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Introduction 
ower is a highly polemic construct which 

determines the political, economic and social 

trajectory of every society. To this end, 

humans as political animals seek to wield power 

towards the achievement of their visions for 

themselves, their subgroups or their society at large. 

To do this, they form political associations along 

ideological, ethnic, religious and regional boundaries. 

Power is then contested on the basis of these 

divisions and the electorates are persuaded to make 

choices along the boundaries and divisions. This is a 

simplistic summation of the complexities of the 

Nigerian presidential system. As a consequence of 

the skewed federal system of governance in Nigeria, 

there is an unhealthy clamour for the presidency. This 

is because the Nigerian federation is a unitary system 

in practice with too much influence, money and 

power concentrated at the federal level thus 

reducing the stakes of the states which are the 

federating units.  
This is problematic because Nigeria is a multi-ethnic and 

religiously polarized country with a brutal history 
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ABSTRACT 
This study 

examines the 

production and 

dissemination of 

political 

propaganda in 

the quest for 

presidential 

power in Nigeria 

since the return 

to democratic 

rule in 1999.It 

interrogates the 

role of Nigerian 

press in the 

generation and 

spread of 

political 

propaganda 

using the 

framework of 

Harold Laswell’s 

propaganda 

theory.The study 



 

TIMBOU-AFRICA ACADEMIC PUBLICATIONS 
FEB., 2022 EDITIONS, INTERNATIONAL JOURNAL OF: 

 

TIJSSRA 
168 

SOCIAL SCIENCE RES. & ANTHROPOLOGY VOL.8 

ISSN: 2977-5745 

littered with ethnic and religious clashes. The primordial divisions have become 

strong basis for the contest for presidential power in Nigeria. To this end, 

political actors employ the press (media) to develop, package and disseminate 

propaganda to the electorates in order to promote their political ambitions 

while simultaneously discrediting the ambitions of their opponents.  

Propaganda is a technique of communication in which messages are 

deliberately manipulated to generate certain responses in the audience which 

are desirable to the intention or goal of the sender (Baines & O’Shaughnessy, 

2014). Propaganda differs from persuasion because unlike persuasion, 

propaganda is simplistic and it focuses on the response generated in the 

audience rather than truth.  

The rise in the spread of political propaganda is potentially dangerous in view 

of how fast it spreads; the damage it portends to formation of perception 

about political issues, events and personalities; and the resultant effect on the 

direction of political action through voting in elections. For instance, about 51% 

of the Nigerian population in 2015 participated in disseminating untrue 

employed the qualitative paradigm with a narrative methodology. Secondary 

empirical data was gathered and reviewed with the goal of understanding 

how the media is used to produce and promote political propaganda for the 

purpose of acquiring or retaining presidential power in Nigeria’s Fourth 

Republic. The study found that media organizations are active participants in 

the production of political propaganda because most of them are owned by 

politicians or their friends. The newspapers help in the creation and spread of 

political propaganda without recourse to journalistic ethics or public interest. 

It recommends that political leaders should play politics of ideas and not 

propaganda in order to serve the people better. It also urges readers to 

improve their media literacy levels in order to make better meaning out of 

media messages and improve their power as electorates in the political 

process. 

 

Keywords: Political Propaganda, Fourth Republic, Presidential Elections, 

Propaganda Theory and Nigerian Newspapers. 
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information, peddling interests and propagating propaganda to the masses 

(Nnaji, Okpuzor&Morka, 2020; Oyenuga, 2015).During electioneering periods, 

different crafts are employed to ensure that campaign messages are packaged 

to convince the electorates so as to gain their mandates. Various online 

platforms serve as fertile ground for the spread of propaganda.  

The global media system may be facing crisis that can destroy trust which is the 

pillar upon which the media profession thrives (Andrew, 2017).  Propaganda in 

the world of communication and information dissemination has led to a 

paradigm shift in the mindset of the masses who have entrusted the media 

with the responsibility to provide information that is important to the society 

(Okere&Morka, 2020; Ikacho, 2012). History has shown that people depend on 

the use of media art to get their messages out to others. The Nigeria political 

system is not left out as the media remain the major tools through which the 

intentions, aspirations and political programmes of several politicians are 

brought to the knowledge of the masses. The media are expected to build 

consensus and help people to monitor events going on in the society. 

However, with the peddling of negative propaganda by online newspapers, 

some readers are becoming increasingly skeptical about the credibility of most 

online reports. 

Instances of the use of propaganda abound in hardcopy and online versions of 

some national newspapers during the 2019 electioneering campaigns. In The 

Punch (2019, January 25,p.7) it was reported that “Buhari is too weak to lead 

Nigeria, says PDP”. The Punch, also reported in its hardcopy newspaper and the 

online version thus: “Civil Society groups demandBuhari’s health status” (2019, 

January 25,p.9). In another report, Vanguard (2019, February, 14, p.33) noted: 

“APC will plunge Nigeria into slavery- PANDEF”. There were fears in Nigeria when 

the same newspaper went further to report in its headline:-“POLLS: We must 

avert looming disaster”-Kolade, Anya, Asiodu, Wigwe, (Vanguard, 2019, 

February, 14, p.10). A February 4, 2019 report in the Vanguard newspaper 

created the impression that the presidential candidate of the PDP would win 

the 2019 presidential election when it reported thus: “North, Southwest, Niger-

Delta, Middle-Belt elders adopt Atiku”. Another report created the impression 

that the APC presidential candidate was not a Nigerian. According to the 

Vanguardonline newspaper of April 15, 2019, “Atiku is from Cameroun, Buhari 
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from Guinea”. Thus, negative political propaganda penetrated the electorates 

so much that readers accepted it and this could have had a way of influencing 

online readers’ perception of the candidates in the 2019 presidential election.  

 

Laswell’s Propaganda Theory 

This paper hinges on the theoretical postulations of Harold Laswell’s (1927) 

propaganda theory which combined behaviourism and Freudianism into a 

particularly pessimistic vision of media and their roles. Laswell posited that 

political strife has made people venerable to the propaganda conveyed by 

mass media. Propaganda conditioned the audience slowly over time. It works 

over time through protection of master symbol, emotion change, images and 

so on. Propaganda was not so much the result of the substance or appeal of 

specific messages but rather the result of the vulnerable state of the mind of 

average people; in this case, newspaper readers. He argued that economic 

depression, escalating political conflict and the unabated political campaign 

had induced widespread psychosis and this made people susceptible to even 

crude forms of propaganda. Lasswell believed that people need to be slowly 

prepared to accept radically different ideas and actions. Communicators need 

a well-developed long-term campaign in which new ideas and image are 

carefully introduced and then cultivated symbols must be created and people 

are to associate specific emotions with these symbols. If these cultivation 

strategies are successful, they can be referred to as Master Symbols. So Master 

symbols are associated with strong emotions and possess the power to 

stimulate beneficial large-scale mass action if they are used wisely. 

The author envisioned a long and quite sophisticated conditioning process. 

Exposure to one or two extremist messages would not likely have significant 

effects. For successful social movements gain power by propaganda master 

symbols over a period of months and years using a variety of media. He 

proposed that power to control delivery of propaganda through the mass 

media would be placed in the hands of a new elite; a scientific technocracy that 

would be pledged to using its knowledge for good rather than evil. Hence it 

became the foundation for numerous official efforts to improve and spread 

democracy and political messages by politicians and their political parties using 

all available media. 
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Furthermore, Naveed (2016) averred that the problem of propagandists is to 

multiply all the suggestions favourable to attitudes which they wish to produce 

and strengthen, and to restrict all suggestions which are unfavorable to them. 

Thus, the theory suggested that propaganda was more than merely using the 

media to lie to people in order to gain control over them but there are also 

some symbols associated with it and the people must be gradually taught to 

associate specific emotions to those symbols. The theory thus affirms that 

propaganda exists to organise an attitude towards a person or a group, a 

policy, or institution and others toward a mode of personal participation. 

(Lasswell, 1927). 

In today’s complex and globalised world, the media hold the people’s 

conscience due to reliance on them for information on every sphere of the 

society, politics inclusive. The global media system may be facing crisis that can 

destroy trust which is the pillar on which the media profession thrives (Andrew, 

2017). Propaganda in the world of information dissemination has led to a 

paradigm shift in the mindset of the masses who have entrusted the media 

with the responsibility to provide information that is important to the society 

(Ikacho, 2012; Okere and Morka, 2020). History has shown that people depend 

on the use of media art to get their message out to others. The Nigerian 

political system is not left out as the media remain the major tools through 

which the intentions, aspirations and political programmes of several 

politicians are brought to the knowledge of the masses.  

 

Political Propaganda in Perspective   

Çankayaand Çiçek(2008), described propaganda as a communication activity 

aimed at influencing the attitude of public opinion and community towards a 

particular cause or position and to persuade and lead them to adopt a 

particular opinion or course of action and motivate or move them towards a 

particular direction. This implies that propaganda is a process which requires a 

long-time planning, strategy, effort, patience and endeavors.  

The ideology of propaganda provides, according to Kecskemeti (1973), “the 

audience with a comprehensive conceptual framework for dealing with social 

and political reality” (pp. 849–850). Thus,  political propaganda could be in the 

form of \name calling, testimonial, card stacking, glittering generalities, 
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transfer, plain folks, bandwagon, attacking opponent instead of attacking 

opponent ideas or principles, half-truth, demonizing the enemy, flag waving, 

join the crowd, managing the news (influencing news media by timing 

messages to one’s advantage), millieu control (using peer or social pressure to 

engender adherence  to an ideas or  cause, related to brain washing or mind 

control, red herring (use of irrelevant data  or facts to fallaciously validate an 

argument), stereotype (incitement of prejudice by reducing a target group 

such as a segment of a society or people of certain religion to a set of 

undesirable traits, appeal to fear (exploitation of audience anxieties or 

concern, repeating ideas so that the audience becomes inured to them, straw 

man (misrepresentation of an undesirable argument or opinion or over  

simplifying a belief) and third party (using a supposedly impartial person or 

group such as a journalist or an expert  to support an idea or cause or  

recommend a product (Bruce, 2020). 

Propaganda persuades readers to see political candidates that are receiving 

negative reports as not deserving public support while those who get positive 

reports are believe to deserve public support. This transforms the political 

arena into a market of stories; some of the stories are unwelcoming to the 

politicians and others are attractive especially where they provide publicity and 

promotion for a party, government or political leader. When the stories 

promote the party or political leader, the demand for such news item increases 

as well as create a relationship of mutual interdependence between politicians 

and journalists, in which each can benefit the other. The key to every campaign 

is communication. Through communication a political candidate announces his 

intention to run for election and it is reported in the various media. According 

to Akubor (2015), those seeking certain political power have been reckless in 

the use of language so much that they denigrate a particular person or group 

on the basis of race, colour, ethnicity, religion, disability or other 

characteristics. The question which scholars of mass communication and 

politics often ask is: What should be the relationship between the press and 

political actors especially during political campaigns or electioneering periods? 

Government is expected to provide the people with social amenities, 

education, information, mass mobilization and good governance. Journalists 

on their parts are expected to be keepers of the conscience of the masses. 
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During political campaigns, journalists who are trained to uphold truth and 

display courage, justice and non-bias are sometimes, faced with people who 

define the laws and control the state sometimes engaging in political campaign 

in which they use the machinery of government to propagate falsehoods as if 

they are truth. Sometimes, white elephant projects are commissioned as 

though they have been completed. The spread of propaganda is sometimes 

frightening due to violent consequences it has generated in the public in times 

past. The opinions of those in power are promoted beyond the oppositions 

that are not in power. Though the ethics of journalism says the public is entitled 

to the truth, therefore, journalists are expected to publish the truth and not 

propaganda or lies.  From the first election in Nigeria till date, praise singers, 

sycophants and propagandists are employed by politicians to promote their 

programmes, campaigns and candidates but it is left for the journalists to serve 

public interest instead of class or political interest.  

The Nigerian political environment has been characterized by the situation in 

which the political class serving as the mouthpiece while the media remain the 

channels of disseminating the information to the citizens. This probably was 

why Nigeria's Minister of Information and Culture, Lai Mohammed, asserted 

that propaganda poses more danger to the country than insurgency and 

militancy he catalogued some propaganda that the Information ministry has 

had to contend with thus:   

1. Who is running Nigeria? President Muhammadu Buhari or Jubril from 

Sudan, saharareporters.com (2018)May 1. 

2. “Buhari has Islamic agenda”, It’s propaganda Osinbanjo reacts, Daily 

Trust (2019), February, 19 https/www.dailytrust.com.ng 

3. Buhari touted as the messiah that will fix all Nigeria problems before the 

Nigeria’s 2015 elections - Nigeria Bulletin(2015) 

https/www.nigerianbulletin.com 

4. Buhari’s anti-graft war is more of propaganda- Saraki -The Cable, (2019) 

htts//www.thecable.ng 

5. Buhari Government is spreading Propaganda- Afenifere, dailypost.ng 

Daily Post, (2018) March 31 

6. POLLS: We must avert looming disaster-Kolade, Anya, Asiodu, Wigwe, 

Vanguard (2019), February, 14, p 10 
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7. The Type of president Obasanjo wants is one who bows at his 

feet…Vanguard for True Democracy in Nigeria, Vanguard (2019) 

February, 14, p15 

8. Atiku is from Cameroun, Buhari from Guinea- Vanguard (2019), April,p15 

 

In the 2019 presidential election, propaganda about certain candidates 

featured more than others. Propaganda featured more prominent among the 

candidates of the two major political parties, APC and PDP.  

Presidential Elections in Nigeria reveal a pattern of voting behaviour where the 

electorates voted according to ethnic, religious and regional belongings. For 

instance, Adeagbo, Ewuola, Lawal and Awofadeju (2019) disclosed that in the 

1979 Presidential election, the three major contenders; Alhaji Shehu Shagari of 

National Party of Nigeria (NPN), Obafemi Awolowo of Unity Party of Nigeria 

(UPN) and Dr Nnamdi Azikiwe of the Nigerian Peoples Party (NPP) gained their 

votes from their respective political regions. The same phenomenon replicated 

itself in the 1983 Presidential Election (Akinboye&Anifowose, 2008; Sule et al., 

2017). Similarly, Adeagbo, Ewuola, Lawal andAwofadeju (2019) submitted that 

in the Presidential Election contested in 1999, 2003, 2007, 2011, 2015 and 2019, 

all the elections/contests present ethnic and religious influence among the 

voters either directly or indirectly.  Furthermore, they averred that in 2011, 

President Jonathan from the South contested under the platform of PDP while 

Muhammadu Buhari contested under the Congress for Progressive Change 

(CPC). The votes were shared regionally with Buhari winning in the North and 

Jonathan in the South. Jonathan won the contest and the same contestants 

resurfaced in 2015 but, this time around, Buhari won (Sule et al., 2018). This 

perhaps explained why Ajilore& Adekoya in their study on the social media and 

twenty first century politics of involvement in Nigeria averred that media has 

undoubtedly galvanized the populace and the use of social media in elections 

has become a key tool in determining the fate of candidates and parties at polls 

as well as checkmating electoral fraud. P. 156. Thus the 2019 Presidential 

Election according to the researchers saw another dimension where the two 

major strong contenders; President Muhammadu Buhari of the APC and Alhaji 

Atiku Abubakar of the PDP emerged both from the North and both of them are 

from the Hausa/Fulani ethnic group and are also Muslims by religion. However, 
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the voting pattern indicates a surprising result where the Hausa/Fulani Muslims 

voted massively for President Muhammadu Buhari while the Northern 

Christians and the South-South and South-East voted for Atiku with the votes 

split between the two in the South west.  

 

Historical Review of The Politics of Presidential Elections in Nigeria 

The first presidential election in Nigeria was held in 1979. This occasion marked 

the commencement of the Nigeria’s Second Republic after the First Republic 

had been truncated by the military coup of 1966.Five political parties contested 

namely; Nigerian Peoples Party (NPP), Unity Party of Nigeria (UPN), People’s 

Redemption Party (PRP), Great Nigerian People’s Party (GNPP) and National 

Party of Nigeria (NPN) and the political process produced the first executive 

president in Alhaji Shehu Shagari.  In 1983, another election was conducted and 

NPN which was the incumbent government won.The 1983 presidential election 

followed but it was soon aborted by a coup on December 31, 1983.The next 

presidential election in Nigeria is the 1993 contest between Moshood Abiola of 

Social Democratic Party (SDP) and Bashir Tofaof National Republican 

Convention (NRC) which occurred during the aborted Third Republic. Although 

the election is widely considered to have been won by Moshood Abiola, the 

process was annulled by the military government headed by Gen. Ibrahim 

Badamosi Babangida.   

The 1999 general election ushered in Nigeria’s Fourth Republic and the contest 

involved three political parties; Peoples Democratic Party (PDP), All Peoples 

Party (APP) and the Alliance for Democracy (AD). APP and AD came into 

alliance and fronted Chief Olu Falae who competed with PDP flag bearer, 

former military Head of State, Chief Olusegun Obasanjo who later won the 

election. Then there was the General Election of 2003 followed by the General 

Election of 2007. Other presidential elections were held in 2011, 2015 and 2019. 

Nigeria is a country richly endowed with natural resources and high-quality 

human capital but yet to find its rightful place among the comity of nations. A 

major reason that has been responsible for her socioeconomic stagnation is 

the phenomenon of corruption. For Nigeria to experience sustainable socio-

economic development, responsible and credible leaders must emerge to 

implant the act of good and selfless governance in the country (Ogbeidi, 2012).  
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In the author’s final analysis, Nigeria simply has been lacking in one thing that 

every nation, big or small, needs to achieve greatness – credible, responsible 

and people-oriented leadership. Hence, the use of propaganda to deceive 

electorates to win their votes has failed in the area of good leadership over the 

years.  

According to Idike, Eme and Okechukwu (2015), corruption, tribalism and 

nepotism are established system of mediocrity cum general administrative 

ineptitude that account so much for the nation’s developmental catastrophe 

and symbols of our politics. However, their research work contends that 

Nigeria’s developmental problems are inextricably intertwined with Census 

Politics as observed in the 2006 population census of the federation. Data 

generated from population census is amongst other things used in determining 

who gets what, when and why in the Nigerian federation. Consequently, there 

has been an unending drive towards inflation of census figures amongst 

Nigerian states, geared towards obtaining the advantages accruing from 

having higher population figures in the country. The authors further affirmed 

that this scenario has created a situation of distributive imbalance and 

subsequently, injustice in the allocation of funds and other resources in the 

federation. It is observed from their study that the root cause of the jostle 

towards falsification of population census figures in Nigeria remains the 

inadequacies in the practices of revenue allocations in the country. As a result 

of the high intrusion of politics in the 2006 population counts, there has been 

widespread propaganda in the discrepancy between revenue allocation to 

states and the call for its rejection. 

Akubo and Yakubu (2014) x-rayed the role of political parties in the democratic 

consolidation of Nigeria’s Fourth Republic. The climax of the analysis is the 

identified challenges plaguing democratic consolidation since the 

commencement of the Fourth Republic for instance lack of institutionalization 

and personalization of political parties; godfatherism; absence of internal 

democracy within the political parties and incessant party/political violence. 

The party system in Nigeria is still weak and vulnerable with no visible signs of 

adding value to democratic consolidation. It is recommended that issues of 

organizational capacity, effective leadership, internal democracy, discipline, 



 

TIMBOU-AFRICA ACADEMIC PUBLICATIONS 
FEB., 2022 EDITIONS, INTERNATIONAL JOURNAL OF: 

 

TIJSSRA 
177 

SOCIAL SCIENCE RES. & ANTHROPOLOGY VOL.8 

ISSN: 2977-5745 

institutionalization and personalization, ideological platforms of mobilization 

and linkage to civil society and the masses should be addressed. 

Osai (2010) used drawing as a research tool to analyse the Nigerian political 

scene. The author drawing from the aphorism, which holds that: -a picture is 

worth a thousand words and adding that painting is worth a million words.  His 

works of art critically analysis Nigerian political terrain within the context of 

ethnicity with the consequent ethnocentrism as a major factor in statecraft in 

Nigeria. Arguing that the portrait encapsulates the ethno-political and the 

resultant socioeconomic realities of the Nigerian project, the work examines 

the reasons for the inability of the masses to mobilize themselves and embark 

on nationwide constructive engagement with the government on issues of 

common interest. It shows how the masses have been blinded to the fact that 

irrespective of the differences in tribe, tongue and creed, the common 

denominators in the Nigerian socio-economic and political milieu are pervading 

poverty, malnutrition, disease, collapsed infrastructure, crippled educational 

system, inefficient healthcare delivery system, lack of water, constant power 

outage, inter-community conflict, insecurity and general hostility bothering on 

xenophobia. The prevalence of these ills, in spite of the enormous wealth in 

the country, has resulted in their domination and exploitation by the elites. The 

paper ends with a call on the masses to transcend these primordial sentiments, 

see the real dividing lines, depart from the prevailing docility and dormancy and 

demand that public officers give an acceptable account of their stewardship or 

be recalled or voted out at the next electoral opportunity, ignoring their 

various propaganda.   

Gender has become one of the “fault-lines” running through the political 

landscape of Nigeria. Since independence in 1960, Nigerian women have been 

challenging their roles in society. The formation of women movement in the 

country has lent an impetus to the struggle of women and helps put women 

issues in the forefront (Babatunde, Daramola & Lamidi, 2013). Consequently, a 

few Nigerian women have been appointed to important positions and pocket 

of them have won elections. The elections of 2003 in the country have not 

given a push to women; rather the elections have served as dividing lines 

between women and men. Consequently, “gender politics” has polarized the 

Nigerian political landscape into two camps. The first camp is predominantly 
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dominated by those who want to maintain societal traditions. The second 

camp is populated by women who are in pursuit of dismantling the patriarchal 

structure of society. 

 

The 2019 Political Campaign in Nigeria  

It is an established norm that Election campaign exercises are done usually 

before the election day. In Nigeria, the 1999 Constitution as amended and the 

Electoral Act are two documents which regulate the elections. The 

Independent National Electoral Commission (INEC) is saddled with the 

responsibility of conducting elections and election related issues in Nigeria. All 

political parties and their candidates for various government positions must be 

dully recognized and registered by the INEC (Babayo, 2019). The 2019 

presidential election as well followed the order. However, the processes and 

results of the presidential election is one that portrayed in reality the true State 

of the Nigerian democracy. For the first time in Nigeria’s history, about ninety-

one (91) political parties registered for the election and seventy-three (73) 

candidates contested for the number one office in the country (Abdur, 2019; 

Commonwealth report, 2019). The total political process in the build-up to the 

election was characterized by blame-game, hate speech, rancour, controversy, 

acrimony, threat and anticipated violence (Babayo, 2019). All these were given 

more impetus by the propelling support of online newspapers. Synonymous to 

the 2015 presidential election, the APC and the PDP remained the two major 

opposition parties. Both party’s candidates were Muslims form the Fulani part 

of the Northern Nigeria. Notable in the campaign of both candidates were 

issues affecting the economy, anti-corruption and security as it affects the 

country (Commonwealth report, 2019). 

 

Online Newspaper Political Propaganda during the 2019 Presidential Election 

The influence of newspapers on the perception of many voters since the 2011 

presidential election has continued to increase (Oyenuga, 2015). The 2015 

general election in Nigeria is a landmark in Nigeria’s democratic history asit 

marked the first time, the opposition party would successfully dislodge the 

incumbent party from power at the federal level particularly in a less 

controversial and peaceful process(Onapajo,2015). Besides, a major part of the 
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2015 election was conducted via social media platforms such as Twitter, 

Facebook, You-Tube, WhatsApp and other social media news sites especially 

Sahara Reporters and Premium Times(Onapajo, 2015). The 2019 presidential 

election was not different from this as the internet was a major platform for 

the dissemination of information from all nooks and corners of the country. 

Particular, is the role of online newspaper in the promises, propaganda and 

outcome of promises made by political parties in the 2019 presidential election. 

According to Bukola and Nifemi, (2019), Nigerian online news platform such as 

SaharaReporters, TheCable and many others, dominated the social media space 

with updates using various digital platforms during the 2019 presidential 

election. 

Online newspaper is a major vehicle with which political parties reach the 

masses, share their ideologies, publicize their activities, present campaign 

promises, broadcast propaganda and analyze outcomes. Various Nigerian 

online newspapers like, The Vanguard, The Punch, The Guardian, Daily Post, The 

Cable, Sahara Reporters, The Nation, Nigerian Tribune, Sun, etc., immensely 

contributed to the campaign activities of political parties, most especially the 

All Progressives Congress (APC) which is the ruling party, and the main 

opposition party, the People’s Democratic Party (PDP) during the 2019 

presidential election. Political propaganda became the language of online 

newspapers, as the various political parties with their different presidential 

aspirants craved to influence and control public opinion. Political parties all 

across the length and breadth of Nigeria, sort to gain media dominance so as 

to take control of a platform by which they can reach a broader range of 

Nigerians in other to propagate their propaganda. According to Idayat Hassan 

in her article-Nigeria’s election consumed by propaganda and doubt “As the 

2015 presidential election drew closer, greater quantities of propaganda were 

released”. According to her, these propagandas range from death threats of 

presidential candidate to rumoursthat members of the major opposition party 

will be implicated if Abubakar Shekau, the leader of the Boko Haram terrorist 

group is captured. Similarly, there was also the fake news of the death of 

president Muhammadu Buhari in London which was published in various online 

newspapers. 
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The online newspapers through their political analysts and political 

commentators made attempts to analyze the outcome of previous campaign 

promises. More specific to this media reviews, is the evaluation of the outcome 

of the 2014 campaign propaganda and promises made by the All Progressive 

Congress (APC) with their 2014 campaign slogan “change”. Political 

propaganda in the form of fake news in online newspapers did not start today. 

During the 2019 presidential election campaign, the tool of propaganda was 

lavishly used by all political parties, in other to influence the voting of Nigerians.  

The death of Leah Shaibu, a 15-year-old girl held captive by Boko Haram 

terrorist group for nearly a year was called fake news by members of the APC 

campaign team. It was reported that Alhaji Lai Mohammed, the minister of 

Information and Culture and an active member of the APC on behalf of the 

party that debunked the report of the death of Miss Leah Sharibu. He said the 

news was engendered by the PDP member who wanted smear the APC 

presidential candidate President Muhammadu Buhari, in view of the 2019 

presidential election (Anthony, 2019). 

A widely shared video of Atiku Abubakar, brokering a deal with Boko Haram in 

exchange for land and oil was also promoted. The Atiku campaign team 

however, responded that no such video existed anywhere 

(www.maravipost.com/will-fake-news-influence-nigerias-elections/).  There 

was also the political promise or news about the PDP candidate, Atiku 

Abubakar's plan to distribute food and money at political rallies. This particular 

propaganda was published online in an article written by one Lauretta Onochie, 

titled; “Keep them in poverty then give them handouts- Atiku in Sokoto 

yesterday” This was also firmly denied by the Atiku campaign team as the 

photos published alongside the article was discovered to be over two years old 

(www.maravipost.com/will-fake-news-influence-nigerias-elections/). The 

opposition parties also came up with the issue of Muhammadu voting against 

Nigeria as a head of state years ago. This was propagated as an act of 

unpatriotism.  Presidential spokesman repeatedly and firmly refuted this story 

(Reality Check team BBC News, 2019). Worthy to note is the fact that online 

newspapers gave much support and impetus to the circulation of all the above 

stated propaganda, as they provided the major platform to influence the 

http://www.maravipost.com/will-fake-news-influence-nigerias-elections/
http://www.maravipost.com/will-fake-news-influence-nigerias-elections/
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wishes of the masses over who becomes the winner of the 2019 presidential 

election.  

From the foregoing, there is no question about the undeniable role of online 

newspapers in the outcome of the 2019 presidential election. However, it 

important to state that while online newspapers were used for political 

propaganda, they were also used to promote political activities during election, 

for example, most Nigerian online newspapers, gave substantial and factual 

reports of the jobless state of a major percentage of the Nigerian populace, 

thousands of lives claimed by the herdsmen-farmers conflict, national 

instability, amongst others. All these directly or indirectly could have influenced 

voters’ perception and choice of candidates in the election. Therefore, even 

though these media activities are still within the boundaries of media ethics, 

they are considered to be politically motivated since they have the capacity to 

influence voters' perception and choice as well as the total outcome of the 

Nigeria’s 2019 presidential election. 

 

Online Newspaper Propaganda on Readers Perception during the Nigeria’s 

2019 Presidential Election  

Propaganda is a major instrument by which politicians around the world use to 

campaign during election. By definition, propaganda refers to an organized 

information put together for the sole aim of influencing the mind and opinion 

of the masses.  While propaganda is a worldwide legal campaign strategy used 

by politicians, it is however in most cases, grossly abused, even beyond the 

borders of morality and legality. 

A striking example of this process of adopting new formats of communication 

for traditional politics is Barack Obama’s 2008 presidential campaign, in which 

his effective use of new communication technologies ignited an enthusiasm for 

“old politics that many observers believed had been lost forever” Brants and 

Voltmer (2011). The impact of the social media was felt most in the 2015 

electioneering campaign process and eventually the polling procedure 

(Oyenuga, 2015). This may be why Ajilore and Adekoya (2016) noted that the 

social media have galvanized the populace into active political participation (p. 

156). 
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A study conducted by Akidare, (2018) about the death of the Nigeria President 

in London, a fifty-five minutes documentary about “The real Buhari” among 

many other fake news heated up to make or mar the presidential aspirants of 

various political parties especially Muhammadu Buhari and his main rival Atiku 

Abubakar. All these efforts by party agents and chieftains informed the 

decision of many online newspaper readers about their decisions on the day of 

election which gave birth to the result presidential election.This may be why 

Patty (2011) noted that the pervasive influence of newspapers in shaping 

opinion and influencing readers decisions in an election is still one of the 

moving forces responsible for the survival of newspaper as one of the 

mainstream channels of mass communication in the political landscape. This is 

in agreement Chimiele Wole (2011) quoted in Ajilore& Adekoya (2016) who 

stated that social media is not about what each of us does or says but about 

what we do and say together, worldwide, to communicate in all directions at 

anytime, by any possible digital means. 

 

Conclusion 

The examination of the theoretical and empirical studies on Nigeria’s 

democratic experience, especially in the Fourth Republic, revealed that the 

propaganda is a perennial powerful tool used by political actors in their quest 

to attain political power. Presidential contests in Nigeria have been 

characterized by aggressive propaganda and the media (especially 

newspapers) have been largely polarized in their coverage, reportage and 

correlation of the electoral process.  

Most of the leading national dailies in Nigeria are owned by prominent 

politicians or their associates, it is therefore not surprising that they often take 

sides during presidential contests with little consideration for public safety 

and/or journalistic ethics. Ethnic and religious leaders often aid politicians in the 

conception, refining and dissemination of political propaganda. These leaders 

facilitate the spread of political propaganda which they perceive as favourable 

to their religious or ethnic groups.  

Nigeria’s political history in the Fourth Republic has shown that the politicians 

often disappoint their co-travelers and co-schemers when it is time to share the 

spoils of war. Those who help in the generation and dissemination of 
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propaganda are often abandoned once power is won and lost. For instance, 

Sahara Reporters was one of the powerful weapons used by the All 

Progressives Congress and the then General Muhammadu Buhari to wrestle 

power from Dr Goodluck Jonathan and the People’s Democratic Party. 

However, President Muhammadu Buhari allegedly refused to honour certain 

promises made to the publisher of Sahara Reporters (Omoyele Sowore) on 

assuming office. Sahara Reporters has since become one of fiercest critics of 

President Buhari and Omoyele Sowore has been facing trial for alleged crimes 

against the Nigerian state since his unsuccessful shot at the Nigerian 

presidency in 2019. 

To this end, it is important to entrench a political culture that is based on ideas 

and service to the people. Also, readers of newspapers and other media users 

must improve on their media literacy skills. This would increase their immunity 

against political propaganda and ultimately increase their powers in the 

political process. 
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