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Abstract
This is a technical report of on-site research carried out on the situation of 
government-electorate information and communication in Ekiti State, Nigeria. 
The need to create a robust communication strategy for the state necessitated this 
research. In this study, we carried out an audit of the various messages and 
platforms of communication by the state government.  Also, the audiences were 
segmented in terms of educational background, social and professional status 
among others. We travelled through the 16 local governments of the state  
carrying out an audit of the state government's messages, effectiveness and 
platforms as well as examining the audience segregation for the messages and 
platforms.  We also had interviews with all the key officials involved in the state's 
information and communication, to determine the existing products and the 
various programmes and platforms in use by their departments. Media houses in 
the State were also visited The field work found that the Governor needed to tone . 
down his cosmopolitan demeanor and unofficially use more of his people's 
language and dialect especially outside the office.  More importantly is the fact 
that he had very low contact with the people, which needed to change. Finally, the  
report recommends a constant information flow through various means and 
platforms with single and understandable message.  Government must listen to 
the people and thus should create avenues for feedback and machinery for self-
assessment.

Keywords: Communication product, Audience segmentation, Communication 
strategy, Information flow.

 

Introduction

Communication is exchange of ideas, message and information between two or 
more persona, through a medium, in such a mode that the sender and the receiver 
cognizes the message through a common understanding of the message. It is a 
two-way means of achieving mutual understanding and the method of conveying 
and receiving verbal and nonverbal messages. All these can be achieved easily 
through the use of communication strategy. Communication strategy by any 
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organization or government body is a planned effort to reach out to the 
masses/audience not only with the intent of informing them but also with the aim 
of aligning their thoughts and actions with that of the organization or 
government, so as to generate favourable response on a given policy or program. 
Therefore, for a government to communicate strategically, it must have a definite 
and designed objective. Communication strategy is an essential ingredient in 
good governance.  Cornish, et all (2011) while explaining the effect of strategic 
communications in governance believe that democratic development can be 
hampered when communication is deceitful, poor and inadequate. They consider 
strategic communications in governance an essential levers of the executive arm 
of government. 

Likewise, Hylendwood, et all (2021) emphasize the need for government to 
engage communication strategies in its policy formulations, implementation and 
assessment.  

Issa (2021), observed that ineffective communication strategies in Nigeria has 
led to ethnic and religious divisions among the people making it challenging to 
implement the development agenda.  While affirming the disconnection between 
governance and effective communication in developing countries,  Scot, et all 
(2011) also explain that the government of these developing countries in their 
handlings of communication lack communication capacity and the development 
of communication functions is fraught with a mishmash of weak incentive, lack 
of professional training, communication infrastructure and lack of supportive 
legal framework. This is why this study focuses not only on the importance of 
communication to governance and the connection between governance and 
communication but also on how communication can be effectively utilise to 
attain efficient democracy, governing system and practice.

In order to develop a people oriented and far-reaching Communication  Strategy 
for Ekiti State in 2012, SAVI-DFID (now Foreign, Commonwealth & 
Development Office (FCDO) contracted us to carry out an on-site research on the  
current situation of government-electorate information and communication in 
Ekiti State.  The incumbent governor at this period was going for reelection and 
his popularity has waned. Therefore he needed to know what he could be done to 
improve his acceptance and popularity. Hence, the call for the creation of a 
communication strategy. In doing this, we were to carry out an audit of the 
various messages and platforms of communication by the state government.  
Also, the audiences were to be segmented in terms of educational background, 
social and professional status among others.

Within ten days we travelled through the 16 local governments of the state 
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carrying out an audit of the state government's messages, effectiveness and 
platforms as well as examining the audience segregation for the messages and 
platforms.  We also visited all the key officials involved in the state's information 
and communication to determine the existing products and the various 
programmes and platforms in use by their departments. Media houses in the State 
were also visited in order to confirm the veracity of claims made by the officials 
and to find out how the state can get better leverage within the existing 
programmes on these stations.   

The specific aim of this article is to highlight the importance of a communication 
strategy to the success and effectiveness of political office administration and 
government-people information flow. This is because the incumbent governor 
lost his re-election bid in 2014 due to the lateness of the action on the developed 
communication strategy (The strategy was finally deployed late in 2013).  But 
after the strategy was adopted even while out of office, he was able to endear 
himself with the electorates and subsequently won a second term in office in year 
2018. He consequently ran a very effective second term and was succeeded by 
one of his key advisers and drivers of the strategy who is the current Executive 
Governor.  It is therefore, very important that the core components of the 
communication strategy be made available for the enrichment of academic and 
scholarly activities in media, communication and governance research.  

Methodology

We deployed a mixed method of research – quantitative and qualitative.   Sage 
Publication (2020), suggests that when investigating human behaviour and 
attitudes, it is much better to use a variety of data collection instruments. By using 
a variety of sources and methods at different points in the evaluation process, the 
researcher can build on the strength of each type and hence, minimize the 
weaknesses of any single approach. While, Haseman (2006) noted the import of 
qualitative tools to research, McNamara (1999) explains that interview 
(qualitative) may also be useful as a complement to other data collection methods 
such as questionnaire and observation. Moreover, the validity of results can be 
strengthened by using more than one method to study a single phenomenon.

Firstly, we administered a two-page, questionnaire to one thousand people 
chosen randomly in all the local governments of Ekiti State.  The questionnaire 
contained salient questions on the different kinds of message, platforms and 
effectiveness of these messages.  Also, there were questions about the type of 
messages and platforms that the people find best suited to them. We also carried 
out a mixture of one on one unstructured interviews with different categories of 
people in the state.  Ranging from market women and students through civil 
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servants, media practitioners and farmers to government officials and labour 
union leaders, we conducted no holds barred interviews to ascertain the level of 
satisfaction or otherwise of the people with the current communication style and 
information dissemination by the government in the state.  We also facilitated 
focus group discussions with the Communications strategy working committee, 
media representatives and civil societies in the state. Consultations and 
interviews were conducted with: Ministry of Planning and MDGs; The ministry 
of Information and Orientation; Director of information - State House of 
Assembly; National and State Broadcasting corporations; Office of the Chief 
Press officer to the governor; Department of Information and Communications 
Technology; SA Corporate communications; SSA Mobilizations and 
Orientation, SSA Public Affairs & CS relations, Information officers of all the 16 
local governments. Also media organizations such as Ekiti Radio, Ekiti TV, 
Nigerian Television Authority, FRCN (Federal Radio Corporation of Nigeria) 
and representatives of print media were interviewed. 

Furthermore, Students, Drivers, Teachers, Youth Corp members, Civil servants, 
Artisans, Farmers, Market women and traders and Professionals were randomly 
selected from across the 16 local governments of the state and interviewed. For 
the focus group discussion, we facilitated sessions with the following civil 
society groups and trade associations: Joint sessions of Civil Society Groups; 
Media Network; National Association of Road transport owners; National 
association of Road transport workers; and, Association of Nigerian Theatre 
Practitioners.

Findings from the Questionnaire 

The entire state could not be covered in a technical sense.  Therefore, the 
representative samples from areas of highest concentration of people in each 
local government were used.  These are mainly the headquarters and other big 
towns in each local government area of the state.  The questionnaires were 
personally administered by the researcher in Ekiti state within a period of ten 
days (10). A total of 1000 questionnaires were administered, 965 (96.5%) were 
retrieved and 930 (93%) analyzed.  This is made up of 540 (58%) males and 390 
(42%) females.  The questionnaire is one of the research instruments used in this 
research.  A 20-item questionnaire was designed to elicit data on a range of 
subjects, including social background, preferences, lifestyle, attitude and 
disposition. Below are some of the findings from the questionnaires.MALES= 
540FEMALES= 390TOTAL = 930 Table 1 : Gender
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Table 1 and the accompanying chart above show the ratio of male to female in the 
study areas willing to express themselves on the communication policy and 
information dissemination by the government.   It is clear from the above that 
more men are willing to express their opinion of the government than women.  

 

Table 2:  Age of Respondents

Table 2 shows the age range of respondents.  The figures indicate that the active 
participatory age is between 18 and 50 years.  The most respondent though are in 
the age bracket of 31-40 years.  As such these active respondents are more likely 
to monitor government information and take their decisions accordingly.   
Therefore most messages of the government should be targeted to the people of 
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ages 18 to 50 years.  This age range also forms the core of the student and 
working population of the state.  

Table 3: Occupation

According to table 3, the core respondents' are civil servants and teachers.  
Together they are 56.5% of the respondents.  This group is most likely going to 
show interest in government policies through the several media of 
communication.  Also they will likely influence the thinking of the others 
especially, their families and friends. 

 

Table 4: Local Government

446

Communication Products Audit and Audience Segmentation 
in the Development of a Communication Strategy in Ekiti State, Nigeria



Table 4 shows the spread of the respondents by Local Government.  The 
information in this table shows an even distribution of population across the state 
with Ado Local Government being the highest at 24.3%. This is because the local 
government is the largest and Ado-Ekiti is the capital city of the state.

No= 466Yes= 464TOTAL= 930

Table 5: Adequate Information

In table 5, 50.1% agrees that they receive adequate information from the 
government about their policies and plans. 49.9% respondents however feels that 
the government is not doing enough in informing them about their programmes. 

Table 6: Media Used

Table 6 and the graphs and charts show the percentages and numbers of 
respondents in relation to their preferred media of communication or receiving 
information.  36% prefer radio to any other means of information dissemination.  
While print media takes 24%, Film/TV comes third with 22%.  In totality, 82% of 
the respondents prefer the mass media of Radio/TV and Print to any other form of 
communication.  Radio is more accessible to most people in the state and the 
problems of power outage can be circumvented by radio and print media.
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Table 7: Have You Ever Received Information About Town Hall 

Meetings/Community Feedback Forum Organised By Ekiti State Govt

In table 7, many of the respondents have received information about the town hall 
meetings and community feedback forum in their localities.  This is more-so at 
the local government level.  This particular form of media of information has 
grass root flavour and it offers an invaluable source of interaction between the 
Government and the people.  However 45.9% of the respondents have not 
received any information about these meetings and feedback forum before.

Table 8: How Often Do You See Or Interact With The Following 
Government Officials? 
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The graphs accompanying table 8 shows that government officials including the 
governor are rarely seen by the respondents.  This is a major barrier to the 
government in its effort to reach the people.  The major problem is that information 
becomes mechanical and impersonal since the officials are only seen on TV or 
heard on radio.  On the other hand, most respondents see this as aberration since 
the same officials always interact with them during electioneering campaigns, 
soliciting their votes. It is puzzling to them why once in office, government 
officials become elusive.  Note the curve of Never and rarely in both charts 
depicting a near zero interaction between respondents and government officials.

Table 9: Are you familiar with these programmes on communication and 
information from the Government of Ekiti State?
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According to information on table 10, 59% of respondents are not satisfied with 
the current level of information dissemination in Ekiti State.  34% are quite 
satisfied while 7% are neither satisfied nor cared.   

Findings from interviews and discussions

The field research has established among others, that the administration in Ekiti 
State at the time of this research had a disproportionate amount of non-resident 
politicians and officials.  They were not seen as true representatives of the people.  
This now caused a communication gulf between the government and the people, 
especially at the grass-root.  These officials needed to make spirited effort to be 
accepted in their localities through regular interaction and the initiation of 

In table 9, the various programmes and platforms of the state government are 
matched with respondents' familiarity in order to ascertain the popularity of these 
programmes and platforms.  Most respondents are more familiar with 
programmes on Radio and Television more than others on the list.  55.6% are 
conversant with Governor Explains, 74.8 are either very familiar or familiar with 
Ekiti Update, 62.3% with Ekiti O Ni Baje, 61% for government jingles and 62.2 
are familiar or very familiar with Itesiwaju Ekiti.  All other programmes and 
different platforms show a familiarity of less than 30% except Accountability and 
stewardship with 30.4% of respondents being familiar with it.A= 316B= 552C= 
38D= 23TOTAL= 930

Table 10: Are you satisfied with the current level of information you get from 
the Government?
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developmental programmes.  This is important since the most cost-effective 
form of communication is interpersonal and networking.  People have the 
tendency to believe messages delivered by their own leaders in government than 
those they get in the mass media.  This lack of contact was responsible for the 
elitist perception of government's communication style. The issue of duplication 
of roles across the major MDAs responsible for communicating government 
activities is confirmed.  This was not cost effective and it sends the wrong 
message to the populace. Information becomes conflicting and confusing.  The 
different agencies must work together and channel their collective energies and 
resources properly. 

Though the Civil Society (CS) groups in Ekiti lack credibility and are donor 
contractors or university dons, they nonetheless appear to understand the issues 
and problems besetting the government in term of effective communication.  But 
they have been largely sidelined by the executive and the legislators in policy 
formulation and lawmaking.  The SSA Public Affairs and CS Relation's office is 
starved of funds and thereby unable to properly organize the CS groups.  This can 
only result in agitation and unnecessary diversion for the government.  It is 
recommended that they are properly carried along in government business, more 
so since they are closer to the people.

Ekiti State Broadcasting Service (ESBS) is in a state of rebirth.  New equipment 
of the highest quality is in place at the newly commissioned media complex.  
There are two standard TV studios and several HD cameras and edit stations as 
well as a state of the art control room.   The Radio station is also properly 
equipped.  This has ensured high quality pictures and radio signals where they 
are received.  Many areas of the state are not receiving signals of this network 
presently, but the state has taken delivery of transmitters and other equipment for 
planned booster stations.  There are also Federal Radio and Television Network 
in the State.  The government only has a very limited presence on this network.  
Apart from news and jingles, the government has just a couple of programmes on 
FRCN an NTA stations. This is in contradiction of what obtains during the 
elections when they have a number of programmes on the network.  

Also, there are many programmes on these stations that the government can 
leverage on.  Despite the huge investment in mass media public awareness is 
very low especially at grassroots level. The people are generally ignorant of the 
government's programmes and activities because a lot of effort is directed at the 
capital and a few other big towns.  This should change once the local 
governments are properly partnered with in information dissemination. 
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The tremendous goodwill enjoyed by the government at inauguration is 
gradually being eroded because the grass-root is largely neglected. The local 
government is very ineffective with virtually non-existent information units.  
The units are not well funded, they don't have equipment and they are not a part of 
the decision making at the local government, even in issues concerning them. 
The field research finds that the government has genuine intentions and has plans 
towards meeting its transformation agenda, but there is a challenge of 
communicating these plans to the citizens in a simple and plain language that the 
lowest strata in the state will understand.  

This exercise has proved that the preferred language of communication is Yoruba 
- Ekiti dialect more so.   Therefore messages must be in both English and Yoruba 
languages at all times.  As earlier stated, most people including the educated ones 
prefer platforms that they can easily relate to: Radio, TV, Newspaper and 
Personal contact being the best.  However, an increased personal contact and 
interaction by top government officials will help the government information 
dissemination and understanding better.  It is also very cost effective.  But 
officials that can speak the language of the people will be more successful and 
trusted that ones who cannot. 

Conclusion 

The field work ascertained that there was a serious communication gap between 
the government and the people of Ekiti state and as such urgent steps must be 
taken to remedy the situation. More importantly is the fact that the Governor and 
his officials had very low contact with the people.  He and his top officials are 
seeing at sitting more in the offices when they are supposed to maintain their 
presence among the people and not wait till another election before they come to 
them again. Foremost, the Governor needs to tone down his cosmopolitan mien 
and use his people;s native language and dialect more outside the office to 
interact with his electorates. Finally, government messages were at variance and 
not easily understood by the people.

Recommendations
Based on the findings of this field research, the following recommendations were 
made:

1. The Governor and his officials must interact more with the people in their 
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various constituencies in their native dialects. Whatever the Governor and his 
officials say to the people at gatherings are more believable than the mass media 
messages and promises. 

2. Finally there must constant information through various means and platforms 
with single understandable message.  

3. Government must listen to his people and thus should create avenues for 
feedback and machinery for self-assessment.  

4. The local governments must be adequately funded and organized in such a way 
that they can synergise with the state government to reach the people better.
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