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ABSTRACT

The broad objective of this study is to examine the effect of ownership on political campaign and reporting in Nigeria, a study of Guardian newspaper. Survey research design was employed for the study and with aid of convenient sampling selected Thirty-Six (36) participant who  are media practitioners in Guradian Newspaper as the sample size for this study. The sources of data collection was both primary and secondary with the application of questionnaires as an instrument to gather the necessary data. The questionnaires were properly completed as well  returned  by only 30 respondent after being administered and this was a basis by which the primary data were collected. Primary data collated was analyzed using simple percentage, frequencies and tables and the result were similar to those of the responses drawn from the questionnaires. Findings of the study reveals that  ownership influence affected the performance of media practitioners and in regards to the 2011 general election political campaign, the influence of the media owner led to  deliberate distortion of the information, deliberate exclusion of some vital pieces of information and  manipulative and propagandistic techniques of persuasion which is contrary to the professional standards and criteria of the functioning of the mass media of communication. The study therefore recommends strongly the  need to ensure proper regulation of media ownership in Nigeria to reduce disproportionate concentration of power in the hands of a few wealthy and influential politicians and businesspersons, who use the press as a weapon to protect their political, economic and social interest.
CHAPTER ONE
1.0     INTRODUCTION
This paper evaluates Nigerian press reportage of political campaign during the 2011 presidential election. The major focus of the paper is to assess the role of the Nigerian press in the struggle for political position.
Arguments exist that the role of the Nigerian press in the struggle for political emancipation can be greatly influence by ownership. An owner said to be that person or group of persons who brings together the financial and human resource needed for the running of a business enterprise such as a newspaper house.
However, this influence is more noticeable when such a newspaper is owned by the government such a paper is expected to reflect the orientation and views of its owner. If the newspaper is privately owned, it will be independent in its reportage.
It is in view of this, that this study wants to looks at how ownership of the various mediums affects their reportage of the political campaign 2011 presidential election.
1.1     BACKGROUND OF THE STUDY
Media ownership and control/influence are intertwined. The ownership interests affect what is covered and what is not covered as well as the manner of coverage. Ownership impacts the contents in print publication and the information the readers receive. Ownership influence sometimes accounts for the different versions of the same happenings.
Mc Quail (2005, P.292), commenting on ownership and influence in the media, espouses thus:
There is an inevitable tendency for owners of news media to set broadline of policy, which are likely to be followed by the editorial staff they employ. There may also be informal and indirect pressure on particular issues that matter to owners (for instance, relating to their business interest).
Media outfits ought to be impartial and independent. But as we know, ownership has influence in the functioning of the outfit. The media dames to the tune of the owner.
Ownership is a critical factor in the regulation of the mass media. Media managers are often faced with the dilemma of balancing the media owner’s interest and those of the public without informing on the laws of the candor the ethnics of the profession. Whether media is public or private, the interest of the owner plays a dominant role in determining what the media mangers do or fail to do. Hardly can an owner tolerate a manager who operates contrary to his interest.
Solomon, G. A., Margaret, S. A. & Joseph, A. T. (2009, P.23). Identified types of media ownership as thus:
Government Ownership
Private Ownership
Political Party Ownership and
Religious Ownership
The political party ownership owns and finances the media outfit. The media serve as the mouth organ of that political party. The media is basically to disseminate information about the party and canvass support for it. The political party has control over the financial affairs and the editorial contents of such media.
It is a common belief that the progress of a society without a virile press will almost always be retarded. The reason is simple: the press as watchdog of the society is charged with the responsibility of ensuring that both the government and the governed do not at any time or in any way shirk the responsibilities to each other.
It is also an obvious fact that the Nigerian press has proved itself to be one of the most virile in the world having played a vital role in the nation’s social, political and cultural life. The press has taken its rightful position as a deciding factor in the nation’s ancient and modern political development as well as in the arduous task of nation building.
Having said these, it is essential to keep in mind that the strength of the press depends to a very large extent on how free it is to operate and its level of independence.
This underlying factor could be said to be responsible for the success of some media organizations, which   continue to enjoy wide acceptance from the citizens especially the masses who constitute the vast majority of the population.
The capitalist press ideology holds that the press must be:
Free from interference by state, corporate and other factional interest.
Dedicated to the public’s right to know.
Committed to learning and presenting the truth at all times and being objective and factual in reporting (Aitschill, 1947, P.74).
The social responsibility theory accept that the role of the press is in serving the economic and political system, enlightening the public, safeguarding of the individual and providing good entertainment (Siebert et al, 1956, P.44).
Hence, the press has found itself being manipulated by three categories of people forcing it out of its own influence. This is expected because these elites have all it takes to drown the voice of the press at times, because they are prospectors of such media outfits or because they have the authority of state of influence what the media presents to the public.
This dominant political economy ideology, which the press tends to subscribe to, has been its bane, as it negates the fundamental philosophy of the press obtainable in a civilized system where the media operate freely.
Instead of being an independent agent of change, the press has merely become a source of gratification for the elites. For the political elites, it   is simply a more powerful tool for promoting political course through the antics of news management and propaganda in order to achieve both public and private ends.
The press therefore tends to assume an establishment or opposition identity depending on the political status of these elite who have all it takes to control them especially when the issue of ownership is involved.
In this regard, the performance of media outfits can be reflected in the cannon axiom that “it is he who pays the piper that calls the tune” hence instead of a “watchdog” the Nigeria press is merely a dog fed and tamed by its master and is expected to watch and work for the master.
This analysis shows that the Nigeria press lacks the cultural identity that is becoming the press, which operate in a cultural system. The dominant political economic culture of the owners of media organization is obviously responsible for this. This stance diminishes the objectivity of the press and thus forms the crux of this research.
For the purpose of clarity and convenience, this study will base on survey of guardian on the reportage of an issue that shook the fabric of our nation; the political campaign of the 2011 presidential election, in which Dr. Goodluck Jonathan became the winner.
1.2     STATEMENT OF THE PROBLEM
The media is certainly an agent of positive change in the society and a catalyst in nation building but unfortunately owners of media organizations tend to exert so much influence, interfering and manipulation on news content to gratify their selfish ends, this hampering the objectivity by the dictates of the media cultural identity and ethnics. According to Gerhard Wendler: (1996, P.44), he opines that
“The press occupies a strategies position in influencing the course of event in the society and this is because it is the custodian of and accessory to information and whichever it decides to do with such may go a long way in helping to influence the direction in which the society moves”.
It is a fundamental role and responsibility of the press to act as the custodian of public consequence, watchdog over government activities, muscle of public opinion, as well as essential agent in facilitating the development of a nation.
However, for the press to effective performs its function, its independence must be guaranteed, it must be devoid of sentiment and distribution.
Media organization are established to serve the masses but with the issue of ownership it become near impossible to categorically determine if media organization are truly independent of the influence and altitude of their owners.
1.3    RESEARCH QUESTION
The newspaper can attract and direct attention to problems, solution or people in ways which can favour a popular candidate or even the opposition candidate during election. In some cases, the newspaper can serve as a channel of persuasion and mobilization of resource, information and manpower. Looking at the impact newspaper plays in disseminating information during election and how it influences the values and standards by which issue are addressed, it is important that this study will seek to answer the following question.
How does the ownership influence affect the performance of media practitioners?
Does the policy of a particular media determine its activities?
Does the interest of the media owner influence practitioner style of reporting?
1.4     PURPOSE OF THE STUDY
Bearing in mind, that media outfits have a duty to serve the people but that the issue of ownership poses a threat to this ethical function. However this work attempt to:
Established the impact of ownership on political campaign and reporting.
Established level of independence which the press has, observable in political courage.
Ascertain what is the cultural identity of the press and the bearing it has with the fundamental philosophy.
Proffer solution(s) to secure the objectivity and fairness character of the media.
This study will also attempt to evaluate the performance of the press through reportage of newspaper organization in the right of the expected performance of the press, as defined in its function and ethnics.
In addition, the wok will compare and contrast the role concept and role behaviour of the press against the backdrop of the political economic ideology of prospectors of newspaper outfit using the reportage of 2011 presidential campaign using guardian as a case study.
1.5     SCOPE OF THE STUDY
The scope of the study is hinged on the role of the guardian newspaper during the 2011 presidential elections.
The reason for using guardian as an object of focus is because of its ownership pattern, circulation strength, availability and which range of courage of both national and international political issues.
1.6     SIGNIFICANCE OF THE STUDY
Considering the earlier discussed dominant tendencies of owners of media organization and the subservient attitude of reporters and editors who are the main performers of media roles, it is essential to embark on such work as this towards further sensitizing media workers especially journalist on their determinate role and responsibilities to the society.
It is hoped that the study will awaken the editors to reinforce their stance on matter affecting their day to day editorial function and issue affecting press freedom.
Furthermore, it is intended to serve as a remainder to owner of media outfits that the use of the media as exclusive propaganda organs is a series abuse of the media.
1.7     LIMITATION OF THE STUDY
No sound investigation can be carried out without impediment which tends in threatens the success of the research. This research work is no exemption.
One of the problems encountered by the researcher is time.
As a result of the short duration of the session, it was not an easy task combing classroom activities with going to field to collect materials for the research.
Couple with the above problem is materials. Due to poor state of the polytechnics library to another looking for relevant materials for the research and further aggravated the precarious financial position of the researcher as a student.
1.8     OPERATIONAL DEFINITION OF TERMS
The following terms are defines as they are used in the study.
POWER ELITES
Refer to a cream of people usually a cross section of the over articulate elites of the ruling class in the society who by virtual of their economic and political power possess an influence or control over the newspaper.
PERFORMANCE
Capability of the press to carry its function judiciously in compliance without its professional ideology with being bias.
OWNERSHIP INFLUENCE
The power which the owner of a newspaper wilds over the policy and the general content of the newspaper.
CONTENT
Any restrain or constraint in the newspaper.
MEDIA
The channel or devices and process f gathering and disseminating information idea attitude and influence to the public e.g. newspaper.
OBJECTIVITY
Ability of a newspaper to report an event as it happened without being bias.
CHAPTER TWO

LITERATURE REVIEW

2.0 INTRODUCTION

Our focus in this chapter is to critically examine relevant literatures that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.

2.1 CONCEPTUAL FRAMEWORK

Concept of Political Campaign

A political campaign is an organized effort which seeks to influence the decision making progress within a specific group. In democracies, political campaigns often refer to electoral campaigns, by which representatives are chosen or referendums are decided. In modern politics, the most high-profile political campaigns are focused on general elections and candidates for head of state or head of government, often a president or prime minister. 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. The points summarize the main ideas of the campaign and are repeated frequently in order to create a lasting impression with the voters. In many elections, the opposition party will try to get the candidate "off message" by bringing up policy or personal questions that are not related to the talking points. Most campaigns prefer to keep the message broad in order to attract the most potential voters. A message that is too narrow can alienate voters or slow the candidate down with explaining details (Udende  2011) .
Concept of Mass Media

The term "mass media" refers to any method of disseminating information from a single source to a large, dispersed, and diverse audience. They also refer to the vehicles that deliver messages, information, ideas, knowledge, and culture to a broad group of people. According to Nwosu (1996), referenced in Danladi (2013), mass media are a technical communication notion that refers to the equipment used by anybody participating in a mass mediated communication scenario to move messages over time and distance. 

The media and communication are closely related. It is the ability of the media to give salience, importance or prominence to an issue while de-emphasizing or ignoring others in the process of communication that gives the media its agenda setting capability. The relationship between the media and communication is so inextricable that one cannot begin to appreciate any without knowledge of the other. In contemporary society, the prerequisite for relating to and understanding the wider world have been narrowed to the effective use of information communicated through the media. Moreover, the enormous opportunities available from being part of the global village have become conceivable only because of innovations in information and communication technology which in turn have democratised media information. A general discussion of the media involves all the communication technologies that brought with it the transformation of the media and paved the way for the remarkable democratization of information today. Among recent developments in information and communication technologies are digital electronic audio and video devices, the World Wide Web (WWW), broadband, social networks, Internet ready devices like smart phones, tablets, as well as mobile internet etc. These modern communication technologies have inadvertently democratised access to information and are today deployed both in Nigeria and elsewhere to facilitate communication and/or information dissemination. Many media scholars and experts in Nigeria, Africa and indeed around the world agree that the media have some form of impact, influence and/or effect on its audiences. However, the direction, nature and extent of this influence, impact and/or effect remains a source of disagreement. In his own view Edie (2001) noted that the mass media all over the world have established themselves as a new channel - a third channel for political, (social and economic) influence - and in many aspects also as an independent power broker. Thompson (1995) believes that the media have played a central role in the development of modern institutions. In contrast, Kupe (1999) claims that in the African scenario the media have always been peripheral to the lives of most people in the continent. But Tettey (2001) argues strongly that the media are among the forces that have shaped, and continues to define the establishment of democracy in Africa.Daily, individuals across the globe are constantly exposed to information, ideas, news, advertisements, messages and ideologies from different media sources in the cause of their daily activities. In Nigeria, citizens have access to all sorts of media information ranging from; radio, television, cable and satellite broadcasts, the Internet both broadband and mobile internet, social networks, smart and ordinary mobile phones, digital audio or video devices, newspapers, magazines, periodicals, journals, books, cinemas, etc. One may then ask, why humans of all ages willingly expose themselves to this almost overload of information? One may equally answer that “by its very nature the media helps members of society i.e. (humans) to make sense of their world”. In addition, the media also have functional roles in the political, social and cultural structures of society including surveillance by acting as society‟s watchdog and directing members of society to important societal issues. Olayiwola (1991) explained that the media provides news and sets the agenda for political, social and cultural discourse. It is important to note at this point that the sourcing of news and information in the Nigerian media has its peculiarities. These peculiarities render it incorrect to argue that issues canvassed in the Nigerian media and discussed in the Nigerian public sphere is the agenda of the media.Palm and Marimbe (2018) defined mass media as any medium used to deliver large amounts of information. He categorizes what are known as mass media forms, which include the eight businesses of mass media: books, newspapers, magazines, recordings, radio, movies, television, and the internet.

THE MEDIA IN NIGERIA: A BRIEF HISTORY 

The history of the Nigerian mass media began with the setting up of redistribution centres by the British colonial government to rebroadcast programmes of the British Broadcasting Corporation (BBC) for the enjoyment of Her Majesty the Queen‟s employees in the West African coast. Additionally, newspaper publication began with the setting up of the „Iwe Iroyin‟ a vernacular newspaper by the Presbyterian mission in Abeokuta in 1859 by Reverend Henry Townsend. This was followed by newspapers like the Anglo African, Lagos Times, Gold Coast Colony Advertiser, Observer and Lagos Weekly Record etc. established by educated Africans like Robert Campbell, Richard Beale Blaize, John Payne Jackson etc. Dimkpa (1997) confirms that the second key owners of the media were foreigners who immigrated to Nigeria during the colonial days. These foreigners were mostly Sierra Leoneans and Liberians who were earlier exposed to western education before Nigerians. This group of newspapers were then followed by newspapers like the West African Pilot, Daily Times and the Nigerian Tribune all published by Nigerians like Herbert Macaulay, Nnamdi Azikiwe, Obafemi Awolowo etc. By 1937 no fewer than 51 newspapers had been established in Nigeria signifying the emergence of the first indigenous industrial enterprise. Most of “these newspapers” Dare (2000) observed were founded by men in all sorts and conditions of distress, people who according to Obafemi Awolowo … himself a member of the second generation of pioneers of the press were regarded as the “flotsam and jetsam” of the growing community of Nigeria‟s intelligentsia. In the 1950s radio and Television stations were established first in the western region of Nigeria which was quickly followed by the eastern region a few years after. Today the Nigerian media landscape is crowded with scores of newspapers, magazines, radio, Television and the new media. According to Kawonise (2012) there are presently not less than thirty (30) newspapers published daily; the weekly magazines – the serious ones, that is – are about fifteen (15), while the soft sells are not less than fifty (50). Nigeria currently has more than 150 radio and television stations publicly and privately owned. Five (5) of the television stations are on the satellite and are thus watched beyond the shores of the country. Quite a number of the television and radio stations that broadcast on the terrestrial space are available online and could be accessed wherever there is broadband Internet access.

Media Ownership Patterns 

The ownership of the mass media namely; electronic, print and the new media in Nigeria has different historical origins. Presently however, the electronic and print media in Nigeria appear to have arrived at a similar pattern of ownership. A look at their existing ownership pattern will reveal that there is dual ownership i.e. public ownership or government ownership, as well as private ownership of both the print and electronic media. This ownership pattern therefore involves the ownership of the print and electronic media by private individuals and/or private institutions. There is also the emerging ownership of the electronic media by institutions known as community broadcasting. What is interesting however for some inexplicable reasons is that in some instances the ownership of some media outfits in Nigeria is shrouded in secrecy. Frankly speaking, media ownership in Nigeria is not diaphanous in most cases this is because most precise owners of some media organizations are not always known to the public and, in many cases, the professional journalists serving as directors of such media companies are seen as fronts for unknown investors. Under the National Broadcasting Commission Act, religious bodies and political parties are specifically precluded from owning broadcast media. Foreign ownership of broadcast media is also restricted, resulting in very little foreign investment in the Nigerian media.

Concept of the Print Media 

The print medium is the most ancient form of mass communication. It has a long history of serving the literate society. However, their growth was sluggish at first, but as the desire for knowledge and information grew, they changed swiftly and prospered. The newspaper and magazine business grew rapidly in the twentieth century, and to meet the difficulties provided by modern electronic communication, newspapers employed cutting-edge technologies such as computerization to speed up production and enhance quality. Newspapers, magazines, posters, pamphlets, books, and everything else you read are examples of print media, according to Ihejirika (2014). Portraying the advantages of print media, he claims that articles in print media are permanent and may be saved and read again and again. This implies that if you read it today and don't understand it, you may go back and read it again until you do. Print media objects may be retained for as long as feasible, according to Patricia et al. (2015), as long as they are kept properly away from water, fire, and other hazards. Print media features include permanence, detail, literate medium, completeness, and geographic bounding, among others. 

Coversely, the newspaper business as a whole has made very little money and gradually fading away in the presence of digitization. According to newspaper deathwatch.com, a number of newspapers have folded in the recent decade, particularly in first and third world nations, indicating the threat that print media faces internationally, which is mostly due to the technological transition known as New Media. Supporting this point, Margaret Njuguna, who resides in Nairobi, says she no longer needs a newspaper to keep up with current events after purchasing a smartphone, according to a story published by Capital Business in 2016.

Categories of Newspaper Ownership in Nigeria 

There are different categories of newspaper owners in Nigeria. The first is made up of papers owned and controlled by the governments. Politicians and businessmen control the second category of newspapers, while some Journalists, who also own newspapers, belong to the third category. However, this study will focus on the PBO newspapers because they are the most challenging for media professionals. According to Ojebode (2013) PBO newspapers are those media outlets that are established by politicians who are also businesspersons. The Nation, whose owner is a politician and businessman, Bola Tinubu, is an example of a PBO newspaper. Some of the other main PBO newspapers in the country include Leadership owned by Sam Nda Isaiah, who contested and lost at the 2015 APC presidential primaries; Daily Sun and New Telegraph, published by Orji Uzor Kalu, a former Governor of Abia State and businessman; and Independent, owned by James Ibori, a former Governor of Delta State, who is also a businessman. Section 36, Subsection 11 of the Nigerian Constitution, states clearly that every person shall be entitled to establish and operate any medium for the dissemination of ideas and opinion. That is the reason there are over 150 newspapers and magazines in Nigeria today.

Newspaper Ownership and Editorial Freedom
Ownership determines to a large extent, media behaviour and performance. Ownership describes the proprietorship rights that an individual, a group, or an institution, exercise over a media house (Omenugha et al, 2013). These rights confer on such proprietors, the power to determine editorial viewpoint and content of media organisations. Okunna (2003) observes that a newspaper publisher can coerce an editor to write an editorial in a manner that he wants. This makes media owners, and not the editors, the ‘ultimate gatekeepers.’ That is the reason some media owners can hire and fire reporters and editors at the slightest whim (Omenugha et al, 2013). But editors who are not comfortable working under such restraining conditions are at liberty to leave. Uko (2002) cites an instance when several senior editors resigned from the then Concord Group of newspapers between 1984 and 1985, to establish their own titles. This followed the disagreement they had with the publisher, Moshood Abiola, a politician and a businessman, over editorial independence.

THE EFFECT OF OWNERSHIP ON POLITICAL CAMPAIGN AND REPORTING IN NIGERIA

It is difficult for journalists to be objective in their reports when their proprietors have a ‘list’ of persons and organisations that should not be touched. The proprietor’s political party, associates, family and friends are often regarded as ‘sacred cows.’ Reporters often lament how their editors ‘killed’ good stories that they wrote, because such articles were considered not to be in the best interest of their employers. Those who are deemed to be too obstinate are often deployed to ‘boring’ beats as punishment. Ojebode (2013) says that such newspaper owners often coerce their editors into reporting the activities of their politician friends positively, while reporting those of their opponents negatively. But it is not all media houses that compromise their integrity. The Guardian Newspaper is an example of such a media organisation that still maintains its editorial independence. The publication demonstrated objectivity in its report of the arrest and trial of the proprietor’s sister-in-law, who was then an influential managing director of a bank, over her financial peccadilloes. It may be argued that The Guardian can do this because it is not owned by a politician or a businessman with vested interests. It is worth stating that the 1999 Constitution of the Federal Republic of Nigeria guarantees freedom of expression, and of the press. This, theoretically, gives the press the freedom to publish their stories without interference. Similarly, the Freedom of Information (FOI) Act that expresident Jonathan signed into law in 2011, is designed to guarantee Nigerians right to public information. But, in practice, this is not often the case.

Adesoji (2010) corroborates this assertion when he stated that, “...as it was with the Nigerian Tribune from the 1950s to 1980s and Concord from the 1980 to 1990s, some section of the press became actively involved in partisan politics either by virtue of their ownership or the use to which they were put or both” (p.29). In support, Ojekwe,(2015) explained that, “there are many more with not very clear ownership links to politicians, yet with assumed partisan undertones-sectional, tribal and religious and which can easily be deployed for political purposes” (p.43). Yet, in a bid to gain influence and exert control, politicians, business leaders, and those with the financial wherewithal, often seek to acquire media organisations in order to articulate their views and advance their interests, those of their friends and political party members, while simultaneously delegitimizing and attacking the positions of those considered as opponents or perceived enemies. Chukwu (2015) argues that, “media proprietors employ their loyalists to run their media outfits in such a way that only their interests are protected. These employees for the fear of being sacked always succumb and this has been detrimental to journalism practice in Nigeria” (p.9)


The 2011 presidential election in Nigeria showed how influential newspaper owners can be when they choose to promote some candidates and malign the others, using the power of the press. PBOs practically used the media at their disposal to launch vitriolic attacks on their candidates’ opponents during the elections. Petersen (1993) agrees that newspaper owners seem to possess great powers in society and over the editors and reporters. It is important to state that it is not only in Nigeria that newspapers influence the outcome of elections. Whitington (1977) also reports how the owner of Australia’s Daily Telegraph, Frank Packer, instructed reporters covering the country’s electoral campaign in 1943, to praise his choice of candidate, who happened to be the then Prime Minister, and to criticise his opponents. This shows that media ownership can play an important role in the editorial direction of a newspaper. Uko (2002) supports the assertion that a publisher’s orientation has serious implications and valuable lessons for media practice. The Nigerian presidential election, which is the focus of this work, is not different from the one held in Australia, as some politicians and businessmen used their ownership of media houses to project their candidates with the aim of safeguarding their political and economic interests. However, unlike in Nigeria, where there is multiplicity of media ownership, Uko (2002) observes that proprietorship is concentrated in a few hands in Australia. Just two newspaper chains publish approximately 90 percent of the national daily newspapers in Australia (Henningham, 1996). Cryle (1989) who also amplifies this fact, notes that few individuals and families have controlled newspapers in Australia, for centuries. Concentration of media ownership in a few hands has several implications. According to Anaeto et al (2007) this makes such media proprietors so powerful that they begin to oppress the weak in society. This happens due to the near monopoly that media owners enjoy. Media monopoly stifles plurality of opinion, which is not good for democracy.


For the broadcast media in Nigeria around the time of the 2011 presidential election was largely replete with contents which substantially reflected the wishes of their founders. This is more because most broadcast media outlets are largely state-owned. Media houses owned by the Federal Government such as Radio Nigeria, Voice of Nigeria and Nigeria Television Authority (NTA), were mouthpieces for the PDP which controlled Government at the Centre. Conversely, all State-owned broadcasting networks of radio and television propagates the political ideologies of the parties in power in those States. Private media ownership, more than corroborates or negates the activities of the Government - owned media with their unfettered freedom to project the political leanings of their founders. Among such media houses included the African Independent Television (AIT) and Raypower FM in Lagos and Abuja, both of which were established by Raymond Dokpesi, a chieftain of the PDP. On the side of APC, were Television Continental (TVC), Lagos, established by an influential national leader of the APC, Bola Ahmed Tinubu, his protégé, Mr Rauf Aregbesola, established the Unique FM, Ilesa, before he became Governor of Osun State on the platform of the APC. Both projected the political ideologies of their founders. The media hostility generated by this allegiance to the two major political parties around the time of the election reached its climax when a paid advertorial was run against Bola Ahmed Tinubu captioned ‘The Lion of Bourdillion’ which run repeatedly every night by both the stateowned Nigerian Television Authority (NTA) and African Independent Television (AIT) which resulted in litigations at a competent court of law after the election. This advertorial also affected the fortunes of the APC at Lagos which was traditionally its stronghold as the party managed to get a simple majority in all the elections contrary to its antecedents of landslide victories in the previous elections. Broadcast media of different political ideologies often outplay each other in their daily broadcast of newspaper reviews where the strength of their political leanings and weakness of their opponents are propagated. Even before the specific study to follow, an exception could be made of some broadcast and print media whose ownerships are not traceable to politicians and who allowed journalism and media work to follow their golden rules. Such media houses include Channels Television rated the best in Nigeria by the viewers eleven times out of its 21 years of broadcast and The Punch newspaper which is considered the most widely read newspaper in contemporary Nigeria
2.2 THEORETICAL FRAMEWORK

There are several theoretical constructs that are used to explain media behaviour. These theories have some assumptions that can be used as a framework in this regard. Although the paper focuses on the gatekeeping theory because it is concerned with information management, it will also refer to other apposite theories to support its arguments. 

 Gatekeeping theory

The gatekeeping theory propounded by Kurt Lewin in 1943 looks at the process through which information is filtered for dissemination in a media organisation (Stacks and Salwen, 1996). In a typical newsroom, for instance, gatekeeping takes place in several ways and involves reporters, sub-editors, news editors, and editors. Gatekeeping also involves media outlet owners and even advertisers. For example, the Advertising Practitioners Council of Nigeria (APCON) usually vets all adverts before they are aired, thus serving as a gatekeeper. In a nutshell, the gatekeeper decides which information will be published and which will not, in the interest of society. But media owners, who are not professionals, dictated the stories editors should publish and what they should not publish, during the 2015 presidential election, thus circumventing the concept of gatekeeping. That is the reason there was no equitable coverage of all the 26 political parties in the country.

The source credibility theory
The source credibility theory propounded by Hovland, Janis, and Kelley in 1953 is also relevant to this discussion. The theory pertains to how the credibility of information source, determines whether or not people accept a report to be true. People are more likely to be persuaded to accept a story, when they perceive the source to be credible. Some media organisations are not deemed to be credible due to apparent ownership influence. Potter (2006) observes that when credibility suffers, a news organisation’s ability to survive economically also does. This may reflect in poor sales and dwindling advertising revenue. Similarly, in a comparative analysis on the consequence of unethical behaviours among journalists, Wilmot (2006) states that when journalists lie, they threaten entire society. Sharing the same perspective, Day (2006) recalls that in 1985, 65 percent of the public believe news organisations typically got their fact right, noting that by 2002, the figure had declined to 35 percent. It is even likely to have nosedived further, 15 years later, given the current proliferation of newspapers that care little for ethics, but more for profits. This shows that the public are becoming increasingly sceptical of what they read in the newspapers nowadays. During the election campaign, Nigerian politicians used several newspapers to promote their propaganda, which often bordered on the sensational. However, the electorate believed only stories published by newspapers that are perceived to have strong editorial independence, while they cast aspersions on newspapers whose owners are thought to have sympathies for some political parties. This latter group of newspapers are essentially the PBOs.


For instance, Ayodele Fayose, the PDP governor of Ekiti state, published several stories and advertisements in the media during electioneering questioning the state of health of Buhari. Although Fayose’s allegations against Buhari raised some ethical concerns, some newspapers still went ahead and published them, apparently for pecuniary gains. That shows the extent to which media ownership influenced the editorial judgements of newspapers during the election. Although, the code of ethics for Nigerian journalists prescribes the highest professional and ethical standards for practitioners, unethical practices among the press seem to be on the increase (Semiu et al, 2012). Even though regulatory bodies such as the Nigerian Press Council (NPC), the Nigerian Union of Journalists (NUJ) and other professional associations exist to checkmate the excesses of journalists, their efforts appear to have yielded little fruit. It must be noted that the press is a part and parcel of society. Anything that affects society affects the press too. It is, therefore, necessary to consider the peculiar environment within which the press operates in Nigeria. For many months, some journalists go to work without receiving salaries. Under such circumstances, it is quite difficult to expect such journalists to be ethical in their conduct. Few can resist ‘brown envelopes,’ which is a pseudonym that denotes honorarium or—in some cases—outright bribes, given to journalists to ensure positive publicity for an individual or an organization. Pratt (1988) and Frankena and Granrose (1974) view ethics as a moral issue for the media. Omole (2000) defines ethics as the shared normative values, which any society holds dear and are used to judge the behaviour or performance of any member of a society.

2.3 EMPIRICAL STUDIES


Nwammuo, Edegoh and Iwok (2015) conducted a study on the Nigerian Press coverage of the 2015 elections which revealed that, newspapers owned by politicians paid attention to the coverage of political events in order to protect the interests of their financiers while those owned by businessmen covered more of economic related stories because their financiers are more interested in business-related stories and profit-making. This conclusion seems sweeping as there is no newspaper that will not contain business, economy, health, technology and other social themes. The manoeuvre of the owner of the media ends at the political reportage. 

Ojo (2013) highlights four ways by which political elites in major ethnic groups manipulate and control the media to suit their purposes which include: a deliberate distortion of the information they disseminate to their audience, the citizens; the deliberate exclusion of some vital pieces of information, especially if those pieces are likely to lead the citizens into drawing a conclusion that does not favour the leadership; they can simply remain quiet over some crucial issues where the population is thirsting for information and they seek to divert the people’s attention from very important issues by crowding the people’s mind with trivialities.

Ejupi, Siljanovska, and Iseni (2014), also opined that: “media effects on politics are realized through manipulative and propagandistic techniques of persuasion, contrary to the professional standards and criteria of the functioning of the mass media of communication. All the foregoing assertions are subjected to an acid test in this study to establish the veracity or otherwise of each of them, and to also venture into other elements of framing.

In his study, Ojebode (2013) adopts the use of in‑depth interviews methodology with selected journalists in PBO media houses, to evaluate how much influence ownership has on editorial independence. Citing several scholars including Karppinen (2007); Jacka (2003); and Habermas (1995), Ojebode (2013) contends that the presence of a free press is one of the key characteristics of democracy. In the case of Nigeria, the media are far from being free to practice their profession due to the influence of media owners (Ojebode, 2013). Sparks (1992) reinforces this view by asserting that media independence may be difficult to achieve as there is hardly anywhere in the world where owners of newspapers do not wield some sort of influence. That is why politicians and businessmen who had a stake in the 2015 Nigerian elections used the newspapers that they control as a weapon to achieve their aims.

Frederick and Ugwu-Ogbu (2017) examines the impact of politician-businessperson-owned (PBO) newspapers on the objectivity of the reportage of the 2015 presidential election in Nigeria, by some selected media organizations. Adopting analysis of documentary evidence as methodology, the study examines the dominant themes of some PBO newspapers during their coverage of the election. This was done with a view to establishing their level of objectivity, which is defined in terms of whether these media organizations gave equitable coverage to all the 26 political parties and their candidates; and their level of compliance with professional ethics. Using gate-keeping theory as main theoretical framework, the paper finds that media owners, and not the editors, appear to be the gatekeepers. The paper recommends proper regulation of media organizations in the country to ensure that they meet stipulated ethical standards.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION


In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3
POPULATION OF THE STUDY


According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 

The main objective of this study is to examine the effect of twitter ban on political campaign using  People Democartic Party Uyo as case study. Selected twitter users who are  PDP supporters in Uyo Metropolis of Akwaibom State form the population of the study.
3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.

In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of twitter users in  Uyo Metropolis, the researcher conveniently selected eighty (80) participant who are PDP supporters as the  sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section inquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS

The responses retrieved from the filed survey were analyzed using the frequency, tables, and simple percentage which provided answers to the research questions. 
3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

The study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

4.1 INTRODUCTION

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of thirty-six (36) questionnaires were administered to respondents of which only thirty (30) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 30 was validated for the analysis.

4.2
DATA PRESENTATION
Table 4.2: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	17
	56.7%

	Female
	13
	43.3%

	Age
	
	

	25-30
	9
	30%

	31-36
	8
	26.7%

	37-42
	6
	20%

	43+
	7
	23.3%

	Marital Status
	
	

	Single 
	19
	63.3%

	Married
	11
	36.7%

	Education Level
	
	

	BS.c
	25
	83.3%

	MS.c
	5
	16.7%


Source: Field Survey, 2021

4.2 DESCRIPTIVE ANALYSIS

Question 1: How does the ownership influence affect the performance of media practitioners?

Table 4.2: Respondent on how ownership influence affect the performance of media practitioners
	Options
	Yes
	No
	Undecided
	Total

	It leads to a deliberate distortion of the information they disseminate to their audience
	30

(100%)
	00

(%)
	00

(%)
	30

(100%)

	It causes a deliberate exclusion of some vital pieces of information especially when it portrays the leadership of the day unfavorable in the sight of the masses
	30

(100%)
	00

(%)
	00

(%)
	30

(100%)

	It  results to manipulative and propagandistic techniques of persuasion, contrary to the professional standards and criteria of the functioning of the mass media of communication
	 30

(100%)
	00

(%)
	00

(%)
	30

(100%)

	It can results to media silence over critical issues where the population is thirsting for information  
	30

(100%)
	00

(%)
	00

(%)
	30

(100%)

	And they seek to divert the people’s attention from very important issues by crowding the people’s mind with trivialities.
	30

(100%)
	00

(%)
	00

(%)
	30

(100%)


Field Survey, 2022

From the responses obtained in the above table, 100% of the respondent said yes.There was no record for No and undecided.

Question 2: Does the policy of a particular media determine its activities?

Table 4.3:  Respondent on if the policy of a particular media determine its activities
	Options
	Frequency
	Percentage

	Positive 
	18
	60.0

	Negative
	08
	26.7

	Undecided
	04
	13.3

	Total
	30
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 60.0% of the respondents have positive perception marketing through Instagram, 26.7% of the respondent  ticked negative, while the remaining 13.3% of the respondent were undecided
Question 3: Does the interest of the media owner influence practitioner style of reporting?

Table 4.4:  Respondent on  if  the interest of the media owner influence practitioner style of reporting
	Options
	Frequency
	Percentage

	Yes
	15
	50.0

	No
	4
	13.3

	Undecided
	11
	36.7

	Total
	30
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 50.0% of the respondents said yes, 13.3% of the respondent said no, while the remaining 36.7% of the respondent were undecided
CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1 SUMMARY

The broad objective of this study is to examine the effect of ownership on political campaign and reporting in Nigeria, a study of Guardian newspaper. The study specifically established the impact of ownership on political campaign and reporting, it established level of independence which the press has, observable in political courage, it ascertained what is the cultural identity of the press and the bearing it has with the fundamental philosophy and proffered solution(s) to secure the objectivity and fairness character of the media.

Survey research design was employed for the study and with aid of convenient sampling selected Thirty-Six (36) participant who  are media practitioners in Guradian Newspaper as the sample size for this study. The sources of data collection was both primary and secondary with the application of questionnaires as an instrument to gather the necessary data. The questionnaires were properly completed as well  returned  by only 30 respondent after being administered and this was a basis by which the primary data were collected. Primary data collated was analyzed using simple percentage, frequencies and tables and the result were similar to those of the responses drawn from the questionnaires. 

5.2 CONCLUSION


Different levels of government in Nigeria (that is state and federal governments) serving and retired high level public and private officials, politicians, as well as influential businessmen and women, own most of the media organizations in Nigeria. These same groups of people (the ruling elite) are the core “news makers” whose views and opinions populate most of the views, news, opinions and information disseminated in the media in Nigeria. The concept of “news making” by “news makers” which largely revolves around this same group of people (the ruling elite) and the control they exert both directly and indirectly undermines the ability of the media to on its own perform its agenda setting function. Instead, the media functions to regurgitate the imposed agendas of its owners, their friends and associates. This therefore shows that current media ownership pattern and the level of media control in Nigeria actually hinder the media from independently setting society‟s agenda.


From the analysis of the study it can be concluded that ownership influence affect the performance of media practitioners and in regards to the 2011 general election political campaign, the influence of the media owner led to  deliberate distortion of the information, deliberate exclusion of some vital pieces of information especially when it portrays the leadership of the day unfavorable in the sight of the masses,  manipulative and propagandistic techniques of persuasion, contrary to the professional standards and criteria of the functioning of the mass media of communication and diverting of electorates attention from very important issues by crowding the people’s mind with trivialities.

5.3 RECOMMEDATION


Based on its findings, this paper recommends that stakeholders in the Nigerian media industry must continue to place emphasis on journalism ethics because this is the only way journalists can truly gain the respect of society that they serve as watchdogs. It also recommends sweeping reforms in the media industry to weed out the bad eggs that have tainted the image of the profession. This is the age of developmental journalism and Nigerian journalists should join hands in making society a better place for all. But most importantly, this paper strongly recommends the need to ensure properregulation of media ownership in Nigeria to reduce disproportionate concentration of power in the hands of a few wealthy and influential politicians and businesspersons, who use the press as a weapon to protect their interests.
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PPENDIXE

QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(s) ON A QUESTION OF YOUR CHOICE

SECTION A

PERSONAL INFORMATION

1. Gender

Male [     ]


Female [     ]

2. Age 

20-25
[     ]

26-30
[     ]

31-35
[     ]

36+ [     ]

Marital Status

Single [     ]
Married [     ]
Education Level

BS.c [     ]
MS.c[     ]

SECTION B

Question 1: How does the ownership influence affect the performance of media practitioners?

	Options
	Yes
	No
	Undecided

	It leads to a deliberate distortion of the information they disseminate to their audience
	
	
	

	It causes a deliberate exclusion of some vital pieces of information especially when it portrays the leadership of the day unfavorable in the sight of the masses
	
	
	

	It  results to manipulative and propagandistic techniques of persuasion, contrary to the professional standards and criteria of the functioning of the mass media of communication
	
	
	

	It can results to media silence over critical issues where the population is thirsting for information  
	
	
	

	And they seek to divert the people’s attention from very important issues by crowding the people’s mind with trivialities.
	
	
	


Question 2: Does the policy of a particular media determine its activities?

	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


Question 3: Does the interest of the media owner influence practitionerS?

	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


