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Abstract
This study assessed the relevance of political marketing strategies in the elecion

processes through the 2015 gubernatorial clection in Oyo State, Nigeria. Tl
study attempted to paint a picture of the essence of marketing methods in politicy,
while some background information were provided on the five (5) political heary
weights that jostled for the governorship position in Ove State in the year 2013,
The three-stage model for political marketing was adopted as the widerpiming
theorv for the study, while a historical disconrse on the gubernatorial election in
the ‘Pacesetters State' was also made explicit. The study revealed that such
political strategies as developing « narrative, social media marketing, negative
campaiening, direct mail marketing, as well as media and public relations were
conceptualized as tactics adopted by political parties and their gubernatoril
candidates in the build wup to the 2015 gubernatorial election in Oyo State. The
study concluded that bridging the gap berween marketing and politics requires ¢
deep knowledge of political systems and marketing savvy. It was reconmcnded
that the political marketingstrategies and electioneering canpaign mc'lh'.\'.vlmulr{
be allowed to impact posttively on the Nigerian electoral system. It is the ln'/it_"ﬁlf
the researcher that such impact would go « long way to decpen the Nigeran
democrarie governance and as well ensure successfil conduct of future elections

in the corntry.

Key words: ELlectioneering campaign, Electoral  processes, Gubernatorial
election, Political advertising, Political campaign, Political marketing strategies

p—
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Q. [s== Qisdspe. Nig, Joorn. Dol Sei. Jan-Jume. 2017 Vol.17. Not.

Introduction

Polities]l campaigns are inheremt components of democrdtic practicas in many
countmizs aoross the globe (Savigny. 2000). Howewver. free and fair election
constitutes = foundaton of demacracy in both dey cloped and developing countmes. It
is aZainst this beckdrap that LessMarshment (2014 refors to pohitical marheting a5 3
indamisnial par of polincal life Presidenual and gubematonial candidates:
pelisicians and political parties, governnr et mnusiaes and local covernmeni councils
all use markesing strategies in their pursuit of political geals. Polinical camapaiens.
according e Rotler& Armmsmrons (20000, have increasingly been compared o
markenng campaigas in which the elsctoral candidates put themsalves on the votery
market 2nd us2 modern marketing technigues. particularly marketing research and
commercial adveriising. o maximize voter ‘purchase”, The marketing analogy is
more thae coincidenial, | is argued thar the very essence of an electoral candidate's
mrarizce with the electorate is a marketing one. not only in recent times but far back
mwo the past (Koter. 1975). Candidates seeking 1o win clections cannot avaeid
markering themselves. The ealy question is how 1o do it effactively and responsibly.

Several previous scholurly works have also noted the marketing character of politcal
eleciions in some countries’ democratic svstems (Kelly, 1956: Glick. 1967: Nimmo.
1970 Wang. 1996; Less-Marshment. 2001: Moloney, 20X4), Interest i the
markenng aspecis of elections has been stimulated o3 large extent by the spectucular
growth In political advertising and campatgning mechanism. There has also been a
substantial growth of svientific opinon polling (1e. markeung research). computer
anzlysis of votng patems (e siules analysis), and  professional campuien
management agencies (Le. marketing organizations). The subitleties of the marketing
approuch to poliical elections ga beyvond the nsing expenditure levels and the use of
certain information and planning approaches (Koter. 19730 Kotler and Keller. 2006).
Market reseurch is used. when deciding on the policies and service design. to
undarstand what the electorates they seek votes from want and need: voter profiling
heips credte pew segments to wreet: strategy guides creation of the palitical brand to
develop an attractive vision: mternal marketing cuides the provision of volunieer
imvolvement: analytics and experimentul rescarch test and refine communication
messzgess and delivery munagement sets expectations and helps convey progress
ance a poliician 1s elected into 4 politicl office or @ programme has begun
(Osuagavu, 2008: Moutdhim & Lun. 2009. Less-Marshment. Conley & Cosgrove,
2014,
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at the election campaigns have taken ,
ycars; campaigning has Zl'\\/ays hadn:g
methodology. candidates sought POIiuf
ssing, teas, and speech making (KOU:I
1975), However. these identified are i"“ ;golcljicil::g l((:f‘ll)' The ',
methodology” is not the introduction of mar'ketmo meth II),e itics but rah.
an increased sophistication and acc.cler.atlon of their qs'es ( ss-Marshmen
2014). In the 2015 gubcmatorial elcct.lon in Oyo State of Nigeria, tl.lc.rc were fiye
(5) major politicl heavyweights that jostled for fhc number orie position in Agy
apital of Oyo State. These clectory

Government House at Ibadan - the political capt |
candidates comprise Of [siaka Abiola Ajimobi of All Progr.csswes Congress
(APC). Rashidi Adewolu Ladoja of the Accord Party (AP), Chnsl.opher Adebayg
Alao-Akala of Labour Party (LP), Teslim Kolawole Folarin of Peoples

Democratic Party (PDP), and Oluseyi Makinde of Social Democratic Party (SDP),

0. Isaac Oladepd: Nig. Journ. pol. Sci.. Jan
1t would be a gross mistake (0 think th

marketing character only m recc_nt
o Prior to the new

et acter.
marketing charac ' !
offices through the handshake. baby ki

ed methods

‘dates for the 2015 governorship election in Oy

Sate had hitherto served as the Governor of the 'Pacesetters State’ at one point or
the other, Rashidi Adewolu Ladoja of the AP was the governor of the Stat
between 2003 and 2007; Christopher Adebayo Alao-Akala of the LP was the
State's sovernar between 2007 and 2011; while Isiaka Abiola Ajimobi of the APC
was at the helm of affairs between 2011 and 2015. Meanwhile, Teslim Kolawaole
Fol_arin of the PDP was the senate leader at the Upper Legislative Chamber in the
Nat_ional Assembly of the Federal Republic of Nigeria between 2007 and 2011,
while Ol)uscy i Makinde, an engineer, was a new comer in the political firmamen
arbane posture, g'. considering his youthful outlook and his

Three of these gubernatorial cand

Iﬁ:zl;lcrlifc -n:j‘?dzol5 governorship election in Oyo State, these oubernatorial
win the sbUl’rzonn («,)lr(:ll‘xi:ye(:?velo.p sophisticated marketing strategies calculated (0
oplizion: leadless. wnd imcrfc‘uirfucs‘ but also of their rcsPcctchcpo]i(ica; ted
market themselves to m::s ?1219?5.‘ Cundndm.cs who run for public offi o [
ociton: (Hooes &l s a;n ienee, sometimes the whole 1ar: office mus
‘i , L OvEE LWIS, 201T). The campaion mun nation, to win an
candidate is saddled with the responsibility of crc;ifinumd.ndgc.r o T
plan to reach a mass sudience of the electorate. "Ths 22;‘\{ (‘:cung and udvertising

STEIment’s policies are
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like cornflikes - If they :re not marketed. they will not sell” (Franklin. 2004).
Political marketing has therefore become an invaluable component of the modern-
day politics. most especially this comtemporary regime of fairer trade in goods,
services. ideas and commodities via elobalization and deregulated market
economy (Onigbinde. 2015). Tt is in this light that this study intends to evaluate
the political marketing strategies that were deployed towards the 2015
aubernatorial election in Oyo State - A federating unit that is popularly referred to

as ‘the Pacesetters’ in Nigeria.

Conceptual and Theoretical Review

As an area of academic research and teaching, political marketing is 4 modern and
dynamic field that seeks to understand. learn from. comment on and even
influence the clectoral behaviour (Less-Marshment, 2014). Political marketing
also attracts public attention and debate (Lilleker, 2007). There is no gainsaying
that political marketing has become an invaluable part of the discipline of politics.
The definition of political marketing. according to Scammell (1999). cun' be
broken down into three distinct segments in its most basic form: ‘communication.
management. and political science’. Political marketing is about political
organizations adapting business-marketing concepts and techniques to help them
achieve their goals (Lees-Marshment, 2014). Political marketing has emerged in
recent years as an important process for the political campaign. However, there is
disagreement within the field about how political marketing should be
approached. due to the numerous theories and models within the discipline
(Lilleker&: Less-Marshment, 2005). According to Savigny& Temple (2010). those
managing political campaigns need to decide how to approach the campaign
process by taking cognizance of the three fields which influence the discipline.
Political marketing has hitherto suffered from significant confusion (Scammell.
1999) because it ts commonly pereeived 1o be simply  about political
communication. but it is a potentially fruitful mariage between political studies
and marketing (Less-Marshment, 2009a). |

Morcover, the various media entities play vital role in the distribution of the
messages of the electoral  candidites. According o Plechota (2011). the
perceptions  and  understanding  of - polities for  the  general  voting
publics/electorates are largely derived through the filter of the media. For
truditional companies. the role of the media is strictly distribution: the channel by
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voting public, and vice versa: the binsed and agenda-pidden media. According 1o
Donovan (2012), the media, on several occasions, acl as loosescannon. an
uncontrolled additional sonrce of infloence, even heyond: the message the
clectoral candidates are trying 1o commanicate in the process ol electioneering
campaign. This aetion needs 1o be taken into cogiizance inany model that hopes
o influence the electoral behavionr, most especially in aheterogencouy society
like Nigeria. This limitation notwithstanding, the thee-stage model still provides
the basic framework for successiul political marketing, especially in this
contemporiry dispensation of lairer trade in political activitics.

Gubernatorial Elections in Oyo State: A Historical Discourse

Sinee the creation of Oyo State [rom the defunct Western State of Nigerii in
1976, no governor has been reselected prior to the 2015 gubernatorial election,
The first civilian governor, Chiel' James Ajibola Ige (SAN), was a colourful
politician. He was elected on the platform of the defunct, Unity Party of Nigerti
(UPN), led by the late Chiel Jeremiah Obafemi Awolowe. Tee wis o household
name in the country béfore he hecame the governor of the Pacesetters State in
1979. The eminent lawyer was the National Publicity Seerctary of the defunct
Action Group (AG), former Commissioner for Agrieulture and Natural Resources
in the defunet Western: Stte and a member of the Constitution Dratting
Committee (CDC) setup by former Military Head of State, Gen. Olusegun Aremu
Obasanjo, to make proposils (or the 1979 Constitution of the Federal Republic of
Nigeria,

In 1979, lge assumed the reins after defeating First Republic Minister of
Education — Chiel Richard Osuolile Akinjide (SAN). the candidate of the defunct
National Party of Nigeria (NPN), He was supported by prominent Thadan UPN
chieftains, including the late Venerable Emmatiuel Alayande, the Lue Chief
Busari Adelakun and the fute Chief Lamidi Ariyibi Adedibu. However, ihead of
the 1983 cubernaorial election in the State, the NPN, led by the Jute Chief
Augustus Meredith Adisa Akinloye. was bent on capturing power in the State.
AKinloye. a former member of the House of Representatives and minister, was
warning up for the 1987 presidential election. According to Oladesn (2015),
Akinloye wanted to defiver his home state, which is Oyo, in order to have a base
lor future presidential election.
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did not even complete his term before the late Gien. Suni Abacha sacked the
interim covernment headed by Chief Erest Shogunle Shonckan.

fn 1999, Albuji Lumidi Onaolapo Adesina. a former teacher. secondary school

principal. trade unionist and second Republic House ol chi‘csﬂﬂu{ivcs' member:
was clected on the platorm ol the Alliance lor Democracy "'\l.)." He wis
captured as « “prisener of war” by the former military governor of vOy(_w S‘lnlc.
Col.Ahmed Usman. during the onslaught against the members of Alentfere
Renewal Group (ARG)/ National Demoeratic Coalition (NADECO) fighting for
the revalidation of the annulled June 12. 1993 presidential election "won” by the
defunct Social Demoeratic Party (SDP) candidate,  the fate Chiel Moshowd
Kasimaiva Olawale  Abiola, Adesini, an Awolowo’s loyalist, defeated  the
People’s Demacratic Party (PDP) aubernatorial lag bearer. Alhaji \'ck-mi Ayoade
Adeojo. He also implemented the manifesto of the party (Oladesu, 2013).

However. crisis seized Afenifere/AD in the Sowhwest, Many party chieftiins
delected 1o the PDP, abead of 2003 polls. Also, AD goverors. with the exception

of Senator Bola Alimed Tinubu of Lagos State. played into the hands ot tormier

President Oluseaun Aremu Obasanjo. According 10 € Madesu (2013) there wis
pact between Obasinjo and the governors 1o caumpatign lor his second term as the
president of the Federal Republic of Nigeri, with the assurance that he will wlso
protect their interest at the governorship election, In fact, Adesina and s Cgan
state counterpart,  Chief Olusegun Osoba, became Obasanjo’™s  campign
managers, During the gubernatorial clection i 2003, 2 political cartliuake swept
scrass the Soutlwest. Adesina was defeaed by the PDP gubernatoriul candidate,
Senator Rashidi Adewolu Ladofa.

Ladoji. an engineer and Third Republic senator also could not win the second
terim hattle as the Governor of Oyo State, According to Oladesu (2013). Ladoja
was principully installed with the support of a self-accluimed strongman of Ihadan
polities. Chiel Lamidi Ariyibi Adedibu, The old man openly ashed for a portion
of the state treasury. His request was wiened down by the Govemor. Crisis broke
oul between the godfather and his political son. An tmpeachment was concocted.
Ladoja was shoved aside in o controversial manner. e was impeached by the
House o Assemibly members loyal o Adedibu. For eleven (115 calendi months,
Ladoja’s deputy, Chiel Christophier Adebuyve Also-Akalu. was made the governor
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strategies were adopted and used by a number of political parties, pressure groups
and their respective gubernatorial candidates.

= Developing a Narrative

The most important aspect of any political campaign is the narrative (Kaid,
Postelnicu, Landreville, Yun & LeGrange, 2007). The narrative is the story
behind i candidate- their history. their beliefs, their personality and all of the traits
and characteristics that make them worth voting for, In the process of
clectioneering campaign in the 2015 gubernatorial election in Oyo state. five
narrdlives competed against one another in the public arena. Rashidi Ladoji’s
nurrative was that of a former governor who used to pay wages and salaries as and
when due: and made welfare of the state’s employees uppermost in his heart
while he was the chief executive of the state. Adebayo Alao-Akala’s narrative, on
the other hand. was that of a lormer governor whose approach and focus on
wealth creation and people’s empowerment would transform  the  political
economy in the state. Abiola Ajimobi’s narrative. of course, was that of i political
insider whose focus and targel on infrastructural development would endear the
state 10 both local and foreign investors. Teslim Folarin®s narrative wis that of i
ex-senae leader whose experience in the National Assembly could bring greater
benefits 1o the state. Seyi Makinde's narrative, however, was that of a pohteal
outsider whose fresh idea and focus on creatny redl change would transtorm
politics in the State. Each of the candidates” nurratives shaped every other aspect
of their political marketing.

According to Less-Marshment (2001h) and Robinson (2010), crafting & namative
that @ political candidawe’s voler base can relite 1o is one of the most impartant
elements of running o political marketing campaign. A good narritive needs o be
befievible and relevant to the audience whose support is being campaigned for.
However. creating i narrative is o branding strategy not unlike the tacties used by
marketing companies. Instead of @ product or company becoming & brand. a party
or it political candidute becomes a marketable brand that peeple can relate (o
(Lock & Harris, 1996).

« Social Media Marketing

Social media is one of the most effective platforms for raising awareness of
political issues. encouraging people to vote. and promoting political candidates.
According 1o Leppunicmi. Karjuluoto, Lehto & Goman (2010). since social media
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one form of necative campaigning or the other via television adverts, newspaper
columns. political debates and direct marketing among others. Meanwhile,
negative campaigning might seem dirty and unsportsmanlike; neveriheless. it hus
g wide range of benefits (Gelb & Bush. 2011). Since negative campaign is
targeted towards those likely to vote for a candidate’s competitor(s). it can sway
these voters into changing their minds and shifting over o a particular candidute's
side. Although it can be incredibly effective when done right. negative marketing
however can be ineffective without the positive marketing campaign to support it
(Dardiser al, 2008).

= Direct Mail Marketing

Although social media and television are the most popular platforms for
connecting with the vounger generation of voters (Leppaniemier al.. 2010;
Campbell. 2010). However there is no gainsaying that many people still respond
very well to old-fushioned direct mail marketing. In the build up tewards the 2015
gubernatorial election in Oyo State. most political parties, pressure groups.
electoral candidates and their campaign managers engaged in the distribution of
brochures. leaflets, short form manifestos and other direct mail documents 1o the
electorate in both urban and rural communities in the state. This act of distribution
is in congruence with the research suggestion of Ben-Ur & Newman (2010) that
direct muil marketing documents still remain excellent tools for persuading people
in a particular geographical avea o vote for a certain electoral candidate, political
party or government policy.

Since direet mail is geographically targeted, it is an extremely powerful marketing
strategy for energizing a voter base prior to a general election (Franz &Ridout,
2010). With the right quantity of leaflets. yard siens and public rallies: towns and
villages can swing election results and give one’s party or candidate a significant
advantage. However. like all other forms of political marketing strategics. direct
mail marketing needs 1o reinforce the narrative ereated around a political party,
govermment policy or electoral eandidate, 1t needs w0 focus on voters” henefis.
political party’s strategies for improving the community and the advantages that
an electoral candidate and his party can offer over their competitor(s) (Wring
2005).

* Media and Public Relations
There is no gainsaying that political marketing has become dominated by
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public clamour for an electoral system that would elimindte or reduce the
disputations that usually occur afier elections.

Since 1964. elections in Nigeria have been problematic; ballot boxes often
develop wings and losers are declared winners by the electoral commission. When
those boxes resurface at the counting centres. they are stuffed with multiple
thump-printed ballot papers. Results declared at the polling centres are usually at
variance with those submitted at the collation centre.

Nigeria's quest for electronic voting dates back to the Second Republic when the
chatrman of the defunct Federal Electoral Commission (FEDECO). the late
Justice Victor Ovie-Whiskey. mooted the idea for the 1983 general elections. The
plan was vehemently opposed by the late sage. Chief Obafemi Awolowo. the
leader of the defunct Unity Party of Nigeria (UPN). He threatened to call out his
supporters to smash the machines. because he had lost confidence in the electoral

body 10 conduct a free and credible election.

Again in 2006, when the former INEC Chairmun, Prof. Maurice Twu, proposed
electronic voting for the 2007polls, it was greeted with criticism. The pan-Yoruba
socio-political group. Afenifere, rejected the innovation, saying that the country
was not ripe for it. The organization cited low literacy level and luck of time to
ascertatn its worth and workability. Besides. it alleged that Prof. lwu had a hidden
agenda. Afenifere described e-voting under the erstwhile INEC Chairman as an

electronic rigging mechanism.

Meanwhile. there is no gainsaying that the fallout of the 2015 general elections
was the use of the Smart Card Reader. However, there was a Supreme Court
Judgment that did not accept the use of the Card Reader as part of the process of
accrediting the voter (Salaudeen. 2017). Therefore, the Smart Curd Reader was
not used In voting. but used as a means of accrediting a prospective voter.
Moreover. there were some minor lapses with the Smart Card Reader during the
2015 general elections. One thing is certain: the Curd Readers did nat fail to read
cards. what they failed to do was to tie the cards with the individuals through their
biometrics. The Card Readers refused. in some instances, 1o connect the biometrie
fingerprints to the cards. So. there were many problems with Smurt Card Readers
during the 2015 general elections, not only in Oyo State but in other federating

units in Nigeria.
29
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Political goods are what Nigerians commonly refer (o as the dividends of
democracy. In advanced democracies. it is normal for politicians to comper;
vieorously during primaries in their attempt to convince the electorate thy they
have better policies and programmes than their competitor(s). In the Upity
Srutes. for example. campaign promises are soctal contracts that politiciang
strugele to implement. That is why. once clected. they often follow through oy
their campaign promises by routinely providing political goods for their citizens
without fanfare. Sometimes. where necessary. they ask the citizens in g
referendum. if they want changes (o certain policies or the location of certain
facilities hefore taking any action, This is especially true of policies. programmes,
and projects that may affect the citizens” life chances or their incomes. Inmost
cases. however, citizens often wake up only to find out that certain fuctlities have

been provided. modified. or repaired. as appropriate.
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Moreover, the introduction of Smart Card Readers into the electoral processes in
the 2015 general elections should be considered a progressive development in the
nation’s political history considering the fact that the Nigerian experience with
democracy has for long been marred by a fraudulent clectoral system whereby
ballot stuffing. snatching of ballot boxes, manipulation of results and Compromise
of electoral officials to falsify results had become the norm. As a resull, people
have |0st confidence in Nigerian elections and the results they produce. [E-voting
Sysem s therefore o timely recognition of the mass chunour [or the conduct ol
efficient, reliable and fair elections as it aives little or no room for manipulatiol
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during the voting: and its adoption would hence reform and clean up the electoral
process.

In conclusion. political marketing varies from a classical approach to marketing,
due w the differences between selling a product, and selling a person. Thus, the
framework for understanding the necessary roles and actions of the electoral
candidate(s) during the process of clectioneering campaign was provided with
presentation of the year 2015 gubernatorial clection in Oyo State as a case study.
It should be noted that exposure to negative political advertising can foster among
individuals™ feelings of alienation, distrust, and aparthy towards government or
the political pracess (Dardiser al., 2008). However, attack adverts are prevalent in
political campaigns. but their effectiveness is debatable, as opposed to positive
messages highlighting the values an clectoral cundidate stands lor. It becomes
imperative to suess the role and value of social media toward the implementation
of a well-rounded marketing mix in the process of political electioneering
campaign. Meanwhile. implementing social media as a primary tool in a political
electioneering campaign may further diminish the role ol wraditional media.
Overall. it is possible to conclude that the basis ol political marketing rests in
forming emotional connections and lasting impressions on the voling public.
which will evenwally lead 1o greater electoral success. Moreover, the gains
recorded with the use of Card Readers in the 2015 general elections gaes a long
way to show that with the adoption of e-voting. the country will record a huge
success in democratic governance. while the crisis of confidence and lack of trust
in Nigerian electoral system would be addressed.

Recommendations
From the assessment done and conclusion drawn from the conceptual analysis

above, the following recommendiations therefore become imperative.

= Political marketing strategies and c¢lectioneering campaigntactics should
be allowed to impact positively on the Nigerian electoral systems. It is the
beliel of the researclier that such impact would go a long way to deepen
the Nigerian democratic experience and as well ensure successlul conduct
of the future elections in the country.

»  Muny political candidates (ocus much of their energies. passion, and funds
into creating attsck advertisements about their opponent(s). Their efforts
could rather be channeled much more efficiently into  creating
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