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ABSTRACT 

Presidential election campaign advertisements in Nigerian newspapers deploy multimodal 

and persuasive discourse strategies, which are contextually predetermined to influence 

voters’ decisions before an election. Existing linguistic studies on presidential election 

campaign advertisements in Nigerian newspapers focused mainly on persuasive effects from 

stylistic, metaphoric and satirical perspectives. However, little attention was paid to context 

and multimodal resources used in creating the effects. This study was, therefore, designed 

to investigate contextual representations in election campaign advertisements in selected 

Nigerian newspapers. This was to determine context types, discourse issues, multimodal 

resources and persuasive structures in the advertisements.   

Gunther Kress and Theo van Leeuwen's Multimodality Theory, complemented by Richard 

Petty and John Cacioppo’s Elaboration Likelihood Model, served as the framework. The 

descriptive design was adopted. Presidential election campaign advertisements of the two 

major and most popular political parties in Nigeria, All Progressives Congress (APC) and 

Peoples Democratic Party (PDP) were purposively selected. The advertisements published 

in 2015 and 2019 were purposively selected based on the transitional uniqueness of the 

period. Quota sampling was used to select two newspapers from the Lagos/Ibadan axis 

(Punch and Nigerian Tribune (NT)) and one from the Kaduna/Abuja axis (Daily Trust (DT)). 

Quota sampling was also used to select 40 advertisements from the newspapers (10 from 

DT, and 15 each from NT and Punch). The data were subjected to multimodal discourse 

analysis.  

Three projected context types were identified:  context of victory (CV), context of defeat 

(CD) and context of countering opponent’s strategies (CCOS). Context of victory involved 

use of peripheral route of persuasion (PRP), which was characterised by low elaboration, 

credibility issues, positive self-presentation, emotional inducements and celebrity 

endorsements, requiring no critical thinking for readers’ comprehension (DT). Context of 

defeat exhibited central route of persuasion (CRP) in high elaboration and logical 

presentation of facts aimed at provoking critical thinking (Punch and NT), while CCOS (NT 

and Punch) reflected integrated use of PRP and CRP made coherent through comparative 

listing of achievements and change of slogan to reflect new realities. Seven discourse issues 

were identified: leadership attributes (DT, NT and Punch), unemployment, insecurity, 

poverty reduction (NT and Punch), economic problems, education and infrastructures 

(Punch, DT and NT). In 2015, APC, as challenger, deployed more of CV and PRP, but as 

incumbent in 2019, it used more of CD and CRP (Punch and NT). Conversely, PDP, as 

incumbent in 2015, utilised CD and CRP, and as challenger in 2019, deployed CV and PRP 

(Punch and NT). Eight multimodal resources were identified: written words, pictures, 

drawings, typography, slogans, colours, statistical elements and logos (DT, NT and Punch). 

Four persuasive structures were identified: request and explication, problem and solution, 

question and answer, and quotation and question (Punch, DT and NT). These were used to 

indicate information value, salience and coherence in the advertisements and to justify the 

political parties’ stances on various discourse issues before the elections.  

Presidential campaign advertisements in Nigerian newspapers deploy context-determined 

persuasive designs meant to consolidate envisaged support, prevent likely defeat and 

anticipatorily counter opponent’s strategies before an election.  

Keywords:   Campaign advertisements, Political discourse, Multimodal resources, 

Persuasive structures  

Word count: 499   
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CHAPTER ONE  

INTRODUCTION  

1.1  Background to the study              

Election campaign advertisements in the print media have become an integral part of 

pre-election communication strategies used by politicians to contextually represent 

discourse issues in order to secure favourable support and influence voters’ actions. The 

discourse issues are often contextually configured through written words and images to 

express predetermined messages to specific audience through the print media. 

Generally, scholars, such as Franz and Ridout (2010), reveal that election campaign 

advertisements in the media have temporary persuasive effects, hardly absolute or 

measurable. Others, like Aduradola and Ojukwu (2013) conclude that sponsored 

election campaign messages like advertisements in Nigerian newspapers should be used 

to inform and persuade the electorate rather than deceiving or merely entertaining them.   

As multimodal configurations and communicative phenomena used in meaning 

representations in the media, they have been studied from stylistic, metaphorical and 

satirical perspectives to uncover producer’s intentions and hidden meanings in them. In 

Duyile’s (1987) opinion, political cartoons in the newspapers are used to increase the 

daily patronage of newspapers.  

Another example is Osisanwo (2016),using Halliday’s   notions of social semiotics and 

interpersonal metafunction, identifies  linguistic  and discourse strategies deployed in 

the representation of social actors and Nigerian general elections in selected headlines 

and cover stories of two magazines published in 2003. This was done to uncover how 

linguistic patterns shape readers’ comprehension of discourse representations in the print 

media. Many of these studies emphasise the ideas that persuasive effects in election 

campaign advertisements are of no simple and universal explanations; little or no 

tangible impacts, and are not easily measurable (Ansolabehere and. Iyengar, 1995; Franz 

and Ridout , 2010).   

Other scholars think and believe that political advertisements in the print media are 

deliberately used to generate some persuasive effects through the use of linguistic and 
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visual resources (Abdullahi-Idiagbon, 2013; Ademilokun, 2016 and Akpati, 2019). 

Nevertheless, politicians and their sponsors would continue to produce campaign 

advertisements in the print media as part of their pre-election communication activities 

and as means of reaching geographically scattered potential voters. However, 

persuading or creating persuasive effects in potential voters through election campaign 

advertisements in the newspapers is not an easy task because the advertisements 

communicate multiple issues of political concerns and societal values to both the 

informed and the not-so-informed readers within the time frames and places in which 

they are produced. So, these types of texts can be described as contextually projected 

multimodal configurations whose meanings may not be easily discernible and similarly 

interpreted by all readers.  

Making sense of written campaign advertisements in the newspapers, according to 

Serafini (2012:158), “does not come to the reader ready-made, the text comes as 

semiotic potentials discoverable during the act of reading”. In other words, for readers 

to uncover and appropriately interpret implicit meanings and messages conveyed in 

election campaign advertisements in the newspapers, they must understand context-

revealing factors such as shared knowledge between text producers and readers, peculiar 

societal realities and pervasive expectations of the electorate. Based on contextual 

knowledge, election campaign advertisers often deploy multiple meaning-making 

resources to clearly communicate messages meant to influence public acceptance or to 

prevent voters’ rejection of presented candidates before an election. It can be emphasised 

that winning an election is not an automatic communicative event that can be accurately 

predicted. However, to some extent, winning or losing an election can be contextually 

projected based on some identifiable and peculiar societal factors often multimodally 

reflected and relayed in campaign advertisements.  

Election campaign advertisements as promise-making ventures for a better future can, 

therefore, be described as contextual projections which are meant to strengthen voters’ 

support, prevent defeat or weaken opponent’s strategies. Projection, in this sense, depicts 

expectations or envisioning of likely future events in an ever-changing political 

environment based on political parties’ stances on recurring policy issues, types of 

candidates presented and parties’ capacity to influence apathetic or swing voters.. 

Hence, as a complex, purpose-driven and arduous persuasive task, language use in 

election campaign advertisements is often ambiguous and layered in terms of their 
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meaning potentials as they capture the prevailing realities at the time of their production. 

This can pose some difficulties to readers’ decoding of encoded messages and 

advertisers’ achievement of the goal of influencing voters’ electoral decisions.  

 However, relying on the language contents of encoded written messages to derive 

maximal meanings is limited as other modalities also shape the meaning contents of 

texts. Other semiotic properties such as pictures, colours, emoticons and other meaning-

making modes are now contextually used with written words to construct and 

communicate persuasive intentions in election campaign advertisements. In this 

connection, readers need constant and updated knowledge about the realities and 

prevailing attitudes that inform the choice and selection of multimodal resources 

deployed in such texts. This is important in order to promote better understanding and 

deeper interpretations of implicit messages and their persuasive intentions which are 

contextually expressed and represented in election campaign advertisements.  

Context is not a once-and-for-all phenomenon; but it is a dynamic and mutually shared 

experience likely foreseeable by both text-producers and readers in a particular society. 

As dynamic configurations, election campaign advertisements in the newspapers often 

deploy different multimodal resources to timely inform and warn members within a 

socio-political group about an impending danger. This is in consonance with Kress and 

van Leeuwen’s (2006) assertion that language and images are modes of communication 

developed for the communicative needs of a particular society. Happenings within a 

society are often foreseen and multimodally represented in election campaign 

advertisements for voters’ attention and prompt actions, especially in situations of 

averting likely unpleasant experiences resulting from wrong leadership choices that may 

lead to economic downturns or general hardship within a sociopolitical group. 

Advertisers deploy these as messages through the combination of multimodal resources 

to create awareness, ease understanding of messages and influence readers’ voting 

decisions before an election. Hence, being knowledgeable about the language of 

expression alone may not be enough for contemporary readers to effectively 

comprehend the multiple messages multimodally portrayed in election campaign 

advertisements in the newspapers.  

Aside from this, readers also need to acquire multimodal literacy to know that politicians 

do not use the print media to simply present candidates or parties to the public for 
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recognition and identification purposes alone; politicians use the media to evaluate and 

inform the electorate on how a candidate from a particular party, based on competence, 

can be differentiated from others before an election. Similarly, the mass media also serve 

as the channels through which political intentions are expressed and presented to the 

public. In this connection, the “… media and politics are closely connected, without the 

media, the activities, actions, and plans of political parties will not be known to the 

voters” (Ejupi, Siljanonovska and Iseni 2014:3). In other words, the mass media transmit 

political plans and activities to the electorate during the period of election campaign in 

order to increase voters’ awareness, knowledge and engender their active participation 

during an election.  

Similarly, Iyengar and Simon (1999:159) assert that political campaign advertisements 

in the mass media provide “…information value…, socialising effects, and 

reinforcement of voters’ prevailing predispositions or preferences ….” These are clearly 

tacitly reflected through the integrated use of multimodal resources aimed at persuading 

voters to get interested, be more involved and more informed about political issues that 

concern them. However, these intended effects may not be achievable when multimodal 

resources deployed in election campaign advertisements are too ambiguous and not 

visually appealing. Hence, election campaign advertisers often display their subtle 

ingenuity in the combined use of different linguistic and visual resources to create 

meanings, communicate intentions and attract readers’ attention in campaign 

advertisements. Some of these resources can be so common and familiar to undiscerning 

readers leading such readers to focus only on the apparent linguistic or visual elements 

contained in an advertisement and inadvertently miss the implicit messages or 

persuasive intentions in such texts.  

Most of the existing studies on visual texts focus attention on images and the connection 

between images and the written words in interpreting messages in multimodal texts. 

However, to Bateman (2016), multimodal analysts should no longer be preoccupied with 

simply describing the various semiotic resources involved in the construction of 

meanings in texts. They should focus more on uncovering causal mechanisms, 

correlations and inferential patterns or processes involved in composing persuasive 

multimodal texts in order to facilitate easy interpretations of such texts. Hence,unveiling 

the contextually projected meanings in election campaign advertisements can provide 

crucial insights to both producers’ and readers’ efforts at organising and understanding 
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the basic processes involved in the contextual production of persuasive messages aimed 

at influencing voting actions before any election. This study, therefore, examines how 

contextual knowledge determines the multimodal resources that advertisers deploy in 

presenting discourse issues and constructing persuasive campaign messages of the two 

major political parties in presidential election campaign advertisements in selected 

Nigerian newspapers.  

Political parties are integral parts of a democratic society. They provide alternatives from 

which the electorate can choose.  According to Ware (1995:5), “a political party is an 

institution that seeks influence in a state often by attempting to occupy positions in 

government”. In order to achieve this objective, they provide means of identification 

based on what they stand for on economic policy, social or welfare issues. In his 

observation, Solanke (2013) submits that, in the United Kingdom and the United States 

of America, political parties are defined by their ideologies in managing the economy, 

solving the unemployment problem or  fighting crime. It is, therefore, not common for 

politicians to defect from one party to the other in these countries. However, political 

parties in Nigeria are often identified based on personalities, ethnic base or religious 

affiliations rather than any stable ideology. In Nigeria, politicians defect to other parties 

at will in order to be in power or accrue access to those in power for personal 

aggrandizement. 

These mentioned features characterise the composition of the two major political parties 

in Nigeria. The People’s Democratic Party is one of the two major political parties in 

Nigeria. It was founded in 1998. The logo of the party is an umbrella and its flag is made 

up of green, white and red parts. Its slogan is ‘Power to the People’. It is a party that 

won every presidential election between 1999 and 2011.The party was later defeated in 

the 2015. It was also defeated in the 2019 and 2023 presidential elections.  

The All Progressives Congress (APC) is the other major political party in Nigeria. It was 

formed on 6 February, 2013 in anticipation of the 2015 elections. The party was the 

product of an alliance formed by the five main opposition parties in the pre-2015 general 

election context. These parties included the Action Congress of Nigeria (ACN), All 

Nigerians Peoples Party (ANPP), Congress for Progressive Change (CPC), a faction of 

the All Grand Progressive Alliance (APGA) and the new Peoples Democratic Party 

(PDP). The merger won the 2015 presidential election. Not only did it unseat the 
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incumbent president, the party also won the majority of governorship elections across 

the thirty-six states. The party is identified through its logo which comprises three 

colours: green, white and blue, and has a broom placed  in the white part ; its motto is 

‘Justice, Peace and Unity’; its slogans: ‘change’ (during the 2015 elections) and ‘Next 

Level’ (during the 2019 elections)  

Election is a conscious process where voters freely exercise their voting rights in 

choosing leaders who will represent them. To Anglin (1998), elections provide the pillar 

on which any democratic political system is built. Elections generally are platforms for 

citizens to perform their civic duties which are crucial within a society. Elections allow 

citizens to express their preferences for candidates of their choice and to ideally 

determine their leaders.  Elections provide the avenue for the electorate to disclose their 

choices of candidates, policies and political parties. To win an election, politicians and 

political parties consciously and premeditatedly employ persuasive strategies to 

convince the electorate by using different symbolic representations when 

communicating their intentions and identities. Many of these symbols are derived from 

natural objects, and some are artificially constructed   

Political elections in Nigeria feature tribal, religious and personal confrontations, which 

may be minimal or maximal. Akin to this observation is the propensity of Nigerian 

politicians to win at all cost through electoral malpractices such as rigging, violence, 

manipulation of results and intimidation of oppositions and their supporters using state 

security apparatuses and political thugs (Falola and Heaton, 2018). In the views of Sule 

et al. (2018), Nigerian elections are characterised by ‘god-fatherism’ which is usually 

used to influence the processes and outcomes of an election. According to Agbaje and 

Adejumobi, (2006), after Nigeria’s independence in 1960, the country had organised 

nine general and numerous, state and local government elections. Of these elections, the 

1979, 1983 and 1999 polls were conducted by military regimes to allow for transitioning 

to civil rule .The other elections held in 1964, 1983, 2003, 2007, 2011 and 2015 were 

conducted by incumbent civilian administrations. They were meant to establish 

democratic rule in Nigeria.  To Falola and Heaton (2018), aside from the Nigeria’s 2011 

and 2015 elections, the other elections were characterised by attempts from the ruling 

parties to influence the outcomes of the elections. This pattern was reflected in the 

victories recorded by the ruling parties in the 1964, 1983, 2003 and 2007 elections 

(Ibeanu, 2007).  
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From 1979 to 2019, presidential elections have been held nine times in Nigeria. The first 

two elections were held in 1979 and 1983. Another was held in 1991 and was annulled. 

Subsequent presidential elections were conducted in 1999, 2003, 2007, 2011, 2015 and 

2019. The voting pattern reflected ethnicity, religious affiliation and regional sentiment 

until 2015 when it became a contest between the incumbent party (the PDP) and the 

opposition party (the APC). Ordinarily, in this type of election, the incumbent was 

expected, as opined by Garecht (2015), to have some advantages over the opposition. 

The reason was that the incumbent had won the election before and possessed the 

advantages of an elected office holder like better coverage in the media, influence and 

greater popularity. To him, these factors did not reflect in the voting pattern and the 

preceding rigorous campaigns both in the print and broadcast media (newspaper, radio, 

and television). It should be noted here that the print media have been playing very 

significant roles in Nigerian politics since the commencement of election campaign in 

Nigeria. To Garecht (2015), many newspaper houses were founded and funded by 

federal and state governments and private individuals to enhance political visions and 

agendas of their founders. These include: Daily Times, Nigerian Herald, Nigerian 

Tribune, Daily Sketch, The Nation and The Sun among others. 

The 2015 presidential election result in Nigeria attained a uniquely new dimension and 

height as it nullified the incumbency advantage and the huge resources spent on 

campaigning by the incumbent. Aside from this, Nigeria’s 2015 election result was 

totally different from the previous elections in that the ruling party was voted out of 

office by the opposition party at the presidential poll without any post-election violence 

that usually characterised the previous presidential elections. The 2015 election changed 

the electoral history when the defeated party congratulated the president-elect before the 

official announcement of the result from the Independent National Electoral 

Commission (INEC). The voting process during the election was also unique. It was the 

first time that technology was deployed to authenticate voters’ eligibility before they 

cast their votes.  

Before the 2019 presidential election in Nigeria, there were noticeable changes in the 

political and security situations in the country. These issues, according to Adeoye (2019) 

include:  
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1. increased rate of insecurity as observed in the activities of insurgents in 

the far north which was characterised by banditry, cultism, ritual killing, 

widespread kidnapping, farmer-herdsman clashes and rape;  

2. electorate’s disappointment with the ruling party due to the unmet 

expectations of the ‘change agenda’ and lacklustre performance of the 

leaders;  

3. increase in interparty and intraparty conflicts;  

4. perceptions that the electorate are now more politically conscious and 

enlightened; and  

5.  less emphasis on the ethnic affiliations of  candidates.  

Apart from all these, the prevailing political atmosphere in Nigeria before 2019 was 

captured in the United States of America’s Institute of Peace’s (2018) Special Report. 

The report x-rayed and summarised the change, continuity and risks to peace in Nigeria’s 

political landscape. The authors observed that President Mohammed Buhari of the APC 

(the All Progressives Congress) was standing for re-election amid defections and intra-

party crises. Aside from this, the United States of America’s Institute for Peace’s Report 

(USIP, 2018), emphasised some significant changes that manifested across the 

federation from 2015 to 2019 though their manifestations varied from state to state. They 

included among others:   

1. Changing narratives of security and insecurity in the country;  

2.  Electorate’s disappointment with the incumbent government due to 

unmet expectations;  

3.  Peaceful democratic transition in 2015 and the attendant expectations it 

raised for good performance;  

4.  Increased level of electorate’s political enlightenment and higher 

expectations for improved performance by the election management 

body- INEC; and 

5. Reduced level of division between the northern and southern parts of 

country.   
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The scenario in 2015 was that a southern Christian candidate faced a Muslim candidate 

from northern Nigeria. Notably, the major competitors in the 2019 presidential election 

were exclusively from northern Nigeria. Moreover, the USIP (2018) Report chronicled 

Nigeria’s political situation - before the 2015 and 2019 presidential elections. These can 

serve as background information for explicating the meaning contents and persuasive 

strategies employed in the election campaign advertisements of the two major political 

parties before the 2015 and 2019 elections. This study, therefore, focuses its attention 

on the context-determined representations of issues, multimodal resources and 

persuasive structures in the 2015 and 2019 Nigeria’s presidential elections’ campaign 

advertisements of the APC and the PDP in selected newspapers.  

1.2  Statement of the problem  

Most of the previous works on election campaign advertising in Nigerian newspapers 

have been done from the perspectives of stylistic, metaphorical and satirical 

representations with limited attention paid to persuasive effects of the advertisements. 

Generally, scholars, such as Franz and Ridout (2010), reveal that election campaign 

advertisements in the media have temporary persuasive effects, hardly absolute or 

measurable. Others, like Aduradola and Ojukwu (2013) conclude that sponsored 

election campaign messages like advertisements in Nigerian newspapers should be used 

to inform and persuade the electorate rather than deceiving or merely entertaining them.   

Similarly, Sani (2014) examines how cartoonists employ verbal and visual devices, such 

as visual metaphors, to ridicule politicians and public officers in two Nigerian 

newspapers as a means of persuading and influencing public opinion.However, findings 

from Okpara et al. (2016) in their analysis of election campaign advertisements during 

the 2015 governorship election in Imo State, Nigeria, reveal that there was a relationship 

between voters’ exposure to election campaign advertisements and their choice of 

candidates during an election. Also, Osisanwo (2016) identifies some linguistic  and 

discourse strategies used in the representation of social actors and Nigerian general 

elections in selected headlines and cover stories from two magazines published in 2003. 

This was done to uncover how linguistic patterns shape readers’ thoughts on discourse 

representations in the print media. Also,Felix and  Olakunle (2017) report that exposing 

voters to political advertising did not have any significant effects on their voting 

decisions as observed during the 2015 general elections in Ondo State, Nigeria.Taiwo 
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Oamen (2018),using social semiotic tools with insight from critical discourse analysis, 

investigate election campaign advertisements in the newspapers to reveal how producers 

deploy semiotic resources like metaphor, layout and other typographical features in 

tactically portraying political candidates as being desirable or otherwise.   

These previous studies focused on how election campaign advertisers used linguistic 

and/or non-linguistic resources in presenting and expressing sociopolitical issues and 

change agendas,rather than on how multimodal resources are integrated to contextually 

predetermine and facilitate voters’ comprehension and interpretation of persuasive 

intentions in election campaign advertisements in Nigerian newspapers. This study, 

therefore, examines how contextual representations such as context types, discourse 

issues, multimodal resources and persuasive structures  are used in creating persuasive 

effects in the 2015 and 2019 APC’s and PDP’s presidential election campaign 

advertisements in some Nigerian newspapers.   

1.3  Aim and objectives   

This study examines contextual representations in the 2015 and 2019 presidential 

election campaign advertisements by the two major parties: APC and PDP, in selected 

Nigerian newspapers. The specific objectives of the study are to:  

i. determine the projected context types in the selected presidential 

campaign advertisements; 

ii. examine the  context-determined  political discourse issues in the 

campaign advertisements;  

iii. explicate the multimodal resources used in composing the discourse 

issues in the campaign advertisements; and 

iv. account for the persuasive structures and their associated meanings in 

the selected advertisements.     

 

 

 

1.4       Research questions  
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i. What types of context are depicted in the selected presidential election campaign 

advertisements in Nigerian newspapers?  

ii. What context-determined discourse issues are portrayed in the selected data?  

iii. How are multimodal resources contextually integrated in the selected data?  

iv. How are persuasive structures deployed in the advertisements and what are their 

associated meanings?  

1.5  Scope of the study  

The study is restricted to how contextual representations such as context types, discourse 

issues, multimodal resources and persuasive structures are used in creating persuasive 

effects in the 2015 and 2019 APC’s and PDP’s presidential election campaign 

advertisements in three Nigerian newspapers (Punch and Nigerian Tribune (NT)) from 

the Lagos/Ibadan axis and one (Daily Trust (DT) from the Kaduna/Abuja axis.Forty full-

page campaign advertisements in colour were purposively selected and subjected to 

multimodal discourse analysis.  

1.6 Significance of the study  

This study is significant in uncovering types and roles of contexts as crucial determinant 

of discourse issues, multimodal resources and persuasive structures in presidential 

election campaign advertisements in selected Nigerian newspapers. The study is 

intended to enhance the creative ingenuity of copywriters and also to promote readers’ 

interpretive capacities for unearthing hidden meanings in contemporary political 

campaign advertisements in the print media. Having identified three projected contexts, 

this investigation  confirms Cook’s(1999) submission that context is an “infinitely 

expandable” phenomenon. It also confirms Kress and van Leeuwen’s (1996) assertion 

that all communication is multimodal. Moreover, this study is significant in its 

contributing to the study of persuasion in election campaign advertisements as context-

specific projections and purpose-driven and information providing multimodal 

configurations.   

 

 

1.7 Definition of terms   
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Definitions often provide crucial analytic insights and guide when conducting, and 

reading meanings into research. Thus, in order to clarify the meanings of some of the 

terms used in this study, definitions and explanations of them are given in this section.  

1.7.1  Context  

Context   provides and explains what, where, how and why of an idea or an event in 

which a text is produced. 

1.7.2   Multimodality  

Multimodality refers to multiple meaning-making resources (both linguistic and non-

linguistic) used in expressing and communicating thoughts.  

1.7.3  Persuasion 

Persuasion describes an act of a person trying to convince others to believe in an idea or 

to perform a desired action. 

1.7.4  Election campaign advertisement  

Election campaign advertisement can be described as a part of the pre-election 

communication activities meant to inform and influence voters’ decisions before an 

election. 

1.8  Chapter summary  

The chapter has provided background information for the study. It has also explicated 

the problem statement, aim and objectives, scope and significance of the study. The final 

part of it has defined the operational terms for the study. The next chapter will review 

the related literature and present both the theoretical and conceptual frameworks.  
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CHAPTER TWO 

LITERATURE REVIEW AND THEORETICAL FRAMEWORK  

2.0 Chapter overview  

In this chapter, the focus will be reviews of relevant concepts such as context, 

multimodality and persuasion, persuasion in election campaign advertisements, 

empirical literature and theoretical framework.  

2.1 Conceptual issues  

This section reviews some related concepts that are essential for clarity of the basic 

principles guiding the conduct of this study. This will be done in order to establish the 

strong conceptual underpinnings that can facilitate deeper understanding of the database.   

2.1.1 Election campaign advertisement as discourse 

Campaign advertisements have become an essential aspect of communication activities 

used in informing, persuading and mobilising the electorate before an election. They 

contextually deal with wide range of topical issues on politics, politicians, political 

parties and the electorate in the print media. Election campaign advertisements are 

described as a form of political discourse which Wilson (2008) refers to as linguistic 

tools in representing and communicating messages in politics. Political discourse also 

recognises language use as a tool of persuasion in a face-to-face interaction, in print or 

broadcast communication channels. However, campaign advertisements do not exhibit 

language alone in transmitting versatile and multiple ranges of context-dependent 

topical issues in texts meant to attract and influence readers to buy or accept an idea, a 

product or service. They also display contextual use of other multimodal resources such 

as pictures, colours and statistical elements as cohesive devices and choices in 

communicating and constructing persuasive structures and intentions. Analysing 

advertisements from a discourse perspective facilitates the understanding of different 

multimodal resources and patterns that advertisers deploy in creating meanings and 

issues in texts such as election campaign advertisements in the print media. Hence, 
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campaign advertisements such as presidential election campaign advertisements 

encapsulate three types of discourse: advertising, political and media.  

Presidential election campaign advertisements in the newspapers exemplify media-

driven discourse. It is defined by O’ Keefie(2011)  as forms of interactions which may 

be written or spoken through a broadcast channel targeted at non-present audience. It 

can also be defined as broadcast or printed compositions designed as information for 

public consumption through particular channels such as radio, television, websites, 

newspapers or magazines. Media discourse, especially in newspapers provides a more 

permanent and readily accessible information repertoire for research on topics such as 

multimodal and persuasive composition patterns in political campaign texts. As a media 

discourse, election campaign advertisements deploy linguistic and visual modes or 

resources in conveying messages or meanings to specific audience. It should be noted, 

however, that many of the previous studies focused more on the persuasive effects of 

political campaign advertisements with less attention  paid to contextual and multimodal 

factors as means of predicting and determining persuasive directions in election 

campaign advertisements such as presidential campaign advertisements.  

2.1.2 Presidential election campaign advertisement: purpose and structure  

Presidential election campaign advertisement as pre-election political discourse has 

become an important communication activity that politicians deploy to persuade and 

solicit voters’ favourable support in order to win an election. It is also a means of 

generating awareness and making crucial information available to the electorate. Aside 

from this, political advertising provides the avenue for political parties and their 

candidates to mobilise their core supporters and, generate interest and acceptance of their 

agenda by the electorate through persuasion.  

According to Alawode and Adesanya (2016), election campaign advertisement is a form 

of campaign used by political parties to reach and influence voters’ decisions. It is public 

communication used in promoting a product, service or an idea. Nevertheless, reaching 

the voters and influencing their voting decisions involve the conscious selection of 

appropriate media for effective and persuasive communication within a geographical 

area because a medium used in an area may not be appropriate in another. For instance, 

in some places in Nigeria, newspaper advertisements may not be effective because of 
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the level of illiteracy in such areas; the use of radio or television advertisements may 

then be considered as a relevant option.  

Furthermore, political advertising provides the platform for the dynamic creation of 

awareness and information about contestants’ records of past achievements, stances on 

policy issues and points of view. These are contextually and multimodally 

communicated in election campaign advertisements in the print media. The dynamic, 

deliberate and predetermined deployment of multimodal resources in producing 

campaign advertisements in the print media often creates interpretation difficulties for 

undiscerning readers. There is, therefore, the need to formulate appropriate and 

effortless means of identifying and interpreting multiple strategies employed in the 

composition of election campaign advertisements, the circumstances that inspire their 

productions in order to facilitate readers’ critical thinking and uncover hidden and 

relevant issues that may be considered important to the electorate.  

Election campaign advertisements in the newspapers provide a channel for 

disseminating of information on what a political party and its candidates have to offer 

to the electorate who, in turn, may use the information so presented to evaluate 

candidates’ character and competence before an election. This conforms to Brady’s et 

al. (2006:3) assertion that “…a campaign period comes before the election to help 

electorate make political choice”. In consequence, and because of the nearness of events, 

messages disseminated during this period are likely to register on voters’ minds during 

the election. Therefore, there may be a connection between campaign effects and 

election outcomes. According to Iornem (1995), election campaign is a planned and 

coordinated series of political communication efforts and messages built around a 

candidate or political party and designed to win an election. These planned and 

coordinated activities are presented  to the electorate through campaign advertisements 

and other means by candidates and their associates before an election.  

Nevertheless, election campaign advertisement, as a form of advertisement, usually 

utilise established and recognisable multimodal features which are often integrated and 

designed to persuade and convey intended meanings to target audience. These features 

may include use of:  
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1. headline as an attention-catching strategy intended to attract readers; 

2. sub-headings that extend the ideas expressed in the main headlines often written 

in smaller typefaces;  

3. body copy to provide supporting details or information in a standard font; 

4. legibility which enables texts of advertisements to be clear and easy to read or 

assimilate;  

5. memorability strategies that enhance easy recall;  

6. desirability features to stimulate  and sustain the reading interests of people;  

7. pictures serving as identical representations of any object or image;  

8. colour as a visual resource to enhance meaning, symbolically establish identity, 

communicate mood or achieve structural cohesion in texts;  

9. layout that indicate the appearance and arrangement of letters, images or 

characters used for printing;  

10. logo as a graphic mark, symbol or stylised name to identify an organisation or a 

political party; 

11. tagline to represent the brand identity overtime and accompany the logo.   

12. hash tag (#) is often used to temporarily highlight a particular campaign trend, It 

is usually discarded  after accomplishing what it is  meant to achieve; and  

13. Slogans that presents short, simple and easy to remember catchy phrases or 

words. (Source: Jefkins and Morrison, 2006; and Hofmann, 2014).   

The above-identified features are usually contextually intermixed in different 

proportions and sequences in election campaign advertisements in the print media for 

the purpose of providing information or persuading the electorate before an election. 

Intermixing these features and elements have made persuasive messages in election 

campaign advertisements in the newspapers to be more complex and subtle.  

Contemporary advertisements in the newspapers display the use of disclosure as an 

integral part of political messages that identify the individual or group that pays for 

campaign advertisements in the newspapers. Similarly,   election campaign 

advertisements in the newspapers often end with calls to action which is described as 

mobilising techniques used in inspiring readers to take desired actions. However, these 

complexity and subtlety can be made less difficult and straightforward by exposing 

readers to the various ways advertisers’ skillfully put multimodal elements together for 

persuasive purposes.  
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2.1.3 Political campaign advertisements in the Nigerian print media  

The print media came into existence in Nigeria in 1859 with the publication of a Yoruba 

newspaper, Iwe Iroyin, published by Reverend Henry Townsend at Abeokuta. The 

publication contained an advertisement in the form of an announcement meant for the 

Anglican Church (Alawode and Adesanya, 2016). Some other newspaper houses were 

later established in Nigeria to perpetuate and promote political beliefs or ideologies 

(Ayoola, 2005). One of such newspapers was the Nigerian Tribune which was founded 

in 1964 by the late political sage, Chief Obafemi Awolowo. Election campaign 

advertisements in the print media generally provide information aimed at improving 

voters’ level of awareness and understanding. However, according to Albert (2005), 

different media are used for political advertisements from one part of the world to the 

other. He comparatively observes that only few Nigerians receive their political news 

through television, while many others receive their political news from radio stations 

and newspapers. Income distribution and level of literacy are identified as some of the 

determining factors in voters’ choice of where and how the electorate receive their 

political news. In southern Nigeria, where the percentage of literacy is higher, politicians 

tend to place most of their political adverts on the pages of newspapers, whereas, in 

northern Nigeria, the electorate get their political news from the radio (Albert 2005:12).  

The contents of political campaign advertisement in the print media reflect a persuasive 

platform in which representations and ideas about political realities are intentionally 

produced, maintained and challenged. Hence, every element in such an advertisement 

text is deliberately designed to educate and create variance in meanings for its readers. 

Creating variance through the combination of language and images for specific 

meanings requires knowledge and cultural assumptions before such can be rightly 

understood (Nodelman and Marvis, 2003.)  In other words, political advertisements 

often contain new information about candidates who seek political positions, the parties 

involved and their stances on policy issues. These new information are subtly crafted in 

written words and images. Voters, as readers, therefore, constantly require contextual 

knowledge in order to meaningfully unravel or understand repeated and multimodal 

resources that are symbolically employed in texts. By directing readers’ attention to 

contextually determined persuasive structure and integrated use of language and images 

in a political campaign advertisement, the electorate may be able to see some of the 
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multimodal resources, not merely as ornamental designs, but as meaning and persuasion 

indicators. 

2.3 Empirical review  

This subsection reviews some related works which are considered significant to this 

study. This will be comparatively done in order to identify areas of commonalities and 

notable differences germane to the present study. It will highlight previous findings and 

their implications to this research with specific focus on theoretical and methodological 

issues on contextual representation, multimodal resources and   persuasive structures in 

presidential campaign advertisements in Nigerian newspapers.  

2.3.1 Stylistic studies on election campaign advertisements    

Stylistics is the study of the peculiar and recurring linguistic features and patterns in 

texts such as election campaign advertisements in posters and newspapers. In a 

synchronic stylistic analysis of language used in thirty-five campaign advertisements in 

selected southern Nigerian newspapers during the 2007 general election campaign, 

Omozuwa and Ezejideaku (2010) identify different language devices that politicians use 

to achieve their aims. These devices include exaggeration, rhetorical question, 

repetition, promise-making, colloquialism and figurative expression to win voters’ 

acceptance. Their investigation was based on linguistic elements without a recourse to 

other meaning-making resources. Similarly, Sharndama and Mohammed (2013) adopted 

Crystal and Davy’s (1969) model of linguistic stylistics to examine syntactic features in 

2011 election campaign posters and slogans within the Yola metropolis. The analysis 

was based on nine posters which contained typographical features that function as 

persuasive means to accrue votes. They conclude that posters are visually used by 

politicians to attract readers’ attention. Their study focused on stylistic features as visual 

communication tools in election campaign posters in Yola metropolis. The present 

investigation, however, concentrated on how messages are contextually and 

multimodally deployed to create persuasive effects in APC’s and PDP’s presidential 

election campaign advertisements  published in 2015 and 2019 in selected Nigerian 

newspapers.    
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2.3.2 Studies on metaphor and satire in election campaign advertisements  

Investigating the use of visual and verbal techniques, Sani (2014) examines the 

construction of satire in Nigerian political cartoons. The study used the cognitive model 

of metaphor and a semiotic approach to analyse how visual metaphors represent real 

world events. The data for the study consisted of 105 political cartoons published in the 

Daily Trust and Vanguard newspapers between 20 November, 2009 and 24 May, 2010. 

According to the study, visual metaphor is a powerful rhetorical device that strongly 

appeals to readers' minds and is more effective than verbal metaphor. The study found 

that cartoons mostly convey satirical tones through the interplay of verbal and nonverbal 

techniques. Cartoons highlight creative ways of using language to achieve specific 

communicative purposes in texts. Visual metaphors can be used to construct satire and 

denounce social ills in order to create a better society. Although, it is similar to Sani's 

study in examining political discourse in Nigerian newspapers, this study focuses on 

how different contexts are used in determining discourse issues,  selecting multimodal 

resources for persuasive constructions and intentions in APC’s and PDP’s 2015 and 

2019 presidential election campaign advertisements in some newspapers. 

2.3.3  Works on linguistic and visual elements in Nigerian election campaign 

advertisements  

Election campaign advertisements in Nigeria have attracted the attention of scholars 

from different fields, and many perspectives on how text-producers use linguistic or 

visual modes to present, unravel and promote contemporary issues of political concerns 

in Nigerian newspapers. Elebute (2013), in his study on the use of visual media in 

Nigeria’s election campaigns, argues that visual representations are used by politicians 

in educating Nigerian citizens on the nation’s democratic process. Also,  Ademilokun 

and Olateju (2015) note that visual images, more than spoken or written language, 

provoke deeper feelings in people which move them to perform desired actions. They 

further observe that visual images are used for the popularisation of politicians and their 

political parties preparatory to elections in Nigeria. Also, Oyebola and Halim (2021), 

reveal that attitudinal and evaluative strategies used in election campaign advertisements 

often involve the use of linguistic elements for effectuation of persuasion. Their 

observations were illustrated with reference to the election campaign advertisements of 

the two major political parties in the 2019 election which were published in selected 
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Nigerian newspapers. Using SFL and appraisal theory, they concluded that the linguistic 

strategies employed by the presidential candidates in their campaign advertisements in 

the print media were aimed at justifying and gaining popular acceptance for themselves 

and their policies. 

 In their study of visual representations of power in purposively selected Nigerian online 

daily newspapers, Oamen and Fajuyigbe (2016) discover that visual communication has 

become a veritable tool for social commentary and political enlightenment in Nigeria. 

With the use of critical discourse analytic tools, the study shows that cartoon producers 

deploy semiotic resources to expose power abusers in Nigeria. 

 Similarly, Osisanwo (2016), using Halliday’s notions of social semiotics and 

interpersonal metafunction, identified the linguistic and discourse strategies used for the 

representations of social actors and Nigerian general elections in selected headlines and 

cover stories from two news magazines published in 2003. This was done to uncover 

how linguistic patterns shape readers’ comprehension of discourse representations in the 

print media without making any recourse to multimodality and context-determined 

issues. It could be inferred that many of these studies did not depict contextual and 

integrated use of linguistic and visual resources for persuasive communication in 

election campaign advertisements. Some of the studies , however, shared some 

similarities in exposing connections between two different theoretical frameworks as in 

Oyebola and Halim’s (2021) use of SFL and appraisal theories. 

2.3.4 Works on non-linguistic elements in political campaign advertisements  

Scholars have also concentrated their attention on the non-linguistic aspects of Nigerian 

election campaign advertisements from the content and issue-based perspectives. For 

instance, Salman (2016) examines the discourse issues on the 2015 presidential election 

campaign expenditures in selected print media. The study reveals that the APC candidate 

and its political support group spent an estimated seven hundred and twenty-four 

million, five hundred and forty thousand, six hundred naira (₦724,540,600) while the 

PDP candidate and his support group expended three billion, one hundred and eleven 

million, three hundred and fifty-seven thousand, eight hundred and seventy-six naira 

(₦3,111,357,876) before the 2015 election. Also, Alawode and Adesanya (2016), using 

the content analysis method, discover that full-page election campaign advertisements 

featured prominently in the newspapers during the six-month period before the March 
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28, 2015 Nigeria’s presidential election. They observe that PDP’s full-page 

advertisements dominated the media space by indulging in excessive expenditures 

which the electoral management body did not monitor. These obviously are not context-

determined linguistic analyses.. 

2.3.5 Works on election campaign advertisements from multimodal perspectives  

From the semiotic perspective, Abdullahi-Idiagbon (2013) investigates televised 

presidential election campaign advertisements by PDP, one of the major political parties 

in Nigeria. He argues that language or other media through which communication is 

achieved may not convey meanings of words which are often hidden but retrievable 

from a critical scrutiny of many constraining factors like social class, ideologies, 

ethnicity, religion and interests among others. These constraints may not be found 

explicitly marked by words, images, sound, music and other semiotic resources that 

inform the constructions of such texts in the broadcast media. Similarly, Akpati (2019) 

did a multimodal analysis of some online campaign cartoons from Nigeria’s 2015 

presidential election campaign to bring out the different patterns of verbal and non-

verbal meaning-making strategies produced before Nigeria’s 2015 general election. The 

study revealed that politicians use semiotic resources to exaggerate, satirise and mock 

opponents in the quests for voters’ support and acceptance through the television.  

Also, by adopting the social semiotic analytical approach, Taiwo and Oamen (2018) 

investigate election campaign advertisements in the newspapers to uncover how text-

producers deploy semiotic resources like layout, typography and other typographical 

features in tactically portraying candidates as being desirable or otherwise. Similarly, 

Gbadegesin and Onanuga (2018) analyse selected video campaign advertisements of the 

APC and PDP before the 2015 Nigerian election using multimodal interaction analytic 

theory to elucidate the communicative modes in the selected data. They observed that 

historical accounts, declaratives, subtle imperatives and linguistic tags are used as 

multimodal persuasive elements by politicians to engender citizens’ involvement in 

democratic practices. Furthermore, Lirola (2023) investigates the portrayal of Irish 

political party leaders in the general election campaign posters in 2016 and 2020 in 

Ireland. Using multimodal critical discourse strategies, the study uncovered how visual 

and linguistic features reflected and contributed to the way politicians are empowered; 
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rather than how multimodal resources are contextually integrated in creating persuasive 

effects in presidential election campaign advertisements in Nigerian newspapers.   

Many of these previous and related works have focused more on how text producers 

used linguistic and/or non-linguistic resources in making meanings and presenting 

sociopolitical issues and change agendas, rather than on how context is used to 

determine the choice of multimodal and persuasive features and structures in facilitating 

voters’ comprehension and interpretation of advertiser’s intentions in presidential 

elections campaign advertisements in the newspapers. Most of the pervious works have 

devoted less attention to the diverse and deliberate context-based projections of 

discourse issues and, selection of multimodal resources and persuasive structures in 

political campaign advertisements in the newspaper. In other words, most of these 

previous works have not paid much attention to how projected contexts determine and 

explicate the multimodal resources deployed in constructing persuasive directions and 

their associated meanings in election campaign advertisements. Context is a crucial 

determinant of meaning creation and variability often displayed in texts. This study 

explores context-determined multimodal strategies deployed in constructing persuasive 

structures in selected presidential election campaign advertisements in selected Nigerian 

newspapers. This is aimed at enhancing creative dexterity in text-producers, and also to 

promote readers’ comprehension and interpretation of intended meanings in such texts.    

2.4 Theoretical framework  

Theoretical framework provides insights from existing theories that guide a researcher’s 

analytical procedure in research work. It is used to determine the direction and goal of 

data analysis. In this study, the section details foundational, theoretical assumptions and 

how they are applied to determine the deployment of context, multimodality and 

persuasion in the selected samples.  

 

 

2.4.1 Context: meaning and features  

There is no definitional consensus among scholars on the word, “context”, due to the 

different disciplinary perspectives from which it is often considered. It is variously 
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described as the circumstances, condition or time in which a text is produced. Context 

also refers to the situational factors that can be used in deciphering the implicit meanings 

in a text. Text production and interpretation, whether spoken or written, can be fruitless 

without a mutual understanding of the presuppositions and existing relationships 

between the producer and the target audience.  

According to Newmeyer (1988:8), context includes: 

shared knowledge, beliefs, intentions, presuppositions, 

interferences and so on that may have social or cultural basis; 

meaningful non-verbal action that precedes, accompanies or 

follows the speech … the characteristics of the existing 

relationships between speaker(s) and hearer(s) that are used by 

members of the community in the laying down of norms, laws 

and decisions …   

Though his view on context is centred on meaning production and interpretation in 

speech, as determined by socio-cultural factors, the factors can be contextually applied 

in analysing  meaning creation and reception in a writer-reader relationship.  

Similarly, Widdowson (2000:126) defines context as “those aspects of the circumstances 

of actual language use which are taken as relevant to meaning”. He believes that context 

is “a schematic construct in the achievement of pragmatic meaning”. These identified 

features of context are crucial components in the production and interpretation of 

discourse as a complex and contestable phenomenon.  Context, according to Cook 

(1999:1), is depicted as an “infinitely expandable” and multidisciplinary phenomenon. 

The infinite and multifaceted nature of context makes it combine with other words in 

forming descriptive expressions in compound nouns and phrases such as context-free, 

context-sensitive, context-dependent, context-based, context-determined, linguistic 

context, context of situation, political context, historical context, social context among 

others.   

Etymologically, the word, “context”, in linguistic studies, emerged from Malinowski’s 

(1923) study of primitive languages in the physical or actual contexts of use. 

Malinowski, a British anthropologist, argues that language use is not only for thinking 

but it is a means of expressing social actions and experience in speech. To him, an 

utterance can only make sense if understood in the context in which it is used. 

Contrastingly, Palmer (1976) considers Malinowsky’s context of situation as a social 

process and a part of an ordered series of events in an actual observable set of events. 
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He further observes that Malinowsky’s argument on context of situation centres 

primarily on his observations of the ways in which the language of a people he studied 

fitted into their day-to-day life activities. Thus, it is a crucial aspect of the people’s social 

life in which language used in speech events such as commands or idle banters indicate 

social relations or the established common sentiments in a social context.  

However, Malinowski’s contributions focus on context in language as the observed data 

were speech events in social environments and excluded perspectives on issues such as 

language as an abstraction and structures of language. As a student of Malinowski, Firth 

(1957), expanded Malinowski’s ideas on contexts of culture and situation as specific 

conventional or socio-cultural rules of behaviour in language use which participants 

must be familiar with before interactions can successfully take place among people 

within a community. He believes that language must be studied as a response in 

particular contexts. Both Malinowski and Firth focus on language as physical actions 

and social experience without paying much attention to structures and multimodal means 

of communication.  

To M.A.K. Halliday who further developed social context into a more generalised 

concept based on Firth’s ideas, context can be divided into three categories. These 

comprise contexts of culture, situation and co-text. Halliday (1978) defines context of 

situation as a theoretical construct that can be used in explaining how a text relates to its 

social processes within which it is located. In other words, context of situation refers to 

the setting in which discourse is produced. It is a means of facilitating clarity of 

producer’s intention and a deeper understanding of the persuasive trajectories in texts 

such as election campaign advertisements. Context of situation provides background 

information on the circumstances of communicative encounters, why an event occurs 

and how it affects the people in the area in which it occurs. Context of culture describes 

how societal values and beliefs mutually shared among a group of people affect their 

attitudes and behaviours. The shared values and beliefs include the norms, customs, and 

ideas that help in shaping relationships and expectations among individuals in a society. 

He refers to co-text as words that precede or follow a particular word in a sentence. Co-

text describes how the choice of words is constrained by the context in which it is used. 

These layers are crucial in the contextual determination and interpretation of linguistic 

meanings or messages in texts.  
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Other scholars have defined, identified and classified context from the linguistic or 

verbal perspectives. Linguistic context depicts when the meanings of particular words 

are realised as a result of their placements and positions in a sentence, clause or a phrase. 

The verbal context, according to Babajide (2000), is the company which a linguistic item 

keeps. In other words, interpreting a text’s verbal context involves identifying and 

emphasising the verbal elements used in terms of their linkage and interrelationship with 

one another. Ferari (1997) regards context as essentially contributing to the 

understanding and disambiguation of meanings in texts. Aside from its disambiguating 

nature, Plum, (1998) asserts that context provides the means of interpreting different 

meanings detectable in texts. In other words, meaning making in texts is a matter of 

many contextual possibilities which readers may differently interpret. Without any due 

consideration of mutual knowledge and understanding between interlocutors in a 

communicative event, meaningful interpretations of messages being transmitted may be 

difficult or elusive. Context, therefore, provides the needed background information that 

can help readers in determining meaning in human compositions and comprehension of 

texts. Many of these definitional contributions, according to Hassan (2009:9), are not 

hierarchised because they have an equal status, and each is manifested in every act of 

language use. Hence, the important task for the analyst is to describe how meaning-

making resources are woven together to create a meaningful linguistic unit. 

From the above submissions and counter-submissions, it can be inferred that scholars 

often define and classify context to support their thoughts in relation to their fields and 

the overriding situation in which a text is produced. However, context as a dynamic, 

deterministic and prediction-enhancing phenomenon is crucial in the process of 

producing, interpreting and comprehending persuasive meanings in multimodal texts 

such as presidential election campaign advertisements in newspapers. This study 

,therefore, sees context as the building blocks in determining discourse issues, 

multimodal resources and persuasive structures in political election campaign 

advertisements in the newspapers., 

2.4.2 Context in multimodal discourse analysis  

Context is crucial for meaning-creation in human communication and interaction. It 

provides background information for readers’ comprehension and interpretation of 

messages in multimodal discourses. Hassan (2004:21) describes “context of situation as 
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construed by discourse as a tripartite entity, each component of which is always active 

in the production of a text”. In other words, producing context-dependent multimodal 

configuration in persuasive texts such as political campaign advertisements requires a 

variety of contexts to facilitate readers’ effortless interpretation of simultaneous 

meanings often represented in such texts. Multimodal discourse analysis refers to an 

approach in the investigation of multiple modes used in communication and 

representation of meanings in texts. Aside from focusing on language only, Halliday and 

Hassan (1985) recognise that there are many other meaning-making modes in all 

cultures which are external to language but carry recognisable meanings in such cultures. 

These modes include, among others, written words, phrases, clauses, colours, pictures 

and images, and how they are often combined with one another to create persuasive 

meanings in texts. Hence, a variety of contexts would assist in analysing and 

understanding resources, structures used to represent meanings in persuasive texts. 

However,it should be noted that some of the principles in SFL provide insights and serve 

as the foundations on which many theoretical and methodological perspectives on 

multimodal communications are built. To Kress et al. (2001:43), modes of 

communication, more or less, are indicative of open-systems of meanings which could 

bring changes to the communicative needs of a society. This means that new modes of 

meanings are often created and existing ones are transformed.  

Similarly, according to Kress (2010), using three modes in a text has many advantages 

because each mode performs a specific function. To him, image can show what takes 

too long to read and writing may explain what is difficult to show. Colour, for instance, 

can be used to highlight or connect specific aspects of overall meanings in a text. Hence, 

making sense of a multimodal text as a cohesive whole is a function of many factors and 

affordances which are contextually determined and mutually understood by both the 

text-producer and readers of such texts. According to Halliday and Hassan (1976), a text 

is made whole internally through the multimodal resources deployed in connecting the 

elements, and externally by the environment in which it is produced. These external 

factors contextually vary from one community to another. The situational variation may 

explain the non-uniformity of analytic approach often deployed in multimodal discourse 

analysis. This is because no single approach can account for the different modes and 

contexts that often serve as concepts for analysis in any discipline.   



 

   

  

27 

Context, as a dynamic, multi-faceted and multi-functional concept in many fields, 

provides the foundation on which multimodal analytical models and theoretical 

approaches are built. Context is useful to establish mutual understanding and shared 

knowledge between text-producers and their audience. As a multidisciplinary concept 

in linguistics, semantics, pragmatics, discourse analysis and, particularly, multimodal 

discourse analysis, context guides text-analysts in deciding which theoretical and 

methodological tools can be deployed for the purpose of unfolding and describing 

linguistic and nonlinguistic elements in specific texts. Cook (1999) refers to context as 

knowledge of the situational factors which can unfold what is not empirically visible in 

a text but relevant to its appropriate interpretation.  

To Herbele and Veloso (2013), multimodal studies cannot and should not be carried out 

in isolation because any discourse and its context are closely related. However, contexts 

play important roles in multimodal discourse analysis, not only in determining the 

selection and representation of meaning-making modes in texts, but in detecting and 

eliminating lexical or structural ambiguities in compositions. This follows from the 

understanding that modes have many affordances which may lead to misinformation if 

they are not contextually well-established and represented in multimodal texts. The 

interface between multimodal discourse and context is demonstrated in the combined 

roles they play in the production and interpretation of persuasive texts. Similarly, 

contextual knowledge enhances the analytic skills of multimodal discourse analyst for 

plausible evaluation and interpretation of persuasive meanings expressed in multimodal 

texts such as election campaign advertisements. Election campaign advertisements in 

the newspapers employ contextual and multimodal knowledge to express and achieve 

persuasive meanings based on happenings and experiences within a society. These 

happenings and experiences influence and impinge on a discourse analyst’s judgment of 

nuanced selection and use of resources in composing multimodal texts such as election 

campaign advertisements in the newspapers.  

2.4.3 Context in political election campaign  

Success in election cannot be achieved without the contextual evaluation of societal 

challenges with conjectured solutions that are mutually beneficial to all the members of 

a society. These challenges and suggested solutions are communicated and represented 

by turning them into political discourse issues that are multimodally formulated and 
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constructed for persuasion. Political election campaign is a form of communication that 

involves the identification of target electorate in an anticipated context. It is designed to 

create awareness and solicit voters’ acceptance of a particular candidate within a period, 

usually before an election.  

Every election campaign requires a specific communication strategy that is influenced 

by the political climate or environment in which it is situated. It is always aimed at 

winning an election based on the circumstances surrounding the electoral event. Context 

provides the background information in understanding text producer’s persuasive intent 

and direction which an unwary reader may not notice, or totally misinterpret in a 

multimodal configuration such as election campaign advertisements. Context reflects 

common and ever-changing socio-political experiences, shared linguistic and non-

linguistic habits for effective comprehension and interpretation of persuasive messages 

which represent multiple meanings in election campaign advertisements in newspapers. 

 Multiple meanings are often anticipatorily made, remade or changed, depending on the 

prevailing circumstances in which they are produced. Context, therefore, provides 

relevant background knowledge and information mutually shared by text-producer and 

readers in the production, interpretation and disambiguation of meanings or messages 

communicated in political campaign advertisements. These knowledge and information 

may be derived from the historical, cultural and political systems of governance within 

a particular society. When aspects of these factors like power and status are represented 

in election campaign advertisements, they are contextually portrayed as types of 

multimodal configurations targeted at a particular group of electorate in order to 

influence voting decisions and actions. Such persuasive strategies could indicate the type 

of relationship that exists among participants and, in particular, their psychological 

states. Psychological states concerns whether one or both participants are inclined or not 

to contextually communicate messages that will attract appropriate responses that may 

lead to voting actions.  

Election campaign as a form of communication typifies a multimodal composition that 

is used to contextually inform the electorate about past and present issues and 

experiences that may negatively affect the general populace’s voting decisions. In 

Nigeria, for instance, corruption, insecurity and economic hardship are recurring socio-

political challenges preventing the progress and development of Nigeria as a nation.  



 

   

  

29 

Election candidates often utilise the situation to make promises in composing persuasive 

messages aimed at ameliorating or eliminating identified challenges in the anticipatory 

context of winning an upcoming election. The promises are sometimes meant to inform, 

warn, remind, persuade or mobilise the target audience in making the right voting 

decisions especially before an election. As a textually-encoded matters, the issues 

become more intelligible when they are properly situated within the socio-political 

contexts in which they can be easily identified and understood.  

2.5 Multimodality and multimodal literacy  

Multimodality is described as a branch of linguistic studies that deals with the integration 

of language and other meaning-making resources in communication. As a means of 

communication, it provides insights into the analysis of multiple modes of 

communication used in creating, maintaining and conveying meanings in texts. These 

modes can be linguistic or visual. Visual mode exemplifies images, symbols, colours 

and pictures that people see in texts.  

Linguistic mode, on the other hand, in writing refers to the written words and their 

structural pattern, their selection, combination, arrangement and function in texts. The 

linguistic mode as meaning carrier in texts has received more attention from scholars 

from different theoretical and methodological perspectives.Linguistic mode 

encompasses the deployment of language resources for communicative purposes. This 

includes words used in such expression as ellipsis, quotation, questions, command and 

material processes depicted in the selected data. Ellipsis can be described as a linguistic, 

cohesive and persuasive device used in written texts to show that some words have been 

left out instead of repeating them unnecessarily. Ellipsis is indicated through the use of 

three dots to denote that some words have been omitted.   

Command or an imperative word or a sentence is a linguistic construction without a 

subject and starting with the main verb. It is often persuasively used to instruct or call 

readers to immediate action, and as a concluding part in the structural arrangements of 

parts of a political campaign advertisement in newspapers.  

Slogan can be described as a simple, short and memorable linguistic expression used as 

persuasive strategy meant to accelerate or repetitively transmit positive features of a 

product, idea, service or an organisation such as a political party. It also describes unique 
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features and means of identifying an organisation as different and better than the others. 

Slogan is often combined with a logo to create product or organisational identity.   

Typography performs both verbal and visual communicative roles in texts. It can serve 

as a visible means of arranging and establishing visual hierarchy, or in designing the 

appearance of letter fonts in words. Orthography describes conventional use of 

capitalisation, punctuation, word and line breaks in written language. Typography and 

orthography are used for legibility, readability and attractiveness in written texts.  

Material processes are of doings and happenings often reflected in persuasive texts. The 

doing process explains the idea that an entity materially does something which can affect 

another entity. A happening process types describes notions that something happened, 

is happening or about to happen as a phenomenon or to an entity. Political campaign 

advertisers in the newspapers employ material processes to contextually and 

multimodally construct persuasive messages. This is anticipatorily configured in order 

to influence voters’ decision and action before an election. These processes are reflected 

in the choice and selection of verbs used in the past, present continuous and future tense 

forms   

Visual modes such as colours, pictures, drawings, signs, symbols, logos, maps, font 

sizes, shapes of letters are used to complement or structure messages in texts in order to 

achieve persuasive intentions. Colour can be described as the appearance of an object as 

it reflects light or darkness.  It is a visual phenomenon used for meaning representation, 

indicating information source, marking emotional reflection or achieving other 

aesthetics value in a multimodal configuration. Colour is contingent on the historical or 

cultural context in which it is experienced or interpreted. A picture is a visual or artistic 

representation or image of a person, thing or an event; it can be drawn, painted or 

photographed.  

Photography is the process of creating photos, pictures or visual scenes through the 

digital imaging technology by a means of a camera. A written text that is accompanied 

by photos could be described as a more credible and understandable means of preserving 

and conserving memories of events and people. A pictorial graph expresses data or 

numerical information through pictures or symbols. A logo is an easily noticeable design 

combining symbol, icon, colour, font size and name deployed in creating visually a 

unique identity for an organisation, a cause or political party. Logo is often combined 
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with a slogan to attract attention, enhance reader’s ability to remember and promote 

brand affinity in advertisement, including election campaign advertisement. A map is a 

pictorial or geographical representation of an area to show different locations, places or 

states. It is used in political campaign advertisement to express and represent messages, 

rather than graphical information, in a particular place.  

Statistics refers to the numeric and irrefutable representations of facts through graphs, 

charts or percentages. A percentage is represented with the symbol (%) which means 

‘per hundred’; it is used as a persuasive tool to strengthen arguments by appealing to 

number game and it is often combined with written words for effective communication. 

Statistics can be used as a variable in justifying reasoned conclusions and actions based 

on presented facts. Contemporary communication landscape and literacy matters reflect 

the concepts of multimedia and multi-literacy which take their roots from multimodality. 

Today, multimodality has become a pervasive communication and language 

phenomenon used in conveying messages and representing meanings in texts. As 

Goodwin (1996) has rightly observed, nowadays, it is not common to find a text that 

uses language as only means of communication and instructions in schools. 

Multimodality has now become a means of making sense of information communicated 

through visual images (such as pictures, colours and typography) and their varied 

combinations with written texts. According to Stockl (2014), when reading a multimodal 

text, undiscerning readers may be dimly aware of the fact that they are processing 

information that contains different modes. Hence, it should be one of the pre-

occupations of a multimodal discourse analyst to unfold the multifaceted intermodal 

connections that pervade contemporary texts. Nevertheless, this type of literacy will 

assist readers in understanding multiple and complex messages, often distributed across 

various modes, which may not be easily noticeable when reading a text.   

Multimodal literacy is an aspect of education that focuses on the integrated study of the 

multiple modes of meaning-making resources in communication. It is about learning and 

understanding the various affordances of meaning as contained in colours, images, 

audio, spatial and gestural modes of communication. Etymologically, the term, ‘multi-

literacies’, was created by a group of ten researchers in 1994 in New London, New 

Hampshire, United States America. Known as the New London Group (NLG) 

researchers, the group comprised Cazden C., Cope B., Fairclough, N., Gee J., Kalantzis, 

M., Kress, G., Luke, A., Luke, C., Michael, S. and Nakata, M. Their assumption was 
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premised on new information technologies that have been influencing global 

communication and interaction. Hence the approach is meant to occasion some 

significant changes in technology and globalisation which will affect educational 

services through increased exposure to cultural and linguistic diversities. These changes 

include the common and diverse use of internet, multi-media and digital media, and the 

predominant increase in migration from one country to another. By these observations, 

the NLG asserts that multi-literacies are related to multimodality. This is because there 

is a shift in how people now communicate using new terminologies and bringing about 

novel changes in the use of the English language and literacy among different people in 

different societies and cultures. These issues are based on linguistic diversity and 

multimodal forms of linguistic expressions and representations.  

The group proposed the teaching of all forms of meaning representations, namely, 

linguistic, visual, audio, spatial and gestural. All these forms are subsumed under 

multimodality as a discipline. In this connection, multi-literacy explains the nexus 

between the changing social communicative landscape and multimodality. The 

connection highlights multi-literacy as a concept on how to understand information and 

how meanings are represented through the integrated use of different modes. These 

modes ordinarily have individual meanings when contextually and separately used in 

texts. In other words, each mode can be used alone to communicate and represent 

knowledge and ideas.  

Moreover, new communication technology has further expanded many ways of 

integrated deployment of modes in disseminating complex messages for the purpose of 

influencing a particular audience. This knowledge has led many researchers from 

different disciplines to account for some of the ways contextual ideas and experiences 

are communicated through multimodal representations, and how readers can be assisted 

in understanding implicit messages communicated in texts. Multimodality and multi-

literacy, as newly created concepts and theories, do not explicitly describe new 

phenomena because human beings daily use their senses to see, hear, touch, smell and 

taste. These senses depict the five meaning-making modes- linguistic, visual, spatial, 

gestural and audio, used in producing and comprehending a text. As a semiotic 

phenomenon, multimodality contributes to the identification of meaning-making 

resources that are needed for the proper understanding of messages and augmenting the 

realities conveyed in texts.    
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Multimodality, according to the New London Group (2000:25), addresses the 

“…multiplicity of communication channels and media and the increasing saliency of 

cultural and linguistic diversity”. This multiplicity of communication channels 

contextually reflects the diversity of meaning representations in contemporary texts. In 

line with this observation, the concept of multi-literacy embodies a holistic and inclusive 

meaning which, to Fairclough (2000:171), “… encompasses… notions of cultural 

hybridity and multimodality” which are aimed at promoting metalanguage awareness 

and; higher order of thinking and evaluation in ever-changing socio-political contexts. 

In today’s multimedia age, traditional literacy practices alone may not be adequate in 

effecting some understanding of complex messages communicated in written texts.   

Hence, multimodality and multi-literacy should account for the diversity in meaning-

making resources and communicated messages that are encountered in contemporary 

texts; and how these affect what meanings readers decode. Texts are cultural and 

historical artefacts that contextually reflect meaning-making resources peculiar to 

societies in which they are produced. Meaning-making resources such as photographs, 

pictorials, images, signs and symbols are differently used as means of identification and 

meaning representations in many societies. These resources often change to reflect the 

contexts of time and place, or to convey new realities within a society. Meaning-making 

resources like photographs can be used to design effective information. Photographs as 

communicative modes are considered to be more reliable in that they reproduce realities 

that can evoke agreeable meanings with natural conventions (Kress and van Leeuwen, 

1996; Machin, 2007; van Leeuwen, 2005; Baldry and Thibault, 2006). Multimodality 

may then be used as a tool to inform, persuade, complement, emphasise, repeat, 

illustrate, and elaborate the structural interconnectivity of various communicative modes 

in a text such as a presidential election campaign advertisement in newspapers. As such, 

each mode in a presidential campaign advertisement has specific functions based on 

their deliberate positioning and arrangement, in relation to the other modalities, to 

achieve a text producer’s predetermined persuasive intentions. This study therefore 

adopts Kress and van Leeuwen’s (1996) multimodal compositional elements namely 

information value, salience and framing to  

2.5.1  Multimodality: Field, theory or tool?  

Norris (2012) and some other scholars, multimodality is not a new concept. It is a 

controversial notion that has been problematised and viewed by scholars from many 

theoretical and methodological perspectives in different fields. The term, multimodality, 
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as a multidimensional and multidisciplinary concept, has been differently defined as a 

field or domain of study, theory and tool used in expressing and unfolding how people 

use different modes to create meanings and communicate different intentions in texts. 

The origin of the term is often traced to Halliday’s (1978) Systemic Functional 

Linguistics (SFL) which defines language as a product of social interaction meant to 

satisfy the communication needs of people within a community.   

His idea was later expanded and developed by scholars from different fields as theories 

and tools that account for the integrated uses of multiple modes of communication ,and 

how they are combined to create meanings in texts Scholars such as Hodge and Kress 

(1988); Kress and van Leeuwen (1996, 2001); O’Halloran (2004); Bezemer,  and   Jewitt 

(2005) and Machin (2007) among others have utilised insights from Halliday’s social 

semiotics and Systemic Functional Linguistics to develop multimodality as a domain of 

enquiry; range of theoretical tools used in explaining multimodal resources as means of 

communicating and representing meanings in non-digital and digital technology-based 

texts and environments. It should be noted that Kress and van Leeuwen (1996) expand 

Halliday’s concept of meaning as choice to develop multimodality as an approach and 

later theorise the visual resources as constituting a mode. This must have led to the 

production of their Reading Images: The Grammar of Visual Design (1996) which kick-

started multimodal researches and analyses. Hence, multimodality involves the study of 

the communication of meaning using mode as an organising principle. Many studies in 

linguistics and communication have also increasingly acknowledged the multimodal 

nature of texts with emphasis on the fact that any contemporary analysis of multimodal 

texts can no longer rely only on language if it aims at appropriately interpreting the 

meanings of a text or communicative event (Ventola et al., 2004)..   

According to Jewitt (2009), multimodality describes the various approaches in which 

representations an communication are undertaken using multimodal means. It also refers 

to the different forms of meaning-creating resources that people use to communicate and 

interact. In other words, multimodality is an approach that examines multimodal 

resources and how they are combined to express meanings. It facilitates the pursuit of 

knowledge in human communication by providing means of constructing and 

comprehending innovative ways that text-producers deploy to simultaneously 

communicate messages through the use of meaning-making resources in texts.    

Tracing the origin of multimodality as a field, Ledin and Machin (2018) argue that the 

publications of O’Toole (1994) and, Kress and van Leeuwen (1996) marked the 
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beginning of multimodality as a developing field that focuses on meaning 

representations in language and communication. These researchers, however, followed 

the SFL principles to create frameworks that other scholars subsequently use as tools in 

uncovering the meanings of images in texts. For instance, O’Toole (1994), based on 

Halliday’s grammatical units comprising morpheme, word, group and clause, segmented 

images in painting into four units: work, figure, member and episode. Work depicts the 

entire piece of a drawing, and all other units play different parts. Figure represents a 

complete entity which may be a person in the overall image. Members are elements in 

the figures that play important roles in determining the overall meaning of the artistic 

piece. Episode is the grouping of figures that are involved in different kinds of shared 

processes in the whole image.   

Though O’Toole’s (1994) focuses on classical painting, it illuminates the potentials of 

multimodal research in understanding some of the ways by which images communicate 

meanings in texts. These classifications are shown in Table 2.1 below:  

   

  



   

  

36 

 

 

 

 

Table 2.1:  Perspectives of multimodal meaning description and representation. 

 

Halliday1978  

Meaning as system  

of functions  

O’Toole 1994  

Meaning as ranks in  

classical paintings  

Kress and van Leeuwen 1996 

Meaning  as functions in visual 

design   

Ideational  Work Figure  Representational  

Interpersonal  Member  Interactional  

Textual  Episode  Compositional  

 

 Sources: Halliday, 1978; O’Toole 1994; Kress and van Leeuwen, 1996).   
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However, many researchers have applied different terminological, theoretical and 

methodological perspectives in investigating multimodal compositions of texts. For 

instance, multimodal interactional analysis is used to uncover the impacts of new 

information technology, and how multimodal interactions make meanings through 

different modes in texts or in face-to-face interactions (Scollon, 2003; Norris, 2004),. 

Critical multimodal discourse analysis combines Critical Discourse Analysis (CDA) and 

social semiotics (Machin and Mayr 2012; Machin 2014). This study adopts Multimodal 

Discourse Analysis, which, to O’Halloran (2004) has become a crucial aspect of 

research and practice in many academic and practical disciplines. Thus, this has led to a 

variety of techniques, theoretical frameworks and methodologies in diverse areas. This 

observation corroborates Herbele and Veloso’s (2013) observation that the collective 

efforts of researchers around the world and the wide range of publications from many 

disciplines have contributed to the establishment of multimodal studies as a valid area 

of investigation.   

Other scholars have also applied multimodal analysis as an approach in fields that are 

specifically related to language studies, language teaching, advertising and political 

communication. For example, multimodal communication in second language teaching 

and learning has been studied by scholars such as O’Halloran (2004), Royce (2007). 

Bateman (2008), Jewitt (2009), Serafini (2012) and Hull and Nelson (2014) have also 

initiated and applied multimodality in diverse fields of human endeavours from different 

perspectives in texts.      

 As a multifaceted phenomenon, multimodality has become a controversial concept 

among linguists. While some scholars see it as a field of study and define it as a theory 

that provides insight into how people communicate and interact with one another by 

combining different meaning-making modes, others argue that it is a tool that can be 

applied in linguistic analysis. This situation has led to O’Halloran’s (2011) observation 

that there is no agreement among scholars on the meaning of multimodality. The term 

has been variously referred to as multimodal discourse analysis, multimodal analysis, 

multimodal semiotics and multimodal studies. However, Bezemer (2013:180) refers to 

it as “a field of application rather than a theory”. He believes that multimodality is not a 

theory but a tool that can be applied, within various theoretical contexts, to enhance 

analysis. The multidisciplinary deployment of multimodality in different fields may 

account for the lack of descriptive and terminological uniformity in language studies.  
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 Kress and van Leeuwen (2006) use the term, multimodality, in their model of visual 

grammar. This approach is partly deployed in this study.  Multimodality as a tool can be 

used to uncover and evaluate peculiar and diverse ways in which language and image 

are made, remade and combined to persuade or make meanings in texts such as election 

campaign advertisements. A multimodal analyst working on election campaign 

advertisements in the newspapers must therefore be able to note and elucidate how 

modes are contextually determined, organised, independently changed or developed 

together to express and represent meanings in texts instead of just focusing on their 

persuasive effects. In other words, the analyst must be able to consider the ways in which 

text producers mix words with images, pictures, colour and foregrounded typographical 

features to inform and influence their readers.  

It is when multimodal elements are contextually combined in a text that they become 

communicative entities that are capable of facilitating meaningful reflections and speedy 

interpretations of social, political and cultural realities and truths within a society. These 

realities and truths are not always explicitly stated but are often presented through 

language and other modalities, especially in political communication texts. At times, 

images may be used to attract voters’ attention and may appear so ornamental and 

familiar that a reader may take them for granted. As a result, unwary readers may miss 

the inherent messages subtly communicated in such texts. Political campaign 

advertisements in the newspapers are not just for emotional or irrational appeals, they 

communicate implicit messages and rational reasons capable of provoking thought for 

well-informed voting actions in the electorate.  

According to Bateman (2008), multimodal documents are extremely complex entities. 

They are not only complex but they often contain multiple and deliberate messages 

simultaneously communicated to achieve persuasive intentions. Political campaign 

advertisements exemplify such multimodal features that index multiple meanings 

simultaneously and these meanings are expressed in projected contexts. They ‘can pose 

interpretation difficulties to undiscerning readers who may  misinterpret or read many 

meanings to each mode independently used or combine them to derive more 

comprehensive meanings in texts.. Without a detailed analysis, the mechanisms by 

which meanings are embedded in them may not be revealed. Written texts which are 

multimodal, such as election campaign advertisements in the print media, contain vast 
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amount of information that describe series of events, circumstances surrounding the 

events, causes of the events and their effects.  

These disclosures are often made possible and more conspicuous through the pervasive 

use of new media and technological advancements which promote the integration of 

language and image as powerful tools for the dissemination of persuasive information 

in contemporary texts. Observably, these new and integrative practices of meaning 

creations in texts are not taught in schools where literacy is traditionally acquired. This 

inadequacy has led to the concept of ‘multi-literacy’ which emphasises a need for 

modern readers to acquire critical thinking skills and competence that will enable them 

to easily discern and interpret implicit meanings in contemporary multimodal texts such 

as election campaign advertisements in the print media.   

 Newspapers, as an instance of the print media, subtly provide the means for politicians 

and political parties to inform and persuade the general public about their political ideas 

and beliefs before elections. Though persuading the people is more difficult than 

informing them, both intentions are contextually expressed in election campaign 

advertisements through the combined use of words and visual resources. Combining 

language and image for an easy discernment and interpretation of meaning confirms 

Kress and van Leeuwen’s (1996) observation that everything written in a language may 

also be realised through images. Nevertheless, the written mode can take a longer time 

to read and understand when compared with integrating it with visual representations in 

texts. Reflecting this line of thought, Jefkins and Yadin (2000:17) opine that “messages 

are said to be more readily seen than heard, and visual images have greater impact than 

those which require the effort of reading”. This does not mean that linguistic and visual 

resources are made use of in the same proportion and importance in visual compositions. 

Kress and van Leeuwen (1996:2) underscore the differences and similarities between 

language and image when they state that:  

Visual structures realize meanings as linguistic structures do also, 

and thereby point to different interpretations of experience and 

different forms of social interactions. The meanings which can be 

realized in language and in visual communication overlap in part, 

that is, some things can be expressed both visually and verbally; 

and in part they diverge- some things can be ‘said’ only visually, 

others only verbally. But even when something can be ‘said’ both 

visually and verbally the way in which it will be said is different.  



   

  

40 

These observations discreetly depict the complexity in how multimodal resources can 

be used in divergent and convergent ways to also construct and represent directions of 

persuasions in written texts such as election campaign advertisements in the print media. 

For example, what is expressed in such advertisement texts through lexical choices and 

semantic forms can be complemented, repeated or emphasised through the use of 

different colours, pictures or typography.  

As Esposito (2011:213) has observed, “any analysis of advertisements offers 

multifarious challenges as they can draw upon various modes at the same time to convey 

their messages with the combination of both language and imagery”. Thus, text 

producers would cautiously apply the convergence of modes, especially in election 

campaign advertisement in the print media, in order not to create unintended 

complexities that may make interpretations difficult for readers. Political campaign 

advertisements in the newspapers have become means of communicating political 

beliefs, opinions and thoughts. They exhibit complimentary configurations through the 

combined use of language and other modalities to persuade and represent meanings in 

different and unique ways. Though the text producer may or may not be conscious of 

the configurations, the way and the form in which the elements are put together have 

some implications for what is represented and the purpose of the representations. This 

may lead to confusion and unintended outcomes at times. Though these multimodal 

resources may not totally reveal how certain meanings are persuasively produced in a 

text or expose the real intentions of text producers, they can be used to predict the 

direction of persuasion in a multimodal ensemble.  

Multimodality as a key persuasive technique can facilitate quick and easy understanding 

of meanings communicated within a text. Liu (2013) observes that, in the early period 

of language studies, much attention was not given to the integrated use of language with 

other meaning-making modes in the process of communication. He believes that this 

was the situation until Halliday (1978) introduced social semiotics, which recognises 

that there are many other meaning-making modes apart from language, into linguistic 

analysis. This observation and others in this direction marked the beginning of 

multimodality as an analytic tool and a field of study which focuses on how text 

producers combine written words and images in making meaning, and to present and 

represent their experiences of the world.  
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To Kress and van Leeuwen (1996), a multimodal text integrates more than one semiotic 

mode in communication and representation of meanings and this is more prevalent in 

contemporary societies.  Multimodality, according to Liu (2013:1261), can be used in 

“… creating deeper meanings by using such skills as questioning, analysing and 

synthesising the messages involving different elements (writing, visuals, sound and so 

on)”. There is, therefore, the need for language users in this milieu to acquaint 

themselves with the necessary knowledge, skills and understanding of how meanings 

are contextually produced through visual images and illustrations in texts. 

Multimodality, as a field of study, has developed into a multidimensional and unique 

discipline that focuses on meaning-making devices and strategies in texts. With its 

foundation in social semiotics, it continues to draw insights from other disciplines whose 

focus have shifted from the monomodal perspective, with the only focus on language as 

the only meaning carrier in linguistic analysis, to the interplay of different modes that 

are simultaneously integrated to communicate multiple and  complex messages in texts. 

Multimodality has, therefore, emerged as the study of meaning-making strategies 

involving the integrated use of language, images and other semiotic resources in texts.  

2.5.2 Compositional meta-function in multimodality  

The quest to advance knowledge of meaning representations in communicating and 

comprehending multimodal composition patterns has led to questions such as  how is  

meaning created  in pictures and how can readers understand the basic structure of  

images in texts? These questions are partly answered by Kress and van Leeuwen 

(2006:3) when they proposed:  

…a general grammar of contemporary visual design in “Western” 

cultures an account of explicit and implicit knowledge and 

practices around a resource, consisting of the elements and rules 

underlying a culture-specific form of visual communication.  

This provides a foundation on which the social semiotics theory is further expounded. It 

also establishes frameworks in understanding how questions are asked and answered in 

research works within multimodal discourse analysis. As a source of knowledge in 

studying visual designs, the text makes it less challenging and easily possible in makings 

sense of multiple meanings expressed in multimodal texts. The authors see images as 

important elements in communication contrary to Barthes’ (1967) submission that 

meanings of images always relate to and depend on verbal text. In response to Barthes’ 
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assertion, Kress and van Leeuwen (2006), following Halliday’s social semiotics, observe 

that visual designs perform three metafunctions: representational, interactive and 

compositional. These are equivalent terms to Halliday’s ideational, interpersonal and 

textual meta-functions. Though Forceville (1999) opines that Kress and van Leeuwen 

(2006) do not provide enough ground in discussing how some modes relate to one 

another and how the knowledge can be used in discerning the meanings of specific 

images, their text provides useful insights and information in understanding visual 

elements in multimodal compositions. Reading Images, as claimed by the authors, is not 

an approach applicable in all contexts; it is more applicable in the Western tradition. 

Nevertheless, this study adopts their compositional metafunction framework to explore 

and critically assess the multimodal resources which are contextually deployed in 

constructing and communicating persuasive structures and messages in the selected data.  

Multimodal composition depicts the various ways through which modes are combined 

in a text to convey meanings to its readers. It is used to create and promote ease of 

understanding of the meanings presented or represented in a text. Compositional 

meaning illustrates how multimodal elements are positioned, made prominent, 

connected and made whole in texts. Compositional metafunction explains how 

information value (left/right; given/new; top-bottom; real/ideal patterns), salience 

(degree of prominence determined by colour, font size, image and picture) and framing 

(connection and disconnection of visual and verbal elements) in written texts such as 

presidential election campaign advertisement in newspapers.   

Multimodality as a field of study developed from SFL’s notion of language as a product 

of social semiotic processes. These processes are shaped by the context and 

communication functions that language performs within a society (Halliday, 1978). 

Systemic Functional Linguistics (SFL), as a context-recognising approach, is used in 

this study to contrast contexts and explain the functions of grammatical expressions used 

in constructing persuasive functions in the selected data.   

 Kress and van Leeuwen’s (1996) adopted and modified Halliday’s (1978) ideational, 

interpersonal and textual meta-functions to representational, interactive and 

compositional functions in describing meaning-making strategies through the integrated 

use of modes in texts. The compositional meta-function portrays the positional and 

structural relationships of multimodal elements in texts. How pictures and texts are 
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placed or positioned have meanings in composing a piece of advertisement. Their 

compositional meta-functions in visual communication and analysis are deployed in this 

study to identify and explain the structural relationships between linguistic and visual 

elements in the selected texts.  Compositional meta-functions portray the positional and 

structural relationships of multimodal elements in the construction of meanings in texts. 

These compositional meanings are realisable through three interrelated systems which 

they divide into three aspects, namely, information value, salience and framing.  

2.5.2.1 Information value  

Information value, according to Kress and van Leeuwen(1996), refers to compositional 

placement of elements in order of importance in a text. Horizontal patterning from left 

to right denotes the information value as: given and new. Then, there is the vertical 

dimension which is the top to bottom structure that depicts information dimension as 

ideal and real. The third dimension is the centre or margin.  

Given means what is presented to the viewer as already known and familiar to the 

viewer. New is a meaning presented as something that is not yet known which needs a 

readers’ attention.  Ideal information often appears on top of a page.  Real is a placed at 

the bottom of a text. Centre or margin is the information provided in the middle of a text 

or around it. Information value is the placement of various signs and how the placements 

can contribute to understanding meanings expressed or represented in a multimodal text. 

Information value explains how multimodal elements are positioned and distributed in 

a text to enhance readers’ comprehension of meanings in texts. Though the principle has 

been criticised as a Western tradition, it can provide some insights for text- producers 

and text receivers’ understanding of text-image combination in contemporary texts.  

 

 

 

2.5.2.2 Salience  

In Kress and van Leeuwen’s (1996) compositional meta-function,the term, salience, 

describes anything that a reader may consider as prominent, more noticeable or 

conspicuous in a text. Salience refers to how a reader’s attention is drawn to certain 
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elements in a text through foregrounding, backgrounding, bold or large font size, colour 

or layout. To Kress and van Leeuwen (2001), salience creates a hierarchy of importance 

among the elements used in a composition. Salience is a useful concept in identifying 

and explaining attention-catching phenomenon in a text. Through the use of big fonts 

and bright colours of different dimensions; salience contributes to making the core 

message visually stand out and other elements less important in a multimodal text.   

In other words, salience depicts how text producers make the core message more 

prominent and render other elements less important through the use of feature-

contrasting mechanisms like pictures, shapes, fonts and colours in different dimensions. 

In written texts, salience can be visual or linguistic. Linguistic salience concerns the 

deviational use of language to foreground certain meanings in written texts. Visual 

salience is achieved through the foregrounded deployment of colours, pictures, 

drawings, signs and symbols, logos, maps, fonts in different sizes, amplified shapes, 

complemented or structured messages in texts such as election campaign advertisements 

in the newspapers.  

However, salience can be considered as a context-dependent phenomenon like 

information value because people are differently attracted to specific information based 

on their situations, needs or interests as presented or represented in texts. Nevertheless, 

salience can facilitate a quick recognition of image, personality or issue of political 

concern in political campaign advertisement in newspapers. When potential voters are 

made aware of the consequences of their choices, they are likely to contextually make 

smarter, well-informed and politically conscious voting decisions before elections.  

2.5.2.3 Framing  

Framing in Reading images s(1996) refers to how multimodal resources are brought 

together to create a meaningful unit. It is a compositional resource by which a text is 

given “internal unity, coherence; how elements in a visual composition may be seen as 

belonging together; how they are connected or disconnected”. Framing establishes the 

boundaries between elements by a variety of multimodal devices to create connections 

and contrasts through the use of colour, full stop, empty space and the like in texts. 

Framing was first introduced as a compositional element through which a text is given 

internal unity which means coherence how elements in a visual composition may be 

seen as belonging together; how they are connected or disconnected.   
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Framing establishes boundaries between elements by a variety of devices creating 

contrasts such as colour, full stop, empty space and so on. In summary, Kress and van 

Leeuwen (1996) provide readers with various perspectives for interpreting persuasive 

directions in advertisements. For example, compositional metafunction can provide 

insights on how various multimodal ensembles are organised and positioned for the 

purposes of predicting persuasion direction in campaign advertisements.  

 Though Kress and van Leeuwen (1996/2006) provide valuable insights on the analysis 

of multimodal texts but their contributions were not without some criticisms. Forceville 

(1999), for instance, believes that Kress and van Leeuwen have not addressed how 

modes relate with one another, and how they can be used together in a multimodal text. 

Similarly, Patterson (2010:126) argues that “A picture is not an argument. It is the user 

of the image who argues, using it to illustrate or emphasise a point”. To him, what an 

image says is largely a matter of what a viewer brings to it in terms of contextual 

knowledge and, cultural or linguistic framing. Nevertheless, Kress and van Leeuwen 

(1996) open a unique vista direction in multimodal analysis.  

2.5.2.4  Alvarez method of multimodal analysis  

Alvarez (2016) proposes four steps for the analysis of multimodal texts and 

communication in general. The first step in doing multimodal analysis, is to ask the 

questions: what are the conditions of production and use of the text under scrutiny, what 

is the text type and for whom is the text produced? The second step involves the 

identification of the base units in a text. A base unit, according to Bateman (2008:110), 

is “everything which can be seen on each page of a document”.  The third step involves 

identifying the modes of communication in the multimodal composition. Three modes 

that should form the focus of attention are the linguistic, visual and spatial modes.  The 

fourth step entails providing an answer to the question” ‘what meaning does the text 

make?, is focused. This is schematically represented thus: 
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 Figure 2.1:  A four-step process in analysing a written text (Source: Alvarez, 2016)  
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2.5.2.5 Critiques of multimodality  

Though Halliday’s (1978) and Kress and van Leeuwen’s (1996), to some extent , have 

become the normal and dominant starting points for multimodal analysis, scholars such 

as Ledin and Machin (2018:60) have expressed their dissatisfactions about this 

approach. To them, the approaches to multimodal analysis should be open to change and 

renewal. They believe that there are, indeed, different modes which serve different 

functions, and often operate in combination with other modes to generate new or no 

meaning. Moreover, in some instances, the approach seems to be too deterministic. They 

regard the model as a rigid formalistic approach to analysis that proposes a particular 

way of reading visual texts such as newspaper advertisements, in which the material at 

the left is known, whereas  that at the right is new; the top is what might be the ideal ,the 

bottom is what is the real and so on. These are not observed in all cases. Developing a 

universal theory in exploring meaning-making and representations in texts or how to 

evolve a general theory from an actual text is another unresolved issue in multimodality 

as a discipline.  

This approach, according to Bazalgette and Buckinham (2013:98), “works perfectly well 

with the examples Kress and van Leeuwen provide, but it does not work when applied 

to other examples”. In their opinion, a careful selection of examples to prove the case is 

characteristic of research on multimodality. They further argue that it is not clear 

whether what gets done using the approach is actually a process of multimodal analysis 

or purely one of labelling things through a set of pre-established categories; a sort of 

design of ‘one-size-fits-all’, especially in looking for how a text realises the types of 

meanings given by Halliday’s meta-functions. Similarly, Bateman et al. (2017:84) assert 

that “images are tied to different social practices, and social knowledge which are not 

always evenly distributed”. In other words, access to technological and social knowledge 

and practices vary from one culture or society to another, and they are often connected 

to power relations and social status.    

However, multimodality is now more predominant and demonstrated in all spheres of 

human communication efforts due to new technological discoveries. The new 

discoveries have created new trends and practices of communication in some 

contemporary societies. The new trends and practices are not taught at many levels of 

Nigerian educational systems where literacy and uniformity of terminology can be 
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created and acquired. Nevertheless, multimodality has exposed the inadequacy of the 

old notion or definition of literacy as the ability to read and write. Mitchell (1985) 

predicts that communication problems of the twenty-first century will be about how to 

interpret images in texts.  Liu (2013:1263) also observes that “we are now moving 

beyond the traditional comprehensive strategies that were word-dominated typographic 

era to a post-typographic era dominated by the visual images and multimodal texts”.  

Liu (2013) therefore admonishes multimodal discourse analysts to be more careful on 

how to apply the SFL tools and concepts as models of analysis that can adequately 

identify or explain  the material,  social practice, nature and  forms of communication 

that need to be critically analysed. Liu (2013) therefore admonishes multimodal 

discourse analysts to be more careful on how to apply the SFL tools and concepts as 

models of analysis that can adequately identify or explain  the material, social practice, 

nature and  forms of communication that need to be critically analysed. This requires 

looking at multimodal compositions from new perspectives in order to contextually 

unravel linguistic resources and structural patterns in texts as illustrated in presidential 

election campaign advertisements in the newspapers.    

2.6 Persuasion  

Persuasion has long been studied by scholars in politics, philosophy, religion and 

language who seek to understand how people influence others in changing their 

attitudes, beliefs and behaviour (Aristotle 4th BC; Festinger, 1957; McGuire, 1961; Petty 

and Cacioppo, 1986; Perloff, 2003 among others). Multimodality is a key technique 

which facilitates readers’ easy and speedy comprehension, and interpretation of multiple 

messages communicated and represented in a persuasive text. To Golden et al., (2000), 

Aristotle’s treatise titled Rhetoric and published in the 4th BC was initially regarded as 

“the most significant work on persuasion”. On the other hand, Perloff (2003:22) 

observes that “Aristotle’s great insight was … not designed to persuade people but to 

discover scientific principles of persuasion”. Aristotle proposed that persuasion had 

three main ingredients- ethos (the credible nature of the communicator); pathos (the 

emotional state of the audience) and logos (the logical arrangement of the message). He 

therefore believed that ‘the goal of rhetoric was not so much about finding the truth of a 

matter as convincing an audience in making best decisions about what matters of 
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concern to all in a communication process. He, therefore, developed the concepts of 

argumentation and the role of style as first scientific perspectives on persuasion.    

According to Andersen (1971: 6), persuasion is “a human communication effort that is 

designed to influence others by modifying their beliefs, values, or attitudes. To him, it 

is a communication process through which a communicator seeks to elicit a desired 

response from an audience. It is, therefore, inherently a communication goal. Similarly, 

O’Keefe (1990) sees persuasion as a deliberate effort aimed at influencing other’s 

mental state through communication in a circumstance in which the audience has some 

measure of freedom. In other words, persuasion has a goal and intent to achieve the goal 

without any form of coercion. Communication is, therefore, used as a mechanism to 

achieve that goal.  

To Perloff (2003), persuasion is a process in which communicators try to convince other 

people to change their attitudes or behaviour on a particular issue through the 

transmission of a message in an atmosphere of free choice. From these definitions, it can 

be inferred that persuasive communication is always planned and not imposed on the 

recipient through threat or coercion. It is, therefore, used anticipatorily to reduce 

resistance and freely allow the recipients to make decisions without coercion.  

However, most of the previous works on presidential election campaign advertisements 

in the Nigerian newspapers reflect some controversial submissions on the 

advertisements’ persuasive effects. Generally, scholars such as Ansolabehere and 

Iyengar (1995) and Franz and Ridout (2010) reveal that political advertisements in the 

media have temporary persuasive effects which are hardly absolute or measurable. 

Similarly, Felix and Olakunle (2017) argue that exposing voters to political advertising 

did not have any significant effect on their voting decisions during the 2015 general 

elections in Ondo State, Nigeria. However, findings from Okpara et al. (2016) suggest 

that there is a relationship between voters’ exposure to election campaign advertisements 

and their choices of candidates during elections. 

2.6.1 Features of persuasion  

The nature, practice and act of persuasion have received scholars’ attention down the 

ages, from Aristotle in the 4th century till date. Persuasion, as a concept, has been viewed 

from different communicative, theoretical and disciplinary perspectives. Aristotle 
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described persuasion from a prescriptive and rhetorical angle as means of appealing to 

specific audience through ethos (speaker’s credibility and being likeable), pathos 

(emotional dimension) and logos (logical presentation of ideas). Though these rhetorical 

principles are still relevant in communicating persuasive intentions, they cannot fully 

capture the diverse and multidisciplinary nature of persuasion as a multimodal and 

socio-political phenomenon in the contemporary communication landscape. Persuasion 

is supposed to be a liberal means of choosing appropriate verbal and visual means of 

communicating messages from an election campaign advertiser aimed at influencing, 

motivating, mobilising and persuading the electorate in making well-informed political 

decisions and preferences.  

 In agreement with O’Keefe (2002), persuasion is a cognitive phenomenon in which 

readers’ intellectual ability and previous knowledge play significant roles in the process 

of understanding and interpreting implied messages in a given context. Knowing 

people’s attitudes and concerns about an issue plays a crucial role in designing 

persuasive messages in texts. Political campaign advertisements in the newspapers are 

meant to provide persuasive information to inquisitive voters who are interested in 

making well-informed voting decisions before an election. Hence, persuasion is a 

product of a communicator’s deliberate effort; it is not accidental in the process of 

soliciting readers’ approval and support to accomplish a goal of mutual benefit. This 

tendency is more visible in election campaign advertisements in the newspapers.  

Aside from this, persuasion is seen as a social and ever-changing phenomenon. With 

new discoveries, information technological devices and applications, the nature, 

practices and acts of persuasion in social and political interactions will continue to attract 

new interests aimed at generating effortless attention in readers. According to van Djik 

(2006), persuasion involves interactions between the initiator of a persuasive 

communication and the audience who is the target of persuasion. However, 

understanding the production and interpretation of messages so initiated and delivered 

to the audience would be determined by the mutual understanding and the context in 

which it is produced. When a text producer strategically employs and integrates written 

words, pictures, colours, images and other multimodal resources in constructing 

meanings in texts such as election political campaign advertisements in specific 

contexts, communicating persuasive intentions and directions in such texts will be made 

easier and simple for the readers to understand.  
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2.6.2 Persuasion and Elaboration Likelihood Model  

Many theories have been propounded by scholars on persuasion. These include: social 

judgment theory (Sherif and Hovland, 1980), inoculation theory, narrative paradigm 

(Fisher 1985) and Petty and Cacioppo’s Elaboration Likelihood Model (1986). 

Elaboration Likelihood Model (ELM) is a theory of attitude change. It was developed 

in 1986. According to Petty and Cacioppo (1986:124), “ELM is a general framework 

for organising, categorising and understanding the basic processes underlying the 

effectiveness of persuasive communications”. These processes can be unravelled 

through multimodal configurations in persuasive texts like election campaign 

advertisements. To them, persuasion is a process through which the success of an 

influence depends largely on the way the receivers make sense of the messages. They 

present two divergent routes that can be used by an individual or a group of people to 

influence the thoughts or actions of others.   

The first is the ‘central route’ that provides elaborate information, rational arguments, 

claims and evidence to support a particular conclusion. It must be noted that not all 

readers are capable of identifying or receiving centrally routed messages because it is 

based on two conditions:  

1. the audience must be highly motivated to process all of the information 

given; and 

2. the audience must have the ability to understand the highly specific and 

intricate messages.  

Secondly, a ‘peripheral route’ is used when an audience lacks the motivation or ability 

to interpret a given message. The persuader can use the peripheral route which relies on 

emotional involvement and other superficial means of persuasion like patriotism, 

character and being likeable, celebrity endorsement or public support. Peripheral route 

can work perfectly when the audience are committed, dedicated or loyal to a cause and 

it may produce a bandwagon effect.  

The ELM as a theory of persuasion suggests that there are two different ways (central 

and peripheral) through which people can be persuaded. These depend on how interested 

they are in a particular issue or topic. For instance, the central route of persuasion 

describes a situation where people are strongly motivated and have time and ability to 
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pay attention and think about a particular issue before taking a decision. The issue must 

be relevant to the reader. But when people are stampeded into taking actions or when 

decisions are less important to them, they tend to be more easily persuaded by the 

peripheral route.  

Nevertheless, ELM particularly focuses on how persuasive effects are contextually 

created in texts. In other words, the model depicts how contextual factors play significant 

roles in determining audience or readers’ susceptibility to persuasive messages in texts 

such as presidential election campaign advertisements in the newspapers. Persuasion is 

not about only the words used in a text. It contains varieties of contextual factors such 

as voters’ vested interests, friendliness, aesthetic, and other factors bordering on 

interaction and issues of mutual benefits within a society. Moreover, ELM describes the 

basic structures and processes in persuasive discourse. The elaboration likelihood model 

is therefore used in this study to explain how persuasive effects are created in 

presidential election campaign advertisements in selected Nigerian newspapers,  
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Figure 2.2: Petty and Cacioppo’s (1986) persuasive model  
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1. Central Route of Persuasion – This is direct, logic-driven, data-

supported and factual engagements in information processing. It is used 

when the audience is willing and analytical.   

2.  Peripheral Route of Persuasion – This is indirect; the audience associates 

emotionally with the positive characteristics of the text producer.  

Whether central or peripheral, routes of persuasion in election campaign advertisements 

often reflect complex multimodal ensembles contextually and strategically deployed to 

influence voters’ support or acceptance before an election. Hence, voters’ interpretations 

of  inherent complexities and communication strategies employed in creating the 

intended effects in campaign advertisements can be enhanced through knowledge and 

understanding of multimodal resources used in such texts. However, predicting 

persuasive trajectories in multimodal ensembles requires the understanding of the inter-

semiotic relationships between texts and images, and the authorial persuasive intent and 

context behind or in such compositions. These direction indicators are suggestive or 

preemptive of selective inclusion or exclusion of multimodal resources employed in 

such texts. These resources can also be used to identify the structural commonalities 

between the projected contexts and routes of persuasion in election campaign 

advertisements.  

2.6.3  Projection and persuasion  

Projection is one of the crucial keys in influencing and determining voting outcomes 

before and during an election. The ability to foresee likely happenings in the future can 

be of great importance in winning or losing an election. Projections can be described as 

what triggers the feeling of excitement in an entity that something is going to happen 

soon. This reflects Halliday’s (1994:110) notion of material process of ‘doing’ .in which 

‘some entity ‘does’ something “o some other entity for something to happen to that 

entity. Election campaign advertisements exemplify a physical design aimed at 

motivating, mobilising and persuading an electorate in promoting efforts at making 

things happen or countering what will not make things happen in the future and doing 

something about it now. Whatever is happening now, however, is not static. Based on 

this knowledge, advertisers often vary and frame issues to anticipatorily persuade voters 

to either maintain or change a socio-political landscape of a society. Anticipation, as a 

strategy or a phenomenon, has attracted more attention of different scholars who make 
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anticipation one of the major issues in their works. Wilss and Jorg define anticipation as 

“prediction … of source text units before their actual utterance” (Jorg, 1995:3). 

Projection is used in determining the choice and integrated use of language and image 

in the construction of meanings, persuasive directions and information in election 

campaign advertisements. However, it can also be emphasised that political campaign 

advertisements are produced from anticipated perspectives in order to facilitate the 

speedy comprehension of multiple persuasive messages often communicated in such 

texts. Political campaign advertisers often make efforts at appealing to the electorate to 

seek support from voters based on contextual calculations of the needs and expectations 

of voters before an election. Candidate’s image creation, positive positioning and 

unquestioned acceptance in an ever-changing political and electoral circumstance can 

promote a text producer’s and readers’ understanding of the dynamic nature and 

construction of anticipated contexts in political campaign advertisements.    

Text producers often use previous historical information to reflect what an audience 

anticipates or intends to know through linguistic and extra-linguistic means. Besides, 

projection is often triggered in words or word combinations) which serve as cues. These 

cues are of two types- co-textual cues and extra-linguistic cues. Projection can be 

structured and explained as combinatorial configuration of a top down strategy and 

bottom up strategy. The former can help the interpreter to understand the contents of a 

text before the conclusion while the latter can serve as a way of controlling attention. 

Similarly, combining linguistic and extra-linguistic resources guarantees effective 

interpretation in written texts such as election campaign advertisements in the print 

media for persuading and mobilising the readers. 

Persuasion and mobilisation constitute the central foci in election campaign 

advertisements based on commonly shared interests, feelings and facts. These often 

inform advertiser’s polarised production perspectives in election campaign 

advertisements aimed at consolidating supporters’ acceptance and preventing likely 

defeat or eliminating opponents’ offensive strategies. Countering opponents’ tactics 

often involves identifying their strengths and weaknesses in advance, in order to 

appropriately deal with them, before they create any damage. Projection can be a plan 

of action or a strategy that can be used in preventing likely negative future events. As a 
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defense mechanism therefore, politicians often deploy projection as a calculated attempt 

at preventing anticipated defeat or any other undesirable outcome before an election.  

Moreover, people tend to make predictions according to what information they have 

obtained through listening or reading texts as election campaign advertisements. Such 

information could be used as evidence to support whether what has been predicted 

through reading is basically right or wrong so that, at the end, the reader will not feel 

frustrated if such evidence should appear too late. In order words, the confirmation of 

information in a projected context is possible when it can be validated through the 

appropriate interpretation of meaning-making resources presented in a campaign 

advertisement. From this perspective, it could be deduced that projection in election 

campaign advertisement must reflect context-determined discourse issues and 

multimodal resources to effectively achieve communicative and persuasive intentions in 

such texts.  

2.6.4 Persuasion in election campaign advertisements  

To Perloff (2003:34), political persuasion refers to a “process in which communicators 

try to convince other people to change their attitudes or behavior regarding a political 

issue through message in an atmosphere of free choice”. It involves the employment of 

the media in informing and transmitting ideas to voters before an election. Persuasive 

messages in today’s election campaign advertisements in the newspapers are presented 

in colours, images and written words. Readers who wish to appropriately understand and 

correctly interpret such messages need to understand the anticipatory nature of the 

contexts which conditioned choice and selection of multimodal elements used in 

communicating persuasive meanings in such texts.  

Persuasive messages in election campaign advertisements in the newspapers are 

products of contextually projected thoughts dynamically presented through the 

integrated deployments of multimodal resources in order to achieve predetermined 

persuasive intentions. Hence, in today’s digital environment, multimodal discourse 

studies will continue to yield new insights and ideas in promoting better and deeper 

understanding of the complex and dynamic persuasive messages in political campaign 

advertisements in the print media.  Persuasive messages, especially in election campaign 

advertisements in the mass media, are not limited to overt statements; they are also used 

to trigger emotions such as fear, love, happiness and hatred. These emotions are 
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anticipatorily and contextually created through words, symbols and images to influence 

people’s thinking about issues concerning their welfare and public policies. Aside from 

these, new digital forms of media have revolutionised the way people access and assess 

political information. Election campaign advertisers exploit this knowledge to become 

more ingenious and innovative in anticipatorily and contextually composing complex 

and persuasive messages which are simultaneously conveyed written words and images. 

The visual and verbal elements in such texts perform supportive roles in guiding the 

readers to align with advertiser’s persuasive intentions and conclusions. These, however, 

require readers’ acquisition of multimodal literacy in order to facilitate the making of 

better and well-informed voting decisions at the polls.   

2.6.5 Persuasive structure 

Persuasive structure defines the linguistic constructions used in convincing and 

influencing voters’ decisions before an election. Some of these strategies include: 

2.6.5.1  Question-quotation as persuasive structure in campaign advertisement  

Questions often play significant roles in persuasion. However, little attention has been 

paid to its usage and significance as persuasive and cohesive devices in the construction 

of election campaign advertisements in the newspapers. Question can be used to alter 

what is believed or understood by others. Quotation refers to a statement that is 

reproduced word-for-word, as it appears in the original text and differentiated by single 

or double quotation marks. Text producers often use quotation marks to refer to 

statements from opponents, experts or celebrities who agree with their points of view in 

order to achieve credibility and better persuasive intention. It is a question that does not 

require an answer. Rhetorical question is used to lead a reader to a sensible and logical 

conclusion in multimodal compositions. It can also be used as a persuasive strategy 

when an important topic of great concern is being debated. Questions do more than being 

used to persuade an audience, to provoke critical thinking or direct readers’ attention to 

hitherto unknown or important issue; questions may perform other functions such as 

supporting a cause, creating an interest and prompting readers to actions. Questions are 

often deployed to solicit acceptance, convey information or, suggest or shape answers. 

Rhetorical questions, for instance, do not require any answer but can be used for 

persuasive emphasis or effect in election campaign advertisements.  
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2.6.5.2 Request-explication as persuasive structure in election campaign 

advertisement  

Contemporary election campaign advertisements in the newspapers often reflect request 

and explication formats in demanding for readers’ attention or to influence their voting 

action. The demand could be expanded with detailed justification, through multimodal 

resources, for easy understanding or to induce readers’ compliance with advertiser’s 

point of view. Request-explication persuasive structure can be used in election campaign 

advertisements’ fund-raising appeals.  

2.6.5.3 Problem-solution as persuasive structure in campaign advertisement  

Politics is about identifying socio-political problems and making predictive assumptions 

in providing solutions to such problems for a better society. Election campaign 

advertisers oftentimes deploy problem-solution structures to create awareness or 

provoke critical thinking in readers in order to influence their voting decisions before an 

election. Some of the problems often featured in election campaign advertisements 

include leadership tussles, economic crisis, insecurity, poverty and unemployment and 

they are mutually or commonly experienced by people within a society. By identifying 

and focusing on a discourse issue, a political party may appear to be genuinely concerned 

about proffering solutions to problems through the use of facts and emotional appeals. 

This can engender emotional attachment in readers, and, by so doing, influence their 

voting decisions.   

2.6.5.4 Question-answer as persuasive structure in election campaign 

advertisement  

As stated in 2.7.3 above question has persuasive power. It is used to interrogate or elicit 

information from a respondent. An answer is described as a reaction or response to a 

question or statement. It can be used as a form of defence to exonerate oneself from an 

accusation or criticism. An answer can be viewed as solution to a problem. When a 

question combines with an answer, feelings are likely to be generated, especially in 

provoking critical thinking and emphasising a consistent answer to a  repeated question 

in written texts. 
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Conceptual representations are also reflected in persuasive structures in request –

explication, problem-solution, quotation-question and question-answer patterns as 

identified above. 

2.7 Chapter Summary  

This chapter has detailed a review of related conceptual and previous empirical works. 

It has also focused on context types, discourse issues, multimodal resources and 

persuasive structures in political campaign advertisements, and the theoretical 

framework. The next chapter will focus on the research techniques adopted in carrying 

out this study. It will also explain the procedures involved in the collection, organisation 

and analysis of the selected data. 
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CHAPTER THREE 

METHODOLOGY  

3.0 Chapter overview  

This chapter deals with the research techniques adopted in carrying out this study. It 

explains the procedures involved in the collection, organisation and analysis of the 

selected data. The chapter also provides the background to the theoretical approach used 

in this study.  

3.1  Research design  

Descriptive research describes how contextual knowledge could determine the choice 

and selection of multimodal resources used in presenting discourse issues and 

constructing persuasive structures in presidential election campaign advertisements of 

the two major and most popular parties in Nigeria, APC and PDP. The advertisements, 

published in three Nigerian newspapers in 2015 and 2019, were purposively selected as 

contextual reflections of the transitional and historical uniqueness of the period. The 

collected data are dynamic, qualitative and non-numerical. They are therefore used to 

instantiate, illuminate and explore the contextually predetermined relationship between 

multimodal choices and compositional structures deployed in creating persuasive effects 

in election campaign advertisements in the selected newspapers. This conforms with 

Descombe (2010), assertion that qualitative research is often used to suggest possible 

relationships, causes, effects and dynamic processes in texts. 
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3.2 Sampling procedure  

Purposive sampling procedure was adopted in selecting the data for this study. This was 

used in order to identify the unique and specific persuasive patterns and variations in the 

collected data. Three Nigerian newspapers were selected using quota sampling (two 

newspapers from the Lagos/Ibadan axis (Punch and Nigerian Tribune) and one from the 

Kaduna/Abuja axis (Daily Trust). Quota sampling was used to select forty full page 

colour advertisements from the newspapers (10 from Daily Trust and 15 each from 

Punch and Nigerian Tribune). The data were collected and arranged in order to examine 

contextually determined multimodal resources used in constructing persuasion in the 

selected data.  

 3.3 Analytical /conceptual framework  

This study combined Kress and van Leeuwen’s (2006) compositional meta-function in  

analysing the visual elements, and Alvarez’s  modified model of multimodal analysis  to 

describe condition of text-production with Petty and Cacioppo’s Elaboration Likelihood 

Model (1986) to identify persuasive strategies deployed in creating discourse issues and 

intentions in the selected campaign advertisements. This analytical plan as 

diagrammatically represented in Fig.3.1 below, is an essential part of the conceptual 

framework as presented in Fig, 3.2. 

The conceptual framework details contextual representations and relationships among 

the various concepts deployed in analysing the data selected for this research. The 

diagram in Fig.3.2, illustrates context as major source from which discourse issues 

emerge and a determining factor in the selection and choice of multimodal resources, 

like words, images and colours, that are deployed for persuasive intentions in political 

election campaign advertisements in the newspapers. The context-determined issues and 

multimodal resources are used to create persuasive effects such as consolidating voters’ 

support preventing envisaged defeat and anticipating opponent’s strategies before an 

election.  
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Figure 3.1: Analytical framework for the study (modified version of Alvarez’s 

(2016) steps in multimodal analysis)  
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CONTEXTUAL REPRESENTATIONS FOR PERSUASIVE EFFECTS IN CAMPAIGN ADVERTISEMENTS  

 

 

 

      

 

 

 

  

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

Figure 3.2:  A diagram describing context as the foundation on which  meaning representations and designs are built.  

Source: Researcher,2021. 
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 3.4 Chapter summary  

This chapter has explained the research design, data collection procedure, the sampling 

technique and procedure for the data analysis. The data were purposively selected from 

the two major political parties’ presidential election campaign advertisements published 

in 2015 and 2019 in three newspapers representing Abuja-Kaduna  and Lagos- Ibadan 

axes Descriptions and diagrams detailing the structures of the analytical and conceptual 

frameworks adopted  for this investigation are included in this section.The next chapter 

will focus on the analysis and interpretations of the selected data.  
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CHAPTER FOUR  

 DATA ANALYSIS AND  INTERPRETATIONS  

4.0 Chapter overview  

This chapter examines the projected contexts and discourse issues, and the multimodal 

resources with, and persuasive structures portrayed in the 2015 and 2019 APC’s and 

PDP’s political campaign advertisements in selected Nigerian newspapers. Insights are 

drawn from Kress and van Leeuwen’s (1996), multimodality theory, Alvarez’s (2016) 

model of multimodal analysis, complemented by Petty and Cacioppo’s (1986) 

Elaboration Likelihood Model (ELM). The identified projected contexts will be first 

presented and followed by the analysis of the discourse issues and multimodal resources 

jointly used in constructing and conveying persuasive meanings in the selected data.  

4.1 Projected contexts in Nigerian election campaign advertisements 

Contexts provide conjectural representations of discourse issues, choice of multimodal 

resources and persuasive structures in the 2015 and 2019 APC’s and PDP’s presidential 

election campaign advertisements in Nigerian newspapers.. In this analysis, three 

projected context types were identified in the selected data. These comprised Context of 

Victory (CV), Context of Defeat (CD) and Context of Countering Opponent’s Strategies 

(CCOS). Each of them is defined, characterised by   routes of persuasion and other 

features as illustrated below. 

4.1.1 Context of Victory (CV)  

Context of victory (CV) involves low elaboration, credibility issues, positive self-

presentation, emotional inducement, celebrity endorsement and peripheral route of 

persuasion. The campaign advertisements in Plates 4.1; 4.2  and 4.3 are  produced in  

projected  contexts of victory that indicates APC’s  assumption of winning the 2015  
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Plate 4.1: Projected context of victory 

Source: Nigerian Tribune, Wednesday, 21 Jan., 2015:4 
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Plate 4.2 : Projected context of victory 

  Source: Daily Trust, Monday, 23 Feb., 2015:11 
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presidential election in Nigeria due to the credibility of its presidential candidate and the 

envisaged popular support of voters before the election.    

The political landscape before the 2015 presidential election was characterised by 

multifaceted socio-political problems including unethical funding of political campaign 

activities. The All Progressives Congress (APC) utilise the opportunity as means of 

democratising and changing the situation by appealing for donation from all interested 

members of the public in funding the party’s political campaign activities. Change as a 

concept is differently emphasised and differently presented in the selected newspapers 

.In Plate 4.1, it is expressed as,:“CHANGE begins with democratizing campaign fund-

raising,” and “Vote All APC Candidates for Change.”  This is differently repeated in 

Daily Trust , in Plate 2, as “A New Nigeria is possible” and “2 Ways to support Change.”   

The APC candidates in 2015 saw themselves as agents of change with the belief that 

many of the electorate saw them likewise. The advertisements in the two newspapers 

display the peripheral routes of persuasion in the use of positive attributes of the APC 

candidates. The two advertisements, therefore, display a peripheral route of persuasion 

that does not require reader’s serious evaluation efforts in determining the text 

producer’s communicative intention which is to engender and strengthen supporters’ 

loyalty before the election. Similarly, CV is glaringly depicted in the New Year 

congratulatory message directed to “the President in waiting.” in Plate 4.3 .The 

advertisement exhibited peripheral route of persuasion by envisioning APC’s victory 

even before the 2015 presidential election. 
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Plate 4.3 : Projected context of victory 

Source: Daily Trust, Wednesday, 21 Jan., 2015:4 
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In Plate 4.3, projecting the context of victory was expressed in a dual context of 

congratulating the candidates for making it to another year, and in celebrating the   

triumph of APC’s candidate in 2015 based on certainty that the party would be victorious 

in the election. The pictures of the two APC’s candidates, especially with their corporate 

mode of dressing, corroborated their eagerness to work. Also, the smiling faces, as 

portrayed in the advertisements, gave the impression of self-assured victory in the 

election. Hence, the composition does not involve any complexity in the presentation of 

the candidates as great men. Hencce ,the advertisement demonstrates a peripheral route 

of persuasion through likeability of the presidential candidate. 
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Plate 4.4 :  Projected context of victory  

Source: Nigerian Tribune, Tuesday, Mar. 24, 2015:11 
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Also, the advertisement in Plate 4.4 depicts the projected context of victory based on the 

assumed acceptance of the candidates by the majority of the electorate and confidence 

in the APC’s candidates’ competence. The picture of a card-carrying lady with avowed 

commitment to “march for Buhari” in the 2015 presidential election corroborates this 

observation. The picture of the lady takes a substantial portion of the advertisement that 

indirectly highlights General Buhari’s and Professor Osinbajo’s leadership qualities 

before the 2015 Nigeria’s presidential election. The advertisement in Plate 4.4 therefore 

focuses on the female voter’s endorsement and preparedness as stated in :  “I am Ready 

for BETTER LIFE”, and in the displaying of her voter’s card. On the other hand, the 

readiness for the task ahead of the candidates is depicted through their corporate mode 

of dressing. The route of persuasion in the advertisement is peripheral framed in 

statement and explication pattern. The persuasion trajectory is based on hope for a better 

future rather than any rational or logical presentation of issues.  

4.1.2  Context of Defeat (CD) 

Context facilitates assumption formulation and reformulation of preventive strategies 

meant to prevent likely defeat before an election. CD, in the selected data, exhibits the 

central route of persuasion which entails high elaboration and logical presentation of 

facts aimed at provoking critical thinking in readers. Both PDP and APC appropriately 

deployed CD as challenger and as incumbent party respectively. This context type is 

exemplified with both Plates 4.5 and  4.6 below.  
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Plate 4.5 : Projected context of defeat 

Sources: Punch, Tuesday, Jan.1, 2019:33; Daily Trust, Jan.1, 2019:15  
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The text is produced by some supporter(s) code-named ‘Build the Future’ in supporting 

the incumbent’s re-election before the 2019 Nigeria’s presidential election on the 

platform of APC. This was done in an anticipated context of defeat characterised by a 

strong request for voters’ continuous support. It was created at a festive period, as 

indicated by the use of firework in blue background and the hashtags #Happy new year, 

#hny and #Be involved, and served as a soft reminder to the APC supporters. Plate 4.5 

contextually reflects the multimodal composition pattern of command in form of polite 

request and admonition.  The information value is on unity as expressed in the word, 

‘us’. This observation is supported by placing the two candidates’ pictures side-by-side 

at the centre of the text to signify togetherness.   

The text is multimodally foregrounded through the use of large size pictures of the 

candidates that are centrally positioned in the text to attract readers’ attention. The text 

is made cohesive and coherent by the use of subjectless expressions like ‘Shine your 

eyes’ and ‘Let’s continue on pathway to growth.’  This is achieve through written words, 

colours contrast, logos, pictures, hashtags and an arrow that symbolises forward 

movement. It indicates a timely reminder for supporters to get involved in the process 

of winning the election. The text is personality and party-based as depicted through the 

pictures of the candidates and the logos. It, therefore, typifies a peripheral route of 

persuasion which does not provoke critical thinking, comparison or logical presentation 

of facts.   

Similarly, the APC campaign advertisement in Plate 4.6 projects CD too as a strategy to 

remind the readers of President Buhari’s honesty and trustworthiness in handling matters 

of  the state, particularly in a re-election –seeking situation.  
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Plate 4.6: Projected context of defeat 

Source: Punch Thursday, Feb. 14, 2019:18 
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The advertisement is contextually predetermined and designed to prevent the likelihood 

of rejection. It is also to endear the personality of the president to the electorate and to 

influence voters’ support for the APC’s candidates before the Nigeria’s 2019 

presidential election. Producing political campaign advertisements in the newspapers 

involves thoughtful and complex integrated processes of choosing and deciding the best 

multimodal compositional patterns that would timely and simultaneously communicate   

meanings and persuasive messages using variegated modes. Plate 4.6 is contextually 

structured to depict the fighting spirit in President Buhari and what he was capable of 

doing apart from fighting against corruption. Ensuring continuity in office cannot be 

achieved without putting up a fight as implicitly indicated in the stance portrayed 

through the use of a clenched fist in the picture. The picture takes a larger part of the 

advertisement in matching action with words. His avowed intention to remain in office 

till 2023 is also denoted in the verbless and elliptical construction, which to Halliday 

and Hassan’s (1976), denotes that something is left unsaid or that a word or a phrase has 

been omitted. The omission is corrected in the sentence, “Buhari Runs a Compassionate 

Government, and Intends to Continue to do so”.  

4.1.3 Context of Countering Opponents’ Strategies (CCOS) 

Projected context of countering opponent’s tactics depicts comparative listing of 

achievements and change of slogan to reflect new realities. CCOS often centres on 

critiquing opponent’s unfavourable stances on recurring economic and socio-political 

issues in the past and possibly forewarning readers in order to prevent any re-occurrence 

in the future. Through critical and comparative listing of the  two parties’ presidential 

candidates achievements, the advertiser deploys both peripheral and central routes of 

persuasion to communicate the intended message of  influencing voters’ decisions 

before the election. 
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Plate 4.7: Context of countering opponent’s strategy 

Source: Daily Trust Monday, Jan. 19, 2015:51 
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The PDP’s advertisement in Plate 4.7 was produced in the projected context of 

promoting voters’ rejection of the APC’s presidential candidate during the 2019 

election. By comparatively using a tabular format, PDP briefly summarises some of the 

successes it has recorded on education, economy, security, infrastructural and 

constitutional developments; this is done against the political antecedent of the opponent 

for readers’ appraisal and consideration. The advertisement was produced in a projected 

context of preempting opponent’s tactics through the comparative listing and contrasting 

of previous performances of the two major candidates before the 2015 elections. The 

advertisement, therefore, structurally indicates both parties’ successes and failures in 

order to provoke critical and logical thinking in the readers. This trend is also repeated 

in Plate 4.8. 
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Plate 4.8 : Context of countering opponent’s strategy  

Source: Daily Trust, Tuesday, Feb. 1, 2015:15 
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Furthermore, Plate 4.8, titled ‘UNCOVERING THE PDP’S GRAND DESIGN TO 

SCUTTLE THE ELECTIONS’ was produced in the projected context of countering 

opponent’s strategies. This APC’s advertisement in the Daily Trust was intended to 

reveal the opponent’s unethical tactic aimed at undermining the election process. The 

strategy was also used as a tool in weakening the strength and exposing the bad sides of 

an opponent in order to gain a competitive advantage during an election.   

Countering an opponent’s strategy involves the use of the simultaneous discourse 

marker, “while”, to comparatively reveal what the opposition party was doing contrary 

to what was agreed upon when signing peace accord with the external monitoring group. 

Countering an opponent’s tactic is a serious issue. This observation must have informed 

the production of the advertisement without including the picture of any of the 

candidates. Only the slogan and the logo were used as means of identifying the 

advertiser.  

 The All Progressives Party as a challenger in the 2015 electioneering period used the 

advertisement as a persuasive strategy to discredit PDP and present it as an irresponsible 

party. The advertisement was used to provide a timely warning to all stakeholders not to 

take the risk of voting for PDP during the election. It also indicates the projected Context 

of Countering Opponent’s Strategy (CCOS) in reducing the PDP’s campaign and 

persuasive effectiveness through the central route of persuasion.   

4.2 Context and discourse issues in presidential election campaign 

advertisements 

 Context is one of the key determining factors in the creation of discourse issues in 

presidential election campaign advertisements. It can facilitate the production, 

interpretation and comprehension of discourse issues presented in campaign 

advertisements. Context and discourse are interrelated; discourse reflects and elaborates 

the context in which it is produced. Context enhances readers’ understanding of different 

shades of meanings communicated in a discourse. Discourse, on the other hand, reflects 

the variety of existing socio-political isues within a society. Seven discourse issues were 

identified in the data purposively selected for this study. These include leadership 

attributes, unemployment, insecurity, poverty reduction, economic problems, education 

and infrastructures. The issues were notably and differently represented and repeated in 

some of the selected newspapers.  
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4.2.1 Leadership issues  

Leadership is one of the variables and most important aspect of political discourse such 

as presidential election campaign advertisements. This confirms J. Maxwell assertion, 

quoted in Plate 4.9, which states that ‘Everything rises and falls with leadership’. 

Discourse issues in political election campaign advertisement in newspapers often centre 

on leadership, personality, party and policy. Leadership refers to in-built ability of a 

person to influence or guide others within a group based on recognised and acceptable 

traits in such person. Personality attributes such as persistent display of intelligence, 

moral uprightness and circumstantial demands often combined in creating acceptable 

leader within a social group or a polity. Political leadership, therefore, describes an 

individual’s ability to contextually influence voting decision and political outcomes.      
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Plate 4.9: Leadership as context-determined discourse issue 

Source: Punch, Tuesday, Jan. 29, 2019:29 
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The advertisement in Plate 4.9 focuses on leadership issue. Presidential campaign 

advertisements in the newspapers provide platforms for the presentation, identification 

and recognition of presidential candidates contesting in an election. Winning an election 

starts with the qualities of candidates that parties present to the electorate. The 

advertisement in Plate 4. 9 comparatively details and compares the positive attributes of 

President Buhari, with those of his main opponent, without mentioning any name. 

However, the pictures and names of the two APC’s candidates were clearly stated for 

identification and readers’ recognition. Similarly, leadership capacity is a contentious 

persuasion- inducing mechanism. People often vote based on personalities of candidates 

presented for elective posts. This involves credibility and the extent to which a candidate 

is likeable, especially before a presidential elections. As a mobilising factor, a 

presidential candidate must possess some positive qualities before emerging as a leader 

within a party. The struggle will then become more intense in an inter-party situation 

where a political leader needs the acceptance and support of larger followership in order 

to win an election. A leader must be committed, trustworthy and well-behaved to attract 

good followers and gain celebrity endorsement, and consistently remain so. Otherwise, 

it would be a difficult task for an unstable candidate to be re-elected. He must be a man 

of the people.  
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Plate 4.10: Leadership as context-determined discourse issue  

Source: Punch, Wednesday, Jan. 30, 2019:27 
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In 2019, the two APC’s candidates sought for re-election. The advertisement in Plate 10 

depicts the pictures of the two APC’s candidates surrounded with pictures of people 

from different states of the federation. This suggests that the party enjoys the 

followership and support of many people across Nigeria. The advertisement was used to 

serve as a reminder and to extol the positive attributes of the party’s presidential 

candidates as a means of persuasion in order to consolidate voters’ support before the 

presidential election.  

4.2.2 Unemployment  

Unemployment is one of the issues used in persuasive political discourse. It describes a 

situation where employable people cannot find jobs to do. The issue is often targeted at 

youths who are considered as lacking marketable skills.   
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Plate 4.11 Unemployment as context-determined discourse issue 

Source: Daily Trust, Wednesday, Jan. 23, 2019:11  



 

   

  

87 

The PDP’s 2019 political campaign advertisement in Plate 4.11 addresses the problem 

of unemployment among Nigerian youths. The party promises to tackle the problem 

through “a national enterprise development and job creation programme” that will focus 

on IT services. The advertisement reflects the identification of a societal problem and 

how it can be solved. This was done to win the support of the youth by promising a 

better and probable alternative for the readers’ consideration to influence their voting 

decisions before the election.  

The advertisement is structured in real and ideal pattern using the catchphrase “BETTER 

LIFE FOR NIGERIANS” as real, through “BETTER JOBS” as the ideal. The first 

occurrence of the word ‘BETTER’, written in green, capital letters and bigger font size, 

foregrounds the remaining part of the phrase ‘LIFE FOR NIGERIANS’. This is 

expressed in black, capital letters and smaller font size to complete the phrase, and to 

compare what is happening in the present and what would be done in the future, if 

elected.  The picture placed in the middle of the text contains the people making the 

promise. The second appearance of the word, ‘BETTER’, which is in white capital 

letters at the bottom of the picture and text, is written in white and with a bigger font 

size. These features are coupled with a colon are used to introduce and to sincerely 

suggest how the promise will be carried. The text is framed through the use of colours 

(green, black, white and red), written words and picture as cohesive devices that 

meaningfully hold the text together. Also, the different colours, logo, and the picture are 

used as means of identifying and recognising the party and the candidates. The corporate 

mode of dressing shows the readiness of the presidential candidate for the task ahead. 

Moreover, the text exhibits the central route of persuasion in its logical presentation of 

ideas, and in provoking critical thinking in readers.  
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Plate 4.12: Unemployment as context-determined discourse issue 

Source: Punch, Thursday, Jan. 3, 2019:11         
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In addition, the PDP advertisement in Plate 4.12 focuses on unemployment in Nigeria. 

Using statistical data in a report that was presented and made public by the National 

Bureau of Statistics in 2018, the advertisement graphically presents the severity of the 

unemployment situation in Nigeria. From the advertisement, unemployment affects a 

large number of people. So, choosing it as a discourse issue provides a ready-made 

persuasive discourse mechanism for advertisers to gain the support of those affected by 

the problem before the election.  

The authoritative elliptic expression, ‘IT’S OFFICIAL’, is used to justify the 

authenticity of the information graphically represented in the campaign advertisement. 

This does not totally remove the looming danger and surprise exhibited through the 

exclamatory sentence and the chosen written words and outrageous figures on red 

background in “5 Million Jobs Lost in Just 90 Days!” This is followed by the rhetorical 

question and answer: “Can we survive another 4 years of this current incompetent and 

divisive maladministration?” and the answer, “No! Do not wait until you or your loved 

ones become another casualty of their ineptitude”. The rhetorical question and answer 

are meant to mobilise and trigger voters’ active participation in preparation for the 

election.  

4.2.3 Security  

Security is one of the factors required for harmonious and peaceful co-existence   among 

a group of people. Peaceful and harmonious co-existence is a non-negotiable and 

essential requirement needed for societal growth and development. It is essentially a 

context-determined discourse issue used in persuasive assumption formulation in 

election campaign advertisements. This assumption is reflected in PDP’s presidential 

campaign advertisement in Plates 4. 13 and 4.14 below:  
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Plate 4.13: Insecurity as context-determined discourse issue 

Source: Punch, Wednesday, Feb. 13, 2019:17 
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The advertisement in Plate 4.13 was produced in an anticipated context of countering 

opponent’s strategy based on the discourse of insecurity in Nigeria, most especially the 

incumbent’s way of handling these issues of herdsmen and Boko Haram insurgence 

which led to wanton killing and hunger in Nigeria.   

The PDP’s candidate considers himself as a better alternative in providing solution to 

the identified problems. The advertiser, therefore, requests the readers to join in 

providing the solution to the problem by casting their votes for PDP during Nigeria’s 

2019 presidential election. The advertisement is compositionally constructed through 

the use of exclamation, listing of questions, exclamation and call-to-action pattern.   

The initial exclamatory sentence (in green and capital letters) foregrounds the 

challenger’s emotional reaction intended to provoke similar reactions in the readers. The 

information value is made salient through the combination of capital and small letters, 

big font size and colour. This was done to critique the supposedly questionable way the 

incumbent party was handling the issue of insecurity. The answers to the questions were 

presented in the acronym formed with the presidential candidate’s name, ATIKU:  

  Alternative  

  To  

  Insecurity and wanton Killings & unprecedented  

   Unemployment in Nigeria. 
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Plate 4.14 also, demonstrates that a political campaign advertiser must contextually 

evaluate and understand the pertinent socio-political issues such as insecurity and 

conflict that touch on the underlying mechanisms that could sway voters’ support in 

favour of a particular candidate. The evaluation processes are often premised on 

identifying circumstantially negative and pervasive issues surrounding specific elections 

and known to all the people within a society. The identified issues are then contextually 

presented through integrated multimodal resources to produce meaningful and 

persuasive messages that the electorate can easily understand.  
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Plate 4.14 : Insecurity as context-determined discourse issue 

Source: Daily Trust, Feb. 8, 2019:8; Punch, Feb.1, 2019:24 
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The advertisement in Plate 4.14 focuses on insecurity as a national challenge and a 

political campaign issue which requires immediate attention if there must be economic 

growth, economic empowerment and good health. The advertisement exemplified a 

complex multimodal configuration noticeable by the placing of all the information 

conveyed in the text on a white and black background. White indicates a candidate as 

light bearer or knowledgeable and black suggests a candidate’s crass ignorance. The 

advertisement depicts a political rally scene where the PDP’s presidential candidate is 

appealing to party supporters. The background also provides detailed information on the 

candidate’s stance and plan to tackle the problem of insecurity in Nigeria. The use of the 

hashtag: ‘ATIKUPLAN FOR NATIONAL SECURITY’, attests to this observation. The 

advertisement, therefore, displays the central route of persuasion in its logical 

presentation of ideas and provoking of critical thinking for voters to make well- 

informed voting decisions before the election.  

4.2.4 Poverty reduction  

Poverty is one of the persistent and widespread social problems in Nigeria. As illustrated 

in Plate 4.15, it has shifted its headquarters to Nigeria. The advertiser used the situation 

to secure the attention and emotional investment of the electorate in order to achieve the 

predetermined goal of winning election. This winning strategy often determines the 

selection and choice of meaning-making modes used in expressing and representing 

messages that are capable of triggering voting actions in readers. As a pervasive and 

unpleasant human experience, it has become a recurring discourse issue which has 

received the attention of people and organisations around the whole world, as indicated 

in the World Poverty Index of 2018. The causes of the problem are often traced to 

politicians or political parties and solvable through the ballot box. Politicians, therefore, 

usually reflect such issues in their political campaign advertisements in order to gain 

voters’ support and influence their voting decisions before an election.  
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Plate 4.15: Poverty reduction as context-determined discourse issue  

Source; Punch, Friday, Jan. 11, 2019:14 
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The advertisement presented in Plate 4.15 is the picture of wretched-looking men 

scavenging on a dunghill and smoke-filled environment. The information value is 

reflected by the placing of the picture of the impoverished men at the centre to support 

the quotation and to foreground the idea of poverty portrayed in the text. The 

advertisement was meant to arouse emotional feeling to the plight of the suffering 

masses by quoting and presenting pictures from the 2018 World Poverty Index, to 

express shock at the discovery of pervasive poverty among Nigerians.  

 4.2.5 Economy  

Economic discourse describes thoughts, in speech or writing, on money, currency and 

trade within a country, regionally or globally. It can also focus on a candidate’s or 

government performance on economic issues and, evaluation of such in the broadcast or 

the print media. Economic issues are very important persuasive tools in influencing 

voting decision and convincing the electorate. They are useful in measuring the general 

well-being of people and business organisations within a country. The advertisements 

in Plates 4.16 and 4.17 exemplify the different presentations of the same performance 

evaluation report on PDP’s economic performance in different newspapers (DT and NT). 

The advertisement in plate 4.16 as an appeal for continuity in office, requests voters’ 

support by using percentage to measure the level of achievement and improvement of 

Nigeria’s economy in the non-oil sector before the 2019 presidential election. 

This is differently represented in Plate 4.16. Though, the advertisements were meant to 

logically convince the readers in voting for the incumbent president, how the indicated 

high rating  of self-performance was arrived at is conspicuously omitted in the texts. 

Hence there is no basis for the justification of using the economic performance indicator 

as a persuasive tool in the two advertisements. However, the prominent display of the 

expression, “UNDER GOODLUCK, 86% OF THE ECONOMY IS NOW NON-OIL”, 

in capital letters and black and white colours, suggest the economic achievements of the 

PDP administration that was not so in the past. The economic achievements of President 

Goodluck Jonathan is boldly written in capital letters. The main persuasive message, 

written in small letters, downplay the importance of the appeal imperatively constructed 

in two sentences: ‘Let’s keep going forwards’ and ‘Vote Goodluck.’ These combine 

with the logo served as a means of identifying the political party that placed the 

advertisement in the newspaper, while the fingerprint suggested a guide to what was 

expected from the voters during the election.  
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Plate 4.16: Economy as context- determined discourse issue  

Source: Nigerian Tribune, Wednesday, Feb. 4, 2015:3 
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Plates 4.17: Economy as context-determined discourse issue 

 Source: Daily Trust, Monday, Feb. 2, 2015:11 

 

  



 

   

  

99 

4.2.6 Trade  

Trading is a means of creating and achieving economic development within a country. 

It can be considered as an important persuasion-inducing mechanism and a parameter 

for measuring citizens’ well-being. Trade provides a means of generating income and 

wealth internally. On a global scale, trading with developed countries such as United 

States and China, especially, can help to promote exportation and reduce unemployment 

rate in Nigeria. All of these advantages are derivable if government provides the 

enabling environment for local production of raw materials and for international trade 

to thrive.  

The enabling environment was depicted through ‘the Nigeria-China currency swap deal’ 

as indicated in plate 4.18. Trade is therefore, both a political and economic phenomenon.  
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Plate 4.18 : Trade as context-determined discourse issue 

 

 

 

Source: Punch, Sunday, Feb. 10, 2019:23 
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The campaign advertisement in Plate 4.18 provides a record of President Buhari’s efforts 

at improving international trade with China in what was tagged “ENABLING TRADE: 

THE NIGERIA-CHINA CURRENCY SWAP DEAL”. The deal was aimed at reducing 

the pressure on the dollar as a medium of foreign exchange to develop strong trade links 

with China among so many other benefits.   

Comparatively, no previous government did currency swapping before now. It was a 

dynamic fiscal venture introduced by the APC’s administration in order to improve the 

Nigerian economy by reducing the “burdensome process of using the dollar as the 

medium of exchange” in Nigeria. As the advertisement indicates, for Nigerians to 

continue to enjoy the above-listed benefits, the APC government deserves to be re-

elected in 2019. This line of thinking is emphasised and justified in the statement and 

the party’s slogan, “We need to continue this kind of dynamism” and “CHANGE IS A 

PROCESS” respectively. These combine to make the advertisement a persuasive 

economic discourse issue used to provoke logical thinking and to influence voting 

decisions before Nigeria’s 2019 presidential elections. This shows that there are many 

ways of contextually representing and designing persuasive discourse issues in the 

presidential election campaign advertisements in the newspapers. Convincing and 

mobilising the electorate in participating actively during the election involve the 

thoughtful identification of areas of interest and concern which are multimodally 

communicated through the print media.   

4.2.7 Education 

Education contributes positively in designing persuasive discourse in election campaign 

advertisements in the newspapers. It can serve as a mobilising likelihood tool in inducing 

political participation among the electorate. Education is vital in the production, 

interpretation and comprehension of complex and simultaneous messages often 

portrayed in presidential election campaign advertisements in the newspapers. For 

effective communication, critical and logical thinking and self-evaluation of issues 

presented in election campaign advertisements, education is required. Similarly, 

education can stimulate desirable voting actions in readers. So, it is beneficial for 

politicians and the electorate to be educated in order to achieve their socio-political goals 

of creating a better society.  
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Plate 4.19: Education  as context-determined discourse issue 

Source; Punch, Jan. 22, 2019:12  
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The advertisement in Plate 4.19 specifically focuses on education with special attention 

on science, vocational studies and strategies to support more teachers. The advertisement 

was   structured in the what-and-how pattern. Using the catchphrase, ‘Better Life for 

Nigerians’ which indexes what is promised and placed at the top, the first occurrence of 

the word, ‘better’, written in green capital letters and bigger font size, foregrounds  the 

remaining part of the phrase: ‘LIFE FOR NIGERIANS’, which is expressed in black 

and capital letters with a smaller font size, to complete the phrase.  The picture placed 

in the middle of the text identifies the candidates making the promise. The second 

appearance of the word, ‘BETTER’, in capital letters, at the bottom of the picture and 

text written in white, bigger font  are used  to introduce and to sincerely suggest how the 

promise will be carried out. Their native mode of dressing portrayed them as parents 

who are conscious of the challenges being experienced in the educational sector of the 

Nigerian economy. Moreover, the text exhibits the central route of persuasion in its 

logical presentation of ideas in provoking critical thinking in readers. Winning election 

could be seen as a function of many factors which include involves popularity of the 

candidate among all the age groups in a society. Education often collocates with youth 

development as a discourse issue. Election campaign messages are publicly made 

promises by a candidate or a political party to different segments of the electorate in 

order to influence their voting decisions. Youths constitute a segment of a society who 

are considered as leaders of tomorrow. As agents of change hoping for better and 

fulfilled lives, election campaign advertisement must not neglect the issues that concern 

them.  
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Plate 4.20: Education as context-determined discourse issue  

Source: Nigerian Tribune, Monday, 17 December, 2018:3 
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The Peoples Democratic Party was the challenger in the 2019 Nigeria’s presidential 

election and educating the Nigerian youth formed one of the promises in their campaign 

programme. The advertisement in Plate 4.20 centres on the promise of a better education 

for the youth and as a call-to-action. Promise connotes a future action. Futurity was 

shown in the use of the future simple tense: “We will educate our youth”. The ‘We’ in 

the sentence refers to the two candidates and the party as reflected in the party logo and 

the picture. The essence of the advertisement, which was for it to serve as a call-to-action 

to youths, is depicted using a bigger font size and the imperative structure: “Vote for a 

better life.” This means we will fulfill our promise if you take the action of voting for us 

now. The information value, printed in a bigger font size in the call-to-action, makes the 

message salient and framed through the use of the picture at the centre and connected 

by repeating the call-to-action, ’LET’S MAKE NIGERIA WORKING AGAIN. This 

suggests that things were not working as expected at the moment. The advertisement 

displays the peripheral route of persuasion based on the candidates’ assumed credibility 

and ability.  It was not based on any planned action towards fulfilling the promise made 

in the campaign advertisement.  

4.2.8 Road safety 

Infrastructure describes the physical and organisational structures needed for the comfort 

of the people and smooth working of facilities within a society. It may include road, 

transport and power supply. They are fixed installations needed for the effective 

functioning of a society.   

  

  

  

  

  

  

  

 



   

  

106 

     

Plate 4.21 Road safety as context-determined discourse issue 

Source: Nigerian Tribune, Saturday, March 21, 2015:39 
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In Plate 4.21, APC raises the condition of Nigerian roads which was rated second 

worldwide, as stated by Federal Road Safety Corps (FRSC) in ThisDay newspaper. This 

was then developed as a discourse issue in their 2015 presidential election campaign 

advertisement in the newspapers. The candidate presents the condition of bad roads and 

its associated dangers through the use of red and black, as shown in the advertisement. 

The second discourse issue is that of corruption indicated by the alleged spending of “82 

trillion naira that went down the drain in the last 15years”.  

Through the use of a persuasive phrase, “NEVER AGAIN”, in bold capital letters, 

readers’ attention is directed to the actual message communicated in the text. Other 

persuasive expressions such as “The power to end this lies in your hands”, “Vote 

wisely”, “Vote for change” (in red letters) and “VOTE BUHARI/OSINBAJO” (in light 

and deep green) portray a call-to-action. The advertisement demonstrate the central route 

of persuasion as being capable of arousing critical thinking to facilitate readers’ 

evaluation of the incumbent’s performance  and influence  readers’ voting decisions.   
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Plate 4.22: Electricity as context-determined discourse issue 

Source: Punch, Thursday, Feb. 7, 2019:17 
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Plate 4.22, titled “POWERING NIGERIA’’ was created to direct voters’ attention to the 

insufficiency of power supply in Nigeria. Successive governments promised and failed 

in delivering sufficient power to Nigerians which led to Nigeria being “dubbed a 

generator-economy” that has witnessed “loss of industrial output”. The advertisement, 

therefore, focuses on what the incumbent party had done and what it will continue to do 

to improve electric power generation in Nigeria if re-elected.  

 The advertisement is comparatively structured in problem-solution format. Previous 

and peculiar problems in the power generation sector were listed using the words in 

black and white on the right-hand side with the efforts being made centrally presented 

in numbered paragraphs as solutions to the problems of insufficient power generation 

and supply to Nigerians. The party, therefore, appeals for continuity in office because, 

as justifiably stated in “Today, there is more electric power available to Nigerians”. The 

advertisement displays a central route of persuasion through the critical and logical 

presentation and arrangement of the issues concerning electric power generation in 

Nigeria.  

4.3 Multimodal resources  

Presidential election campaign advertisements exemplify multimodal configurations 

comprising the complex deployment of meaning-making resources such as written 

words, pictures, drawings, typography, slogans, colours, statistical elements and logos. 

These are often combined in different proportions to express and contextually represent 

multiple meanings aimed at achieving the advertiser’s desired persuasive intentions. 

Multimodal knowledge is, therefore, crucial in recognising and understanding the 

internal structures in election campaign advertisements in the print media. This study 

was guided by insights from Kress and van Leeuwen’s (1996) compositional meta-

function aspect of their multimodality theory.  

4.3.1 Language as communicative mode  

Written or spoken language is used in representing, referring to someone or something 

to communicate a particular meaning. It is also one of the multimodal resources used in 

making meaning in written or spoken texts. Choice of language can be used to control 

readers’ perception and comprehension in election campaign advertisements. However, 

when wrongly used, language can lead to undesirable reactions, conflicts or 

misinformation in listeners or readers. Language is used in ready-made phrases, 
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sentences, quotations and paragraphs to attract convince and sway voters’ decisions in 

political campaign advertisements. Language can also be used to arouse visual image 

and to dislike a candidate in order to express solidarity with another. Today, written 

texts, such as newspaper election campaign advertisements pervasively reflect the 

dynamic and creative relationships between linguistic expressions, images and colours. 

Words are combined with images and colours to contextually caption and disambiguate 

likely misinterpretations in texts.  
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Plate 4.23 : Language as communicative mode 

Source: Nigerian Tribune, Mar. 24, Tuesday, 2015:4 
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In Plate 4.23, for example, the advertisement reveals the PDP presidential candidate’s 

picture and his exact words printed in party colours of black, red, white and green. The 

linguistic expressions and pictures are used complementarily to indicate who said what 

and what was said. Similarly, the preposition, “between”, is used to create parallel 

expressions which caption and elaborate the messages communicated in the 

advertisement. The expressions comprise “between going forward and going backward; 

between the old ways and new ways; between freedom and repression; between…visible 

achievements and beneficial reforms-and desperate power-seekers”. The parallel 

expressions were persuasively used for the proper identification and positive self-

presentation to influence voters’ decision in making the right choice before the 2015 

presidential election in Nigeria.  
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Plate 4.24 :  Language as communicative mode 

Sources: Nigerian Tribune, Thursday, 5 Feb., 2015:4; Daily Trust, Friday, 6 Feb., 

2015:11 
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The interconnectedness between language and picture is exemplified with Plate 4.24. 

The advertiser deploys President Jonathan’s picture and language as a framing device in 

drawing readers’ attention to political issues, through questions which the text-producer 

assumed could not be answered by the president alone. This was reflected in the 

thoughtful and forlorn look of President Jonathan’s picture in the advertisement. This 

clueless countenance triggers the use of the words: “their” and “we”, in the question, 

“Now that their muckraking has failed…can we discuss issues?” The two words 

combined with the picture were used to represent all other members in the PDP.  

Also, the advertisement is language and picture-based. Language, however, took a large 

proportion of space in framing or delineating the text as a multimodal ensemble. The 

picture combines with the linguistic expressions to attract readers. But the words are 

used to complementarily explain and elaborate what the picture represents. In all, the 

advertisement is meant to provoke critical thinking in readers in order to make well-

informed voting decisions before the election. The campaign advertisement, therefore, 

depicts the central route of persuasion used by the APC to critically present logical 

reasons for voters to reject the PDP’s presidential candidate during the 2015 Nigeria’s 

presidential election.  

It can be concluded that, in election campaign advertisements, word meanings are 

contextually related with pictures in establishing and re-establishing self-promoting 

images that promise a better future. Without any doubt, election campaign 

advertisements provide crucial political information that can enhance people’s 

mobilisation to participate in political activities such as voting during elections.  

4.3.2  Picture as multimodal resource 

Picture is one of the multimodal resources used in designing persuasive political 

discourse such as election campaign advertisements. Election campaign advertisement

s are not only word–based, but often picture-based with few words. This is observed in 

Plate 4.25 titled “Sai Buhari!”, an expression in the Hausa language. The expression in 

the Hausa language means ‘no one can do it except Buhari alone’. It is used as a tagline 

meant to emphasise the envisaged victor of the APC in the 2015 presidential election. 

The slogan was coined in a projected context of victory.  
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Plate 4.25: Picture as  multimodal communicative mode 

 

Source: Nigerian Tribune, Friday,  Jan. 30, 2015:2   
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Plate 4.25 contains a big size picture of General Buhari alone. The picture is 

conspicuously placed, and it takes a larger proportion of space in the advertisement for 

easy identification and recognition of the APC presidential candidate. Pictures, as 

attention-getting devices, are often used to enhance recognition, memorability and 

credibility of persuasive messages in election campaign advertisements in the 

newspapers. The advertisement is expressed in few words and meant to serve as a means 

of inviting members of APC to join the presidential rally at a date, venue and time 

specified in the advertisement. The advertisement portrays giving specific information 

about a candidate through the peripheral route of persuasion intended to influence 

members based on the mutually shared knowledge of integrity and belief in General 

Buhari.  

Similarly,in Plate 4.26, the picture of Goodluck Jonathan as an incumbent presdent is 

used to foreground  his leadership quality and the PDP’s stance on national issue  in the 

acronym: 

                        Join 

                       Our 

                       National call for 

                      A 

                      Total 

                      Humane heart and 

                      Adorable 

                      Nation 

Hence, the picture in Plate 4.26 represents the personality described in words in the 

advertisement. Also, the picture of the incumbent president before the 2015 Nigeria’s 

presidential election, in casual mode of dressing, could be viewed as a persuasive 

strategy depicting his youthfulness when compared to his challenger in the APC.       
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Plate 4.26:  Picture as  multimodal communicative mode 

 

Source: Nigerian Tribune, Wednesday,  Mar.. 25, 2015:5  
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4.3.3 Drawing as multimodal resource  

Drawings as multimodal resources describe contextual and graphic representations of a 

person, an object or an idea with pencil or pen. They are often used to draw attention to 

issues of public interest or to contextually satirise a situation. Drawings can also be used 

to ridicule an opponent, to engender critical thinking and to persuasively consolidate 

envisaged support in presidential election campaign advertisements in the newspapers. 

Drawing as a meaning-making resource is deployed in Plates 4.26 and 4.27 to 

communicate and comparatively direct readers’ attention to the destructive nature of 

past political administration in Nigeria, and to depict the efforts being made by the 

present leadership to reconstruct the damage done by the previous ruling party. 
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Plate 4.27: Drawing as multimodal resource  

Source: Punch, Tuesday, Jan. 29, 2019:27 
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In Plate 4.27, the constructive efforts of President Buhari-led government are pictorially 

presented to consolidate voters’ support and to ensure desired-continuity in office.  

Without mentioning names of people or the party responsible for the destructive past, 

the advertisement demonstrates what Halliday (1994:110) describes as material 

processes of doing or happening. Doing types express the notion that some entity 

materially does something, which may be done to some other entity and may extend to 

affect another entity or not. The drawings represent the damage done to Nigeria as a 

geographical entity by the opposition party, PDP, while the incumbent is making efforts 

at amending the damage done in the past. These two material processes are presented 

and made salient in Plate 4.27 through the figurative use of synecdoche and exclamation 

mark in ‘HANDS ON DECK!’, ‘BUHARI & OSINBAJO and ‘ARE GETTING 

THINGS DONE!’ in different capital letters and font sizes. The two sets of politicians 

(destroyers and repairers) and the country, Nigeria, are graphically and comparatively 

represented through drawings with the results of their actions reflecting in the different 

sizes of the Nigerian maps. The destroyers are on the left while the repairers are on the 

right side of the advertisement.  Using Kress and van Leeuwen’s (1996) idea of given 

and new, and ideal and real concepts, the advertiser presents the ideal to be repairing the 

damages of the past and the real thing to do as the electorate voting for the APC that 

would be responsible for the repairs. The advertiser adopts the central route of 

persuasion through the logical and critical evaluation of the problems whose solutions 

would require continuity in office and the time-taking process of transformation.  
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Plate 4.28: Drawing as multimodal resource 

Source: Punch Tuesday, Jan. 29, 2019:29 
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 Furthermore, the drawings allow the discursive exploration of persuasive meanings and 

intentions in campaign advertisements. Plate 4.28 does not only demonstrate the 

integrated use of written words in different colours, fonts  and sizes but contains 

drawings to support  the issues raised and to frame the communicated message  in the 

multimodal text. Through drawings, non-visible actions are made visible in non-colour 

representations to enhance readers’ comprehension and interpretation of meanings in 

texts. The advertisement in Plate 4.28 comparatively describes, through the drawings, 

the historical and contextual political attitudes attributed to the opposition party. The 

drawings are used as warnings to the electorate to choose their leaders wisely.  

 The cartoons depict a wretched-looking, office-weary and emaciated official. This is 

placed side-by-side with pictures of two well-fed men outside the office with one of 

them carrying a briefcase labelled, “dollars”, both in traditional attire. The drawings are 

comparatively used to corroborate the condemnable attitude of the past leaders and the 

projected situation of present challenger. This is to persuasively serve as warning to the 

electorate to be wary of the type of leader they would vote for in the 2019 presidential 

election.  

4.3.4 Typography as multimodal resource  

 Typography is a visual communication technique used in conveying different shades of 

meanings beyond the words in a written discourse. It describes a visible means of 

arranging and establishing visual hierarchy in designing the appearances of letters and 

fonts in words. Typography can be identified in written words and logos aimed at 

achieving legibility, readability and attracting readers’ attention. It is the style, shape or 

appearance of letters in a written text. Though as visual art, it performs both verbal and 

visual communicative roles in multimodal and persuasive texts. Typographical 

techniques are demonstrated in the advertisements in Plates 29 and 30 below 
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Plates 4.29: Typography as multimodal resource 

Source: Nigerian Tribune, Tuesday, Mar. 24, 2015:11 
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Plate 4.29 displays the typographic knowledge of visual representations and 

communication in the presidential election campaign advertisements in the selected 

Nigerian newspapers. The advertisement consists of three sentences that were differently 

and typographically constructed and differently arranged to achieve persuasive 

intentions.    

 First sentence (vertically arranged): “I am Ready for BETTER LIFE.”   

                                               I Am ( black and thicker font)                                                 

Ready (green and thickest font)  

for BETTER LIFE.(black and green with capital 

letter)  

Second sentence:  “I am ready to March for Buhari.” (The sentence 

was horizontally arranged and divided into three                                      

parts. These are:  

1. “I am ready to” (in black smallest font)  

2. “March” and “Buhari” (in black bigger font)  

3. “for” (in  pink and inserted between “March and Buhari “in small letters with 

different font)  

Third sentence:   VOTE FOR BUHARI OSINBAJO 2015(All in 

capital letters and arranged in zigzag pattern)  

                                                            VOTE  (Red in small font)  

                                                     BUHARI (Blue in thicker and biggest font)  

                                                  OSINBAJO (Green in thick and bigger font)  

                                                      2015 (Red in small font)  

Also, the choice and arrangements of different font sizes, capital and small letters, hash 

tag and colours are integrated to aesthetically communicate and create persuasive effects 

in the APC’s advertisement in Plate 4.29 below.   
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Plate 4.30 : Typography as multimodal resource 

Sources: Punch, Tuesday, Jan.1, 2019:33; Daily Trust, Jan.1, 2019:15 
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4.3.5 Slogan and logo as multimodal resources   

Slogan and logo are visual modes of communication in political discourse. A slogan is 

a simple, short and memorable linguistic expression used as a persuasive strategy meant 

to accelerate or repetitively transmit the positive features of a product, idea, service or 

an institution to readers. It also describes the unique features and means of identifying 

an organisation as different and better than the others. A logo, on the other hand, is an 

easily noticeable design combining symbols, icons, colours, font sizes and names in 

creating a visually unique identity for a group, a cause or a political party.  

Logo is often combined with a slogan to attract attention, enhance reader’s ability to 

remember and promote brand affinity in advertisements, including political parties’ 

election campaign advertisements. The logo of the Peoples Democratic Party (PDP) 

contains an umbrella with green, white and red colours. Its slogan is ‘Power to the 

People’. It is a conservative party that won every presidential election between 1999 and 

2011. Also the logo of the APC is identified through its colours, which consist of green, 

white and blue, with a broom on the white background and red as the base colour. The 

founding fathers of the APC started with ‘Change’ as its slogan in 2015. Moreover, the 

logo is combined with the slogan to create an easily recognised design which can create 

lively and positively persuasive impressions in readers.  

 In the two political parties’ presidential election campaign advertisements, only the 

logos were constant. While the PDP retained its slogan, APC changed its slogan to ‘Next 

Level’ before the 2019 elections. The reason for this could be deciphered in the slogan 

itself, “change is a process” which may be interpreted as requesting for another four 

years to bring about the desired change. The APC’s logo and slogan conspicuously 

appeared in most of its advertisements before the Nigeria’s 2019 presidential election. 

It was not so in PDP’s campaign advertisements before the 2015 election. This trend is 

also observable in Plates 4. 15 and 4.16, and Plates 4.29 and 4 31.  

Plates 4.31 and 4.32 confirm the observation, that  political party logos rarely change 

while party slogans are changeable to reflect new realities and  as a persuasive technique 

before another  election.  
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Plate 4.31: Slogan and logo as multimodal resource   

Source: Daily Trust Friday Feb. 8, 2019:3   
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4 3.6 Colour as multimodal resource   

  

 

 

 

 

 

 

 

 

 

 

 

Plate 4.32: Slogan and logo as multimodal resources    

Source: Daily Trust, Monday, Feb. 2, 2015:11  
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4.3.6 Colour as a multimodal resource  

Colour refers to a multimodal resource that can be used in diverse ways to express 

shades of meanings in texts. As a visual communication phenomenon, it is usually 

deployed to create aesthetic effects in attracting and directing readers’ attention in 

multimodal configurations. Aside from this, colours serve as compositional elements in 

foregrounding issues and indicating how contents of a text should be read, either 

continuously or complementarily, in election campaign advertisements. As a visual 

communication phenomenon, colour is used to produce different sensations to the eyes. 

To Kress (2010:1), “colour is used to highlight specific aspects of the overall message” 

in a persuasive text. It is used to portray different ideas for meaning representation, 

source of information, emotional reflection or aesthetic value in multimodal 

configurations such as election campaign advertisements. Colour is contingent on the 

historical or cultural context in which it is experienced or interpreted. However, in 

agreement with Osisanwo (2013), visual representations like colours have meanings 

which are culture-specific, especially when used to indicate mood or attract readers’ 

attention. To him, colours function as coherence devices in written texts such as 

newspaper advertisements.  

In Plate 4.33, the APC’s 2015 presidential election campaign advertisement is divided 

into two parts through the use of colours (black and white). The first segment printed in 

black contains President Jonathan’s picture in small size to corroborate how he is 

described in the advertisements. The other segment was in white to depict positive 

leadership attribute of General Buhari. The advertisement demonstrates the integrated 

use of pictures and dressing (in black and white) as cohesive devices and means of 

achieving the communicative intentions of the advertiser. Using Kress and van 

Leeuwen’s (2006) compositional concept of ‘real/ ideal’, white and black depict light 

and darkness as choices left for the readers to choose from in the 2015 presidential 

election. Similarly, the top/bottom positioning of pictures in the advertisement indicates 

the incumbent and the challenger.  However, the advertisement is designed to attract 

readers’ attention, and provoke critical thinking in order to influence the voting 

decisions before the election. Also, the advertisement portrays the central route of 

persuasion meant to encourage readers’ rejection of the incumbent party before 

Nigeria’s 2015 presidential election.  

Colour is also used in Plate 4.34 as a means of emphasising the idea of real change, and 

to make salient the name of the real changer ,“JONATHAN” ,in yellow. 
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Plate 4.33: Colour as multimodal resource   

Source: Daily Trust, Thursday, 8 Jan., 2015:13    
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Plate 4.34: Colour as multimodal resource   

Source: Daily Trust, Wednesday, 25.Feb., 2015:2   
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4.3.7  Statistics as multimodal resources  

Statistics refers to the numerical representations of facts which can help in predicting 

the future. Statistics is used in determining the probability that an event will happen 

based on observed trends. Thus, statistics can be used to help political campaign 

advertisers to draw and justify their calculated assumptions and conclusions based on 

contextual realities and facts presented and known to all within a society. These 

calculated assumptions and conclusions are often presented in numerical forms such as 

figures, percentage and graphs. One of the common ways of representing statistics is 

percentage and it is indicated by the symbol, (%), which means per hundred. It is used 

as a persuasive tool to strengthen arguments in a text. However, percentage symbol is 

not often used independently in communicating persuasive meanings in written texts 

without being elaborated in words.    
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Plate 4.35: Statistical tools as multimodal resources   

 Source: Nigerian Tribune, Sunday, 8 Feb., 2015:3  
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The advertisement in Plate 4.35 displays the use of some statistical elements such as 

figures, percentages, mathematical signs and symbols combined with colours, arrows 

indicating a downward sign, greater than symbol, figures and percentage signs for 

persuasive purposes. These measurable means are used by PDP to present its four-year 

performance report in the field of agriculture and food production before the 2015 

presidential election. The name and picture of the minister of Agricultural and Rural 

Development, Dr Adesina ,the personality behind the listed achievements complement 

the meaning and the persuasive intention presented in the advertisements. The name is 

also deployed as celebrity endorsement to support the candidacy of Dr Goodluck 

Jonathan.Asid from this, the exclamatory sentence, “NIGERIA NEEDS 

GOODLUCK!”, serves as the conclusion and reasonable justification  for the possible 

choice and  voters’ re-election of the candidate. With this structure, the central route of 

persuasion was indicated.   

The campaign advertisement in Plate 4.36 illustrates the use of statistical tools in 

explaining a situation for persuasive intention. The bar chart, figures and the ratio 

expressed in, “Almost 1 out of every 4  of the Nigerian Workforce Is now JOBLESS”, 

in the advertisement are used to explain and justify PDP’s criticism against the ruling 

party .It  is also meant  to influence voters’ decision before the 2019 election. The 

information sourced from the National Bureau of Statistics corroborates the authenticity 

of a widespread joblessness claim made in the advertisement. 
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Plate 4.36: Statistics as multimodal resource  

 Source: Punch, Thursday, Jan. 3, 2019:11       
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4.4 Persuasive structures in presidential election campaign advertisements  

One of the most common structural strategies used in political discourse analyses is 

Aristotle’s 4th century rhetorical appeal techniques comprising logos, pathos and 

ethos.(Wornyo,2023).However, there are many other structures  that copy-writers used 

in constructing persuasive appeals in texts such as campaign advertisements Political 

campaign advertisers often deploy complex and context-determined persuasive 

structures to induce preference, mobilise and influence voters’ decisions before an 

election. In this study, four persuasive structures were identified in the selected APC’s 

and PDP’s 2015 and 2019 presidential election campaign advertisements. These include: 

request-explication, problem-solution, question-answer, and quotation-question 

persuasive structures  

4.4.1 Request and explication as persuasive structure  

Request refers to an act of asking or expressing a desire for something from someone. 

Explication, on the other hand, is a careful and elaborate process of explaining a 

phenomenon in detail. Uncovering request and explication structures in texts involves 

the close scrutiny of implicit   meanings and messages in persuasive texts. People often 

make request for divine intervention from a Supreme Being through prayers or seek 

financial assistance from members of the public. These observations are illustrated in 

Plates 37 and 38. 
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Plate 4.37: Request and explication as persuasive structure  

 Source: Nigerian Tribune, Tuesday, Mar. 24, 2015:6 
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The advertisement in Plate 4.37 is titled “GOD, GIVE US MEN!,” and the title is a 

quotation from Gilbert Holland, a 19th century American novelist; it is used here to 

illustrate  request and explication pattern as a persuasive strategy. The text captures the 

political mood of Nigerians before the 2015 presidential election. The poem lists some 

of the desired virtues expected in ideal candidates These ideals, “strong men, great 

hearts…who possess opinion and will”, are said to be found in the APC’s candidate 

whose pictures appeared at the bottom of the advertisement.  

These desires are explicated through the use of colours, exclamation mark, 

capitalisation, written words, pictures and party logo, in the election campaign 

advertisements. It reflects praying to God and requesting for provision of good leaders 

before the 2015 Nigeria’s presidential election. The request is further elaborated by 

listing the characteristics of the types of leaders Nigeria needed at that point in time; it 

is a leader who has “strong mind, great deeds, true-faith, ready hands, possess opinion, 

whom the lust of office does not kill, men of honour ….”. These qualities are found in 

General Buhari and Pastor Osinbajo. The advertisement demonstrates the peripheral 

route of persuasion based on religious sentiment, candidates’ credibility and being 

likeable.    

Similarly, in Plate 4.38 below, APC as a challenger during the Nigeria’s 2015 

presidential election campaign requested for the funding of the party’s campaign 

activities from interested members of the public. The advertisement was therefore 

structured in request-explication pattern. The title of the advertisement, “BUHARI 

OSINBAJO FUND-RAISING” depicts the request, while the remaining part of the text 

details instructions on how and into which financial institutions’ accounts, interested 

contributors can make their payments. These financial institutions were multimodally 

represented by their logos. The advertisement was designed in recognition of voters’ 

popular support and in anticipated context of APC’s victory at the Nigeria’s 2015 

presidential election poll. 
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Plate 4.38: Request and explication as persuasive structure  

 Source: Nigerian Tribune, Wednesday, 21 Jan., 2015:4 
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4.4.2 Problem and solution as persuasive structure in election campaign 

advertisement  

Problems can be defined as contextual issues, questions or concern-causing difficulties 

that require solutions. Political campaign advertisements are often structured in cause-

solution pattern in order to persuade the electorate or for the candidates to justify their 

reasons and abilities for wanting to compete for a particular elective post. Politicians 

utilise campaign platforms to make promises on how they will deal with a particular 

societal-problem when elected or re-elected. These are elaborated upon through 

explanations and clarifications in order to win or consolidate voters’ support.  

In problem and solution persuasive structure, a problem is often first identified, 

positioned, made salient and coherent through multimodal resources such as capital and 

small leters, typography and colours. The structure often serves as a sign-post indicative 

of a party’s specific policy direction on issues of general interest within a polity. The 

APC’s 2019 election campaign advertisement, as presented in Plate 4.39, reflects a 

problem-solution with a call-to-action compositional pattern. The pattern showcases 

what is done that structurally illustrates Halliday’s (1994:110) process of doing in which 

an entity does something which may affect another entity. With the use of exclamatory 

sentences in capital letters, “BUHARI DID IT!”, readers’ attention was strategically 

drawn in order  to arouse curiousity.  The idea of ‘doing’ expressed in the advertisement 

could provoke questions such as “What did Buhari do?  Why and how? in readers. The 

strategy, therefore, foregrounds the information contents that are variously positioned in 

the campaign advertisement to explain and clarify reasons for taking the action as 

solution to the problem of opening secret accounts  by fraudulent government officials 

in Nigeria.  
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Plate 4.39: Problem and solution as persuasive structure 

Source: Punch, Friday, Feb. 1, 2019:17 
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 Similarly, Buhari is depicted as the actor in the transitive process of ‘implementing’ the 

action of ‘ending scattered and secret accounts in commercial banks’ by corrupt 

government officials. This serves as a self-evaluation account of the ruling party’s 

efforts in tackling the problem of financial mismanagement in Nigeria. The 

advertisement was, therefore, deliberately designed to convince and engender voters’ 

favourable support in order to avoid defeat in the then upcoming election.  

 The compositional structure of the advertisement conforms to Kress and van Leeuwen’s 

(2006) information value of ‘ideal-real’ pattern. The Treasury Single Account (TSA) 

policy was presented as the ‘ideal’ that was not implemented by the previous 

administration while the ‘real’ becomes the surprise implementation of the TSA during 

the first term in office of President Buhari’s administration. The achievement is made 

salient and expressed as a surprise through the use of exclamatory sentences with bigger 

font size. The element of surprise is introduced into the pattern in order to attract readers’ 

attention, interest and curiosity.  

The discursive and persuasive issues border on the implementation of the TSA that 

signals the end of reckless spending and unmonitored management of accounts in 

commercial banks. The repetitive use of the word, ‘ending’, in the advertisement 

corroborates this observation. The use of the APC’s   colours (green, white, blue and 

red) portrays the identity of the party. More importantly, the colours serve as a framing 

strategy in putting the various parts of the advertisement together to make a whole text. 

Similarly, the use of ‘blue’ as a morpheme in the compound word ‘blueprint’ and as the 

colour of President Buhari’s cap, structurally complements the achievement and the 

achiever of the blueprint. The advertisement demonstrates Petty and Cacioppo’s (1986) 

central route of persuasion which involves the logical presentation of the success 

recorded in implementing the TSA .This is intended for the purpose of   readers’ 

favourable evaluation of President Buhari’s performance in his first term in office.  

Also, in Plate 4.40, solution to the problem of high rate of employability among   

Nigerians youths is highlighted. By tagging the advertisement as “BETTER JOBS”, 

PDP offers to provide solution to the problem of unemployment in Nigeria through 

“skills enterprise development and job creation programme …and global IT services”. 

The campaign advertisement deploys the use of capital letters with big font size to direct 

readers’ attention to the idea of creating better life for Nigerians through skill 
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improvement programme in Nigeria. The advertisement is therefore compositionally 

made coherent through the use of big fonts to identify the problem while the solutions 

are suggested in small letters and small font size. 
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Plate 4.40: Problem and solution as persuasive structure 

Source: Daily Trust, Wednesday, Jan,. 23, 2019:11 
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4.4.3 Question and answer as persuasive structure in campaign advertisement   

Question and answer structure is  often used in political campaign advertisement in the 

print media to engender critical thinking, and to  influence voting decisions in readers 

before an election. A question is ordinarily used to address a problem, elicit a response, 

and alter what is believed or understood by others. It has a persuasive power. However, 

questions do more than being used to persuade an audience, provoke critical thinking or 

direct readers’ attention to hitherto unknown or important issue. They perform other 

functions such as creating interest and prompting readers to action. Questions are often 

deployed to solicit acceptance, convey information or, suggest or shape answers. 

Rhetorical questions, for instance, do not require any answer but can be used for 

persuasive emphasis or effects. An answer can be described as a response to a question 

or statement. It can be a defense to an accusation or criticism.This structural pattern is 

exemplified in Plates 41 and 42.    

 

  

  

  

  

 

 

 

 

 

 

 

 



   

  

146 

 

Plate 4.41: Question and answer as persuasive structure 

Source: Punch Tuesday, Feb. 12, 2019:22 
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The advertisement in Plate 4.41 has a question-and-answer format intended to create a 

persuasive effect in readers. The advertisement in this case signals a rhetorical question: 

“Did you know?”, not intended to be answered by the readers, but it is asked to create 

an effect. The remaining part of the text provides the answers which are elaborated 

through written words, quotations, logos and slogans presumably to correct negative 

attributes associated with the president by the opposition party. The text is 

compositionally made salient and framed through the use of capital letters to attract 

readers’ attention to the question. The picture and small letters are used to answer the 

question, to explicate and emphasise the persuasive intention expressed in the campaign 

advertisement. The advertisement also illustrates a peripheral route of persuasion that 

characterises APC’s candidate’s credibility and likeablity before the 2019 presidential 

election in Nigeria.   

Also, the advertisement in Plate 4.42 exhibits question and answer format. Through the 

use of capital letters and colours, the answer to the question, why must Jonathan go?, is 

stated in the reasons as contained in the  expression,” HE  CANNOT GUARANTEE 

STEADY POWER SUPPLY!” The remaining part of the advertisement emphasises and 

elaborates the answer to the question. Why Jonathan must go? 
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Plate 4.42: Question and answer as persuasive structure 

Source: Nigerian Tribune Sunday, Mar. 22, 2015:22  
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4.4.4 Quotation and question as persuasive structure in campaign advertisement   

 Quotation and question typifies a structural design deployed in presidential campaign 

advertisements as a persuasive strategy. Quotation can be described as a statement that 

is reproduced word-for-word as it appears in the original text and differentiated by single 

or double quotation marks. Text producers often use quotation marks to refer to 

statements from opponents, from experts or celebrities who agree with their points of 

view in order to achieve credibility and a better persuasive intention. Quotation and 

question pattern is displayed in the 2015 PDP’s presidential election campaign 

advertisement in Plate 4.43 .In the advertisement, the sponsors quoted Economist 

magazine’s allegations of misdeeds against General Buhari. This is done in order to 

encourage voters’ rejection of the APC’s presidential candidate before the .2015 

election. Though the listing of the verdicts in quotations from the magazine ends with 

the rhetorical question, “SHOULD A FORMER DICTATOR WITH SUCH A 

RECORD BE OFFERED ANOTHER CHANCE?”, the answer is also provided in “OF 

COURSE, NO! 
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Plate 4.43: Quotation and question as persuasive structure  

Source: Nigerian Tribune, Monday, Feb. 9, 2015:15 
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Plate 4.44: Quotation and question as persuasive structure  

Source: Nigerian Tribune, Monday, Jan. 27, 2015:5 
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The advertisement in Plate 4.44 is structured in quotation and question pattern. The 

quotation is intended to criticize the incumbent president before the 2015 elections. 

Albert Einstein’s quotation on ‘trustworthiness’ was used as a means of critiquing 

former President Goodluck’s consideration of stealing as not corruption to introduce the 

theme of the above election campaign advertisement. This is foregrounded through the 

choice of light brown on white background. Light brown is often used to evoke negative 

emotions of being drab, lacklustre and corrupt. The colour thus reflects the performance 

evaluation of the then incumbent civilian regime. This supports the actual picture and 

quotation of former President Goodluck Jonathan. Extracts from the different newspaper 

reports, demarcated by a black line, corroborate the corrupt and non-performance 

allegations levelled against the PDP government. Plate 4.44 depicts quotation and 

question persuasive structure which ends in a disclosure. The quotations are from two 

different personalities, and are used to critique the inherent illogicalities in President 

Jonathan’s submission that “stealing is not corruption”. The two rhetorical questions that 

followed the quotations were probably used as conclusions to forewarn readers not to 

vote for the PDP’s candidate in the 2015 presidential election. This multimodal 

configuration exemplified Petty and Cacioppo’s (1986) ‘central route’ of persuasion 

used to logically convince the electorate in an anticipated context of victory.  

4.5 Discussion of findings   

Findings from these analyses revealed that presidential election campaign 

advertisements in the newspapers are contextually predetermined meaning-making 

resources and structures aimed at influencing voters’ decisions. The resources and 

structures are deployed in transmitting complex and multiple meanings through written 

words, drawings, capital letters, pictures, colours and fonts in different sizes whose 

meanings change as the contexts change. Context provides useful insights that campaign 

advertisers exploited in creating persuasive messages in consolidating anticipated 

victory, preventing likely defeat or countering opponent’s tactics. These messages are 

oftentimes reflective of advertiser’s dynamic contextual evaluations of incumbent’s 

performance, and socio-political challenges mutually experienced by all stakeholders 

within a polity. In other words, party supporters and candidates exploit contextual 

changes in formulating persuasive assumptions in producing campaign advertisements. 

New participants often come onto the political scene leading to new scenarios, new 

forms of political expressions and new expectations. These types of newness are often 
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contextually and persuasively represented in political campaign advertisements. Hence, 

contextual knowledge provides a better understanding of possible variations in 

persuasive meaning representations in competitive campaign texts. For example, both 

APC and PDP’s competitive statuses changed during the 2015 and 2019 Nigeria’s 

presidential elections. The competitive status of APC changed from a challenger in 2015 

to that of a contesting incumbent in 2019 .Conversely, PDP status changed from being 

an incumbent in 2015 to that of a challenger in 2019.  

These changes contextually influenced the parties’ selection of multimodal resources 

and strategies deployed in communicating persuasive intentions portrayed in the 

advertisements. Thus.in 2015, the APC as a challenger deployed more of CV and PRP 

in their campaign advertisements. However, as an incumbent in 2019, it used more of 

CD and CRP (Punch and NT). Conversely, the PDP as an incumbent in 2015 utilised 

CD and CRP, and as the challenger in 2019, it deployed CV and PRP (Punch and NT). 

Variations were also discovered in the use of statistical presentations of persuasive data 

in specific newspapers. While statistical data were symbolically represented in NT and 

Punch, it was not so in DT. However, all the newspapers variously displayed persuasive 

structures that exhibited request and explication, problem and solution, and question and 

quotation formats to contextually convince the readers before the elections.  

As exhibited in the selected data, persuasive efforts were contextually predetermined 

and multimodally elaborated through the use of photographs, colours pictorials and 

images, symbols and written words for the identification and recognition of the 

candidates, understanding discourse issues and conveying realities intended for effective 

communication. Photographs, for instance, are considered to be more reliable in 

reproducing rather than representing reality; they evoke meanings that agree with natural 

convention (Baldry and Thibault, 2006; Kress and van Leeuwen, 1996; Machin, 2007; 

van Leeuwen, 2005).  The main political campaign tool for winning an election 

undoubtedly is in communicating values, benefits, identification and solutions to 

problems facing the generality of the people who are eligible to vote within a society. 

Hence, voters need to know the candidates to vote for, their abilities to solve identified 

problems and moral attributes, their stances on policy issues and what they can do if 

elected. Winning an election is not an easy task. It involves a lot of preparation and 

understanding of the political terrain in which an election will take place. It also involves 

contextual impetus in choosing and selecting  meaning-making resources used in 
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composing routes of persuasion and associated intentions in political campaign 

advertisements in the newspapers.  

It can be observed that, in election campaign advertisements, election candidates 

construe the period of electioneering as a crucial moment for securing better future for 

all citizens. The need to take urgent steps as a consequence of past mistakes which must 

be prevented from re-occurring in the future is underscored. However, campaign 

advertisements in the print media contain the repetition of context-based socio-political 

challenges. These have received some attention in language studies and political 

communication. However, context-based research on what have changed or remained 

constant, and how multimodal resources are integrated to communicate persuasive 

intentions in political campaign advertisements are limitless. Politics is a dynamic 

phenomenon in which multiple, diverse and complex meanings are often expressed and 

simultaneously represented through the integrated use of multimodal resources in 

political election campaign advertisements in the media.    

4.6 Chapter summary  

This chapter focuses on APC’s and PDP’s 2015 and 2019 presidential election campaign 

advertisements in selected newspapers to illustrate contextually projected 

representations of discourse issues, choice and selection of multimodal resources that 

are used in producing them. Discourse issues are elaborated and persuasively structured 

in order to influence voters’ decisions before the elections. The next chapter will give 

the summary of findings, conclusion and recommendations.  
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CHAPTER FIVE 

SUMMARY AND CONCLUSION  

5.1 Summary of the study  

This study deals with contextual projections used in creating discourse issues and in 

selecting multimodal resources and structures to achieve persuasive effects in 

presidential election campaign advertisements in selected Nigerian newspapers. The 

identified projections of victory, defeat and countering of opponent’s strategies are 

indicative of persuasive trajectories and issues presented in soliciting for voters’ 

acceptance. The discourse issues contextually reflect political doings, and how 

politicians make things happen through their promises and stances on policy issues that 

generally affect the well-being of Nigerians irrespective of tribe, religion or political 

affinity.  

From this study, it could be confirmed that presidential election campaign 

advertisements in selected Nigerian newspapers exemplify multimodal configurations 

which Iyengar and Simon (2001) described as texts that provide information value, 

socialising effects and reinforcement of voters’ prevailing predispositions or preferences 

within a polity. In other words, campaign advertisements are essentially created for the 

purpose of influencing voters’ decisions by placing relevant and timely information and 

messages which are multimodally constructed to reflect discourse issues and persuasive 

structures in different projected contexts.  

Drawing insights from Kress and van Leeuwen’s Multimodality Theory, complemented 

by Petty and Cacioppo’s Elaboration Likelihood Model, the study identifies three 

projected contexts, seven discourse issues, eight multimodal resources and four 

persuasive structures in presidential election campaign advertisements in selected 

Nigerian newspapers. It was discovered that campaign advertisements were contextually 

used to define and create persuasive structures and meanings based on different real-life 

changes in socio-political situations as reflected in political parties’ statuses (the APC 
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was a challenger in 2015 before becoming an incumbent in 2019, conversely PDP 

became the challenger in 2015 and 2019 respectively), and in presidential candidates 

presented to the electorate before the two elections.   

The data portray three projected contexts of victory, defeat and countering of the 

opponent’s strategies. The projected context of victory reflects the peripheral routes of 

persuasion which are characterised by low elaboration, credibility issues, positive self-

presentation, emotional inducements and celebrity endorsements that do not require 

critical thinking for readers’ comprehension. The projected context of defeat, on the 

other hand, involves the use of the central route of persuasion in high elaboration and 

logical presentation of facts aimed at provoking critical thinking. The projected context 

of countering the opponent’s strategies reflects the integrated deployment of peripheral 

and central routes of persuasion are made coherent through the comparative listing of 

accomplishments and a change of slogans to reflect new realities.  

These contexts converge in explaining the complexities that inform factual and verifiable 

representations of implicit persuasive meanings and intentions as contained in the 

selected campaign advertisements. The identified contexts in the selected data confirmed 

Cook’s (1989) assertion that context is an “infinitely expandable and multidisciplinary 

phenomenon” and a crucial element in the production and interpretation of meanings in 

campaign advertisements. However, in agreement with Jewitt and Oyama (2001) 

criticism, Kress and van Leeuwen’s framework is insufficient for the socio-political 

interpretation of images in texts, hence, there is a need for its complementary integration 

with other interdisciplinary theories such as ELM used in this study. The advertisements 

are analysed according to the compositional dimensions of the framework.   

Seven discourse issues identified comprise leadership attributes, unemployment, 

insecurity, poverty reduction economic problems, education and infrastructures. These 

discourse issues contextually reflect people’s expectations used to persuasively win the 

support of the electorate before the elections. The discourse issues present in the data 

capture the prevailing realities at the time of producing the campaign advertisements 

aimed at facilitating readers’ understanding and influencing their voting decisions before 

the elections. Eight multimodal resources comprising written words, pictures, drawings, 

typography, slogans, colours, statistical elements and logos are contextually deployed to 

enhance the clarity of meaning and easy comprehension of complex and multiple 
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messages simultaneously communicated in the selected campaign advertisements. The 

findings reflect Kress’ (2010) assertion that in multimodal compositions each mode 

performs specific functions. These functions are combined to express complex and 

multiple messages simultaneously communicated within a limited space. Multimodality, 

therefore, provides the needed resources in conserving space through the use of images 

to express what could have taken too much time to read while written words describe 

what may be difficult to represent through images. Similarly, colours and typography 

are used to foreground and connect specific aspects of campaign advertisements. 

Multimodal resources are used to elaborate the contextually perceived discourse issues 

intended to achieve persuasive intentions in the selected campaign advertisements.      

 The selection of multimodal resources used in producing the campaign advertisements 

depicts contextual knowledge of socio-political issues and meaning representations 

meant to achieve persuasive intentions. These contextually induced variations and 

diversities in the choice and selections of multimodal resources demonstrate discourse 

issues bordering on candidates’ profiles, parties and their stances on policy issues. They 

are also indicative of the political roadmap for the analysis and interpretation of 

persuasive meanings in campaign advertisements in the newspapers.  

Similarly, the selected data, using Petty and Cacioppo’s (1986), exhibit peripheral and 

central routes of persuasion and their associated meanings and features. Persuasions as 

shown in the selected data are contextually determined and elaborated through the use 

of photographs, images, symbols and written words to facilitate the identification and 

recognition of the candidates, to understand discourse issues and convey realities 

intended for effective communication. Photographs, for instance, are considered to be 

more reliable in reproducing rather than representing reality; they evoke meanings that 

agree with natural conventions. Moreover,the identified persuasive structures of request 

and explication; problem and solution; question and answer; quotation and question 

patterns signal a marked difference from the overused Aristotle’s 4th century rhetorical 

concepts of logo, pathos and ethos often used in describing and analyzing persuasive 

structures in political campaign advertisements.  

5.2 Conclusion  

The study confirms that political campaign advertisements in the newspapers are 

products of context-determined multimodal representations persuasively structured to 
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anticipatorily induce discourse issues aimed at shaping voters’ perceptions and decisions 

before an election. In other words, campaign advertisements exhibit not only linguistic 

representations ,but contextual representations which are elaborated, arranged, made 

salient and cohesive through multimodal resources to achieve predetermined persuasive 

intentions. The projected perspectives characterise  promise-making as a persuasive 

strategy for a better and futuristic transformation of society. Campaign advertisements 

serve as an emblematic exposition of political parties and their candidates’ thoughts and 

levels of preparedness for the task of governance.   

The findings showcase how persuasions are projected and communicated in different 

contexts. The projected perspectives are meant to advance candidates’ and their parties’ 

political agendas through complex multimodal ensembles that text producers’ often use 

to indicate persuasive trajectories and their associated meanings in campaign 

advertisements.  Context provides means of evaluating the political landscape that can 

enhance producers’ assumption formulation in choosing and selecting meaning-making 

resources used in consolidating voters’ support, preventing likely defeat and 

anticipatorily countering opponent’s strategies before an election.  

Though success in an election cannot be totally guaranteed, it can be predicted based on 

some situational factors such as voters’ exposure to timely information, bad experiences 

from unmet expectations, poor performance of incumbent administration, and 

sociopolitical issues bordering on the general welfare of the electorate within a particular 

society. These factors often form the background that informs the language choice, types 

of preparation and planning efforts that advertisers put into the production of election 

campaign advertisements in the print media. 

 Hence, political campaign advertisements in the newspapers are products of text-

producers’ careful consideration of issues which are context-dependent and expressed 

through the integrated use of multimodal resources aimed at achieving desired 

persuasive intentions. Text-producers must, therefore, possess the ability to contextually 

evaluate and determine relevant and appropriate meaning-making resources needed to 

generate discourse issues and construct persuasive messages in presidential election 

campaign advertisements. This is important because political parties and their candidates 

will continue to invest in election campaign advertisements in the newspapers in order 

to inform, persuade and mobilise the electorate before any election.  
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5.3 Limitations to the study  

This study is subject to some limitations. As a qualitative research design it is limited in 

quantitative analysis of the timing and frequency  of placing presidential election 

campaign advertisements as persuasive strategy in specific newspaper and particular 

axis. This can also be used in discovering contextual under-representation or 

misrepresentation of discourse issues, multimodal resources  and persuasive structures  

deployed  in areas so selected. Similarly, access to data collected for the study in the 

newspaper houses came with a monetary cost. Getting access to past editions of 

presidential election campaign advertisements in the newspapers has been 

commercialised. Quantities in number of years desired by the researcher determined the 

cost. 

5.4 Suggestions for further studies  

Presidential election campaign advertisements in the newspapers are contextual 

representations and multimodal configurations of discourse issues designed to influence 

voting decisions among the electorates. As contextual representations, discourse issues 

in political advertisement campaigns within a socio-political community cannot be fully 

and totally espoused or represented. Further investigation can therefore be made to 

identify contextual over-representation and underrepresentation in presidential election 

campaign advertisements in the print media. Studies can also be conducted to uncover 

contextual and quantitative representations in the timing and frequency of publishing of 

campaign advertisements in specific newspapers.   

5.5  Contributions to knowledge  

This research is meant to contribute to the notion that language only is inadequate in 

determining contextual representations and meanings in persuasive texts. Other 

meaning-making modes such as pictures, pictorials, colours, logos and slogans equally 

play significant roles. Most of the socio-political issues and persuasive structures in 

contemporary presidential campaign advertisements are full of imaginative projections 

and full of promises for a better future. This research is therefore a contribution towards 

promoting and enriching the creative skills of copywriters and campaign consultants in 

their production efforts. Also, this investigation is meant to enhance readers’ interpretive 

abilities for easy comprehension of contextual representations of complex and multiple 
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messages often simultaneously presented in political campaign advertisements in the 

print media. It will also contribute to understanding how persuasive effects are created 

in presidential campaign advertisements in the newspapers to consolidate envisaged 

support, prevent defeat and counter opponent’s strategies, especially in a multi-literacy 

and computer-dominated society such as Nigeria. This requires a new literacy which 

O’Halloran (2004) refers to as ‘multi literacy’. By using presidential campaign 

advertisements in selected Nigerian newspapers to illustrate and explain meaning-

making elements in persuasive texts, the study may serve as a reference material in the 

teaching and learning of multimodal literacy in schools.  
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