administration of the questionnaire. The questionnaire contained questions which help the researcher to get the right opinion or view of the subjects or respondents. The researcher personally collected the questionnaire immediately the respondents were through with the questions.
3.7	METHOD(S) OF DATA ANALYSIS
	The responses of the questionnaire administered were statistically analyze by researcher using table format. This analysis was what the researcher used to eventually draw up a conclusion on the role of the Nigeria press in the free and fair election in year 2015/2019 election.( A case study of the herald newspaper).


CHAPTER FOUR
4.0	DATA ANALYSIS 
	 Data analysis is the most crucial part of any research. Data analysis summaries collected data. It is a process used by researchers for reducing data to a story and interpreting it to derive insights.
 	In this chapter data are organized into tables so that statically and logical conclusion can be gotten frills the collected data and merit will be discussed. In this research work, the simple percentage tabular presentation in presenting the primary data generated from the field. Doing this would enable easy, convenience, clarity and vetted comprehension The researcher presents all the questionnaire items that would provide answers to the researchers identified problem and all presentations and analysis shall be in conformity with questionnaire items and responses.
4.1	ANALYSIS OF RESEARCH INSTRUMENT  
	Data presentation is defined as the process of using various graphical formats to visually represent the relationship between two or more data sets so that an informed decision can be made based on them. It also refers to the organization and presentation of data into tables, graphs, charts etc. However, the organization and presentation of data shall be according to questionnaire items and responses, in the (20) twenty questionnaire items developed from the three framed researcher questions, the researcher aimed at using them to provide an answer to his topic problem. 
	 A total of one hundred (100) copies of the questionnaire were produced and distributed to the researcher sample populace. All presentations are done in simple percentage tabular mode, while simple descriptive analysis technique was used to describe what items were contained in the tables.

4.2	ANALYSIS OF THE DEMOGRAPHIC SEGMENT AND RESEARCH QUESTIONNAIRE
Table 1: Gender
	categories
	Number of respondent
	Percentage 

	Male 
	71
	71%

	Female
	29
	29%

	Total 
	100
	100%


Source: Field Survey 2025
Table 1 shows that 71 which represent 71% percent of the total respondents are male, while 29 which represent 29% percent are female
Table 2: Age Distribution of the age of respondents 
	Age Range
	Number of respondents
	Percentage 

	Less than 18yrs
	4
	4%

	18-30yrs
	80
	80%

	31-50yrs
	13
	13%

	Above 
	3
	3%

	Total 
	100
	100%


Source: Field Survey 2025
From the table above the range of respondents that fall on less than 18 years are 4 which represent 4% 18-30 years are 80 which represent 80 percent 31-50 years are 13 which represent 13% while above are 3 which represent 3% percent 





Table 3: Educational qualification 
	Educational qualification
	number of respondents
	Percentage (%)

	Informal
	10
	10%

	O`Level 
	46
	46%

	NCE/HND/Bsc
	44
	44%

	Total 
	100
	100%


Source: Field Survey 2025
Table 3 shows that 10 which respondents 10% percent of the respondent are informal, 46 which is 46% percent are Olevel while 44 which is 44% percent are NCE/HND/BSC
Table 4: Religion of respondents 
	RESPONSES 
	FREQUENCY
	PERCENTAGE (%)

	Christianity 
	2
	2%

	Islam
	98
	98%

	Total
	100
	100


Source: Field Survey 2025
Table 4 shows that 2 which is 2% of the respondents are Christian while 98 which represent 98% percent are Muslim
    Table 5: Marital status of the respondents
	Marital status  
	Number of respondents
	Percentage (%)

	Married 
	13
	13%

	Single
	86
	86%

	Divorce
	1
	1%

	Widowed 
	0
	0%

	Total 
	100
	100%


Source: Field Survey 2025
Table 5 shows that 13 which is 13 percent are married, 86 which is 86% percent are single and 1 which is 15 percent is divorced.
Table 6: Do you knew herald newspaper?
	Categories 
	Num of respondent
	Percentage

	Yes
	73
	73%

	No
	27
	27%

	Total
	100
	100%

	
	
	


Source: Field Survey 2025
Table 6 shows that 73 which are which is 73% of the total respondent say yes  and 27 which is 27% percent of the respondent replied No.
Table 7: Have you ever reads through it content?
	Categories
	Number of respondent
	Percentage

	Yes
	65
	65%

	No
	35
	35%

	Total
	100
	100%


Source: Field survey, 2025
Table 7 shows that 65 which represents 65% present of the respondents replied yes while 35 which is 35% percent of the respondents replied No.
Table 8: How often do you need it content?
	Categories
	Num of respondents
	Percentage

	Very often
	42
	42%

	Quite often
	13
	13%

	Not often 
	20
	20%

	Not at all
	15
	15%

	Total
	100
	100%


Source: Field survey, 2025
From table above, the range of respondent that read it content very often are 42 which is 42% percent, the respondent  that read it quite often are 13 which is 13% percentage not often are 20 percent while are 15 each is 15%  percent.
Table9: Do you  come across compaign on electorate choice of candidate?	
	Categories
	Number of respondent 
	Percentage

	Yes
	82
	82%

	No
	18
	18%

	Total
	`100
	100%


Source: field survey, 2025
Table 9: show that 82 which is 82% percent of the respondent replied yes while 18 which represent 18% percent of the respondent replied No.
Table10: how often do you come across campaign on electorate choice of candidate?
	Categories
	Number of respondent
	Percentage

	Yes
	80
	80%

	No
	20
	20%

	Total
	100
	100%


Source: field survey, 2025.
Table 10 shows that 80 which is 80% percent of the respondents replied yes while 20is which is 20% percent replied No.
Table 11: do you use internet?
	Categories
	Number of respondent
	Percentage

	Yes
	90
	90%

	No
	10
	10%

	Total
	100
	100%


Source: field survey, 2025.
Table 11 shows that 90 which is 90% percent of the respondent replied Yes and 10 which is 10% of the respondent replied No.
Table 12: Do you use social media platform? 
	Categories
	Number of respondent 
	Percentage 

	Yes 
	89
	89%

	No
	11
	11%

	Total 
	100
	100%


Source: field survey, 2025 
Table 12 shows that b89 which is 89% percent of the respondent replied yes and 11 which is 11% percent of the respondent replied No
Table 13: internet advertisement play a role of educating the electoral on their need to vote.
	Categories
	Number of respondent 
	Percentage 

	Strongly agree
	97
	97%

	Agree
	1
	1%

	Neutral 
	2
	2%

	Disagree
	0
	

	Strongly disagree
	0
	

	Total
	100
	100%


Source: field survey ,2025
Table 13: shows that 97 which is 97% percent of the respondent strongly agree that internet advertisement play a role of educating the electoral on their need to vote while 1 which is 1% percent agree and 2 which is 2% percent are neutral.

Table 14: internet advertising campaign against vote buying in the 2015/2019 general election 
	Categories
	Number of respondent 
	Percentage 

	Strongly agree
	78
	78%

	Agree
	21
	21%

	Neutral 
	1
	1%

	Disagree
	0
	

	Strongly disagree
	0
	

	Total
	100
	100%


Source: field survey, 2025 
Table 14 shows that 78 which is 78% percent of the respondent strongly agree that interest advertisement campaign against vote buying in the 2015/2019 general election , 21 which is 21% percent agree while I which is 15 percent neutral.
Table 15: internet advertisement is used in educating the electorate to a large extent.
	Categories
	Number of respondent 
	Percentage 

	Strongly agree
	21
	21%

	Agree
	72
	72%

	Neutral 
	6
	6%

	Disagree
	1
	1%

	Strongly disagree
	0
	

	Total
	100
	100%


Source: field survey 2025
Tab le 15 shows that 21 which is 21% percent of the respondent strongly agree that internet advertisement is used in educating the electorate to a large extent while 72 which is 72% percent agree and 6 which is 6% percent are neutral and 1 which is 1% disagree. 
Table 16: internet advertisement helps in educating the audience on the need to not engage in electoral violence.
	Categories
	Number of respondent 
	Percentage 

	Strongly agree
	8
	8%

	Agree
	70
	70%

	Neutral 
	6
	6%

	Disagree
	14
	14%

	Strongly disagree
	0
	0

	Total
	100
	100%


Source: field survey, 2025
 Table 16 shows that 8 which is 8% percent of the respondent strongly agree that internet advertising helps in educating the audience on the need to not engage in electoral violence while70 which is 70% percentage agree and 6which is 6% percentage are neutral and 14 which 14% disagree
Table 17: Internet advertisement enable the people to know about the political aspirant in the 2015/2019 election 
	Categories
	Number of respondent 
	Percentage 

	Strongly agree
	10
	10%

	Agree
	16
	16%

	Neutral 
	50
	50%

	Disagree
	24
	24%

	Strongly disagree
	0
	0

	Total
	100
	100%


Source: field survey, 2025
Table 17:show that 10 which is 10% percentage of the respondent strongly agree that internet advertisement enables that people to know about the political aspirant in the 2015/2019 election  while ,16 which is 16 percent agree and 50 which is 50% percentage are neutral and 24 which 24% disagree.
Table 18: internet advertisement are used by the electoral  candidate to campaign for the voters support.
	Categories
	Number of respondent 
	Percentage 

	Strongly agree
	20
	20%

	Agree
	6
	6%

	Neutral 
	60
	60%

	Disagree
	14
	14%

	Strongly disagree
	0
	

	Total
	100
	100%


Source: field survey 2025
Table 18 show that 20 which is 20% percent of the respondent strongly agree that internet advertisement are use by the electoral  candidates to campaign for the voters support while, 6 which is 6% percentage agree and 60 which is 60% percent are neutral and 14 which is 14% disagree.
Table 19: Internet advertisement as a strong effects in promoting free and fair election in Nigeria.
	Categories
	Number of respondent 
	Percentage 

	Strongly agree
	59
	59%

	Agree
	14
	14%

	Neutral 
	13
	13%

	Disagree
	14
	14%

	Strongly disagree
	0
	

	Total
	100
	100%


Source: field survey 2025 
Table 19 shows that 59 which is 59% percent of the respondents strong agree that internet advertisement as a strong effect in promoting free and fair election in Nigeria ,while 14 which is 14% percent agree and 13 which is 13% percent are neutral.
Table 20: Internet is one of the electoral campaign tools used to send messages about politics to the old ones.
	Categories
	Number of respondent 
	Percentage 

	Strongly agree
	7
	7%

	Agree
	84
	84%

	Neutral 
	6
	6%

	Disagree
	3
	3%

	Strongly disagree
	0
	

	Total
	100
	100%


Source: field survey 2025
Table 20 shows that 7 which is 7% percent of the respondents strongly agree that internet is one of the electrical campaigns tools used to send messages about politics to the old ones, while 84 which is 84% percent agree and 6 which is 6% per cent are neutral and 3 which is 3% disagree.
4.4 DISCUSSION OF FINDINGS 
 	The purpose of this study is to examine the effect of internet advertisement on electorate choice of candidate ( a case study of 2023 general election). The result obtained the statistical analysis in this study was used to provide an answer to this research study, as data were presented into tables using simple percentage tabular presentation in the chapter four of this study to provide an answer to the question raised in this study.
 Definite question were asked in the questionnaire to generate answers to each of the questions posed in this study, 100 questionnaire were administered to the respondent and all the copies of the questionnaire were returned.
 


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	Summary 
	This study was prompted by the desire to examine the effect of internet advertisement on electorate choice of candidate  a study of general elections in Nigeria, in particular on voters’ choice of candidate and participation in political processes. The result showed that there is a strong evidence of a significant relationship between internet advertisement to political advertising and voters’ choice of candidate. This is strongly supported by the result of Analysis of Variance. 
5.2	Conclusion
	This study has demonstrated the potency of political advertising in democratic processes. Political advertising remains a key political communication tool used in marketing political products (political candidates, political party, government programmes, etc) to the electorate or the citizenry. Its effect on voters’ choice of candidate, in an election, anchor on agglomeration of factors that transcend mere rhetoric and razzmatazz. Its affective component of impact squarely rest on the message content. It is the content of the advertising message rather than delivery techniques that recipients evaluates and make informed voting decision or take part in other political processes. Conceptually, political advertising draws from related disciplines and harnesses the knowledge gained from these other disciplines in crafting persuasive messages that influence attitude, behaviours and opinion of the target audiences. From the findings of the study, the unique selling proposition (USP) encapsulates the idea and message the political advertiser wants to sell to the target publics. For example, the two gubernatorial candidates used in this study were able to utilize the USPs to sell their personality, party blueprint and at the same time made a strong case for Imo electorate on the reasons why they should vote for their choice of candidate at the 2015 polls.
	Governor Rochas anchored his USP on the consolidation of the gains made on the ‘Rescue Mission’ agenda and industrialization of Imo State, while his opponent, chief Ihedioha crafted his USP along a single message of rescuing Imo People from what he called Familocracy( that is a coinage depicting government of one man for his benefit, his family, relatives, cronies and friends). Both Rochas’ and Ihedioha’s USPs impacted voters’ decision in the election. The USPs provided platform on which voters evaluated the candidates’ messages and credibility. The result of their evaluations were either reinforced or rubbished by the content of a candidate’s political advertising. Hence, when believable facts about a candidate is presented in an opponent’s advertising message, voter choice of candidate had to change, with exception of diehard part loyalists and those who voted based on party affiliation and ideology. The central message of this study, therefore, is that political advertising is geared towards influencing behaviours, attitudes and beliefs. When behaviours, attitudes and beliefs are positively influenced, one can say that political advertising in all ramifications have made significant impact on the people or electoral publics.
5.3	Recommendations
	Based on the findings of this study, it is hereby recommended as follows:
· Political advertisers particularly candidates should engage the services of experts to undertake their political advertising campaigns for better results. 
· Candidates should deemphasize name calling and attack ad but adopt pure and comparative advertising technique in crafting advertising messages. 
· Voters should always evaluate the content of advertising message and match the results with the observable character of candidates to be able to ascertain whether the candidates fit into their choice criteria. 
· Political advertisers, e.g. candidates should also develop their unique selling points on issues of fact but not on trivia.
· political candidates should invest more on other election campaign strategies rather than spending huge funds on political ad campaigns. This does not mean political candidates should ignore ad campaigns totally. However, it is important that candidates use the most effective means possible to influence voting behaviour. In addition, after political candidates and parties have chosen the best media to reach out to the electorate which are most likely radio and television, they should also consider using a theme song strategy such as that of Ambode, to gain measurable popularity.
· Further studies should be carried out to understand other factors that influenced Nigerian’s voting behaviour.
· Finally, electorates should be open to receiving political advertising information so they can make better informed choices. Sticking to a party or candidate they have chosen from the start might mean they turn down the opportunity to understand the strengths of other candidates – who might actually be better options.
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QUESTIONNAIRE
DEPARTMENT OF MASS COMMUNICATION
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY KWARA STATE POLYTECHNIC, ILORIN
					
 Dear Respondent,
	We are final year students of the above institution carryout research on “EFFECT OF INTERNET ADVERTISEMENT ON ELECTORATE CHOICE OF CANDIDATE (A CASE STUDY OF ILORIN, KWARA STATE)
	Your Candid response to the items contained in these questionnaires is hereby requested.
	All information obtained will be treated with utmost confidentially. Your cooperation would be highly appreciated.
INSTRUCTION: please tick (√) in the appropriate box in the space provided for each item.
Yours Faithfully 

Abdulwaheed Ridwanullahi A.

SECTION A:
Please tick as appropriate
1. Gender:	Male (  ) Female (  )
2. Age:  Less than 18yrs (  ) 18 -30yrs (  ) 31-50yrs( ) Above (  )
3. Education Background: Informal ( ), O, level (  ) NCE ( HND/B.SC (  )
4. Religion: Christianity (  ) Islam (  )
5. Marital Status: Married (  ) Single (  ) Divorced (   ) Widowed (  )

SECTION B:
6. Are you conversant with the Herald Newspaper Yes (  )	   No (  )
7. Have you ever read through it content  Yes (  )	   No (  )
8. How often do you read through it content (a). Very Often (  )    Quite often ( )   Not often (  )  (b) Not at all (  )   
9. Do you also come across campaign on electorate choice of candidate
10.  Yes (  )	No (  )
11. How often do you come across campaign on electorate choice of candidate?   Yes (  ) No (  )
12. Do you use the internet? Yes (  ) No (  )
13. Do you use social media platforms? (a). Yes (  ) (b) No (  )


SECTION C: STATEMENT 
Keywords: SA-Strongly Agree, A-Agree, N-Neutral, D-Disagree, and SD-Strongly Disagree
	
	STATEMENT
	SA
	A
	N
	D
	SD

	13
	Internet advertisement play a role of educating the electoral on their need to vote
	
	
	
	
	

	14
	Internet advertisement campaign against vote buying in the 2015/2019 general election
	
	
	
	
	

	15
	Internet advertisement is used in educating the electorate to a large extent
	
	
	
	
	

	16
	Internet advertisement helps in educating the audience on the need to not engage in electoral violence
	
	
	
	
	

	17
	Internet advertisement enables the people to Know about the political aspirant in the 2015/2019 election.
	
	
	
	
	

	18
	Internet advertisement are use by the electoral candidates to campaign for the voters support.
	
	
	
	
	

	19
	Internet advertisement as a strong effect in promoting free and fair election in Nigeria 
	
	
	
	
	

	20
	Internet is one of the electoral campaign tools used to send messages about politics to the old ones
	
	
	
	
	



9

