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The study was to evaluate the social media and vote purchasing behavior in Enugu State, Nigeria. The 

specific objectives were to: examine the extent of the relationship between listening to campaigns 

and the role of emotions on the voters in Enugu State, Nigeria, evaluate the relationship between 

community management and political socialization in Enugu State, Nigeria and ascertain the 

relationship between advertising and tolerance in Enugu State, Nigeria. The total population for the 

study was estimated number of one million, two hundred five thousand and one hundred and eleven 

(1,205,111) voters in Enugu metropolis of Enugu state. The study used the survey approach. The 

primary sources were personal interview and the administration of questionnaire to the voters in 

Enugu metropolis   Out of a population of 1,205,111 voters, the sample size of 384 was chosen after 

applying the Freund and William’s formula for the determination of adequate sample size. Out of 

voters sample size 353 returned the questionnaire and accurately filled. That gave 91 percent 

response rate. Z-test, Pearson correlation coefficient, (F-statistics), and regression analysis were used 

to test the hypotheses, determine the nature, and strength of the research variables. The findings 

indicated that Listing to campaigners and the role of emotion on the voters in Enugu state are 

significantly related with Z (95, n = 353) = 5.244, p > 0.05, Community management and political 

socialization in Enugu state, Nigeria are significantly related Z (95, n = 353) = 5.033, p > 0.05 and 

Advertising and tolerance of diversity of political views in Enugu state, Nigeria are significantly related 

Z (95, n = 353) = 6.053, p > 0.05. The study concluded that there is a relationship between listening, 

community management to campaigns, advertising and the role of emotions on the voters, political 

socialization and tolerance in Enugu State, Nigeria.  The study recommended among others that 

Campaigners should always make provision for good sound system for effective listening of the people 

to improve their behavior on the voting day. 

ABSTRACT 
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1. Introduction 

One of the pillars that support every democracy is elections. Elections seem to have become a major factor in the 
stabilization and democratization of emerging democracies. It forms an important pillar that places the power to 
govern with the people. To Boafo-Arthur (2006) elections are important to a nation’s construction and the 
electorates since it performs the role of a litmus test for democratic institutions. It ensures that democratic pillars 
including rule of law, ballot secrecy, separation of powers, independence of the judiciary and many more are 
strengthened. However, in some developing countries especially in Africa, the quality of elections still varies widely 
as elections have been plagued with problems such as ballot fraud, intimidation, multiple voting, low voter 
education, snatching of ballot boxes, violence, giving out of electoral incentives or buying of votes and others 
(Baidoo, Dankwa & Eshun, 2018). 

Just as democratic elections have spread across the globe since the early 1970s, so has electoral incentives and 
buying of votes. Vote buying has been widespread in many countries that have continued along the path towards 
democracy. In the words of Vicente (2008), vote buying happens frequently in many parts of the world. Indeed, vote 
buying which in some literature is referred to as clientelism has a long history. The use of electoral incentives to buy 
votes has been a frequent practice during electoral campaigns and elections in several developing and developed 
countries.  

There are many factors that could influence the action of an individual towards political activities. One of such factors 
is social media. Manning (2014) defines social media as those forms of media that require a certain level of individual 
participation. Through these media, citizens interact and mingle with each other, coming across various political 
agents and adverts that aim at swinging their votes to their favour. Ovwasa (2013) sees vote buying as an inducement 
offered to electorate in an election situation with a view to garnering popular vote. There were instances of vote 
buying in the 2019 general elections in Enugu state, with many believing the ruling party to be at the forefront of it 
all.  

Vote buying is frowned upon in every democracy. It raises questions about the quality of democracy. There are 
basically three types of arguments that are usually made against the practice. The first is that vote buying gives 
wealthier individuals an unfair advantage, it violates the principle of equality. Second, votes belong to the community 
as a whole, and should therefore not be alienable by individual voters. Third, there is a concern that votes buying 
may promote inefficiency. This is because the interests of some voters are bought by parties before the election, 
and their needs or interests may therefore be ignored by political representatives after the election. Buying of votes 
is also frowned upon in most economies. This is because once a nation becomes user-friendly to vote buying and 
vote selling; it ceases to be in the best books of foreign multinational companies seeking to invest in developing 
countries. 

Statement of the Problem 

Elections are all ways meant to be free and fair, each political candidate free to make his or her advertisements and 
get voted for it. The normal rational for voting in elections is for citizens to vote for candidates that have the best 
interest of the country at heart. When the proper candidates are elected, the obvious consequence is that both the 
political and economic conditions obtainable in the country would improve significantly, as the interests of the 
masses will be properly represented.  

However, the nature of politics, especially in Nigeria has made it one of a do-or-die affair. Politicians engage in any 
means possible to win the votes of the masses. These means normally come in the form of electoral malpractices 
such as gerrymandering, rigging of elections, political thuggery, and most recently, buying of votes. In the 2019 
elections in Nigeria, many cases on vote buying were reported, to the extent that it became a normal thing in the 
political scenery. Vote buying is when citizens or voters are offered sums of money or other forms of material 
entitlements in exchange for their votes. Furthermore, it is a useful point to mention the role social media has had 
in this action. Most times, the various pieces of information that the voters come across end up influencing their 
stances on the morality or otherwise of vote buying. Some party agents also make use of social media in enticing 
prospective voters. 
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Therefore, it is necessary to curb this rising trend of vote buying in Nigerian politics.  Although, there is still further 
argument to be made on the rationality behind vote buying on the part of the voters, it is still pertinent to note that 
it hampers democracy and good governance in Nigeria. There is need to tackle some inherent issues that are related 
to the subject matter, ranging from political campaigns, community management and advertising during election 
periods. Political campaigns should be conducted purely based on party manifesto, since nowadays politicians say 
what they want in order to garner the votes of voters. This is usually done to emotionally seduce them into selling 
their votes to them. Also, proper advertising should be encouraged in order to fully dispose the voters to their 
possible options during elections. Then community management should be embarked so as to prevent the 
established pattern of political socialization in the country from falling apart. 

Objectives of the Study 
The main objective of the study was to evaluate the social media and vote purchasing behavior in Enugu State, 
Nigeria. The specific objectives were to: 

1. Examine the extent of the relationship between listening to campaigns and the role of emotions on the voters in 
Enugu State, Nigeria 

2. Evaluate the relationship between community management and political socialization in Enugu State, Nigeria 

3. Ascertain the relationship between advertising and tolerance in Enugu State, Nigeria. 

Research Questions 
The following research questions guided the study; 

1. To what extent has the relationship between listening to campaigners and the role of emotions on voters in Enugu 
State 

2. What is the relationship between community management and political socialization in Enugu State, Nigeria 

3. What is the relationship between advertising and tolerance of diversity of political views. 

Statement of Hypothesis 
The following alternate hypothesis guided the study. 

1. Listening to campaigners and the role of emotions on the voters in Enugu State are significantly related. 

2. Community management and political socialization in Enugu State, Nigeria are significantly related. 

3. Advertising and tolerance of diversity of political views in Enugu State, Nigeria are significantly related. 

 

2. Review of Related Literature 

Conceptual Framework 

Social Media 
Social media is the term often used to refer to new forms of media that involve interactive participation. Often the 
development of media is divided into two different ages, the broadcast age and the interactive age. In the broadcast 
age, media were almost exclusively centralized where one entity, such as a radio or television station, newspaper 
company, or a movie production studio, distributed messages to many people. Feedback to media outlets was often 
indirect, delayed, and impersonal. Mediated communication between individuals typically happened on a much 
smaller level, usually via personal letters, telephone calls, or sometimes on a slightly larger scale through means such 
as photocopied family newsletters. With the rise of digital and mobile technologies, interaction on a large scale 
became easier for individuals than ever before; and as such, a new media age was born where interactivity was 
placed at the center of new media functions. One individual could now speak to many, and instant feedback was a 
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possibility. Where citizens and consumers used to have limited and somewhat muted voices, now they could share 
their opinions with many. The low cost and accessibility of new technology also allowed more options for media 
consumption than ever before – and so instead of only a few news outlets, individuals now have the ability to seek 
information from several sources and to dialogue with others via message forums about the information posted. At 
the core of this ongoing revolution is social media (Manning, 2014). 

Vote Buying Behavior 
Many scholars have given a variety of interpretation to vote-buying according to their perception and orientations. 
Scholars like Ologbenla and waziri (2012), Matenga (2016), Beetseh and Akpoo (2015) and Ovwasa (2013) argue that 
the act of vote-buying is an economic exchange, a contract, or perhaps an auction in which the voter sells his or her 
vote to the highest bidder. In this connection, parties and candidates buy votes by offering particularistic material 
benefits to voters. Vote-buying, therefore, is an inducement offered to electorate in an election situation with a view 
to garnering popular vote. In the context of this study, vote-buying can safely be seen as an act of exchanging one’s 
own vote for material gains. Contemporaneously, it includes notions of clientelism, whereby voters support 
candidates who have provided them with particularistic forms of redistribution (Finan and Schechter, 2012; Canare, 
Mendoza and Lopez, 2018).  

Beetseh and Akpoo (2015) maintain that vote-buying propositions may target either electoral choices or electoral 
participation. They may be intended to persuade individuals to vote in certain ways or to vote or not to vote in the 
first place. They further argue that strategies to alter turnout may focus on demobilizing active opponents or on 
mobilizing passive supporters. Comparatively, vote buying as a phenomenon is neither system specific nor space 
bound as it is common to all political systems, be it advanced or developing, medieval or contemporary. It therefore, 
exists in all regions and climes, and differs in magnitude and manifestations from one polity to the other (Kwanghga 
and Tarfa (2015). The phenomenon of vote-buying therefore portends danger in a democratization process. 

The Power of Listening to Campaigners 
Minimally defined, a campaign is the period right before citizens make a real political choice. This common 
knowledge typically heightens citizens’ attention to politics in direct relation to the proximity of the event. 
Concomitantly, campaign activity is more likely to register on voters’ minds as Election Day draws near. Thus, there 
is an interaction between campaign effort and the approaching “deadline” of Election Day. Evidence of greater 
salience for voters could manifest itself in, for example, media attentiveness, campaign interest, political discussion, 
knowledge about candidates, and strength of vote intention (Bradley, Johnston & Sides, 2014). 

The message of the campaign contains the ideas that the candidate wants to share with the voters. It is to get those 
who agree with their ideas to support them when running for a political position. The message often consists of 
several talking points about policy issues (Enli & Skogerbo, 2013).  Obviously listening to campaigns can be said to 
influence voters on a surface level, but a forthcoming study in the American Political Science Review found that 
campaigns have "an average effect of zero in general elections. The study found two instances where campaigning 
was effective: "First, when candidates take unusually unpopular positions and campaigns invest unusually heavily in 
identifying persuadable voters. Second, when campaigns contact voters long before election day and measure 
effects immediately — although this early persuasion decays (Kalla & Broockman, 2017). 

The Role of Emotions on Voters 
An overview of the professional campaign management literature points to the fact that campaigns are developed 
to maximize one’s chances of winning the election (or to increase one’s share of the votes) by appealing to reason 
and, more importantly, by manipulating through emotion (Kiss, 2012). Political campaigns are “an emotionally laden 
field” (Webber, 2006, p. 15) and there are systematic patterns to the use of specific emotional appeals in political 
campaigns (Ridout & Searles, 2011). 

The very nature of human beings has made it such that emotions are usually factored in during political activities 
such as voting. Kiss (2012) has found that various emotions such as anxiety, fear, happiness influence an individual’s 
voting choice. The threat of a possible political unrest could influence voting behavior as was seen during the 2015 
general elections in Nigeria. 
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Political Advertising and Promotion 
Political advertising is advertising whose central focus is the marketing of ideas, attitudes, and concerns about public 
issues, including political concepts and political candidates. The essential task of political advertising is to gain the 
confidence of the people for their acceptance of ideas and, in the case of political campaign advertising, to influence 
their vote. Political advertising differs from commercial advertising in that the product is either a person or a set of 
values rather than goods and services. In addition, the advertising objectives must be met within a specific time 
frame (Glavas, 2017) 

Political Community Management  
Community management refers to the management of a common resource or issue by a community through the 
collective action of volunteers and stakeholders. The resource managed can be either material or informational. 
Examples include the management of common grazing and water rights; fisheries and open source software. In the 
case of physical resources, community management strategies are frequently employed to avoid the tragedy of the 
commons and to encourage sustainability (Rade, 1987). In the same way, political community management sees 
community management from the point of the political scientists. It seeks to manage appropriately the political 
resources of the community, so that the best representatives are elected and the community enjoys the best political 
outcome. 

Political Tolerance 
Political tolerance, defined as the willingness to grant political rights to disliked groups, is central to studies of 
democratic values given its links with civil liberties and political freedoms (Marquart-Pyatt, 2015).  For more than six 
decades, scholars have tracked public opinion on political tolerance given its role in supporting democratic values 
and political rights like freedoms of speech and association and the right to vote, demonstrate publicly, and hold an 
elected political office. Taken as a whole, these studies have yielded many insights. Of these, perhaps most significant 
is that establishing and maintaining tolerant publics, even in long-standing democratic nations, remains a challenge. 

Furthermore, tolerance, and political tolerance in particular, can be defined as a willingness to put up with 
disagreeable ideas and groups (Gibson 2007). Tolerance is conventionally measured as a willingness to allow varying 
degrees of civil rights to those groups that the respondent likes least, in order to ensure the objection precondition 
in the conceptual definition of the term. However, in the concepts of the study, in a multi-diverse nation like Nigeria 
with many ethnic groups, there is need for political tolerance on the part of the masses to avoid all forms of ethnic 
strife and otherwise. 

Theoretical Framework 

Rational Choice Theory 
Rational choice theory, also known as choice theory or rational action theory, is a framework for understanding and 
often formally modeling social and economic behavior. The basic premise of rational choice theory is that aggregate 
social behavior results from the behavior of individual actors, each of whom is making their individual decisions. The 
theory also focuses on the determinants of the individual choices (methodological individualism). Rational choice 
theory then assumes that an individual has preferences among the available choice alternatives that allow them to 
state which option they prefer. These preferences are assumed to be complete (the person can always say which of 
two alternatives they consider preferable or that neither is preferred to the other) and transitive (if option A is 
preferred over option B and option B is preferred over option C, then A is preferred over C). The rational agent is 
assumed to take account of available information, probabilities of events, and potential costs and benefits in 
determining preferences, and to act consistently in choosing the self-determined best choice of action (Blume and 
Easely, 2008) 

In simpler terms, this theory dictates that every person, even when carrying out the most mundane of tasks, perform 
their own personal cost and benefit analysis in order to determine whether the action is worth perusing for the best 
possible outcome. And following this, a person will choose the optimum venture in every case. This could culminate 
in a student deciding on whether to attend a lecture or stay in bed, a shopper deciding to provide their own bag to 
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avoid the five pence charge or even a voter deciding which candidate or party based on who will fulfil their needs 
the best on issues that have an impact themselves especially (Sen, 2008) 

Rational choice theory is an umbrella term for a variety of models explaining social phenomena as outcomes of 
individual action that can in some way be construed as rational. “Rational behavior” is behavior that is suitable for 
the realization of specific goals, given the limitations imposed by the situation. The key elements of all rational choice 
explanations are individual preferences, beliefs, and constraints. Preferences denote the positive or negative 
evaluations individuals attach to the possible outcomes of their actions. Preferences can have many roots, ranging 
from culturally transmitted tastes for food or other items to personal habits and commitments. Beliefs refer to 
perceived cause-effect relations, including the perceived likelihood with which an individual’s actions will result in 
different possible outcomes. For example, a village head may believe that raiding a neighboring village A has a higher 
probability of success than raiding a neighboring village B. Constraints define the limits to the set of feasible actions 
(Wittek, 2014). 

Assumptions of Rational Choice Theory 
Key ideas of the theory can be traced back to the writings of moral philosophers such as Adam Smith. The theory’s 
core was subsequently developed by what is now referred to as neoclassical economics. Three assumptions are 
important: (1) individuals have selfish preferences, (2) they maximize their own utility, and (3) they act 
independently based on full information. These assumptions have also met increasing criticism from within 
economics, resulting in adjustments and the birth of “behavioral economics.” This branch uses insights from 
psychology and the cognitive neurosciences to refine the oversimplified and highly stylized conceptualization of 
Homo Economics. Rather than dismissing deviations from the model as cognitive anomalies that would cancel each 
other out when aggregated to the collective level, behavioral economics and related fields attempt to develop a 
more realistic behavioral micro foundation. There are many different variants of rational choice theory. Depending 
on the degree to which they adhere to the assumptions of the neoclassical model, rational choice explanations come 
in “thin,” strictly neoclassical, versus “thick,” sociological versions, in which these strict assumptions are relaxed. 
They differ on three dimensions: (1) the type of rationality, (2) preference, and (3) individualism assumptions. 

Empirical Review 

Biswas, Ingle and Roy (2014) investigated the influence of social media on voting behavior. The broad objective of 
the survey was to understand the impact of use of digital media on voting behavior among those who intend to vote 
during forthcoming Lok Sabha Elections. In the study the research instrument is Questionnaire, and a Two-Way 
ANOVA was applied in analyzing the questionnaires. It consists of set of question presented to respondents.120 
respondents were selected randomly to prevent any bias creeping into the samples. From the analysis and 
interpretation, it is clear that social media play a significant impact on voting behavior of young voters. Political 
parties will be successful in influencing the people of the metro’s city and semi urban cities. 

Kurniawan, Mariana, Rahmatunnisa and Augustino, (2017) investigated the effect of vote buying on election 
outcomes in Lampung, Indonesia. The study was conducted with the object of research residing in Way Kanan District 
on July 2014, Pringsewu District in February 2016 and Bandar Lampung City in November 2015. This study used a 
survey approach with stratified random sampling method. The survey conducted on 662 respondents in each county 
or district and city of object being studied. The results show that voters believe the vote buying will happen in local 
elections. Voters change their choice if they were given bribes of goods, gifts, money, or provision of a project. This 
research study on how vote buying can change voting choice of voters 

Adojutelegan (2018) carried out a study to uncover voters’ behaviors by investigating their common and lived 
experiences with respect to the provision of infrastructure, delivery of public services, and voting during elections. 
The study was carried out in Nigeria. Using Bandura’s theory of reciprocal determinism, the research explored the 
connection between environment and vote-selling. Data were collected through semistructured interviews with 10 
individuals who participated in the most recent elections in Akoko North West Local Government, Ondo State, 
Nigeria. The data were analyzed using Moustakas’s transcendental phenomenological process. Key findings suggest 
a reciprocal relationship between vote-selling, and infrastructure and public services. The study findings also 
revealed that vote-sellers’ feel justified because vote-selling is perceived as a product of disappointment, lack of 
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trust and voters’ apathy, willingness to accept their own share of “national cake,” and poverty. These findings are 
consistent with Bandura’s proposition that people create the society and equally react to environmental factors.  

Baido, Dankwa and Eshun (2018) investigated the range of incentives and conditions politicians give to electorates. 
Sequential mixed-method design was employed for the study. Data from questionnaire was triangulated with 
interviews. The target population for this study consists of the entire group of potential voters in Shama District in 
the Western Region who were 18 years and above. Five (5) communities or electoral areas in the district were 
selected for the study. These communities were Atwereboanda, Komfueku, Beposo, Nyankrom and Shama. A sample 
size of three hundred (300) was chosen for the quantitative (questionnaires administered) aspect of the research 
while twenty of them were purposively selected for the qualitative (interviews conducted) aspect of the study. Two 
party activists were also interviewed to support the data. Non-probability (convenience, proportional and purposive) 
sampling techniques were employed to select the district, communities and respondents for the study. The study 
revealed among other things that: (a) Items that are used to buy votes include silver pans (basins), cloths, gas 
cylinders, laptops, money, outboard motors, wellington boots and party branded items; and (b) During vote buying, 
conditions are not actually attached to the incentives except where there are doubts that one wants to take the 
incentive without reciprocating with his/her vote. Enforcing laws on vote buying by all stakeholders including the 
police, the judiciary, the Electoral Commission of Ghana (EC) and resolving to fight corruption among leaders who 
also use all means to make money to engage in vote buying would go a long way to solve the menace. 

Yudiatmaja and Samnuzulsari (2018) investigated the practices of clientelism and vote buying using KBS. The study 
was based on case study research. The informants consist of General Election Commission of (KPUD) Riau Islands, 
candidates of the governor of Riau Islands 2015-2020, candidates of Bintan Regent 2015-2020, along with their 
supporting parties and campaigning team, and bureaucracy of the implementation of KBS. The main findings of this 
study suggest that KBS is used as a clientelism and vote buying practices by the candidate of Riau Islands governor 
and Bintan Regent, 2015-2020 period. This study also finds that formal and informal political networks are utilized 
by the candidates as a clientelism and vote buying arenas. This study not only contributes to the literature of 
clientelism and vote buying, but also adds the literature of social policy in the context of Indonesian local politics 
setting. This study suggests that KBS is used as a media to obtain the support of the voters in the election of governor 
of Riau Islands and regent of Bintan 2015-2020. All candidates capitalize the issue of KBS to obtain the popularity. 
The patterns of the practice of clientelism and vote buying in KBS is by using various media campaigns to promote 
the success story of KBS. Not only in formal campaign but also in informal campaign, they always promote KBS as 
their success. 

Nkwede and Abah (2019) examined elections and vote buying in Nigeria and its implications on democratic process. 
Content analytical approach was adopted while political economy approach was used as theoretical anchorage of 
the study. The study reviewed the contributions of scholars in this field. Data were extensively sourced from 
documentary papers from which the major objectives of the study were accomplished. The study found that vote 
buying in Nigeria has impacted negatively on the democratic process as it leads to political apathy, leadership crisis, 
political violence, poor political culture and insensitivity to the needs of the people. The study recommends among 
other things; political education and civic awareness by relevant institutions to enlighten the electorate on the 
futuristic implications of vote buying in the democratic process; enforcement of the existing electoral regulations on 
party finances; and enthronement of good governance and improvement of the conditions of the ordinary people; 
strengthening the democratic institutions in Nigeria etc. This, if tenaciously adhered to, will no doubt launch Nigeria 
into an enduring democratic process 

3. Methodology  

The study based on the social media and vote buying behavior in Enugu state Nigeria. The total population for the 
study was estimated number of one million, two hundred five thousand and one hundred and eleven (1,205,111) 
voters in Enugu metropolis of Enugu state. The study used the survey approach. The primary sources were personal 
interview and the administration of questionnaire to the voters in Enugu metropolis   Out of a population of 
1,205,111 voters, the sample size of 384 was chosen after applying the Freund and William’s formula for the 
determination of adequate sample size. Out of voters’ sample size 353 returned the questionnaire and accurately 
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filled. That gave 91 percent response rate. The validity of the instrument was tested using content analysis and the 
result was good. The reliability was tested using the Pearson correlation coefficient (r). It gave a reliability co-efficient 
of 0.72 which was also good. Data was presented and analyzed by mean score (3.0 and above agreed while below 
3.0 disagreed) and standard deviation using Sprint Likert Scale. The hypotheses were analyzed using Z-test statistic 
tool. 

4. Data Presentation and Analysis 

Likert Scale Analyses 

Research Question One 
To What extent has the relationship between listening campaigners and the role of emotions on voters in Enugu 
state? 

Table 4.1: Responses to Research Question One 

  5 
SA 

4 
A 

3 
N 

2 
DA 

1 
SD 

∑FX - 
X 

SD Decision 

1 Effective listening makes the 
people to create conscious 
effort to build trust in any of 
parties 

100 
20 
5.7 
 

756 
189 
53.5 

156 
52 
14.7 

124 
62 
17.6 

30 
30 
8.5 

1166 
353 
100% 

3.30 1.090 Agree  

2 Active listening of the people to 
any party is instrumental to the 
behavior on the voting day. 

700 
140 
39.7 

456 
114 
32.3 

111 
37 
10.5 

80 
40 
11.3 

22 
22 
6.2 

1369 
353 
100% 

3.88 1.227 Agree 

3 Allowing speaker to complete 
entire thoughts attracts 
happiness of disgust of the 
voters 

520 
104 
29.5 

376 
94 
26.6 

180 
60 
17.0 

72 
36 
10.2 

59 
59 
16.7 

1207 
353 
100% 

3.42 1.430 Agree 

4 Understanding of campaigners 
demonstrates concern for the 
party and psychological change 
of the people. 

770 
154 
43.6 

188 
47 
13.3 

180 
60 
17.0 

136 
68 
19.3 
 

24 
24 
6.8 

1298 
353 
100% 

3.68 1.375 Agree 

5 Responding to party 
campaigners establishes 
rapport and the expressive 
behavior. 

575 
115 
32.6 

728 
182 
51.6 

96 
32 
9.1 

16 
8 
2.3 

16 
16 
4.5 

1431 
353 
100% 

4.05 .956 Agree 

 Total grand mean and 
standard deviation 

      3.666 1.216  

Source: Field Survey, 2020 

Table 4.1, agreed that effective listening makes the people to create conscious effort to build trust in any of parties 
with mean score of 3.30 and standard deviation of 1.090. Active listening of the people to any party is instrumental 
to the behavior on the voting day with mean score of 3.88 and standard deviation of 1.227. Allowing speaker to 
complete entire thoughts attracts happiness of disgust of the voters with mean score of 3.42 and standard deviation 
of 1.430. Understanding of campaigners demonstrates concern for the party and psychological change of the people 
with mean score of 3.68 and standard deviation of 1.375, Responding to party campaigners establishes rapport and 
the expressive behavior with mean score of 4.05 and standard deviation of .956. 

Research Question Two 
What is the relationship between community management and political socialization in Enugu state, Nigeria? 
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Table 4.2: Responses to Research Question Two  

  5 
SA 

4 
A 

3 
N 

2 
DA 

1 
SD 

∑FX - 
X 

SD Decision 

6 All the ages from 18 years has 
influence over the decision of 
votes in Enugu state. 

955 
191 
54.1 

436 
109 
30.9 

45 
15 
4.2 

38 
19 
5.4 

19 
19 
5.4 

1493 
353 
100% 

4.23 1.111 Agree  
 

7 There is building of relationship 
between the various 
communication within the 
region that encourages them to 
vote a party of their chioce. 

685 
137 
38.8 

400 
100 
28.3 

135 
45 
12.7 

40 
20 
5.7 

51 
51 
14.4 

1311 
353 
100% 

3.71 1.402 Agree 

8 Fostering of active participation 
of the community are realised no 
matter your gender or race to 
vote. 

815 
163 
46.2 
 

476 
119 
33.7 

90 
30 
8.5 

58 
29 
8.2 

12 
12 
3.4 

1451 
353 
100% 

4.11 1.082 Agree 

9 There is efficient administration 
due to educational level of the 
people during voting. 

835 
167 
47.2 

488 
122 
34.6 

93 
31 
8.8 

34 
17 
4.8 

16 
16 
4.5 

1466 
353 
100% 

4.15 1.068 Agree 

10 Community mobilizations by the 
parties are observed which 
encourages people to vote them. 

875 
175 
49.6 

496 
124 
35.1 

75 
25 
7.1 

24 
12 
3.4 

17 
17 
4.8 

1487 
353 
100% 

4.21 1.046 Agree 

 Total grand mean and standard 
deviation 

      4.082 1.142  

Source: Field Survey, 2020 

Table 4.2, agreed that All the ages from 18 years has influence over the decision of votes in Enugu state with mean 
score of 4.23 and standard deviation of 1.111. There is building of relationship between the various communications 
within the region that encourages them to vote a party of their choice with mean score of 3.71 and standard 
deviation of 1.402. Fostering of active participation of the community are realised no matter your gender or race to 
vote with mean score of 4.11and standard deviation of 1.082. There is efficient administration due to educational 
level of the people during voting with mean score of 4.15 and standard deviation of 1.068, Community mobilizations 
by the parties are observed which encourages people to vote them with mean score of 4.21 and standard deviation 
of 1.046.  

Research Question Three 
What is the relationship between advertising and tolerance of diversity of political views in Enugu state, Nigeria? 

Table 4.3: Responses to Research Question Three 

  5 
SA 

4 
A 

3 
N 

2 
DA 

1 
SD 

∑FX - 
X 

SD Decision 

11 The headline on television and 
national dailies catches all gender 
and affects their behavior to parties 

1005 
201 
56.9 

480 
120 
34.0 

36 
12 
3.4 

22 
11 
3.1 

9 
9 
2.5 

1552 
353 
100% 

4.40 .896 Agree  
 

12 The benefits numerical to the 
target audience impacts on the 
physical abilities 
 

785 
157 
44.5 

540 
135 
38.2 

51 
17 
4.8 

48 
24 
6.8 

20 
20 
5.7 

1444 
353 
100% 

4.09 1.127 Agree 

13 The parties call-to-action will 
change to the philosophy of people 
to vote 

645 
129 
36.5 

652 
163 
46.2 

57 
19 
5.4 

44 
22 
6.2 

20 
20 
5.7 

1418 
353 
100% 

4.02 1.087 Agree 

14 The image of the party directs the 
people on where to cast their votes 
 

135 
27 
7.6 

936 
234 
66.3 

87 
29 
8.2 

74 
38 
10.8 

25 
25 
7.1 

1257 
353 
100% 

3.57 1.021 Agree 
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15 Party detachment of religious 
affiliations speaks to the target 
audience. 

720 
144 
40.8 

472 
118 
33.4 

117 
39 
11.0 

36 
18 
5.1 

34 
34 
9.6 

1379 
353 
100% 

3.91 1.259 Agree 

 Total grand mean and standard 
deviation 

      3.998 1.078  

Source: Field Survey, 2020 

Table 4.1, agreed that the headline on television and national dailies catches all gender and affects their behavior to 
parties with mean score of 4.40 and standard deviation of .896. The benefits numerical to the target audience 
impacts on the physical abilities with mean score of 4.09 and standard deviation of 1.127. The parties call-to-action 
will change to the philosophy of people to vote with mean score of 4.02 and standard deviation of 1.087. The image 
of the party directs the people on where to cast their votes with mean score of 3.57 and standard deviation of 1.021, 
Party detachment of religious affiliations speaks to the target audience with mean score of 3.91and standard 
deviation of 1.259.  

Test of Hypotheses  

Hypothesis One: Listing to campaigners and the role of emotion on the voters’ state are significantly related.  

Table 4.4: Z – test on Hypothesis One 

  Listing to campaigners and the role of emotion on the 
voters in Enugu state are significantly related 

N       353 

Normal Parameters Mean      3.666 

 Std Deviation     1.216 

Most Extreme Absolute       .279 

Most Extreme Positive       .177 

Differences Negative      -.279 

Kolmogorov-Smirnon Z       5.244 

Asymp. Sig.(2-tailed)         .000 

a.  Test distribution is Normal 
b.  Calculated from data 

Decision Rule 
If the calculated Z-value is greater than the critical Z-value (i.e Zcal  >  Zcritical), reject  the null hypothesis and accept 
the alternative hypothesis accordingly. 

Result 
With Kolmogorov-Smirnon Z – value of   5.244 and on Asymp. Significance of 0.000, the responses from the 
respondents as display in the table is normally distributed. This affirms that the assertion of the most of the 
respondents that Listing to campaigners and the role of emotion on the voters in Enugu state are significantly 
related.  

Decision  
Furthermore, comparing the calculated Z- value of   5.244 against the critical Z- value of 2.18 (2-tailed test at 95% 
level of confidence) the null hypothesis was rejected. Thus, the alternative hypothesis was accepted which states 
that Listing to campaigners and the role of emotion on the voters in Enugu state are significantly related.  

 
 
 
Hypothesis Two: Community management and political socialization in Enugu state, Nigeria are significantly related. 

Table 4.5: Z – test on Hypothesis Two 
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  Community management and political socialization 
in Enugu state, Nigeria are significantly related 

N       353 

Normal Parameters Mean      4.082 

 Std Deviation     1.142 

Most Extreme Absolute       .268 

Most Extreme Positive       .214 

Differences Negative      -.268 

Kolmogorov-Smirnon Z       5.033 

Asymp. Sig.(2-tailed)         .000 

a.  Test distribution is Normal 
b.  Calculated from data 

 
Decision Rule 
If the calculated Z-value is greater than the critical Z-value (i.e Zcal > Zcritical), reject the null hypothesis and accept 
the alternative hypothesis accordingly.  

Result 
With Kolmogorov-Smirnon Z – value of 5.033 and on Asymp. Significance of 0.000, the responses from the 
respondents as display in the table is normally distributed. This affirms that the assertion of the most of the 
respondents that Community management and political socialization in Enugu state, Nigeria are significantly related.  

Decision  
Furthermore, comparing the calculated Z- value of 5.033 against the critical Z- value of 2.18 (2-tailed test at 95% 
level of confidence) the null hypothesis was rejected. Thus, the alternative hypothesis was accepted which states 
that Community management and political socialization in Enugu state, Nigeria are significantly related. 

Hypothesis Three: Advertising and tolerance of diversity of political views in Enugu state, Nigeria are significantly 
related.  

Table 4.6: Z – test on Hypothesis Three  

  Advertising and tolerance of diversity of political 
views in Enugu state, Nigeria are significantly related  

N       353 

Normal Parameters Mean      3.998 

 Std Deviation     1.078 

Most Extreme Absolute       .322 

Most Extreme Positive       .219 

Differences Negative      -.322 

Kolmogorov-Smirnon Z       6.053 

Asymp. Sig.(2-tailed)         .000 

a.  Test distribution is Normal 
b.  Calculated from data 

 
Decision Rule 
If the calculated Z-value is greater than the critical Z-value (i.e Zcal  >  Zcritical), reject  the null hypothesis and accept 
the alternative hypothesis accordingly. 

Result 
With Kolmogorov-Smirnon Z – value of 6.053 and on Asymp. Significance of 0.000, the responses from the 
respondents as display in the table is normally distributed. This affirms that the assertion of the most of the 
respondents that Advertising and tolerance of diversity of political views in Enugu state, Nigeria are significantly 
related.  
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Decision  
Furthermore, comparing the calculated Z- value of 6.053 against the critical Z- value of 2.18 (2-tailed test at 95% 
level of confidence) the null hypothesis was rejected. Thus, the alternative hypothesis was accepted which states 
that Advertising and tolerance of diversity of political views in Enugu state, Nigeria are significantly related.  

Discussion of Findings 

From the result hypothesis one, comparing the calculated Z- value of   5.244 against the critical Z- value of 2.18 (2-
tailed test at 95% level of confidence) the null hypothesis was rejected. Thus, the alternative hypothesis was 
accepted which states that Listing to campaigners and the role of emotion on the voters in Enugu state are 
significantly related. In support of the result above, Enli & Skogerbo, (2013) states that the message of the campaign 
contains the ideas that the candidate wants to share with the voters which consists of several talking points about 
policy issues. Ridout & Searles, (2011), opined that political campaigns are “an emotionally laden field and there are 
systematic patterns to the use of specific emotional appeals in political campaigns. From the result hypothesis two, 
comparing the calculated Z- value of 5.033 against the critical Z- value of 2.18 (2-tailed test at 95% level of 
confidence) the null hypothesis was rejected. Thus, the alternative hypothesis was accepted which states that 
Community management and political socialization in Enugu state, Nigeria are significantly related. In support of 
result above, Rade, (1987), viewed that community management strategies are frequently employed to avoid the 
tragedy of the commons and to encourage sustainability. From the result hypothesis three, comparing the calculated 
Z- value of 6.053 against the critical Z- value of 2.18 (2-tailed test at 95% level of confidence) the null hypothesis was 
rejected. Thus, the alternative hypothesis was accepted which states that Advertising and tolerance of diversity of 
political views in Enugu state, Nigeria are significantly related. In support of the result above, Marquart-Pyatt, (2015), 
states that political tolerance is the willingness to grant political rights to disliked groups, is central to studies of 
democratic values given its links with civil liberties and political freedoms. 

5. Conclusion. 

The study concluded that there is a relationship between listening, community management to campaigns, 
advertising and the role of emotions on the voters, political socialization and tolerance in Enugu State, Nigeria. The 
use of electoral incentives to buy votes has been a frequent practice during electoral campaigns and elections in 
several developing and developed countries. With the rise of digital and mobile technologies, interaction on a large 
scale became easier for individuals than ever before; and as such, a new media age was born where interactivity was 
placed at the center of new media functions. At the core of this ongoing revolution is social media. The message of 
the campaign contains the ideas that the candidate wants to share with the voters. It is to get those who agree with 
their ideas to support them when running for a political position. Political tolerance is the willingness to grant 
political rights to disliked groups, is central to studies of democratic values given its links with civil liberties and 
political freedoms 

6. Recommendation 

Based on the findings of the study, the following recommendations were made: 

1. Campaigners should always make provision for good sound system for effective listening of the people to improve 
their behavior on the voting day. 

2. Community mobilization and proper management should be observed by the parties to encourage the dwellers 
to comply on the voting day 

3. Political aspirants should engage in daily advertisement on television and radio and avoid religious discrimination 
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