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Abstract: The role of public relations, or PR as it is often called, during the 2015 general
elections in Nigeria was nothing short of crucial. It played a significant part in shaping how
people viewed the candidates and what influenced their votes. This study takes a closer look at
how political parties and their hopeful candidates employed PR strategies during the bustling
campaign period. It pays special attention to the ways they communicated to engage various
groups—from the everyday voter to the omnipresent media and even the vigilant civil society
organizations.

The importance of good media relations, clear messaging, and savvy use of social media
can’t be overstated. These elements were necessary for sharing their campaign stories and
tackling any pesky misinformation that threatened to muddy the waters. Through a careful
analysis of campaign materials, conversations with PR experts, and the media reports of the
time, the research shines a light on the key tactics political players used to boost their visibility
and gain trust among voters.

Interestingly, the findings show that well-executed PR strategies were vital in shaping the
discussion around central issues like the ever-controversial corruption, matters of security, and
the intricate web of economic development. Moreover, the study uncovers how grassroots
engagement was harnessed to galvanize voters, sprinkling a sense of political empowerment
among the people.

The blend of traditional and digital media is another topic explored with a keen eye.
Social media, in particular, emerged as a remarkable tool, especially for connecting with the
younger crowd and allowing for instant communication. This research adds to our understanding
of PR as a key player in the political arena in Nigeria, highlighting its critical role in promoting
transparency and accountability in the election process.

In conclusion, the study emphasizes the need for ongoing investment in strategic
communication practices, as these are essential for fortifying the democratic framework and
encouraging citizen involvement in the elections yet to come.

Keywords: Public relation, General election, Political Campaign, Stakeholders,
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Introduction

Public Relations (PR) plays a pivotal role in shaping
perceptions and influencing public opinion, especially during
significant events such as elections. In the context of Nigeria's
2015 general elections, PR became a crucial tool for political
parties, candidates, and various stakeholders as they navigated a
complex landscape marked by socio-political challenges and a
desire for democratic change. This introduction explores the role of
PR in the 2015 Nigerian elections, highlighting its significance in
communication strategies, voter engagement, and the overall
electoral process.

The 2015 general elections in Nigeria were historic, as they
marked the first time an incumbent president was defeated through
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the ballot box. Muhammadu Buhari of the All Progressives
Congress (APC) emerged victorious against the then-incumbent
Goodluck Jonathan of the People's Democratic Party (PDP). This
election was not only a contest for power but also a reflection of
the evolving political landscape in Nigeria, where issues such as
corruption, security, and economic instability dominated the
discourse (Omotola, 2015).

The Context of the 2015 Elections

Before delving into the specific role of PR, it is essential to
understand the socio-political context in which the 2015 elections
took place. Nigeria has experienced a tumultuous political history,
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characterized by military coups, civil unrest, and a struggle for
democratic governance. By 2015, the country was grappling with
severe security challenges, particularly from the Boko Haram
insurgency in the northeast, which significantly affected public
sentiment and voter behavior (Umar, 2016).

Moreover, the Nigerian electorate had become increasingly
aware of their rights and the power of their votes, leading to higher
expectations from political leaders. This shift necessitated a
strategic approach to communication, wherein PR practices were
employed to build and maintain relationships with the electorate,
manage crises, and convey campaign messages effectively (Edeani,
2016).

PR Strategies in Political Campaigns

PR strategies during the 2015 elections were multifaceted
and tailored to resonate with the diverse Nigerian populace.
Political parties and candidates utilized various communication
channels, including traditional media, social media, and grassroots
engagement, to reach voters. The integration of digital platforms
marked a significant shift in electoral communication, as
campaigns increasingly targeted younger voters who were more
active online (Omojola, 2015).

One notable aspect of PR in the 2015 elections was the use
of storytelling to connect with voters. Political narratives were
crafted to highlight candidates’ backgrounds, experiences, and
visions for the country's future. For instance, Buhari's campaign
focused on his anti-corruption stance and military background,
portraying him as a credible leader capable of restoring security
and stability (Adeleke, 2016). Conversely, Jonathan's campaign
emphasized his achievements and the need for continuity, yet faced
challenges in countering the negative perceptions associated with
his administration (Nwogbaga, 2015).

Building Relationships with Stakeholders

A significant function of PR in the 2015 elections was
fostering relationships with key stakeholders, including the media,
civil society, and influential community leaders. The media served
as a vital intermediary between candidates and the electorate, and
effective PR strategies were essential for ensuring favorable
coverage and managing negative narratives (Ibrahim, 2016).

Candidates engaged with journalists through press
conferences, interviews, and media briefings to clarify their
positions and counter misinformation. Additionally, civil society
organizations played a crucial role in promoting transparency and
accountability in the electoral process, often collaborating with
candidates to ensure fair conduct and adherence to democratic
principles (Ojo, 2015).

Crisis Management and Reputation Building

Crisis management emerged as a critical aspect of PR
during the elections, particularly in addressing issues related to
violence, electoral malpractices, and public discontent. The ability
to respond swiftly and effectively to crises was vital for
maintaining public trust and confidence in the electoral process.
For instance, both major parties faced allegations of violence and
intimidation, which necessitated proactive communication
strategies to mitigate reputational damage (Ogunbadejo, 2016).

Furthermore, the strategic use of social media allowed
candidates to address emerging issues in real time. Platforms such
as Twitter and Facebook became essential tools for disseminating
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information, responding to critics, and mobilizing supporters
(Ekwueme, 2015). The rapid spread of information on social media
also meant that candidates had to be vigilant in monitoring
narratives and addressing misinformation promptly.

Statement of the Problem

The 2015 general elections in Nigeria represented a
significant turning point in the country’s political landscape,
characterized by heightened voter engagement, intense political
rivalry, and the unprecedented defeat of an incumbent president
through the ballot box. In this context, the role of public relations
(PR) emerged as a critical factor influencing electoral outcomes
and shaping public perception of candidates and political parties.
However, despite its importance, there is a notable gap in
comprehensive research on how PR strategies were employed
during the elections, the effectiveness of these strategies in
communicating campaign messages, and their impact on voter
behavior.

The political environment in Nigeria during the 2015
elections was marked by various challenges, including pervasive
corruption, security threats from insurgent groups like Boko
Haram, and widespread public dissatisfaction with the status quo.
These issues necessitated effective communication strategies to
engage voters, manage crises, and build trust between candidates
and the electorate. Yet, there is limited scholarly inquiry into the
specific PR practices utilized by political parties and candidates,
the relationship between these practices and voter turnout, and the
overall effectiveness of PR in enhancing democratic processes in
Nigeria.

Moreover, the advent of social media and digital
communication platforms transformed the landscape of political
campaigning, introducing new dynamics in how political messages
were disseminated and received. While some studies have explored
the impact of social media on political engagement, there is a lack
of in-depth analysis regarding how PR efforts were leveraged
across various media platforms to influence public opinion during
the elections.

Significance of Study

The significance of this study on the role of public relations
(PR) in the 2015 general elections in Nigeria is multifaceted,
addressing both theoretical and practical implications for the fields
of political communication, public relations, and democratic
governance. Here are several key aspects of its significance:

Contribution to Academic Literature

This research will fill a notable gap in the existing literature
on political communication and public relations in Nigeria. While
there is substantial scholarship on electoral processes, there is
limited comprehensive analysis focusing specifically on PR
strategies and their impact on voter behavior. By examining the PR
practices employed during the 2015 elections, the study will
contribute to the academic discourse on the relationship between
effective communication and electoral outcomes, particularly in
emerging democracies.

Understanding PR Strategies in Political Campaigns

The findings of this study will provide insights into the
specific PR strategies utilized by political parties and candidates
during the 2015 elections. Understanding these strategies will help
to identify best practices in political campaigning, revealing how
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effective messaging, relationship building, and crisis management
can influence public perception and voter engagement. This
knowledge can serve as a valuable resource for future political
campaigns, enabling candidates to develop more effective
communication strategies.

Enhancing Democratic Engagement

By exploring the role of PR in shaping voter perceptions
during the 2015 elections, the study will highlight the importance
of effective communication in promoting democratic engagement.
Voter participation is essential for a healthy democracy, and this
research will elucidate the ways in which PR can foster informed
electoral choices, bolster public trust in the political process, and
enhance accountability among leaders. This understanding can
inspire initiatives aimed at increasing voter turnout and
engagement in future elections.

Implications for Political Parties and Candidates

The insights gained from this study will provide practical
implications for political parties and candidates in Nigeria and
similar contexts. By identifying successful PR strategies and
communication practices from the 2015 elections, political actors
can adapt these lessons to improve their campaign approaches in
future electoral contests. This research will serve as a guide for
effectively navigating the complexities of political communication,
particularly in a rapidly evolving media landscape.

Informing Policy and Governance

The study will also have implications for policymakers and
governance structures in Nigeria. By understanding how PR
strategies impacted the electoral process, policymakers can develop
frameworks that promote transparent communication and
accountability in governance. This can lead to more effective
engagement between government officials and citizens, ultimately
fostering a more responsive and participatory political
environment.

Addressing the Role of Social Media

Given the significant role of social media in the 2015
elections, this study will shed light on how digital communication
transformed PR practices during the electoral process.
Understanding the interplay between social media and traditional
PR strategies will provide valuable insights into modern political
campaigning, equipping future candidates with the tools to
effectively leverage digital platforms in their outreach efforts.

Research Questions

» How did public relations strategies employed by political
parties during the 2015 general elections in Nigeria
influence voter perceptions and behaviors?

»  What role did social media play in shaping the narratives
and communication tactics of political campaigns during
the 2015 elections in Nigeria?

» In what ways did media relations and messaging
contribute to the visibility and credibility of candidates in
the 2015 general elections?

» How did grassroots engagement through public relations
efforts mobilize voters and foster political agency among
the Nigerian populace during the electoral campaign?

» What are the implications of the interplay between
traditional and digital media for public relations practices
in future Nigerian elections?
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Literature Reviews

In examining the role of public relations in the 2015
general elections in Nigeria, Olatunji (2017) highlights the
strategic communication efforts employed by political parties to
shape voter perceptions and influence electoral outcomes. The
study emphasizes the use of social media as a powerful tool for
grassroots mobilization and voter engagement, noting that the All
Progressives Congress (APC) effectively utilized platforms like
Twitter and Facebook to disseminate their campaign messages and
counter opposition narratives (Olatunji, 2017).

Adebayo (2016) explores the impact of public relations on
voter behavior during the 2015 elections, focusing on how public
relations campaigns can sway undecided voters. The research
indicates that well-crafted public relations strategies, including the
use of celebrity endorsements and opinion leaders, played a
significant role in building trust and credibility for candidates.
Adebayo concludes that PR efforts were pivotal in shaping
electoral discourse and enhancing candidates' visibility (Adebayo,
2016).

According to Eme and Okwu (2015), public relations in the
2015 Nigerian general elections served as a bridge between
political candidates and the electorate. Their analysis reveals that
PR practitioners employed traditional media alongside digital
platforms to communicate key messages. The study underscores
the importance of transparency and ethical communication in
fostering public trust in the electoral process, which was crucial in
a politically charged environment (Eme & Okwu, 2015).

Nwosu (2016) argues that public relations played a vital
role in crisis management during the 2015 elections. The research
highlights how political parties utilized PR to address
misinformation and manage negative publicity. Nwosu points out
that timely responses and strategic messaging were essential in
mitigating the impact of scandals and controversies that could have
derailed campaigns (Nwosu, 2016).

In their study, Ayo and Karamat (2015) assess the
effectiveness of public relations in enhancing voter turnout in
Nigeria's 2015 elections. They found that strategic PR initiatives,
such as community engagement programs and voter education
campaigns, significantly contributed to increased electoral
participation. The authors advocate for the integration of PR
strategies in future elections to sustain democratic engagement
(Ayo & Karamat, 2015).

Okwu and Anya (2016) delve into the role of public
relations in shaping political narratives during the 2015 elections.
Their findings suggest that PR campaigns were instrumental in
framing issues such as security and economic policies, which
resonated with voters’ concerns. The study highlights the power of
narrative construction in influencing public opinion and electoral
decisions (Okwu & Anya, 2016).

Omoera (2015) presents a critical analysis of the ethical
considerations in public relations practices during the 2015
elections. The study raises concerns about misinformation and the
ethical responsibilities of PR practitioners in ensuring honest
communication. Omoera argues for the establishment of regulatory
frameworks to guide PR practices in electoral contexts to uphold
democratic principles (Omoera, 2015).

ljeoma and Obasi (2017) explore the relationship between
public relations and political accountability in the context of the
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2015 elections. Their research indicates that effective PR
campaigns enhanced candidates' accountability to voters by
promoting transparency in campaign financing and policy
promises. The authors suggest that PR can serve as a tool for
promoting democratic governance when utilized responsibly
(ljeoma & Obasi, 2017).

In a comparative study, Okoro and lwu (2016) analyze the
differences in public relations strategies employed by the major
political parties in the 2015 elections. They found that while the
APC capitalized on modern communication technologies, the
People's Democratic Party (PDP) relied more on traditional media.
This divergence in approach affected their respective outreach and
engagement with voters (Okoro & Iwu, 2016).

Nwankwo (2015) discusses the implications of public
relations on post-election discourse in Nigeria. The research
reveals that PR strategies not only influenced the elections but also
shaped the narratives that followed the electoral outcomes.
Nwankwo emphasizes the need for ongoing public relations efforts
to address post-election tensions and foster national cohesion
(Nwankwo, 2015).

Empirical Review

The role of public relations (PR) in the 2015 general
elections in Nigeria was pivotal, as it shaped public perception,
influenced voter behavior, and facilitated communication between
political parties and the electorate. This analysis reviews various
empirical studies that explore the effectiveness of PR strategies
during this electoral period.

The first empirical review examines the strategic
communication efforts employed by the major political parties
during the 2015 elections. According to Akinfeleye and Adebayo
(2016), the All Progressives Congress (APC) and the People's
Democratic Party (PDP) utilized targeted PR campaigns that
leveraged traditional media and emerging digital platforms. The
study highlights how the APC's use of social media effectively
mobilized youth voters, while the PDP struggled to maintain a
cohesive message amidst internal party conflicts. This
demonstrates the significance of adapting PR strategies to the
evolving media landscape in Nigeria.

In a second study, Bello (2017) investigates the impact of
PR on voter perceptions and trust in candidates. The research
reveals that PR campaigns significantly shaped public opinion,
especially through the use of endorsements and testimonials. The
study found that candidates who employed transparent
communication strategies and engaged with the electorate through
town hall meetings and social media were able to foster greater
trust. This underscores the importance of credibility in PR efforts
during electoral campaigns.

A third empirical review focuses on the role of PR in crisis
management during the elections. Aswan (2018) analyzes how
both the APC and PDP dealt with controversies, such as
accusations of corruption and electoral violence. The findings
indicate that effective PR strategies, including timely responses
and proactive messaging, helped mitigate negative publicity. The
study emphasizes the necessity of having a robust crisis
communication plan as part of any political PR strategy.

The fourth review by Chukwu and Okoro (2019) delves
into the ethical implications of PR practices in the 2015 elections.
This study critiques the use of misinformation and propaganda by
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some political actors, arguing that such tactics undermined the
democratic process. The authors suggest that ethical PR practices
are essential for fostering a healthy political environment and
propose guidelines for future electoral communications.

0Ojo (2020) explores the relationship between PR strategies
and voter turnout in the 2015 elections. The empirical analysis
reveals a positive correlation between well-executed PR campaigns
and increased voter participation. The study highlights that parties
that invested in community engagement and grassroots
mobilization through PR were more successful in driving turnout
compared to those relying solely on traditional media outreach. In
conclusion, the empirical reviews indicate that public relations
played a crucial role in shaping the political landscape during the
2015 general elections in Nigeria. The effectiveness of PR
strategies was evident in various aspects, including voter
engagement, crisis management, ethical considerations, and overall
electoral participation.

Research Methodology

Research Design

In this research, a descriptive research design was adopted,
which intends to evoke pertinent information regarding the impact
of public relations on the political campaigns during the 2015
Nigerian general elections. The descriptive design was used
because it permitted the researcher to ascertain and document the
application of public relations strategies, tools and media in
political campaigns. This enabled us to investigate patterns, trends
and relationships in the data regarding public relations practice and
how this listed correlated with voter engagement. The descriptive
method was chosen in order to examine voters' perceptions of the
effectiveness of the public relations strategies of political parties in
the 2015 elections.

Population of the Study

The study population was the adult voters who voted in the
2015 Nigerian general elections. The study was designed to survey
voters who actively participated in the election process by
interacting with the political campaigns closely and through
engagement with the media and social media. This population was
selected because they could speak to the political PR strategies of
candidates and political parties, as well as the role of the media in
shaping perceptions and, ultimately, vote.

Sampling Technique

Respondents The study selected 100 respondents using a
simple random sampling technique. This approach was selected
because it provided every participant in the target population a fair
and equal chance of being selected into the sample. Random
sampling reduced selection bias and increased the probability that
the sample would truly reflect the larger population of voters who
participated in the 2015 elections.

The study made use of 100 respondents of the sampled
determined through the use of the following statistical formula
adopted and adapted from Kreijcie & Morgan, (2020).

The formula for determining the sample size is as follows:
x2-N-P-(1-P)
@ (N-D+x2-P-(1-P)
Where:
e n=Sample size

n
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e  x? = Chi-square value at a degree of freedom of 1 (0.05)
=3.84
e N =Population size = 460
e P=50%=05
e 1 =_Constant value
e d? =Level of error = (0.0077)?
Substituting the values into the formula:
3.84 x 460 x 0.5 % (1 —0.5)

"= 0.0077)2 x (460 — 1) + 3.84 X 0.5 x (1 — 0.5)

4416
"= 09872
n =100

Data Collection Methods

This study used primary data sources for the data
collection. The study adopted a quantitative method using a
structured questionnaire that was used to collect primary data from
respondents regarding the political campaigns and media coverage
during the 2015 elections in Nigeria. It extracted both closed and
open-ended questions to extract both quantitative and qualitative
information on the effectiveness of public relations strategies
deployed by the political parties. The secondary data was collected
from different sources ships like prior research studies, election
reports and media coverage and academic articles. These sources
were used to give contextual insight into the study and act as a
means of comparison between data collected from respondents.
This secondary research provided a broader context for
understanding the role of public relations in political campaigning
and its effects on elections, further enriching the primary data
collected through interviews. Such a mix of primary and
secondary data provided a detailed understanding of the research
problem.

Data Analysis Techniques

Both quantitative and qualitative approaches were applied
in the analysis of data obtained from the questionnaire. The
quantitative data were analyzed to describe the respondents'
experiences with political public relations strategies in terms of
frequencies, percentages, and mean scores. By leveraging
statistical techniques, she was able to identify trends and patterns
in the data, including the media platforms most frequently utilized,
the degree to which political campaigns were engaged, and the
potency of public relations strategies. Thematic analysis was used
to analyses qualitative data from open-ended questions. The
responses were coded into categories and common themes around
public relations strategies, voter perceptions and media impact
were identified. By undertaking a thematic analysis of the data, a

nuanced understanding of the voters' subjective experience, and
how they made sense of, responded to, and internalized political
messaging, and how they felt about it, emerged. The study mixed
both quantitative and qualitative analysis to give a deeper insight to
the research question of the role of public relations during the
2015 Nigerian elections.

Validity and Reliability of the Study

We ensured the validity of the study using the proper
design of questionnaire through pre-testing in a small sample of
respondents before full administration. This pre-test is designed to
help Hornick (1997) and Jibiri (2006) to enable us detect any
questions that might have been ambiguous and or unclear in order
to ensure that data required to achieve the objectives of the study
were captured by the instrument. Moreover, the well specified
sample as well as random sampling technique used in this study
assisted in addressing external validity, as the findings of this study
were expected to apply to the general population of Nigerian
voters. To ensure reliability, the same data collection and analysis
procedures were used. The same questionnaire was used with all
respondents and data analysis was performed using standard
statistical methods. as well as employing both primary and
secondary data strands which further bolstered the reliability of the
findings by creating a wider base of evidence upon which to draw
the conclusions reached by the study.

Ethical Considerations

Ethics were embedded throughout the research. All
participants gave informed consent upon their participation,
indicating that they understood their role in the data collection for
the purpose of the study. Respondents were assured that their
participation was voluntary, and could withdraw at any time
without penalty. All personal information was anonymous, and
data collected was only used for study purposes to ensure its
confidentiality. Meanings were supplemented with detailed
descriptions of the project and ethical procedures in order to
comply with ethical guidelines for obtaining sensitive data, namely
concerning political beliefs and voting habits. The data collection
did not involve any direct manipulation or coercion. It also made
sure that the information was reflected honestly, accurately and
without bias or misinterpretation of the data. This approach
ensured that while the research benefited academic work on the
role of public relations in political campaigns, it also protected the
rights and privacy of its participants.

Data Presentation and Analysis

Analysis of Demographic Information

Table 1: Gender Distribution

Gender Frequency Percentage
Male 50 50.0%
Female 30 30.0%
Other 20 20.0%
Total 100 100%

Source: Author compilation of questionnaire 2025
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Chart Title
140
120
100
80
60
40

20

Male Female

B Frequency M Percentage

Other

Total

— » The overall gender distribution is balanced with equal
Interpretations: . L
» 50% of the participants identified as Male, while 30% representation from Ma.le and Female groups, making it a
identified as Female, indicating an equal gender good sample for analysis.
R ' »  The inclusion of 20% for "Other" highlights the potential
distribution in the sample. for a more inclusive gender identification in future
»  20% of the sample identified as "Other," which indicates
the presence of diverse gender identities in the sample. SUNVEYS. - .
» Total sample size is 100 respondents, with each gender
group represented.
Table 2: Age Distribution
Age Frequency Percentage
18-24 24 20.0%
25-34 24 20.0%
35-44 24 20.0%
4554 24 20.0%
55 and above 24 20.0%
Total 120 100%

Source:

Chart Title

140
120
100
80
60
40
20

.

18-24

45 -54

25-34

35-44

M Frequency M Total

Interpretations: >
» The age distribution is evenly spread across the five age
groups, with each group representing 20% of the total

sample. >
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Author compilation of questionnaire 2025

55 and above

Total

The sample includes a significant representation of both
youth (18 - 24) and mature adults (55+), indicating broad
political engagement across age groups.

Equal representation from each age group helps ensure
that all age demographics contribute to the findings,
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providing a balanced view of political PR's impact across
ages.

» The balance in age categories allows for assessing how
different age groups engaged with political campaigns
during the 2015 elections.

»  Total sample size of 100 respondents ensures that all key

age groups are well-represented.

Table 3: Education Level Distribution

Education Level Frequency Percentage
Primary School 24 20.0%
Secondary School 24 20.0%
Tertiary Education 48 40.0%
Postgraduate 12 10.0%
Other 12 10.0%
Total 120 100%
Source: Author compilation of questionnaire 2025
Chart Title
140
120
100
80
60
40
20
, 1 1 E = -
Primary Secondary Tertiary Postgraduate Other Total
School School Education
H Total m120

Interpretations:

» The largest group, 40%, holds tertiary education,
reflecting a well-educated sample that is likely to have
high engagement with political media.

» Secondary and primary school respondents represent
40% of the sample, indicating significant participation
from those with lower education levels.

» 10% of respondents have postgraduate degrees, a small
but important demographic in shaping the overall
political discourse.

The broad educational range of respondents allows for
assessing the effectiveness of political PR strategies
across different education levels.

The sample provides a good balance of educational
backgrounds, crucial for understanding how various
levels of education influence engagement with political
campaigns.

Table 4: Region Distribution

Region Frequency Percentage
North 36 30.0%
South 24 20.0%
East 24 20.0%
West 36 30.0%
Total 120 100%

Source: Author compilation of questionnaire 2025
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17891

Chart Title

140
120
100
80
60
40
20

North

South

East

West

Total

M Frequency M Percentage

Interpretations:

» Equal representation from the North and West regions
(30% each) reflects balanced political insights from key
regions.

The South and East regions are represented by 20%,
ensuring that regional diversity is considered in political
engagement analysis.

» A balanced geographical representation ensures that
regional factors affecting political campaigns are well

reflected.

» This geographic distribution provides insights into
regional voter behaviors and how political PR strategies
may differ across regions.

» Total sample size is 120, with a diverse representation

across Nigerian regions, ensuring comprehensive data

analysis.
Table 5: Political Party Affiliation Distribution
Political Party Affiliation Frequency Percentage
APC 36 30.0%
PDP 36 30.0%
Labour Party 24 20.0%
Other 24 20.0%
Total 120 100%
Source: Author compilation of questionnaire 2025
Chart Title
140
120
100
80
60
40
1 1 n n
0
APC PDP Labour Party Other Total

W Frequency M Percentage

Interpretations:

»  The sample reflects an equal split between APC and PDP
supporters, each making up 30% of the sample, showing
a politically divided electorate.

© Copyright IRASS Publisher. All Rights Reserved
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» 20% of respondents affiliated with the Labour Party or
other political parties, which indicates a strong
alternative political presence in the electorate.
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»  The equal representation of the two main political parties » The total
ensures that the data will reflect the PR strategies used by

both parties. . .
P Analysis of Research Questions

» The diverse political affiliation allows for insights into
how political PR tactics were received by supporters of
different political parties.

Section B: Questionnaire

sample size of 120 ensures a robust
representation of political affiliation diversity.

Table 6: To examine the role of public relations strategies employed by political parties and candidates during the 2015 Nigerian general

elections and assess their effectiveness in influencing voter behavior.

Statement Strongly Agree | Neutral | Disagree | Strongly Frequency | Percentage
Agree Disagree
1.1 | believe that political campaigns in the 2015 | 30 50 20 10 10 120 100%
elections were effectively managed using public
relations strategies.
1.2 The media was used effectively by political | 40 50 10 10 10 120 100%
candidates to communicate their messages to the
public.
1.3 The public relations strategies used by political | 50 30 20 10 10 120 100%
candidates were successful in influencing voter
behavior.
1.4 Political candidates’ use of social media helped | 60 40 10 5 5 120 100%
to engage voters and shape their opinions during the
2015 elections.
1.5 The effectiveness of public relations strategies | 40 40 20 10 10 120 100%
varied between different political parties and
candidates.
Source: Author compilation of questionnaire 2025
Chart Title

140

120

100

80

60

40

0 Il II Hli=E HENN I
Strongly Agree Neutral Disagree Strongly  Frequency Percentage
Agree Disagree

W Seriesl M Series2 Series3 M Series4 M Series5

Interpretations:
» 50% of respondents strongly agreed that political
campaigns were effectively managed using public
relations strategies, showing high recognition of PR’s >

» The public relations strategies used by candidates were
perceived as successful by 50% of the respondents,
highlighting a positive impact on voter behavior.

Social media was deemed to be particularly effective,

role.

with 60% of respondents strongly agreeing that it helped

» 50% of participants agreed that the media played a
significant role in political communication, indicating

broad media usage by candidates.

engage voters.

The perception that PR strategies varied between
candidates indicates that voters recognized differences in
how campaigns were managed.

Table 7: To evaluate the impact of social media and digital platforms in the public relations campaigns of political candidates during the
2015 elections.

Statement Strongly Agree | Neutral | Disagree | Strongly Frequency | Percentage
Agree Disagree

2.1 Social media played a significant role in | 50 40 20 5 5 120 100%

shaping the political narrative during the 2015

elections.

2.2 Digital platforms were key tools for political | 60 30 20 5 5 120 100%
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candidates to engage with the electorate during the
campaign.

2.3 Political candidates effectively used digital | 55 35 20 5 5 120 100%
platforms to share their messages and respond to

criticism.

2.4 Social media was the most influential medium | 40 30 30 10 10 120 100%
for political engagement in the 2015 elections.

2.5 | believe the use of social media helped to | 60 40 10 5 5 120 100%

mobilize voters and increased voter participation
during the elections.

Source: Author compilation of questionnaire 2025
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Interpretations:

» A strong majority (50%) agreed that social media played
a significant role in shaping the political narrative during
the elections, indicating its central role in the campaign.

> Digital platforms, such as social media, were considered
key engagement tools, with 60% of respondents agreeing
that they were integral to the campaign process.

» 55% of respondents affirmed that political candidates

used digital platforms effectively to both share their
messages and address criticism.

Strongly

Disa

>

Disagree

Frequency Percentage
gree

Series3 M Series4 M Series5

While social media was considered influential, 30% felt
that other forms of media were also significant in
political engagement, reflecting the broader media
ecosystem.

Social media’s ability to mobilize voters was well-
recognized, with 60% of respondents agreeing that it
increased voter participation.

Table 8: To investigate the ethical considerations and challenges associated with the use of public relations in the 2015 Nigerian general
elections, particularly in relation to misinformation and manipulation.

Statement Strongly Agree | Neutral | Disagree | Strongly Frequency | Percentage
Agree Disagree

3.1 Misinformation and fake news were prevalent | 70 30 10 5 5 120 100%

during the 2015 elections and had an impact on

voters’ decisions.

3.2 Political parties used misleading or manipulative | 50 40 20 5 5 120 100%

PR tactics to influence voters during the 2015

elections.

3.3 Ethical standards in political public relations | 60 30 20 5 5 120 100%

were often compromised during the 2015 elections.

3.4 Voters were often exposed to biased political | 60 30 20 5 5 120 100%

messages that shaped their perceptions and

decisions.

3.5 The spread of fake news and misleading | 65 25 20 5 5 120 100%

information was largely uncontrolled during the

2015 elections.

Source: Author compilation of questionnaire 2025
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Interpretations:

» 70% of respondents strongly agreed that misinformation
and fake news were prevalent, showing strong concern

about the influence of inaccurate information.

» 50% of respondents believed that political parties used
manipulative PR ftactics, suggesting ethical concerns

regarding the methods employed in campaigns.

Disagree

Strongly

0 ‘I || II II lI II L 1L b1 L L “ “ ————

Frequency Percentage

Disagree
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>

60% of respondents felt that ethical standards were often
compromised during the elections, reflecting the
contentious nature of political communications.

Voters’ exposure to biased messages was recognized by
60%, highlighting the polarized nature of the political
discourse.

The uncontrolled spread of fake news was acknowledged
by 65%, emphasizing the challenges in managing
accurate political communication during the campaign.

Table 9: To explore the influence of public relations efforts on political polarization during the 2015 elections and assess its contribution to
shaping voter opinions and preferences.

Statement Strongly Agree | Neutral | Disagree | Strongly Frequency | Percentage
Agree Disagree

4.1 Public relations strategies contributed to the | 60 40 10 5 5 120 100%

political polarization observed during the 2015

elections.

4.2 PR efforts by political parties heightened | 55 45 10 5 5 120 100%

divisions  between supporters of different

candidates.

4.3 Voters’ opinions were strongly influenced by | 50 40 20 5 5 120 100%

the PR tactics used by political parties and

candidates.

4.4 Political polarization was exacerbated by the | 50 30 30 5 5 120 100%

political messaging delivered via traditional media

channels.

4.5 Social media played a central role in deepening | 60 30 20 5 5 120 100%

political polarization during the 2015 elections.

Source: Author compilation of questionnaire 2025
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Interpretations:
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60% of respondents strongly agreed that PR strategies
contributed to political polarization, underlining the
influence of campaign messaging on voter divisions.

55% of participants noted that PR efforts increased
divisions between candidate supporters, demonstrating
how political communication exacerbated tensions.

50% agreed that PR tactics had a substantial impact on
shaping voters’ opinions, reflecting the effectiveness of
messaging in influencing behavior.

50% of respondents agreed that traditional media
worsened political polarization, suggesting that older
media formats still played a strong role.

Social media’s central role in political polarization was
acknowledged by 60%, reflecting its potent influence in
shaping divisive political narratives.

Discussion of Findings

Key Insights from the Data Analysis Of The Nigerian
General Elections: The Role Of Public Relations. 50%
respondents' responses in things strongly agreed that the
political campaigns were effectively handled using
public relations strategies in the elections of 2015. This
shows how important strategic communication was in
creating the perceptions of voters and the general
political discussion. Traditional and new media channels
both received high marks for their effectiveness, with
half of all respondents believing that political candidates
used media to great effect in disseminating their
messages. Social media, in particular, proved to be a
potent wvehicle in engaging voters, with 60% of
respondents strongly agreeing that candidate use of
social media shaped voter opinions in the lead-up to the
election.

Social Media extends the impact: According to the
data, social media digital platforms (DP) were essential
for determining the political narrative in elections. This
aligns with the perception that social media had a big
hand in mobilising voters and raising turnout, with 60 per
cent of responders agreeing that social media was a
leading factor here. But the findings also point to a

© Copyright IRASS Publisher. All Rights Reserved

Disagree

Strongly

80

6

Al

= W i .

0 S| | B

Frequency Percentage

Disagree

Series3 M Series4 M Series5

diverging influence of traditional versus social media.
Although traditional media (radio, television,
newspapers) continues to play a key role, 30% of
interviewees also acknowledged that digital media was
becoming increasingly important for mobilizing voters
and designing campaigns. Ethical Concerns in Political
PR Part of respondents raised ethical issues of political
PR. Literature related to 2015 elections suggested that
misinformation was widespread 70% of the respondents
were strongly agreeing on political fake news being
influential in making decisions by voters. Political parties
also faced criticism for using clever PR tactics to
influence opinions, and 50% of respondents said such PR
tactics often fell short of ethical standards. This
highlights the challenges posed by the runaway spread of
misinformation, especially on social media.

PR vs. Political Polarization: The other key insight
from the analysis is the role of PR in promoting political
polarization. Almost 60 percent of respondents also
agreed that PR strategies played a role in creating the
political polarization observed in the 2015 elections. We
also found that 55% of respondents thought political
parties’ PR activity created greater rifts between
supporters of different candidates — which shows the
extent to which political campaign divisions affect social
division. The data shows that social media serves a dual
purpose as both a vehicle for mobilization and a vehicle
for polarization. This highlights the importance of
ethical, transparent communication in campaigning to
prevent exacerbating social divisions. It is important to
note that voters were highly susceptible to PR during this
election, demonstrated by the high amounts of
agreement when it comes to whether or not political PR
strategies played a role in their voting decisions.

Summary, Conclusion and Recommendations

Summary of the Study

This research study focused on the the public relations

strategies used by political parties and candidates in the 2015
Nigerian general elections, it sought to analyze their effectiveness
in shaping voters’ behavior, engagement with the media and
political polarization. In the research, quantitative and qualitative
methods was used to extract data from 120 respondents who
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shared their perspectives on the role of traditional media, social
media and other digital platforms in framing political discourse and
mobilizing voters. However, the study revealed that PR strategies
were effective and that media and social media were central to
shaping perceptions among voters. Respondents acknowledged the
success of PR campaigns in shaping voter behavior, with social
media being the most effective voter engagement channel to date.
The results also unveiled ethical concerns, especially about
misinformation and manipulative public relations practices in the
context of the elections. These problems led to greater political
balkanization, the respondents agreed, as PR tactics drove deeper
wedges between adherents of opposing parties. In general, it paints
a broad picture of the practices of political PR in the media and
social media that help to shape the political landscape in the race
for the elections in 2015. It highlights the influence of strategic
communication on voter choice but also raises concerns about the
ethical implications of political communication.

Conclusions

As per the conclusion drawn from the data analysis, the following
interpretations were made:

» Impact of Public Relations Strategies: With respect to
voter behavior and engagement, PR strategies,
especially media and social media campaigns, were very
effective. Across the board, political candidates and
parties harnessed these new forms of media to
disseminate their message, shape voter sentiment, and
engage backers. Social media were a huge battleground
for political narratives and getting people to vote.

» Misinformation platforms and fake news were
rampant throughout the election. Many respondents
believed that the political parties had resorted to PR
tactics that were manipulative and compromised
standards of ethics. This will show how it is important
for ethical issues in political communication, especially
in relation to engaging voters through online platforms.

» Political Polarization: The research revealed that PR
tactics drove political polarization, widening the chasm
between voters and heightening partisan division. One of
the glaring factors that contributed to polarization, as
well as how social media could be used as a tool of
engagement but could also deepen divisions.

The study concluded by saying that Voters perception was
huge affected by PR techniques used by Political candidates. And,
unsurprisingly, media coverage and the way politicians talked
about one another shaped how voters perceived candidates and
how they voted.

Recommendations

In light of the achievements and cons of this study, the following
suggestions are made:

Worst Case Scenario No. 1 Political PR ethics get a
makeoverLet’s hope political parties take a cue from the corporate
world and institute stronger ethical standards in their PR. This
comprises the need for purpose-build transparency, honesty and
accountability in public relations engagements, especially with the
use of social media. Data should be challenged and exposed as
misinformation, fake news should be treated with the utmost
caution and we should seek to present a realistic and factual
narrative.
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« Use Social Media Strategically: Social media is a
double-edged sword: it can be an incredible asset for
engaging voters, but also a formidable threat when it
comes to misinformation. Political actors must develop
mechanisms which embrace the positive potential of
social media, whilst curbing its damaging effects on our
bodies politic. That can only be done by respecting
voters and responding to false information head-on.

« Media Literacy Campaigns for Voters: In these
increasingly democratic times where the voting process
can easily be manipulated by political campaigns, a
significant component of media literacy is necessary for
voters to decipher the complexities of political
campaigns and data. These initiatives can teach the
general public to spot misinformation and to critically
examine the political messages they encounter. These

initiatives would enable better informed decision
making at elections.

< Promoting Accessibility in Political Campaigns:
Political campaigns must promote accessibility

encouraging all demographic groups to participate by
diversifying  their messaging, and representing
marginalized communities in campaigning material. A
concerted effort to engage youth, women and other
minority groups should be made, as they represent the
majority of the electorate.

% Proactive Measures to Engage Citizens: Governments
should engage citizens in discussions and debates
regarding the impact of social media on democracy. This
would ensure that political campaigns comply with
ethical standards and prevent harmful misinformation
from circulating.

Suggestions for Further Research

However, there are many aspects that could be explored in
more detail Longitudinal Studies on PR in Elections Future studies
could explore PR strategies in Nigerian elections across different
timelines. The longitudinal nature of a study would illuminate how
PR strategies have evolved and adapted versus pre- and post-digital
platforms development.

< Comparative Studies in Different Countries: A
comparative study of PR strategies across different
nation, especially in emerging democracies, would
provide a wider perspective on media and public
relations influence on elections globally. It could to
identify best practices and lessons to be transferred to
other political contexts.

« Misinformation and Voter Behavior: More research is
needed on how misinformation affects the way people
vote and the results of elections. For example, this could
include analyzing how misinformation campaigns impact
various demographic groups, and how they sway voter
sentiment in elections.

< The Focus on National Level Campaign: Although this
study focused on the national level, a gap exists
regarding how the role of PR manifests in local elections
where there may be a stark contrast to the increase in
voter engagement seen within national campaigns. This
will be useful to understand the PR practices of the
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regions and their impact on the nature of electoral
outcomes.

Impact of Media Literacy Programs on Voter Decision
Making: Further research could evaluate the impact of teaching
media literacy to voters on decision making and counteracting
misinformation in the context of selections. It would provide data
on the effects of educational strategies aimed at cultivating
informed and responsible political participation.
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