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ABSTRACT
The research is carried out on the thrust to examine the influence of SMS political advertising (messages) on voting pattern of electorates in the 2015 Governorship election in Abia State. Short Message Service otherwise known as SMS play a crucial role in political mobilization, political awareness and in influencing the voting behaviour of electorate as it was tested during the 2014 governorship election in both Ekiti and Osun State that is why it was also used in Abia State gubernatorial election. Survey research method was adopted coupled with 300 copies of questionnaire that were administered to the electorate to find out whether they receive any sms that associate with politics during 2023 gubernatorial elections in Abia State and the how it influenced them. Out of 300 copies that were administered, 289 copies were returned upon which analysis was based. Frequency and simple percentage method coupled with table were used in analyzing the data. It is recommended that political parties, politicians, INEC and other stakeholders like National Orientation Agency etc should keep in touch with voters individually by sending SMS to them either to canvas for vote or to educate them on political conduct and in an attempt to get text messages across to the electorate, they can get the data of this demographic group from the Nigerian Communications Commission (NCC) data base with the new SIM registration phenomenon, this should not be a difficult task.
CHAPTER ONE
INTRODUCTION
1.1 Introduction
Election is the central institution of democratic representative governments. This is because, in a democracy, the authority of the government derives solely from the consent of the governed. The principal mechanism for translating that consent into governmental authority is the holding of free and fair elections. Kirkpatrick (2018) identified the criteria of democratic election to include voters education and democratic elections among others. Elections are at the very heart of democracy, and are indeed the very essence of democracy. However, prior to the election proper, political parties, politicians, party members and other stakeholders engage in an equally important process called “electioneering”. electioneering are speeches and other activities that are intended to persuade people to vote for a particular person or political party”. It is popularly regarded as ‘campaigning’ in this part of the world. 
An ‘election year’ is like no other year in any country practising democracy. Politicians and their respective political parties go to a great length to reach out to eligible citizens with persuasive messages in order to convince the electorates to vote for them. No stratum of the society is spared from the barrage of electioneering: market women, working class, traders, artisans, students, professional bodies, youths, etc are all targeted in order to secure their votes. The mass media has served as the tool of choice to reach the heterogeneous and widely dispersed electorates. 	Massive funds are usually earmarked by politicians and their parties for electioneering in the traditional mass media i.e. television, radio, newspapers and magazines. The popularity of the mass media is due to its wide reach/coverage. Nomadic herdsmen can be reached via their sms, transistor radios, elites and literati can be reached via newspapers, women can be reached via magazines and town/city dwellers mostly via the television. 
 In the past two decades, political campaigns have adopted new media technologies, including the Internet and online social media and text messages.However, a very important component of the electorates – the youth  seem to be increasingly ‘unreachable’ through the traditional media, as they seem to be making a shift away from the traditional media to internet based applications like social media, smartphone and text messages. The decreasing influence of traditional media was noted by Thomas, Allen and Semenik (2014): as “an important issue propelling this search for new ways to reach electorates and how political advertising (messages) has influenced voting pattern of electorates in 2023 general elections.


1.2 Statement of the problem
In recent years, usage of text messages sent by political parties and candidates to potential voters has been on the rise. Such messages may also offer response options, which create bilateral communications with potential voters.One method to promote political participation is to develop a political campaign: a series of actions taken by a party or a candidate designed to persuade voters to vote for them. Although youth and average masses apathy towards election obviously does not augur well for sustenance of democracy in the country, hence the sensitization and mobilization drive by the federal government to encourage youths of eligible age to participate in the electoral process by registering and also voting for candidates of their choices even as they send them persuasive message via their smartphones. Inspite of several literature on the importance of social media in political campaign, none has covered the role of SMS in voting pattern. The study wish to close this gap and hence seeks to  examine the use of SMS as a veritable mobilization tool for electioneering campaigns in general elections with a focus on south eastern Nigeria. 
1.3 Research objectives
The main focus of this study is to examine the influence of SMS political advertising (messages) on voting pattern of electorates in the 2023 governorship election. Specifically the study seeks:
1. To examine the role of SMS in voting pattern of SMS.
2. To what extent does SMS political advertising influence voting pattern.
3. What is the perception of electorates on SMS political advertising
1.4 Research question
1. What is the role of SMS in voting pattern of SMS?
2. To what extent does SMS political advertising influence voting pattern?
3. What is the perception of electorates on SMS political advertising?
1.5 Significance of Study
The findings of this study will add more knowledge to the existing literature on media effect theories. It will also serve as a reference for future researchers that may want to undertake a research on a similar study. Government  will find the result of this study useful, especially those that are in the business of disseminating public service announcements and national orientation messages. More often than not most of such messages are targeted toward the youths in particular e.g. “Voter Registration”. “Cool 2 Vote”, “Anti cultism”. Anti-abortion, HIV/AIDS prevention etc. The result of this study would be of interest to all political parties that want to sell their parties, manifestos, candidates, ideas to the youths in order to secure their votes. 
The findings of the study will enable Political parties in the 21st century not to afford to be technologically bankrupt in this information age hence the need for them to device mechanisms for electioneering and campaigning in other to influence the voting pattern of the masses.The findings of this study will contribute to the sustainable development of democracy in Nigeria. 
1.6 Scope of the study
The scope of this study borders on the influence of SMS political advertising (messages) on voting pattern of electorates in the 2023 governorship election. The study is however limited to Abia State in South East Nigeria.
1.7 Limitations of the study
The major limitations of this study is that the newness of the topics as assigned by the project supervisor posed a big challenge to the researcher. Lack of material such as textbook, journals, internet print-outs relevant to carry out the research and renovation of school library were banners to the study. The researcher also  encountered some constraint that was likely to hamper the pace of the study including the respondents unwillingness to participate in the study by refusing to give answers to the survey instrument, to overcome this kind of limitation, the researcher explained the purpose of the study to his respondents and solicited for their cooperation. Despite all these limitations, the research was successfully carried out.


1.9 Definition of Terms
Awareness: Awareness is the state of being conscious of something. More specifically, it is the ability to directly know and perceive, to feel, or to be cognizant of events.
Electoral process: An electoral process or voting system is a set of rules that determine how elections and referendums are conducted and how their results are determined.Electoral process are the detailed constitutional arrangements and voting systems that convert the vote into a political decision. 
Voting behaviour: This has to do with youth response towards voting. There could be low voters turnout, average of large voters’ turnout. Influence: The power to affect the way someone or something behaves, thinks without using direct force or order.
Advertisement: It refers to any paid for or sponsored messages, which is disseminated through the media and aim at informing and persuading an audience to take an action in response to the advert
SMS: SMS (Short Message Service) is a text messaging service component of most telephone, Internet, and mobile device systems. It uses standardized communication protocols that let mobile devices exchange short text messages.


CHAPTER TWO
LITERATURE REVIEW
[bookmark: _Toc43312039]2.1 INTRODUCTION
Our focus in this chapter is to critically examine relevant literature 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.
2.2 CONCEPTUAL FRAMEWORK
Advertising
Today meaning of advertising abound. Arens (1996) cited by Ayanwale Alimi and Aynabimipe (20.05) "define advertising as communication process, marketing process, an economic and social process, a public relation process or an information and persuasion process". Dunn and Barban (1987) cited by Ayanwale et al, (2005) define advertising from its working approach. Therefore, they define it as "a paid, non personal communication through various media by business firms, non-profit organization, and individuals who are in some way hope to inform or persuade members of a particular audience". Morden (1991) cited by Nwosu and Nkamnebe (2006) is of the opinion that "advertising is used to establish a basic awareness of the product or service in the mind of the potential customer and build up knowledge about it". Kotler (2009) perceives advertising to be a tool marketing firms use in channeling persuasive communication to existing buyers, prospects and general publics. It consists of nonpersonal forms of communication conducted through paid media under dear sponsorship. According to Kotler and Keller (2009) "the purpose of advertising is to positively influence potential and existing buyers' responses to the organization and its offering, emphasizing that it seeks to provide information by channeling desire and supplying reasons for preferring a particular organization's offering". Meanwhile penning on advertisings' natures and coverage, Etzel, Walker and Stanton (1997) clearly expressed entire advertising as having four structures: 1. A verbal and or visual message 
2. A sponsor who is identified
3. Delivery through one or more media
4. Payment by the sponsor to media carrying the message 
Shimp (2007) corroborating Richards and Curran (2002) define advertising as a paid, mediated form of communication from an identifiable source, designed to persuade the receiver to take some action, now or in the future. An official and well-liked definition of advertising is any paid form of non-personal communication about an organization, product, service, or idea by an identified sponsor (Belch & Belch. 2003). On the other hand, advertising can be a cost-effective way to disseminate messages, whether to build a brand image and to educate people (Kotler, 2006). A broad variety of rational motives can be used as the source for advertising appeals such as convenience, economy, health, sensory benefits, also quality, performance, comfort, reliability, durability, efficiency, efficacy etc; all of these are to stimulate the consumer to patronise a product (Duncan, 2002). In accordance with the work of Young (1973), Shimp (2007) asserts that many business firms as well as not-forprofit organizations have faith in advertising majorly because it performs five critical communications functions which are informing, influencing, reminding and increasing salience, adding value, and assisting other company efforts (Young, 1973).
SMS
SMS (Short Message Service) is a text messaging service component of most telephone, Internet, and mobile device systems. It uses standardized communication protocols that let mobile devices exchange short text messages. An intermediary service can facilitate a text-to-voice conversion to be sent to landlines. SMS, as used on modern devices, originated from radio telegraphy in radio memo pagers that used standardized phone protocols. These were defined in 1986 as part of the Global System for Mobile Communications (GSM) series of standards.[2] The first test SMS message was sent on December 3, 1992, when Neil Papwort, a test engineer for Sema Group, used a personal computer to send "Merry Christmas" to the phone of colleague Richard Jarvis. SMS rolled out commercially on many cellular networks that decade and became hugely popular worldwide as a method of text communication.By the end of 2010, SMS was the most widely used data application, with an estimated 3.5 billion active users, or about 80% of all mobile phone subscribers.The service allows users to send and receive messages of up to 160 characters (when entirely alpha-numeric) to and from GSM mobiles. Although most SMS messages are sent from one mobile phone to another, support for the service has expanded to include other mobile technologies, such as ANSI CDMA networks and Digital AMPS (Kelly H. 2012).
POLITICAL CAMPAIGN
Political advertising campaigns in Nigeria That the mass media pervades our daily lives, including through advertising, has been well established by various scholars and communication experts. In politics, ad campaigns have become an essential tool used by candidates contesting for various positions, to persuade people to vote for them. Advertising and public relations occupy the centre stage of promotion of political candidates and parties vying for different political positions during campaigns. In recent decades, political advertising has changed significantly. Iyenga and Simon (2000) state that political advertising is increasingly the main element in political campaigns, rendering party machines and grass-root organisations less important than they were in the past. Diamond and Bates (1992) similarly posited that unlike political campaigns in the past, advances in media technology have streamlined the process, giving candidates more options to reach larger groups of constituents with little effort. According to boundless.com (2015) the growth of political advertising – especially in the United States – can be attributed to cable television networks and the internet.
In Nigeria, political advertising has grown immensely in the past two decades. This is probably a result of the growing awareness by political parties and their candidates of the usefulness of advertising to educate the electorate about a candidate as a ‘better brand’, and to communicate their offerings in form of manifestos to the electorate. Olujide (2010) notes that advertising has become the most commonly used technique to create a favourable image for the candidate and a negative image for the opponent. Before now, political parties and candidates channelled most of their resources into political rallies, speeches and direct contact to gather the support of electorates, as noted by Opeibi (2004). Between the 2007, 2011 and most recently the 2015 elections in Nigeria, the use of political ad campaigns has expanded with regard to mode of delivery, type of language used, and forms of media used to communicate these messages. The 2007 gubernatorial elections in Lagos State saw the overflow of both traditional and new media with media campaigns of the three strongest contenders, who were Babatunde Fashola (AD), Musuliu Obanikoro (PDP) and a new face, Jimi Agbaje (DPA). Because of the popularity of these three candidates amongst the electorate, campaigns became highly competitive. Each candidate tried to outdo the other using political ad campaigns. They came up with various jingles, such as ‘everybody loves Jimi Agbaje’, and slogans such as ‘Ekoonibaje o’. According to Nworah (2011), the 2011 presidential election between former president Goodluck Ebele Jonathan of the PDP and General Muhammadu Buhari of the CPC had its peculiarities. Because Goodluck Jonathan had not been elected president during his first term, he was saddled with the responsibility of convincing the electorate that he was a better choice than his strongest opponent. This he did by investing a lot of funds into media campaigns, which included traditional media and the new media. Although some scholars agree that political advertising is important to every election campaign, certain political consultants remain divided on the extent to which political advertising influences voting behaviour. In the past, political campaign researchers such as Iyenga agreed that political media campaigns had a great effect on voting behaviour. However, recent studies have shown a better understanding of the effectiveness of political advertising communication in elections. Holbrook (1996) concluded that ‘variations in candidate support during the campaign season are largely attributable to the occurrence of campaign events.’ Iyenga stated that political advertising is persuasive rather than manipulative, and its messages inform voters about the candidates’ positions and allow voters to develop differentiated images of the candidates. Interestingly, Nigerian voters are becoming ever more exposed to political advertising – a lot more than in the past, which in turn raises awareness about political decisions before they are taken. Voters are becoming more aware about political information, including information on candidates and their manifestos, party policies and election guidelines, through the continual use of political advertising in election campaigns in Nigeria.
SMS POLITICAL ADVERTISING (MESSAGES) 
Alongside the adoption of the Internet and social media, distribution of short text messages (SMSs) on mobile platforms in general, and during political campaigns in particular, has also increased in the past decade. This phenomenon is facilitated by the penetration of mobile phones and in particular smartphones. In 2014 (shortly before the data collection phase of the current study), one half of the world’s population owned a mobile phone. Of 3.7 billion mobile phone subscribers, 2.6 billion use a smartphone (Global System for Mobile Communications Association [GSMA], 2015). Mobile phones are recognized as direct, personal, and inexpensive means of marketing, and are considered to play a supremely important role in the contemporary marketing world. Marketing companies perceive text messaging as an excellent strategy for motivating consumers to take action. The opening rates of SMSs range from 95% to 99%: 90% of all text messages are opened within 3 minutes, and most are opened within 1 minute from receipt (Tatango, 2014); when the message contains an Internet link (typically a link to additional information, survey, etc.), 33% of all readers on average will click the link (Fun Mobility, 2015).
 A study on the responses to 26 SMS campaigns in the UK found similar rates. Approximately 89% of the respondents in the study noted that they read the texts they received on their devices, and 5% forwarded the text to their friends or family. The average call-to-action click-through rate (either visiting a website, a virtual store, or making an online purchase) is 31%, and the average text message response rate is 15% (Rettie, Grandcolas, & Deakins, 2005). Mobile text messages have several important advantages with respect to disseminating and creating exposure to political information, compared to “traditional” online messages (conveyed by email or through social networks, for example). First is the personal character of mobile media. In contrast to traditional media and the “static” Internet as accessed through PCs, mobile phones are held and “worn” on the body, and consequently users tend to perceive them as highly personal (Pick, 2010; Verclas, 2008), which results in short response times (Dale & Strauss, 2009). Second, in most cases, mobile phones are more convenient to use than the Internet as accessed through PCs. Receiving or sending SMSs does not require that the user connect to a computer or be located in a specific place (Pick, 2010). Third, mobile phone use may diminish participatory inequality typical of the more “static” Internet access, as SMSs are easily accessible by populations with different education and income levels (Grossman et al., 2014; Suarez, 2006). 
Fourth, SMSs are not distributed with adjacent content, overriding the “noise” existing in other online advertisements such as sponsored content on Facebook or Twitter, or online video commercials. This allows the recipients to better focus on the message (Corasaniti, 2015). Fifth, SMSs have no social element, in contrast to responses on public pages in forums and social media platforms, which might mitigate political organizations’ fears of negative publicity. Interactions are visible solely to recipients and senders, and political organizations may prefer mobile communications over communications on social media such as Facebook for this reason (Lev-On & Rosenberg, 2017). Finally, compared to the Internet, mobile phones have diffused to a large proportion of the world population and mobile phone users are directly accessible at all times and locations (Suarez, 2006). Thus, texts allow a campaign to accurately segment its target audience and personally reach its potential voters (Pick, 2010; Suarez, 2006; Verclas, 2008). In view of such affordances, mobile phones and smartphones have become an effective arena for political campaigning. Nonetheless, studies on the use of technologies in political campaigns have mainly focused on websites and social media (e.g., Bond et al., 2012; Jimenez, Mossberger, & Wu, 2011; Mossberger, Wu, & Jimenez, 2010; Norrander, 2015; Valenzuela et al., 2018), and little literature has been devoted to mobile platforms and their potential to motivate individuals to engage in political action. More explanation is needed of how and why people use mobile media and whether mobile media differ from other ICTs in factors that predict political participation such as socioeconomic status and efficacy in using the technology (J. A. Martin, 2014). The few studies that explored the socioeconomic profiles of text message senders and receivers indicate that one third of mobile phone owners prefer to send text messages rather than conduct voice conversations, and this preference is significant among women (Hale, 2011; Reid & Reid, 2005), young people between the ages of 18 and 29 (Smith, 2011), and especially teenagers, for whom texting and using text apps such as Whatsapp are considered the main modes of communication, while voice conversations and emails are considered secondary modes of communication (Lenhart, Ling, Campbell, & Purcell, 2010; Ling, 2010). Although attitudes toward marketing SMSs are not affected by gender (Zabadi, Ahmad, & Elsayed, 2012), they are affected by age, as younger people have more positive opinions about marketing SMSs (Barwise & Strong, 2002; Ünal, Ercis, & Keser, 2011).
CONCEPT OF ELECTION 
In a democracy, election is a fundamental ingredient and a litmus test of voters‘ education and political participation. Election has been defined as the process by which a people decide their rulers and assign persons to ruler-ship positions. Elections denote voluntary participation in the choice of leaders and therefore bequeath or invest legitimacy (Ikelegbe,2004 cited in Uhunmwuangho, S.& Aibieyi, S 2017). The most common electoral systems can be categorized as either proportional or majoritarian. Among the former are party – list proportional representation and additional member system. Among the latter are first-past-the-post (relative majority), and absolute majority. Several countries have growing electoral reform movements, which advocate systems such as approval voting, single transferable vote, voters‘ education and/or instant run-off voting or a Condorcet method (Ikelegbe, 2004 cited in Uhunmwuangho, S.& Aibieyi, S 2017).
DEMOCRATIC ELECTIONS 
Election is the central institution of democratic representative governments. This is because, in a democracy, the authority of the government derives solely from the consent of the governed. The principal mechanism for translating that consent into governmental authority is the holding of free and fair elections. Kirkpatrick (2018) identified the criteria of democratic election to include voters education and democratic elections amongst others.
Opposition parties and candidates must enjoy the freedom of speech, assembly, and movement necessary to voice their criticisms of the government openly and to bring alternative policies and candidates to the voters. Simply put, permitting the opposition access to the ballot is not enough. Elections in which the opposition is barred from the airwaves, has its rallies harassed or its newspapers censored are not democratic. The party in power may enjoy the advantages of incumbency, but the rules and conduct of the election contest must be fair and just ((Ikelegbe, 2004 cited in Uhunmwuangho, S.& Aibieyi, S 2017). 
Democratic elections are periodic: Democracies do not elect dictators or president-for-life. Elected officials are accountable to the people, and they must return to the voters at prescribed intervals to seek their mandate to continue in office. This means that officials in a democracy must accept the risk of being voted out of office. The one exception is judges who, to insulate them against popular pressure and help ensure their impartiality, may be appointed for life and removed only for serious improprieties (Tomwarri, 2009 cited in Onyekwelu B. & Akomolafe D. 2015). 
Democratic elections are inclusive. The definition of citizen and voters education must be large enough to include a large proportion of the adult population. A government chosen by a small, exclusive group is not a democracy, no matter how democratic its internal workings may appear. One of the great dramas of democracy throughout history has been the struggle of excluded groups, whether racial, ethnic or religious minorities, or women to win full citizenship and with it the right to vote and hold office. In the United States for example, only white male property holders enjoyed the right to elect and be elected when the Constitution was signed in 1787. The property qualification disappeared by the early 19th century and women won the right to vote in 1920. Black Americans, however, did not enjoy full voting rights in the southern United States until the civil rights movement of the 1960s. And finally, in 1971, younger citizens were given the right to vote when the United States lowered the voting age from 21 to 18 years (Tomwarri, 2009 cited in Uhunmwuangho, S.& Aibieyi, S 2017).
THE ELECTORAL PROCESS IN NIGERIA 
The electoral process in Nigeria began immediately the country gained independence in 1960. Being a newly independent country, the government was made up of a coalition of different political parties, which were the Nigerian People's Congress (NPC), the National Council of Nigeria and the Cameroons (NCNC) led by Nnamdi Azikiwe, who became Nigeria's maiden Governor-General in 1960. The liberal Action Group (AG) formed the opposition. The nation seceded from its British legacy in 1963 by declaring itself a Federal Republic. Elections were held in 1965, amid dubious electoral circumstances (Wikipedia, 2019). Since then, the nation has gone through several political eras. 
The Nigeria Electoral system is the single member constituency type with competitive multiparty and the first past the post winner system. The method of voting used in five out of six past elections, that is, in 1979,1983, 1999, 2003 and 2007 was the Open Ballot System (OBS). 
The OBS entails a procedure in which the prospective voter goes through a process of accreditation, receives a ballot paper from the appropriate poll official and thereafter makes the confidential thumb impression in favour of the political party or candidate of choice in a secret voting compartment before dropping the ballot in the box positioned in the open, in the full glare of officials, security agents and party agents. (Okop, 2006 cited in Uhunmwuangho, S.& Aibieyi, S 2017). 
There are five key groups involved in the electoral process and these are the electorates, the political players, the electoral officials, the Judiciary and the Government. Each of these groups has their distinct roles in the electoral process. 
THE ELECTORATES 
These are the citizens, and they make up the general populace; the people of the land. In any democracy, there is a clear difference between citizens and subjects. The subjects passively allow the Government to initiate and carry out public policies, while the citizens actively participate in the rituals of democracy (Lyons and Alexander, 2016). The difference between the two is determined by their level of awareness. This group usually takes active part in two major events in the electoral process, which are voters’ registration and voting. In Nigeria, as in most other nations, the voting age is 18 years and above. This group constitutes the most vital component of the electoral system and they determine the success or failure of the system. Consequently, they are supposed to be made aware and sensitized of every development in the electoral process. 
THE POLITICAL PLAYERS 
These are the main players in the electoral process. They include the political aspirants as well as everyone who is registered as a member of a political party. 
Some of the key events that involve this group, apart from the registration and voting, are: 
‐ Registration of parties 
‐ Registration of members into each party 
‐ Registration of candidates 
‐ Establishment of strategies of wining elections 
‐ Primary Elections 
‐ Elections 
‐ Proper monitoring 
‐ Presentation of candidates for elective positions 
THE ELECTORAL BODY 
This group is made up of the electoral commission set up by the government to conduct elections and personnel employed either as a full or ad hoc staff. These are the personnel employed specifically to implement the various key events that make up the electoral process as contained in the laws that set up the body. They can be described as the bridge between the electorates and the political players. They are involved in most of the activities of the electoral process. The events that involve the electoral officers, as described by (Nelson, 2001 cited in Onyekwelu B. & Akomolafe D. 2015), are: 
• Registration of voters or updating of registration records; 
• Parties and candidates’ registration; 
• educating voters; 
• accrediting observers and monitors; 
• establishing an electoral campaign period; 
• oversight of the process and its machinery; 
• preparing for, and then holding the vote and count; 
• announcing the results; and 
• inauguration of the newly elected officials Nigeria as a country has a population of about 120 million people, out of which, there are about 60 million registered and eligible voters spread across 120,000 polling centres. 
As a result of this, election supervision and manning of the centres require about 500,000 officials, a greater number of which are temporary or ad-hoc staff, recruited and trained, usually very late in the elections process (Okop, 2006 cited in Onyekwelu B. & Akomolafe D. 2015). 
The officials are usually appointed and coordinated under the umbrella of the electoral body which is put in place by the government. This has always brought the electoral body under fire from many quarters, such as political parties and civil society any time there is a failure in the electoral process. They have accused the commission of being susceptible to pressure from the ruling Party (Owen, 2003).
JUDICIARY 
The judiciary is charged with its normal responsibility of dispensing justice in the electoral process. Any dispute, complaint relating to the election as it affects any of the players and intra party disputes are adjudicated upon by the judiciary. 
THE GOVERNMENT 
This includes the ruling party, as well as the political office holders who might belong either to the ruling party or an opposition party. The Nigerian Government has always played an active role in the electoral process, and particularly in the putting in place the electoral bod y. In 1992, the ruling Government went as far as creating two political parties, and creating the guidelines and manifesto guiding each of the parties.
ELECTORAL AWARENESS
Elections require citizens to participate in the electoral process and to make an informed decision when voting. Elections imply decision-making, and democracy implies actively participating. Decision-making and active participation are based on information, skills, values and practices, which have to be provided to the entire voter population. Voter information, awareness and education campaigns provide voters with the knowledge, skills and values to do this. 
Electoral awreness if created through votrers education. Hence if awareness about the political processs must be passed to the citiziens it ioccurs in voters education.Voter education is a very focused and deliberate undertaking. It is targeted at eligible voters and addresses specific electoral events as well as the general electoral process. INEC should see it as laudable endeavour to properly educate and enlighten Nigerians about the elections. It is the responsibility of INEC to organize a campaign aimed at voters‘ education. Such enlightenment as ―Who can vote from outside the country, Are citizens residing outside the country allowed to participate in the election?, How do electors cast their votes?, Manually marking of ballots?, and what are the legal qualifications to become a candidate at legislative elections?. Nigerians needs to be educated assisted to participate and understand the electoral process and the above stated questions. The education campaign comes with desired messages through various media platforms to effectively and efficiently educate and mobilize Nigerians to participate in the forthcoming and subsequent elections. These efforts are aimed at avoiding hugger and violent election. Hence it is better to catch them young through proper voters‘ education and n the secondary schools (Igini, 2019).
VOTING PATTERN
Political behaviour is a view that there is no polity without a belief system inherent in the people. The rising and the falling of a polity is a product of a kind of political beliefs, dispositions, and orientations that run in the psyche of the people and their leaders. On the basis of that, he concludes that, the greatness of any nation is a product of the political culture that is prevalent on it.Political participation and democratic culture in Nigeria as a concept is one that is ridden with grievances and fears of isolation hence the struggle for central power by different ethnic groups. This struggle negatively affects electoral activities in the area of malpractices like thuggery, rigging and other political electoral violence, which is replete in party politics in Nigeria. Democratic culture of any country to a large extent determines their political participation. A culture of democracy must reflect the norms and values that place a premium on the freedom of individuals .
Political behaviour in Nigeria is full of incinerating and abusive language by both the contestants and the electorates. He cited former President Olusegun Obasanjo in 2007 elections where he said elections is a war and you must win by all means possible. This further interpreted revealed that, in order for the incumbent to win elections, they did not rely on voters’ power but through the use of coercive and subjugative method such as political thuggery, rigging and even political assassination. The electorates are inculcated with such attitude too and it formed a kind of political behaviour among the voters during an election process. Thus, the voting pattern is such in a way that voters are sometimes coerced to vote for a particular candidate or even abandon voting because it will not even count. Democracy and elections in Nigeria is affected by poor institutionalisation of democratic values and culture. According to them, inter-ethnic competition or tribalism is a great weakness which leads to instability in Nigeria’s democracy. In addition, constitutional democracy became so fragile in Nigerian state because it was imported. For instance, the Second Republic came to an end as a result of rioting in the Southwest and Southeast that followed the Northern candidate was announced as victorious in the 1984 Presidential election. The military took over immediately. This was as a result of political behaviour and voting culture of the electorates on the perception that only a candidate that emerges from their ethnic or regional or even religious groups can win or rule. It is also added that party affiliation does not pay much in Nigerian political behaviour except with unswerving loyalty based on sentimental attachment. Today, they conclude: “Tribalism or ethnicity or regionalism or statism is a revered political platform for aspiring politicians and for those in various offices in the country. This is a debilitating disease. In essence, the authors are denoting that Nigerian political system is not fully democratized since political behaviour of ethnic politics is inculcated as rightly studied by Nnoli (2004) before where he cited Nigerian democracy as “Ethnic Politics”.
THE INFLUENCE OF SMS POLITICAL ADVERTISING (MESSAGES) ON VOTING PATTERN OF ELECTORATES
The Internet-triggered phenomenon of electronic democracy has also expanded to mobile phones in recent years, since the penetration of smartphones intensifies information flows between citizens and governments (de Zúñiga, 2015; Evangelopoulos & Visinescu, 2012; Mossberger et al., 2013; Stieglitz & Brockmann, 2013).
Mobile media and SMSs make it easy to disseminate information and create a political dialogue between citizens and their national and local governments, during ordinary times and emergencies (S. W. Campbell & Kwak, 2011; Lev-On, 2012; Lev-On & Steinfeld, 2015; Lev-On & Uziel, 2018). Mobile media also play an important role in information provision in mass street protests as they help activists mobilize others (Neumayer & Stald, 2014). In the US, for example, citizens were requested to suggest, using SMSs and the Internet, how to generate a financial balance in the state budget. The 20 most popular responses were implemented in the 2010 budget plan (Evangelopoulos & Visinescu, 2012).
Politics is present in mobile phones during elections as well. In the US, 14% of voters in 2010 used their phones to inform others when they voted, 15% used their phones to access election-related news, and 18% sent a text message about the elections to their friends and family (Rainie & Smith, 2010). This is a growing trend: In 2014, 28% of voters used their mobile phones to access news on election-related issues. For young voters between ages 30 and 49, this figure increased to 40% (Smith, 2014).
Scholars argue that informational use of mobile media is positively associated with political participation. Individuals who use their mobile phone for informational exchange and report higher levels of comfort with mobile telephony, tend to be more politically engaged (S. W. Campbell & Kwak, 2010). Another study found that exposure to mobile election news correlates with political participation (J. A. Martin, 2015). Despite these findings, it seems that participation inequality also exists in mobile media, as mobile election news consumers tended to be better educated and wealthier women (J. A. Martin, 2015). Findings also indicate that the Internet can encourage younger populations to engage in political participation, and that racial minorities find mobile media as more effective means of consuming news in election times than other ICTs (J. A. Martin, 2015).
Studies of nonprofit organizations found that the rate of political participation in response to a call-to-action text message (to sign a petition, make a telephone call, etc.) ranged from 4% to 14% (Verclas, Amoruso, & Bosanko, 2010).
Text messages are an effective tool in GOTV (Get Out the Vote) efforts, which are tactics used on voters shortly before and on election day to encourage potential voters to vote (Green & Gerber, 2004). Studies on text-based GOTV efforts report various additional voting turnout effects: 1.81% (Bhatti, Dahlgaard, Hansen, & Hansen, 2014) or 3% (Dale & Strauss, 2009; Malhotra, Michelson, Rogers, & Valenzuela, 2011). It was also found that text messages using the recipient’s first name did not necessarily have an additional positive impact on voting (Malhotra et al., 2011).
In 2008, candidate Barack Obama announced his VP pick of Joe Biden to nearly 3 million Americans via text messaging. Obama went on to use those 3 million contacts to organize rallies, inform supporters, and generate record-shattering donations from grassroots contributors. Many analysts credit Obama’s win to this strong engagement through emerging media. The efficacy of text message campaigning is one issue both parties can agree on. The Romney campaign championed texting as well, stating that “the American public has embraced texting as an important form of communication and commerce.” When you’re running for political office, whether it’s the Oval Office or a spot on city council, staying closely connected with voters is the key to victory.Texting can turn the tide of an election.
 Prominent politicians have used texts to their advantage. It can be used in Updating  supporters in the days leading up to election day. It can be  used to coordinate party  staff and campaign volunteers towards the election. It can be  used to reach younger voters who have little or no time to go through the traditional media. Like Obama’s historic text message, making anticipated announcements via text is a great way to actively involve supporters. Releasing information in politics is always a carefully crafted process, and you want to make sure your message is heard when you want it to be. With 90% of text messages read within three minutes of receipt, you can take control of your narrative when you need to.Text messaging makes grassroots organizing a snap. If your constituents can’t donate money, a great alternative is asking them to donate time. Organize rallies and recruit volunteers all with a simple text. 
To stay ahead of the media curve, political parties  Communicate your politics on emerging issues with registered voters instantly and let your supporters know where you stand. You can even text out guides or infographics via MMS that let your supporters know a rundown of your opinions on key issues. This will help keep them educated and your political text messages understood.
2.2 THEORITICAL FRAMEWORK
Theoretical Framework According to Brooks (1970) as cited by Ohaja (2003) "knowledge does not exist in a vacuum. In every discipline there is a body of theories that provides the explanation for observable phenomena in that field." This study draws its theoretical framework from the following theories: 
Agenda-Setting Theory 
The Agenda-setting theory propounded by Maxwell Mc Combs and Donald Shaw states that the media sets the agenda for public discourse by determining which events/issues are put in the front burner at any given time. The media determine which issues are regarded as important or not for the populace. As Ben Cohen (1963) once stated "The press may not be successful much of the time in telling people what to think, but it is stunningly successful in telling its readers what to think about". It is no coincidence that most times, issues/topics being discussed in offices, markets, schools and other public places are news headlines, commentaries, editorials and other editorial matters carried by the mass media that morning. 

Diffusion of Innovations Theory 
According to Rogers (1995): 'Diffusion is the process by which an innovation is communicated through certain channels over a period of time among the members of a social 28 system. An innovation is an idea, practice or object that is perceived to be new by an individual or other unit of adoption. Communication is a process in which participants create and share information with one another to reach a mutual understanding'. The diffusion of innovations theory centers on how an idea/practice/opinion disseminated to a given set of people may be adopted or rejected due to several factors. Rogers (ibid) posited "Diffusion of innovation theory predicts that media as well as interpersonal contacts provide information and influence opinion judgment." This leads to the related Two-Step flow theory which describes how some people with exposure to media message or information relay same to other people who have less exposure to the mass media. It was observed that the people exposed to the media messages (known as opinion leaders) were not only relaying the information to their "followers" but were also shaping and interpreting such information. 
In this study's context of electoral participation campaign messages IS diffused by say, National Orientation agency (NOA), through. Youths of eligible age who see this political messages and may then relay such messages to their friends, colleagues, neighbours, parents such that it influences their voting behavior.




CHAPTER THREE
RESEARCH METHODOLOGY
3.1 AREA OF STUDY
Abia is a state in the south eastern part of Nigeria. The capital is Umuahia, and the major commercial city is Aba, which was formerly a British colonial government outpost in the region, and is also one of the most populated areas in Nigeria. Abia, state, east-central Nigeria. Abia was administratively created in 1991 from the eastern half of former Imo state. It is bordered by the states of Enugu and Ebonyi to the north, Akwa Ibom to the east and southeast, Rivers to the south and southwest, and Imo and Anambra to the west. Abia includes areas of oil-palm bush and tropical rain forest in its southern part and woodland savanna in its hilly north. Most of the population is engaged in agriculture; yams, taro, corn (maize), rice, and cassava are the staple crops, and oil palm is the main cash crop. 
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.

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. 
This study was carried out to examine the influence of SMS political advertising (messages) on voting pattern of electorates in the 2015 governorship election using Abia State as case study. Thus electorates in Abia State forms 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 electorate  in Abia State the researcher conveniently selected 300 respondents from Umuahia South Local Government out of the 17 local government that makes up the state 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 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. 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 were analyzed using the frequency tables, 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 Three Hundred (300) were administered to respondents of which 289 were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire.  Thus for this study a total of  289 was validated for the analysis.
4.2 DEMOGRAPHIC INFORMATION
The table below shows the summary of the survey. A sample of 289 was calculated for this study. 
Table 4.1: Distribution of Questionnaire
	Questionnaire 
	Frequency
	Percentage 

	Sample size
	300
	100

	Received  
	289
	96

	Validated
	289
	100


Source: Field Survey, 2023
Table 4.2: General Information of respondents
	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	170
	59%

	Female
	119
	41%

	Age
18-25
	
	

	
	92
	32%

	26-33
	78
	27%

	34-41
	50
	17%

	42+
	69
	24%

	(Levels)
	
	

	Student
	67
	23%

	Working Class
	59
	21%

	Artisans
	163
	56%


 Field Survey, 2023
From the table above 59% of the respondent are male. 41% of the respondent are female. 32% of the respondent are aged between 18-25. 27% of the respondent are aged between 26-33 years. 17% of the respondent are aged between 34-41 Years. 34% of the respondent are aged between 42 years and above. 23% of the respondent are Student. 21% of the respondent are Working Class. 56% of the respondent are Artisans. 
4.2 RESEARCH QUESTION
QUESTION 1: What is the role of SMS in voting pattern?
	Options
	Yes
	No
	Uncertain 
	Total

	It can be  used in Updating  supporters in the days leading up to election day
	289
(100%)
	00
(%)
	00
(%)
	289
(100%)

	It can be used to coordinate party  staff and campaign volunteers towards the election.
	289
(100%)
	00
(%)
	00
(%)
	289
(100%)

	It can be used to reach younger voters who have little or no time to go through the traditional media
	289
(100%)
	00
(%)
	00
(%)
	289
(100%)

	It can be used to communicate party manifesto and promises/benefit attached to party victory in view
	289
(100%)
	00
(%)
	00
(%)
	289
(100%)


Field Survey 2023
QUESTION 2: To what extent does SMS political advertising influence voting pattern?
	Options
	Frequency
	Percentage

	Very High Extent
	29
	11

	High Extent
	160
	55

	Low Extent
	73
	25

	Uncertain
	27
	9

	Total
	289
	100


Field Survey 2023
From the responses derived in the above table, 11% of the respondent said Very High Extent. 55% of the respondent said High Extent. 25% of the respondent said Low Extent. 9% of the respondent were uncertain
QUESTION 3: What is the perception of electorates on SMS political advertising?
	Options
	Frequency
	Percentage

	Positive
	203
	70

	Negative
	69
	24

	Uncertain
	17
	6

	Total
	289
	100


Field Survey 2023
From the responses derived in the above table, 70% of the respondent had positive perspective. 24% of the respondent said negative perspective. 9% 6% of the respondent were uncertain.


CHAPTER FIVE
SUMMARY, CONCLUSION, RECOMMENDATIONS
5.1 SUMMARY
 This focus of this study was to  examine the influence of SMS political advertising (messages) on voting pattern of electorates in the 2023 governorship election using Abia State as case study. The study was aimed at finding out the role of SMS in voting pattern. It examined the extent SMS political advertising can influence voting pattern. The study examine the perception of electorates on SMS political advertising. Survey research was employed for the study and with the aid of convenience sampling method 300 respondents were enrolled. Well structured questionnaire was issued to electorates in Umuahia South of Abia State of which 289 were retrieved and validated for the study. Data was analyzed using frequencies and tables.
5.2 CONCLUSION
Text messages are an effective tool in GOTV (Get Out the Vote) efforts, which are tactics used on voters shortly before and on election day to encourage potential voters to vote. Findings from the study revealed that political sms political advertising play some role as it can be used in Updating  supporters in the days leading up to election day, to coordinate party  staff and campaign volunteers towards the election and it can be  used to reach younger voters who have little or no time to go through the traditional media.
Findings also revealed that SMS has been found helpful to a very high extent and prospective electorates had a positive perception about.
5.3 RECOMMENDATIONS
The findings of this study are significant and have implications for the effective use of political text messages by candidates, elected public officials, and political parties. The findings demonstrate that the mobilization potential of political text messages is of significant importance in local politics, where the issues on the agenda, such as education and welfare, directly affect voters’ lives. Therefore, the conversations and direct appeals to the target audience that political text messages embed may transform them into attractive tools for generating dialogue, raising issues to the agenda during election campaigns, giving voice to residents in relation to their local governments, and recruiting residents for specific purposes.
For policy makers interested in increasing the levels of political participation in governorship election they should provide reassurance that these political sms forms of voter mobilization and education are effective.
For political education programmes to effectively mobilize the skills and knowledge of the citizens for active participation in political, there is an urgent need for adoption of grassroots-based communication approach by political education agencies in disseminating political knowledge.
Moreso, political parties should adopt this method of political campaign as it has the potential to influence voting behaviour. They can achieve this by liaison with the telecommunication companies.
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QUESTIONNAIRE
PLEASE TICK [√] YOUR MOST PREFERRED CHOICE AND AVOID TICKING TWICE ON A QUESTION
SECTION A
PERSONAL INFORMATION
Gender
Male [  ]	Female [  ]
Age 
18-25
26-33 [  ]
34-41 [  ]
42 and above [  ]
SECTION B
QUESTION 1: What is the role of SMS in voting pattern?
	Options
	Yes
	No
	Uncertain 

	It can be  used in Updating  supporters in the days leading up to election day
	
	
	

	It can be used to coordinate party  staff and campaign volunteers towards the election

	
	
	

	It can be used to reach younger voters who have little or no time to go through the traditional media
	
	
	

	It can be used to communicate party manifesto and promises/benefit attached to party victory in view
	
	
	



QUESTION 2: To what extent does SMS political advertising influence voting pattern?
	Options
	PLEASE TICK

	Very High Extent
	

	High Extent
	

	Low Extent
	

	Uncertain
	



QUESTION 3: What is the perception of electorates on SMS political advertising?
	Options
	PLEASE TICK

	Positive
	

	Negative
	

	Uncertain
	



