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TOPIC: THEORIES OF COMMUNICATION 

 

Theories tell us why things happen the way they do. They are ideas and concepts that explain a 

phenomenon. Theories have explanatory and predictive parts. 

 
Most theories are outcomes of researches. Theories explain communication behaviour. We shift 

from one paradigm to another for new theories (paradigm shift). 

 

Development of Mass Communication theories have followed a cyclical pattern beginning with 

“The mass society era” where the media was regarded as “all powerful effects”. This was the era 

of Radio. Some scholars criticized the “All powerful theory” saying that it means that the audience 

is passive, whatever the media say, the audience responds to. In 1938, a radio announcer in New 

Jersey, Orsen Welles cracked a Halloween joke saying that aliens from mars have invaded the 

earth, 1 million people ran away from their homes, this proves that the media is powerful. 

 

Limited Effects Theory  

This theory explains that the media is not ‘all powerful’, under the theory is: 

- Individual Differences: People’s reactions to situation. The people that ran away from their 

homes in New Jersey were phobic. 

- Uses and Gratification: The audience use the media to gratify their needs. 

- Selectivity process theory: talks about  selective exposure. Eg. You can decide to watch news 

on NTA and not Channels. 

- Selective attention: Someone could be watching television but the attention may not be in what 

he’s watching because it does not capture his interest. 

- Selective perception: The way I perceive a media messages may be different from another 

person’s perception. 

- Selective retention: Things you retain would be things that are of interest to you. 

- Selective recall. 



Moderate Effects Theory: claims that theories are long term effects of mass media 

                                                  Messages 

absorbed by the audience and also specific techniques used 

in the dissemination of these messages to the audience. 

Cultivation Theory: This theory proved that heavy viewers of television tend to see the world 

through it. 

Agenda setting theory: The media are powerful in telling the audience what they think is 

important. The media dictate the agenda of the society. 

 
Techniques the media use to set the agenda are: 

i. Frequency of Importance 

ii. Prominence -  How are the stories presented?  

iii. Direction- Tone/Slant 

iv. Gatekeeping theory 

 

Under the ‘all powerful’ notion is: 

- Spiral of silence: Propounded by Elizabeth Newman Noelle 

- Technological difference – Propounded by Marshall McLuhan but developed by Harold 

Lasswell. 

Because of the emergence of the interest, The All Powerful Theory was revisited. 

 

HOW WE ARRIVE AT THEORIES 

1. Conceptualization 

This stage involves having an idea and being curious to find answers to something. 

2. Operationalization 

Using research questions and hypothesis, a statement of a problem would be found out or 

identified. In the stage of operationalization, you give a background study. The topic 

generates research questions to guide the study. 

3. Observation 

This is the stage in which the study is conducted. You decide on what research instrument 

to use to get answers to the research question. If the population is large, that is an audience 



study, use a survey. Use a sample if its just a few out of the population. The questionnaire 

is the instrument of a survey. In this stage data is gathered. 

4. Analysis 

Meaning is estimated in this stage and data is interpreted. 

5. Testing 

In this stage the result you’ve gotten will be subjected to testing to determine its level of 

significance. 

6. Generalization 

7. Theory 

 A theory can now be deducted from your findings. 

 
ARGUEMENT OF THE MUTUALITY OF THEORY AND RESEARCH 

Theory and research share a mutuality. While theory provides the logical support, research 

provides the empirical support/observational support. Both of them interact in a never ending cycle 

because: 

1. They both exist in the origin of one another. 

2. Galton’s theory of structural impartiality. 

 
Assignment 

Read and summarise chapter 4 of the recommended text – find out which of the press systems 

apply to Nigeria. 

e.g. the Authorisation theory states that… 

Source theories – Media 

 

Agenda Setting Theory 

Propounded by Maxwell McComb Donald Shaw in 1942 

Prominence talks about the placement of the story, how the story is presented etc. 

Direction – Is it positive, negative. 

Gate Keeping Theory 

This theory proposes that the media act as gatekeepers to the flood of information coming from 

the larger society. When a reporter is assigned a beat, he becomes the gatekeeper – he decides what 



to and what not to cover. The editors in the media organization becomes the second gatekeepers 

and the last. 

 

Framing Theory 

This talks about how the media presents a story. It also looks at how the audience of the media 

stores a story in their mind, that is, how they understand and interpret it. It’s the second level of 

the agenda setting theory. 

 
Source Credibility Theory 

This theory is premise on the credibility of a source. This derives from how important the person 

is in the society, his expertise and how truthful the person is. 

 

Status Conferral Theory 

The media can confer status on an individual. It can turn an individual into a celebrity. 

 

TOPIC: AUDIENCE THEORIES 

Audience theories prove that the audience has impact on the messages. One basic difference 

between the audience theories and other theories. THE PASSIVE AND ACTIVE AUDIENCE. 

 

In audience theories receivers of mass media messages are active. They make use of the media. 

 

SCHOOLS OF THOUGHTS IN COMMUNICATION THEORY 

1. Frankfurt School 

2. Chicago School 

3. Annenberg School 

4. Birmingham School 

 

1. The Frankfurt School 

This school promoted the idea of the ‘All Powerful Media.’ The Media works with some powerful 

institutions and interacts in the society to achieve their goal. This school also belong to the 

socialist/Marxist ideological divide. “Passive” 

 
2. The Chicago School 



This school believes that the mass media have a lot of influence on the members/audience of the 

public but this influence is determined by some social factors in the society. They believe that a 

person’s reaction to a message will be different from another person. The audience here is 

ACTIVE. 

 

3. Annenberg School 

The main theory that comes from this school is the CULTIVATION THEORY. This theory says 

that the message we are exposed to in the media influence the way we see reality. Here, the 

audience is PASSIVE. 

 

4. Birmingham School 

This school is also influenced by the socialist/Marxist ideological divide but unlike the Frankfurt 

school, audience/receivers of media messages negotiate the meanings of those messages based on 

their background. The audience is ACTIVE. 

 

Most audience theories have the audience as active unlike the other theories which think the 

audience is passive. 

 
FACTORS RESPONSIBLE FOR THE ACTIVE AUDIENCE 

Socialization Theory 

This theory in communication assumes that the mass media help to educate members of the public 

on the values, norms and institutions of acceptable behaviour in the society. In addition to the 

media, there are other institutions responsible for socialization which are: Media, Family, School, 

Peer Groups, Religious Institution, political institutions. 

 

 

Types of Audience Theories 

1. Uses and Gratification Theory 

The theory was developed out of a research on the audience of a radio program in the US. This 

radio program is a soap program in 1940. The researcher developed a questionnaire to find out in 

what way the audience has benefited from the program. A lot of the audience of that program could 

relate the discussions on that program to their own personal lives and they use the program  to find 



a solution to their personal problems. These studies led to some unexpected findings. For example; 

from talking to newspaper readers, it was also discovered that these were more than just sources 

of useful information but also important for giving readers a sense of security and shared topics of 

conversation and a structure to the daily routine.  

 

Assumptions 

1. Media and content choice is generally rational and directed towards certain specific goods and 

satisfactions (Thus, the audience is active and audience formation can be logical explained. 

2. Audience members are conscious of the media related needs that arise in personal (individual) 

and social (shared) circumstances and can voice this in terms of motivations. 

3.  Broadly speaking, personal utility is a more significant determinant of audience formation 

than cultural factors. 

4. All/most of the relevant factors for audience formation for example: motives; perceived or 

obtained satisfaction, media choices or background variable – can in principle, be measured. 

 

 A characteristic of the theory is that its audience is ACTIVE. 

 

WHAT IS AUDIENCE? 

Audience is a collective term for the receivers of media messages. It can be defined in different 

and overlapping ways. 

1. Audience means people 

This refers to a medium that is characterized; by an appeal to a certain age group, gender, political 

belief or income category. 

2. Audience can be referred to as place 

An example of audience as place is the audience of different media outfits. 

3. It can also refer to the content of messages 

Example is the subject matter (Business, sport, fashion, news) 

4. It can be referred to the medium or channel 

Channel refers to the technology used to convey the message (radio, tv, digital). 

 
 

Audience as Mass  



Mass refers to a collection of individuals who are large, heterogeneous, unidentifiable and highly 

uninformed (ignorant). 

   

Audience as market (Mass Market) 

Audience also refers to a mass market. Market is an aggregate/collection of individual consumers 

unrelated to each other with no shared identity. Eg. The television subscription market. DSTV, 

GOTV, Star Times. 

 

 

Audience as a Group 

This refers to the social context in which people receive media messages as families, peer groups, 

members of different ethnic groups, communities of interest (Unilag) etc. 

 

 

2. Two-Step Flow Theory – Propounded by Elihm Katz 

This is an audience theory and a source theory. It is a source theory because it talks about how the 

media influences the audience. The assumption of the two-step flow is that there are some who 

stand between the message and the receiver. These people are the “Opinion Leaders”. 

 

This theory refers to a process of getting to the receivers through different individuals or 

organizations or third parties. These leaders/individuals are generally opinion leaders. 

This theory is evidently present in our society today because politicians are adopting it to reach 

out to the members of the public. E.g, 3weeks ago, the president went to the South –West to visit 

the traditional rulers. 

Source credibility also relates to this theory because the government feels that the traditional rulers 

are credible and respected by the people. 

 

3. Individual Differences and Selectivity Theory 

Individual differences refers to the fact that the effects media messages have on people depends 

on individual circumstances. Individuals are different from each other which would reflect in the 

way they receive messages. 



 

Selectivity is divided into: 

a. Selective Exposure 

b. Selective Perception 

c. Selective Retention 

 

Selective Exposure: Exposure refers to individual encounters with media messages. Selective 

exposure means that individuals are exposed to media messages in different  ways. Some will 

receive and some will not receive the message. 

 

Selective Perception: People exposed to media messages perceive it in different ways due to 

different factors. 

 

Selective Retention: some choose to retain (keep) it while others would not.  

 

There are 2 assumptions in communication theory 

1. The mass media and their messages have powerful influence on their audience. 

2. The mass media and its messages have a very little/limited influence on the audience or 

receives. 

 

Social Category Theory 

This assumes that as humans, we belong to different social groups. The way we respond to mass 

media messages will depend on the social group we belong to. The way a black man will respond 

to messages will be different from the way a white man will receive it. The social category theory 

falls in the second assumptions of the communication theory. 

 

Stimulus Response Theory 

Also called the magro bullet or hypodermic needle theory. It proposes that the mass media have 

direct, immediate and powerful effect on the audience. It assumes that the media constitutes a 

powerful stimulus capable of provoking immediate and predictable reactions in the audience.  

 



Framing Theory 

The mass media have windows which they receive news and if a news does not fit into that 

window, they won’t publish it. It is a way in which news is typically shaped and contextualized 

within the frame of reference. For instance, Brilla FM is an example of framing in the sense that 

its an only sports radio station. Its frame is its sports concentration. Media frame issues so that the 

people give different perceptions. Framing is a media theory. 

 

Knowledge Gap Theory 

This states that as media output grows in the society so will the knowledge gap between privileged 

the under privilege social groups. 

 
Social Learning Theory 

This theory posits that people learn from one another through observations, imitation and 

modeling. 

Reinforcement Theory 

The media audience have their disposition and values and the media only reinforce the established 

pattern of the audience. Every individual has a pattern and the media is said to reinforce the pattern. 

This theory fits into the limited effects theory (Individual assumption). 

 

Cultivation Theory 

This states that if the audience is exposed too much to media content, they tend to believe it as 

reality. Cultivation theorists argue that television has long-term effects which are small, gradual, 

indirect but cumulative and significant. 

 
Knowledge   Perception  Attitude        Behaviour 

 
Without information, there is no perception. Attitude is formed from the perception, that is, you 

are positively disposed to your perception. Behaviour is your attitude acted out. Attitudes means 

disposition while behaviour is the pattern of response between light and heavy viewers (when other 

variables are controlled). 

 

Aggressive Cues Theory 



This assumes that exposure to mass media aggression increases the level of emotional and 

psychological stimulation which can in turn lead to aggressive behaviour e.g. watching war films, 

boxing and wrestling contexts. 

 
Individual Differences Theory  

This theory is similar to social category. The difference is that social category refers to groups. 

 

 

  



COURSE TITLE: PRINCIPLES OF PUBLIC RELATIONS 

COURSE CODE: MAS 252 

 

TOPIC: PUBLIC RELATIONS 

Principles 

The American heritage dictionary (2003) describes principles as a basic truth, law or assumption 

as in the principles of democracy. Also, it is a fixed or predetermined policy or mode of action, 

thus a way of something. In addition, it is described as a rule or law about how something 

functions. 

 
Wordnet (1997) provides a similar definition for principles indicating that it is a basic 

generalization that is accepted as true and that can be used as a basis for reasoning or conduct. 

 

Public Relations involves the cultivation of favourable relations for organizations and products 

with its key publics or stakeholders through the use of variety of communication on tools and 

channels. Traditionally all in the past, this means that public relations professionals would work 

with the members of the news media to build a favourable image by publishing the 

organization/product through stories in print and broadcast media. However, the story has changed 

as PR now includes: 

a. Building awareness and a favourable image of a company or client with stories and articles 

found in relevant media stories. 

b. Closely monitoring numerous media channels for public comment about a company and its 

products or service. 

c. Managing crisis issues that may threaten the company or product image. 

d. Building goodwill among an organizations target market through community, philanthropic 

and special programme and events. 

e. Advising organisation or client on good corporate governance and ethical standards. 

 
What then is the definition of public relations? There are several definitions of PR depending on 

one’s understanding or perception of what it is. We shall consider about 10 definitions: 

1. Contemporary public relations (1955) Harlon and Scott: Public relations is the skilled 

communication of ideas to various publics with the object of producing desired results. 



2. Public relations practice is the art and social science of analyzing trends, predicting their 

consequences of action on which serve both the organization’s and the public interest – 

world assembly of public relations (Mexico City, 1978). 

3. Public relations is a distinctive management function which helps establish and maintain 

mutual lines of communication, understanding, acceptance and cooperation between an 

organization and its public or stakeholders – Dr. Rex Harlow (Foundation for Public and 

Education). 

4. Public relations is the management function that establishes and maintains mutually 

beneficial relationships between an organization and the publics or stakeholders on whom 

the success or failure depends – Boom (2009) EPR. 

5. Public relations is the management function through which management responds to an 

attempt to influence an organizations environment – Baskin and Arnoff (Public Relations: 

The Profession and the practice). 

6. Public relations is the deliberate planned and sustained effort to establish and maintain 

mutual understanding between an organization and its environs publics/stakeholders – 

British Chartered Institute of Public Relations, London. 

7. Public relations is relations between organizations and their publics or stakeholders – 

Public Relations Society of America.  

8. Public relations is the activities and attitudes intended to analyse, adjusts to, influence, and 

direct the opinion of any group/groups/persons in the interest of any individual, group or 

institution – Richard Weiner (Dictionary of Media and Communication, 1990). 

9. Public relations is the managed communication behaviour of an organization – Grung and 

Hunt (Managing Public Relations, 1984). 

10. Public relations is the management function that identifies, establishes and maintains 

publics on whom the success or failure depends – Cutlip, Center  and Broom (Effective 

Public Relations) Seventh Editoion, 1974). 

 
It should be noted that public relations forms, builds and maintains relationships between an 

organization and its various/stakeholders by finding common interest. Failures usually stem from 

communication breakdown. The social significance of the practice of PR is that the need to give 

the public what they deserves brought about growth and trends in public relations i.e. the need to 



live in harmony and to survive. This growth and trends in business and organizations have created 

the conditions for PR to survive. The 12 typical functions of PR can be broken into 3 areas: 

Competency, public relations four-step process and others. 

a. Competency: (1) Trusted counsel – Advice and anticipate  (2) Internal communication – 

Engage employees and build trust (3) Media relations – to develop public trust and support (4) 

Community relations or engagement (5) External communication to stakeholders, investors 

etc. 

b. Public relations four-step process: (a) Research and Strategies  (b) Plan and budget (c) 

Implement, execute and communicate (d) Evaluate 

c. Others 

(a) Publicity and special event (b) Issue management (c) Crisis Communication (d) Social 

Media Communication 

Assignment 

Define the following 

Advertising, brand, branding, community relations, counseling, crisis communication, employee 

relations, financial relations, government relations, grassroot organizing, issues management, 

lobbying, marketing communications, media relations, multicultural relations/workplace diversity, 

press agency, proactive public relations, promotion, propaganda, propaganda devices, public 

affairs, public information, publicity, reactive public relations, reportation management, special 

events, brainwashing, misinformation, disinformation, uncontrolled communication channels, 

social media, networking promotions. 

 

TOPIC: PUBLIC RELATIONS AND OTHER FUNCTIONS OF MARKETING 

COMMUNICATION 

1. Advertising (2) Marketing (3) Brand and Branding (4) Issues Management (5) Marketing 

Communications (6) Promotion (7) Publicity (8) Public Affairs (9) Media Relations 

1. Advertising: The simplest way to define advertising is: Advertising is the means of making 

known in order to sell goods and services.  In better perspectives, its information placed in the 

media or any channel of communication by an identified sponsor that pays for time or space 

to put across issues, products, announcement or view point. It’s a controlled method of placing 

messages in the media. The professional body in Nigeria in charge of the profession is the 



Advertising Practitioners Council of Nigeria (APCON). There are legal and ethical issues in 

advertising and one would need to familiarize himself with them to avert or prevent a situation 

where one would run foul of the law to create a situation where you’ll be infringing in the 

various law and ethics. 

2. Marketing: It’s the management function responsible for satisfying consumer needs at a 

profit. It’s the management function that identifies human needs and wants, offers products 

and services to satisfy, in example for something of value of provider. Marketing targets 

customers or consumers who are the ultimate recipient of the goods and service. 

3. Marketing Communications: It’s a combination of activities designed to sell a product, 

service or idea including advertising, collateral, interactive communications, publicity, 

promotion, events management, direct mail, trade shows and special events. For marketing 

communications to be effective, it must be integrated or interwoven. It must involve at least 

two of the areas earlier mentioned. 

4. Brand: A brand is a product or service or concept that is publicly distinguished from other 

products so that it can be easily communicated and usually marketed. A brand name is the 

name of the distinctive product/service/concept. 

5. Branding: This is the process of creating and/or disseminating the brand name. branding can 

be applied to the entire corporate identity as well as the individual product and service names. 

6. Issues Management: This is the anticipating, identifying, evaluating and respecting the public 

policy issues or matters that affect organization and their publics or stakeholders now and in 

the future. 

Note the following terms which PR is associated with 

(1) Courtesy (2) Protocol (3) Goodwill (4) Friendship (5) Fine or good appearance (6) Free gift or 

donation (7) Printer (8) Cash bonuses etc (Are they true or false 

 

TOPIC: AREAS OF PROFESSIONAL PR WORK 

Public  

Public is any group of people whose actions or inactions determine the failure or success of the 

activities of an organization. There are primary and secondary public, active and inactive public. 

A stakeholder is someone who has a legitimate right or claim to something.  

Rex Harlow, a scholar defined PR as: P-Performance, R – Recognition. 



Public relations can be grouped into two segments 

1. Internal Publics 

2. External Publics 

Internal  publics are the people within your organization; people within your control. 

External publics are publics whose actions or inaction influences the issues of failure of any 

organization. E.g. Banks, government agencies, supplies, regulating agencies. 

 
Target audience is advertising while target public is public relations  

ETC – End of thinking capacity. 

 

 

TOPIC: HISTORY OF PR 

Public relations is as old as man. Roman Empire, America, Russia etc promoted their image in the 

eye of the public. PR is about creating goodwill for your institution/organization. There was a need 

to inform, educate and interact since the creation of man. 

 
Edward Bernaye and Ivylee are the founders of modern, public relations. 

PR was brought to Nigeria by Britain. Some say it was brought by Townsend Henry or Hope 

Wadell. Since Nigeria was colonized by Britain, she has been connected to her. Colonizer – the 

colonial ties were and are still strong. 

 
PUBLIC RELATIONS AS A MANAGEMENT FUNCTION 

Why is public relations a management function? 

PR is the lifeblood of any organization because without it, no organization can thrive. The micro 

and macro environment all add up to determine the fate of any organization because PR determines 

the credibility or otherwise of an organization or entity. Every organization needs to cultivate the 

goodwill of its stakeholders. It will also need to engender peace, harmony and concord for the 

people to thrive. Any organization that cannot adopt to the environment will sooner than later be 

extinct. The environment determines the survival or otherwise of an organization. It’s therefore 

imperative that those in charge of PR are able to design strategic  plans with measurable result to 

earn goodwill, profitability and sound image for their organizations. 

 



Consequently, PR must be a management function to be able to perform optimally. This is 

anchored on the premise that for PR to be effective and relevant, it must have the eyes and ears of 

top management. PR’s function is so critical and essential that its inability to function effectively 

and efficiently is as a result of top management and indeed professionals misconception of the role 

of PR in the society and in their organization. It is my submission that public relations is capable 

of advertising organisations about the following among others. 

1. To monitor the environment and device strategies and tactics to cope with the 

environment.   

2. To deal strategically/proactively with stakeholders 

3. Undertake/manage internal communication for industrial harmony. 

4. To manage external communication 

5. To manage relationship with the media including print (newspapers, magazine, 

periodicals), radio and television and social media. 

6. To manage crisis as they may arise 

7. To manage issues 

8. To provide organization with essential tool for survival  

9. To relate with regulatory authorities 

10. To engage in lobbying to an acceptance and understanding (Lobbying is when you use 

hard facts to win the public). 

11. To engage in good corporate social responsibility, transparency and good governance. 

 
PUBLIC RELATIONS PLANNING 

There are 3 models of PR planning: 

1. RACE - (Research, Analyse, Communication and Evaluation) 

2. Four step process – Research strategies, plan, implement, execute, communicate, evident. 

3. Research (portfolio of the micro and macro environment) 

-  Analysis of research findings 

- Strategic development including budget or expenditure 

- Approval and implementation 

- Evaluation and monitoring 

- Conclusion and report submission 



The above is Dr. Fassy’s model 

Definition of the assignment/project 

Planning is part of management and management is the utilization or effective management of 

resources including materials, human, capital, finance, time to achieve organizational goals. 

Planning is usually broken into the following 

- Short - Term (6 months) 

- Medium – Term (6-18months) 

- Long – Term (2 years) 

 

BRANCHES OF PROFESSIONAL PR 

- Employee Relations 

- Financial PR 

- Community Relations 

- Customer Relations 

- Media Relations 

- Government Relations 

- Industrial Relations 

Employee relations: The employees in an organization are the best public relations manager in 

that organization. Therefore, the organization must portray itself as good in order to give the 

employees a good perception. Employee relations can be done through newsletter. 

The organization should know the areas of concern of its employees. Once you have a satisfied 

workforce, you would have a good public relation outside. The employees are the best asset of an 

organization. 

 
Financial public relations: It’s about communication with the investing public by selling shares, 

funds and other investible things. The function of a financial PR is to ensure communication 

between an organization and its investing public stockholders. 

 
Community relations: An organization should marry the community in which they are operating. 

The organization should be interested in the welfare of the community. In-law relationship should 

be incorporated into the organization’s policy for the sake of the community its operating in. 



Customer Relations:  A customer is an individual or corporate entity who patronises a service or 

good. 80/20 principle – 80% of a product is bought by 20% of customers (proposed by Parents, an 

Italian economist). The more loyal customers, the more stable your organization will be. In 

customer relations an important component is how to address customer grievances. The challenge 

of customer relations is to create satisfied customers. 

 
Media relations: The media is the channel of communication to the public. PR can’t do without 

the mass media. Media relations could be done through press releases. The public sees 

organisations through what the media publishes. 

Government relations: Also referred to as lobbying. Through lobbying and government relation 

policy is enforced. 

International PR: The way the world sees you is the way they would relate with you. The material 

should create a good image of the country for the international community. 

 
ETHICS AND LAWS IN PUBLIC RELATIONS 

Ethics more or less appeals to your conscience. Otherwise they are dos and don’ts or standard of 

conduct to be adhered to by practitioners. Laws are rules that guide human conduct. The law 

establishing PR was promulgated in 1990. NIPR started as PRAN in 1963. Laws of the federation 

of Nigeria (Under V, Nigerian Institute of Public Relations – make photocopy NIPR website and 

download occasional papers dealing with this). 

 
ETHICS 

The application of ethics to the practice of public relations is critical to the profession. Common 

ethical principles of public relations practice and the decision making model to help evaluate 

ethical dilemma and from the rationale to support it, are quite imperative essential. 

 

GENERAL PRINCIPLES UNDERLYING PUBLIC RELATIONS PRACTICE 

1. Acting in the public interest: You must endeavor to find the greater good for the majority of 

the people. 

2. Take honesty and integrity as your guide/philosophy. 



3. You must ensure accuracy and truth in all your conduct and messages you are dishing out. In 

other words, you must not disseminate false and misleading information and if you accidentally 

make an error, correct it immediately. 

4. Deal fairly and justly with all publics or stakeholders or any group whatever you are dealing 

with. 

5.  You must respect the ethics of your profession yourself and others, when you move to a new 

position or leave your employer, leave all property materials. 

 

SPECIFIC PRINCIPLES DEFINING HOW PUBLIC RELATIONS IS PRACTISED  

1. Accurately define what public relations strategies and tactics can accomplish your goal. Do 

not guarantee results for areas beyond your control. 

2. Maintain the integrity of communication channels by: 

(a) Ensuring transparency with all audiences from employees to external public. 

(b) Maintaining ethical relationships with governments, regulatory agencies, media, 

colleagues and all audiences. 

3. Safeguard conveniences that is, don’t betray your sources of information by building trust 

through protection of confidential information and securing the privacy of your organisations 

and individuals. 

4. Do not damage the reputation of others while trying to build yours that is, be careful between 

agency pitches, stick to the facts, and avoid the gossips. 

5. Avoid conflicts of interest by disclosing interest of yourself and others; securing the consent 

to represent conflicting views of competitors; maintaining the related knowledge in the 

different areas and be ready to publicly identify your clients, sources of information etc. 

 
DECISION MAKING PROGRESS 

In your practice of public relations the following steps are recommended in the ethics decision 

making process. 

1. Define the specific ethical issues of conflict. 

2. Identify internal and external factors (legal, political, economic, educational) that may 

influence the decision. 

3. Identify the values. 



4. Identify the audiences who would be affected by the decision and define the public 

relations professional obligation to it. 

5. Select ethical principles to guide your decision making process  

6. Make your decision and justify it, 

 

CASE STUDY 

Assume you are the head of PR of VDG international company, a Port Harcourt based major oil 

and gas exploration and production company – VDGs profits are declining because of drops in oil 

and gas prices due to the glut. Recent drilling on one of the company’s properties in Otueke has 

produced promising indications of a significant new oil and gas reservoir. Although geological 

testing is incomplete, rumours are flying about the market place about the potentials of this new 

well to significantly improve VDGs profits, senior management ask you to prepare a news release 

that responds to these rumours and downplays the significance of the find. As part of your research 

you discovered internal reports that this new oil well is indeed a major discovery and further testing 

is planned simply to determine the size of the reservoir. 

 

Solution 

a. Define the specific ethical issue of conflict that is, is it ethical to disseminate false deceptive 

information regarding the financial situation of my company on which a few politics may reply. 

b. Identify internal and external factor. 

- What does the SEC, CAC require in such instance? 

- Do federal and state have or require a decision/disclosure? 

- What do companies value; loyalty, advocacy, or independence? 

c. Identify the audiences who will be affected by the decision and the PR professional obligated 

to each. 

d. Select ethical principles to guide your decision making process. 

e. You must realize the truth and accuracy are underpinnings of the profession. 

f. Make your decision and justify it. 

Although the potential for conflict between loyalty to employer and honesty competes, the value 

of independence helps resolve the conflict. Sound objective connecting requires you to refuse to 

write the press release and advice the company on a proper course of action. Ultimately, its in the 



company’s interest since release of deceptive information can contribute to declining public trust 

as well as potential legal liabilities. Your recommended action preserves the integrity of the 

communication processes and helps maintain important company relationships while advancing 

the free flow of accurate and truthful information. 

 

PROVISION OF THE NIPR ACT 

The NIPR’s act was promulgated in 1992 by the administration of military President, Ibrahim 

Badamosi Babangida. It’s now part of the laws of the federation. Specifically, it is to be found in 

Chapter N.114, laws of the federation of Nigeria (LFN). It is divided into 22 sections. We shall 

endeavor to treat the sections. 

Section 1 - Est to regulate 

Sections 2 – Categories of membership 

Section 3 – Election of President and Vice President 

Section 4 – Council of the Institute 

Section 5 – Power of the Council 

Section 6 – Funds of the Institute 

Section 7 – Accounts 

Section 8 –Appointment of Registrar, etc and preparation of the register 

The Registrar is the Chief Executive Officer of the Institute 

Section 9 –Publication of register and list of corrections 

Section 10 – Registration of PR practitioners 

Section 11 – Approval of qualification 

Section 12 – Supervision of instructions etc and examinations leading to approval qualifications. 

Section 13 – Establishment of disciplinary tribunal and investigation panel 

Section 14 – penalties for unprofessional conduct. 

 

MANAGING QUALITY IN PUBLIC RELATIONS  

Issues in quality management are: 

1. Client 

2. Effective Training 

3. Fund and Motivation 



4. Better work results 

5. Efficient work 

6. Improved bottom line 

 
A. Processed Areas 

1. Briefing 

2. Proposal 

3. Research and Planning 

4. Documentation 

5. Implementation 

6. Evaluation 

 

B.    Practice Area 

1. Counseling 

2. Activities and Management 

3. Production 

4. Media and Intermediaries 

5. Research and Measurement 

 

C. Performance Areas 

1. Training  

2. Budgets 

3. Liability  

4. Flexibility 

5. State of the Act 

6. Good Management 

 

D. Personal Skills 

1. Education  

2. Experience 

3. Language skill 

4. Networks 



5. Ethics 

6. Uniform body of Knowledge 

 

The definition of quality as given by ISO9000 is the totality of features and characteristics of a 

product or service that bears on the ability to satisfy stated or implied needs. 

 
The key aspects are 

1. Management responsibility  

2. Client needs 

3. Human resources 

4. Quality system 

 

PUBLIC RELATIONS NETWORK CONTENT 

As we know, public relations is a very wide and broad field. Its activities include projecting the 

image of an organization, researching, advising, and documenting the activities and operations of 

an organization. It would also serve as a winning signal on issues and likely crisis/crises that may 

impact positively or negatively on the operations of an organization. However, some activities are 

often confirmed as public relations, whereas at best, they are elements of public relations. It is 

therefore expedient for us to have an intercourse on the proper relationship between these elements 

and public relations and the role and functions of the PR practitioners. 

 
1. PUBLIC RELATIONS AND MARKETING 

PR and marketing are essentially corporate functions but they are not the same. PR is used both in 

commercial and non-commercial organizations. PR may not be a marketing strategy as advertising 

is, whereas, PR is involved in all marketing decision made by any organization. PR starts from the 

innovation stage of any product. PR can be used in the marketing of any product since the product 

of any company is meant for a specific market. PR could also help in educating such a market. 

Marketing uses PR. Marketing of the product will fail if the market is not educated on how to use 

the product. E.g. in political marketing if you fail to use PR, it will be  

difficult for the electorates to be enlightened, educated or mobilized. This is why PR helps to create 

a market for the product and equality or product identity for the company marketing/producing a 

product or a service. 



 

In all, the six stages in the product life cycle namely: 

1. Development 

2. Introduction 

3. Growth  

4. Maturity 

5. Saturation 

6. Decline 

PR is very important 

 

PR supports marketing sponsorship of certain types, sporting activities and social responsibility 

efforts: Football, educational events, building of community centres, donation, and scholarships. 

PR supports marketing by attracting and getting third party endorsement of the product. 

 

2. PUBLIC RELATIONS AND ADVERTISING                          

While it’s the duty function of advertising to make a product or service known, PR is to build an 

image for the product or service. PR can be used in promoting a product or service. It is to be noted 

that nobody will buy a bad product twice and part of making the product good and acceptable is 

the job of PR practitioners. Advertising is basically commercial because it’s paid for 

communicating and to get publicity for the product or service. On the other hand, PR is not paid 

for in order to get publicity. Advertising therefore, is a marketing tool and a means of achieving 

communication. Advertising helps to introduce a new product, to sustain an established project 

and to create a flow of traffic for retail outlets, to secure sales lease, demarcate a service and to 

promote a public cause. PR uses advertising for corporate institutional purpose. A PR practitioner 

also uses the expertise of the advertising agencies, copyright purposes, media placement etc. 

 
3. PUBLIC RELATIONS AND CORPORATE PROMOTIONS 

The PR unit/section/department will need research. Research is the fundamental of any 

endeavour/activity. A PR activity undertaken without research will not succeed. Therefore, the PR 

department will probably need corporate institutional or advertising research to help it plan a 

marketing strategy for the organization. Corporate promotions therefore provide a base for PR 

departments to draw its research materials. Corporate promotion is a joint responsibility embarked 



on every day in all departments in an organization to enhance the corporate image and promotions 

of the company. No matter how intangible, every department of an organization conducts its 

research – desk research, survey, opinion polls, qualitative research, quantitative research etc. In 

effect, we are saying that the responsibility of every department is to supply information when 

necessary. 

 
4. PUBLIC RELATIONS AND JOURNALISM 

Until recently, most PR practitioners entered the profession of PR through journalism but the point 

must be made that being a journalist does not automatically make you a good PR practitioner. PR 

is now multi-faceted and multi-tasking, therefore it goes beyond mere knowledge of journalism. It 

is true that in the day-to-day operations of PR, the practitioner will need the journalist. The 

practitioner will have to write news releases, features and take the journalist on facility and tour 

operations. Press conferences will also be held etc. All these, the PR practitioner cannot do without 

an in-depth knowledge of the modus operandi of journalism. However, the point must be made 

that PR goes beyond media relations or press relations. 

 
5. PUBLIC RELATIONS AND PROPANGANDA 

An abuse of the PR process often leads to propaganda when PR is misused, it can lead to what is 

termed propaganda, disinformation, misinformation, brainwashing and mind management to 

manipulate you because dishing out falsehood is not synonymous with PR. However, most 

common misconceptions is to think that PR means propaganda which is the manipulation of 

people’s mind by shady characters known in PR psyche as the hidden persuaders as witnessed 

during the famous second world war that brought up Goebbens of the German propaganda 

machine. PR and propaganda are widely different because while PR’s objective is to achieve a 

consent/consensus through dialogue, complete opponents, understanding and collection of 

information through ethical fact finding methods respected worldwide, the objective of 

propaganda is to build a movement, direct information to a people already brainwashed, use and 

accept monologue, obscure facts or give half truth; promote a following (followers) either or not 

the people understand what is at stake. Propagandists obtain information through questionable 

means whereas the PR practitioner subscribes to the mode of ethics that prevents him from doing 

anything that would ridicule him. 

 



Image is very important in PR, reputation is very important and as a PR practitioner you must like 

Caesar’s wife, be beyond reproach. 

 

PR STRUCTURE IN ORGANISATION 

The two PR structures are: 

1. Internal PR Department 

2. External Consultancy 

 
The practice is structured on two main basis or a combination of the two depending on the use of 

the firm and the problems PR is expected to address. 

1. Upstream: Exploration and drilling activities. 

2. Downstream: Marketing and distribution activities 

 
Issues beyond internal PR department are resolved by external consultancy. 

 

ADVANTAGES OF INTERNAL PR 

1. Teamwork 

In the internal PR structure, the public relations personnel are members of the same organization. 

As insiders they enjoy the confidence, trust and support of other employees and management of 

the organization. This climate of solidarity facilitates teamwork with other departments and 

enhances the coordination of the PR activities of the organization and enhances the co-ordination 

of the PR activities of the organization. 

2. Intimate knowledge of the organization 

The internal PR staff has an up-to-date knowledge and intimate understanding of the organization. 

The internal staff also understands the politics of the organization. Equally, they have direct access 

to key efforts and the resources of the organization. 

 

3. Relative Job Security 

The tenure of the internal PR personnel is guaranteed and does not depend on the performance of 

a given task. This is not the case with the external consultant who is usually laid off as soon as the 

assignment is accomplished. 

 



4. Relatively Good Salary 

The PR personnel are members of the organization according to the conditions of the organization. 

They do not like anything if PR activities do not yield good returns. 

 
5. Availability of Extensive Resources 

Internal PR personnel has resources at his beck and call. 

 

Disadvantages 

1. Loss of Objectivity 

The advantage of team membership can sometimes result in professional liability. In an 

organization, the personnel are expected to be loyal to the management of the organization. There 

is therefore the danger of losing objectivity. 

2. Boredom 

The internal PR personnel does the same work day-in-day-out which makes him/her bored with 

the job and therefore slacks in efficiency. 

3. Lack of Promotion or Little Promotion  

In small organizations, the PR personnel may not have opportunity for advancement. A way to 

handle the matter is to upgrade oneself so he would be considered during opportunities.  

 

ADVANTAGES OF EXTERNAL CONSULTANCY 

1. Objectivity 

As a relatively independent agent, the outside PR practitioner is not directly involved with the 

politics of the client. He is therefore in a good position to render objective, fair and impartial advice 

without fault and favour. This professional independence enables the outside practitioner to 

analyze the client’s problems from a different perspective. 

2. Pool of Expertise and skill 

The external practitioner is likely to have worked in a position to bring in a pool of expertise and 

skills. 

 

3. Extensive experience and reputation 



He has extensive experience in working for so many organizations and for so many problems. He 

is therefore in a position to bring his experience to bear on the qualities he can render to an 

organization. 

 
4. Branch Office 

The external PR consultant is likely to have affiliation and branches from where he can call for 

resources if the need does arise. 

 
5. Self-Employment 

Because he’s self-employed, he can be available wherever/whenever he is needed. 

 
DISADVANTAGES OF EXTERNAL PR PRACTICAL/CONSULTANT 

1. Resentment by internal staff 

The external consultant is seen as an outsider and in many case, he hardly receives any co-

operation from the internal staff who may see the external consultants as only coming to take their 

jobs. 

 
2. Lack of Information and confidence  

The internal staff is not willing to share information with the external PR consultant. 

 

3. Minimal understanding of the clients problems and needs 

Being an outsider he does not have a deep understanding of the problems and needs of the clients. 

 

4. Prolonged briefing period 

The external consultant may require prolonged briefing period. Being an outsider, he needs to 

be briefed on the history of the problem, the pattern of the problem, and what the management 

has done to curtail the problem. 

5. Lack of Concentration 

The external consultant is working for so many, he may not have the time or resources to 

concentrate on one client. 

 

6. High Cost 

The services of an external PR consultant is usually very high. 



 

7. Overtime schedule    

The external PR consultant may need to work overtime in order to meet up with the demands 

of so many clients. 

 

PR FOR COMMERCIAL AND NON FOR PROFIT ORGANISATION  

There are 2 basic types of organizations  

1. Commercial –oriented organizations 

2. None for profit organizations 

 

What distinguishes the two organizations is their motive. The motive of commercial organizations 

is to service to customers for profit. Non for profit organizations render voluntary service to 

produce manpower for industry and the society. Non for profit organizations render humanitarian 

services. For instance, employee relations is an area of PR which applies to both commercial and 

non-commercial organizations. 

 
Whether you are commercial or non-commercial, you require the understanding of your public. 

The 2 types of organizations derive their income from different ways. Non-commercial 

organizations derive their income from voluntary donations. 

 

Both commercial and non-commercial use advocacy to persuade the target publics to see them as 

good citizens whose activities should be supported. Support for commercial organizations is by 

patronage while non-commercial organizations is by donations. 

 

Apart from employee relations, media relations also apply to commercial and non-commercial 

organizations. In the modern society, you cannot do without the media. Most of the time, the mass 

media donate space and time to voluntary organizations to air their messages to the public, 

commercial organizations have the finance to air their message. 

 

Non-profit organizations use public relations more for advocacy because they don’t have the 

money to advertise as the commercial organizations. Therefore the support that advertising gives 

to PR is relatively absent in voluntary organization. 



 
Voluntary organizations engage in food raising or launching while commercial organizations aim 

to produce good products and services. Advocacy by voluntary organization is to plead to the 

public and appeal to their philanthropic spot to give, also the voluntary organization would show 

what they used the previous donated money for and why they need more donations. 

 

3. Consumer Affairs 

PR plays a role in consumer affairs for commercial organizations. Consumer affairs are those 

things organizations do to make sure their consumers are satisfied with the product or service they 

purchase with their money and also keeping them satisfied. 

 
PR helps to educate the consumer on the use of the product or service. This is known as: 

Brand Loyalty: Organizations build brand loyalty by ensuring that consumers are given equal value 

of service for the product they buy. 

 

4. Lobbying 

Lobbying deals with persuading an organization to do something. It is a way of persuading 

government officials to make favourable policies. 

 

 

5. Community Relations 

Both commercial and non-commercial have a community which they refer to as publics, 

commercial organizations use PR to create the image of good public citizens. They use PR to create 

what is regarded as “In-law Relationship: companies engage in corporate social responsibility 

(CSR) to help communities so that they would benefit from what they are doing. 

 
PR is used to further the motives of commercial and non-commercial organizations. 

 
MANAGEMENT 

Management is that action or conduct that utilizes the 3M (Money, Materials, Man) or it’s the 

utilization of resources to secure or achieve the objectives of an organization. The resources 

logistics method. In management, human management is critical. 



  



COURSE TITLE: NEWS WRITING 

COURSE CODE: MAS 201 

 

 

News Writing  

Writing is an extension of the process of thinking and speaking. 

 

Read on News in GSM as a tool (News, Types of News, Nature of News, News Gathering, 

Timeliness/Immediacy…) 

 
Consequence: Implication of what happened – the impact and effect on the people. A news is 

noteworthy when it affects people. 

 

Disaster/Conflict: They make news. Disasters such as earthquakes, plane crash, fire outbreak, 

flooding…. conflicts such as war, labour crisis also make news. 

 
Oddity: Something/Anything odd is news. 

 
Human Interest: Deals with stories that touch the heart. 

 

THE 5W’S AND H (Serving Servants in News Writing) 

Every good story must answer these six basic questions 

(1) What (2) Who (3) Where (4) When (5) Why (6) How 

When you write a story, you must arrange the facts and figures to answer two or more of these 

questions. These facts and figures can be obtained through interview, observation etc. 

 

A. WHAT 

1. What happened? 

2. What’s the point of the story? 

3. What am I trying to tell readers, viewers and listened? 

4. What does the audience need to know to understand the story? 

5. What surprised me? What is the most important angle I learned? 

6. What is the history of the occurrence? 



7. What happens next? 

8. What can people do about it? 

B. WHO 

1. Who is involved in the story? 

2. Who is affected by it? 

3. Who is the first person to tell the story (witnesses)? 

4. Who is missing from the story? Who has more information about the story? 

5. Who is in conflict in the story? Do they have anything in common? 

6. Who else do I speak to? (More sources)? 

 

C. WHERE 

1. Where did the incident happen? 

2. Where else should I go to, to get the full story? 

3. Where is the story going next (How will it end?) 

 

D. WHEN 

1. Why did it happen? 

2. Is it an isolated case or part of a trend? 

3. Why are people behaving the way they are: What are motives? 

4. Why does the story matter? 

5. Why am I sure I have the story right? 

 

F. HOW 

1. How did it happen? 

2. How will things be different because of what happened? 

3. How will the story help the audience? Is it going to give them the information to cope with 

their issues? 

4. How did I get the information? 

5. How will someone describe the story to friends? 

 

 

COMPONENTS OF A NEWS STORY  



1. Accuracy 

A good news story must be accurate. Facts and figures must be correct. The pursuit of the truth is 

the concern of good journalism, therefore every news story must be true. Names must be correctly 

spelt. Figures and dates must also be correct. 

 

2. Objectivity 

It’s a story requirement of every good story. It’s the dispassionate presentation of facts in as 

complete a way as possible. Objectivity presupposes that the writer will not allow his/her 

preconceived notions and ideas out of the news. He must not put his own personal judgment in the 

news. 

 
3. Completeness 

Every good story must be complete. No question (5W’s and H) must be left unanswered. 

 

4. Balance 

A good news story must strive for balance. All sides must be presented. 

 

5. Fairness  

Fairness requires that the news writer does not give labels to people. He must avoid stereotypes, 

sentiments, prejudice, racism, name calling. 

 

6. Clarity 

A good news story must be clear. You must express your ideas as clearly as possible so that your 

audience would understand you. Use specific and not general words. 

 

7. Simplicity  

Use simple languages. If you use a technical word, explain in proven thesis. Avoid complex 

expressions. 

 

 

 

8. Focus 



You must be focused, a good story must be focused. Answer the question of “what is the story all 

about?” And stick/keep to that. 

 

9. Verification    

The story must be verifiable. It must be ascertained to be true. As a news writer, you need to 

confirm, verify, talk to other people, double check. 

10. Attribution 

Identify the source of information which could be a human being, document or report. Attribution 

gives a news story credibility. 

 

QUALITIES OF A GOOD NEWS WRITER 

1. Impeccable writing skills. 

A good news writer must be able to write without committing errors and blunders. 

2.  A good news writer must have the ability to meet deadlines. It is non-negotiable. News is 

perishable and if not served fresh, it becomes stale. 

3. A good news writer must meet the standards of objectivity, fairness and balance. 

4. A good news writer must not deliberately suppress information for any consideration whatever. 

5. A good news writer must have appetite for details. 

6. He/she must show and not tell. To show is to provide evidence. 

7. A good news writer must maintain interest of sources, you must respect that even at the point 

of death. 

 

WRITING THE NEWS 

Good news writing is concise, clear and accurate. Generally, news stories have shorter sentences 

and paragraphs than other types of writing. Each paragraph contains a new idea or a new setting. 

Generally reporters use simple direct language that is easy to understand. In other words, well 

written news stories are not vague, ambiguous or repeated because each  word counts (“Omit 

needless words” – Golden Rule) Every news story begins with the lead  or introduction (Intro) 

 

 

What is a news lead? 



It’s the first contact of the reader/listener with the news. The beginning of a news story is the lead. 

The lead captures the essence of the story. It’s the climax. The lead must contain the most 

important thing that happened in that event. Basically, there are two categories of the news lead. 

 
(a) Hard Lead (b) Soft Lead 

The hard lead summarizes the essential facts of the story; The 5W’s and the H. the soft lead may 

set scene or introduce a character. Softleading goes from the top of the story to the bottom 

gradually (It’s dramatic) 

Example of hard news lead; Former rebel leader: Joshua Smith was elected prime minister 

tonight, winning more than 80% of the country’s first democratic election since 1993. 

Soft News Lead Vocation 

Growing up in Young Town, Joshua Smith was a little boy with big dreams. Although small for 

his age, he says the bigger boys at school bullied him. When he told his grammar school teacher 

he would be prime minister someday, she laughed. 

No one is laughing now. Smith won yesterday’s election with more than 80% of the vote becoming 

the country’s first democratically elected leader since 1993. 

The most important in a lead is the “who” and “what”. 

Choosing the right kind of lead depends on many factors including the importance and the time of 

the story and the type of news organization, publication and broadcast involved. For example wire 

service (news agencies) online news sites, radio and tv newscast that thrive on immediacy 

generally use hard leads. 

TYPES OF LEADS 

1. Summary Lead 

This lead approaches a story in a direct way. It’s similar to the hard news lead approach. It gives 

the most important information in the event. 

2. Descriptive Lead 



This type of lead paints pictures, sets the stage, gives sensory details (what you can see, smell, 

taste, touch, and hear). 

 

3. Multiple element lead 

There are times that a news event may have several equally important elements. 

 
4. Delayed interest lead/Indirect lead/suspense lead 

This type of lead approaches a story in a roundabout fashion like a softlead. 

 
5. Quotation lead 

Starts with a quote. It starts with a controversial statement or full statement that may likely draw 

the attention of people. 

 
6. Question lead 

Starts by asking a question. For example: Who stole the 10million naira for the HOD’s office last 

night? This was the question as…. 

 
7. A shocker lead 

This lead confronts the audience with unexpected information. For example: Mr John Doe won a 

presidential election and in his acceptance speech, he lays his resignation. 

 

 
LEADERSHIP 

The lead must reveal what is most important in an event but it shouldn’t be too long as to distract 

the audience’s attention. For radio and tv, the lead must be short should not more than 18 words. 

For newspaper and magazines, the recommended word count is between 18 to 25 words. 

Depending on your resourcefulness you could once in a while break the rule. The lead attracts 

attention. 

 

THE STRUCTURE OF A NEWS STORY 

 A News story has two major parts – The lead and the body. 



All stories have news structure just in the same way a human being has a spine. Without a structure, 

stories will become a jumbo of facts with nothing to hold or to be understood by the audience. The 

structure of the news story is all about the shape of that story. 

 
SEVERAL STORY SHAPES/NEWS STORY STRUCTURE 

1. Inverted Pyramid Structure 

Many news stories begin with the most worthy information. The inverted pyramid form of news 

writing puts the most important information at the top followed by other details in descending 

order of importance. 

 

  Most Important Info. 

 More Important Info. 

      Information 

  III  Least/less important information 

 

Reasons  for this structure   

a. The audience is always in a hurry to get the gist of the story. 

b. When you have space constraint, that is, not enough space to publish the story, they can cut 

the story to fill the space. They would cut from below. 

This shape is important for example if reporting the importance of a breaking news on flooding, 

the important facts are: (1) How many people died (2) How many people are missing (3) How 

many are wounded (4) How many are displaced. In the inverted pyramid structure, information 

following the lead expounds or develops the point that is made in the lead. 

 

Therefore the supporting paragraph would elaborate on the topic, filling in details and providing 

background about the flood. Background in a flood story is how many times has a flood incident 

happed in that place? Background deals with the history of the event –refreshing the memory about 

similar events that happened. 

 

2. Hourglass structure 



It’s a combination of inverted pyramid and pyramid structure. You start the story with an inverted 

pyramid structure and end with the pyramid structure. 

It’s a modified form of the inverted pyramid. It begins with the modern structure but after a few 

paragraphs, it takes a turn and becomes a narrative. The narrative part is usually told in 

chronological order. For example, the story of a flood disaster can begin with a hard lead and 

provide a few paragraphs of support and then begin to tell the story of the flood as witnessed by a 

survivor. But this kind of structure requires a clear transition from the opening section to the 

narrative section. 

 
Remember that the inverted pyramid structure helps the audience to get acquainted to/with the 

information as quick as possible. 

 

Some stories like fire disaster, flood disaster, plane crash, earthquake, major sporting events e.g. 

football (start with the score) can use the Hourglass structure. 

 
3. Diamond Structure 

It’s the opposite of hourglass. It starts with the pyramid structure and ends with the inverted 

pyramid structure. The interest of the audience is suspended and then a climax will be built which 

will later descend. 

 
This is a pyramid structure but is used only for feature writing and magazine stories. Its starts from 

the least important to the most important. 

Inverted pyramid – hard news, pyramid structure – soft news 

 
A writer using this structure will begin most likely with an anecdote which introduces a character 

whose experience illustrates what the story is all about. An anecdote is a short and amusing story 

about the past which might illustrate bravery, heroic exploits of that person. This small story that 

is the anecdote, will then broaden out to show its wider significance then the writer will return to 

the individual character story as a way of concluding the narrative. The diamond structure is 

frequently used in television news. 

 
 

 



HOW DO YOU PRESENT YOUR FACTS USING THE STRUCTURE 

To present some facts, you must ask yourself some pertinent questions. 

1. How many elements does the story have? 

There is a format for writing news stories called the COPY FORMAT 

Every story must have a slug. The slug contains vital information about the name of the writer, 

few words to identify the story and the date the slug was written. E.g.  

John Doe 

Plane crash 

10-08-2014 

Leave one third of the page empty for the headline of the news story. At the end of your first page, 

if your story continues, write (-more-) or (m/f) (more to follow). 

More or m/f 

On the next page, write (plane crash - add-1)  

Plane crash – add- 1 

Then continue your story below write – more – or m/f if it still continues. Write (plane crash add-

2) on the next page, continue that pattern till the end, at end of your story write 

 (end) or (#) or (-30-). 

Type the story in double line spacing.  

 
WRITING FOR THE BROADCAST MEDIA 

Writing for the broadcast media, that is radio and tv, takes a different approach from the print 

media. A broadcast journalist must think in terms of listening airtime whereas a print reporter 

thinks about newspaper or magazine space. Broadcast media do not have all the time to present 

the news. Broadcast news writers appeal to the ear in order to attract or hold the attention of 

listeners who may be doing other things while the news broadcast is on. The following guidelines 

will help the broadcast news writer to win the challenges of keeping the audience interested. 

1. Adopt a conversational, informal and relaxed style 

Broadcast news is written in a way one friend talks to another. This style uses contradictions, 

incomplete sentences, as well as first and second person pronounces to establish rapport with the 

audience. 

 
2. Write short declaration sentences that are straight to the point and limited to one idea. 



Normally, the declarative sentence has 3 structures – 5VO (Subject, Verb, Object) your words 

should be short and urgent. Ideally, a broadcast sentence should be between 15 and 25  words. The 

sentences should be simple sentences and written in the active voice. 

 
3. Present the information in an up-to-date format 

Broadcast news is presented several times a day because news is happening now. The emphasis of 

broadcast media is currency. Avoid saying “today” because the listener already assumes that the 

news is current. Rather, say; ‘the morning, this evening’ etc.  

4. Use present tense verbs 

Present tense verb emphasizes immediacy. 

5. Round off numbers 

Instead of saying “3,964” say “almost 4,000”. 

6. Give numbers meaning 

‘3 out of every 4’ makes more sense than ‘75%’. 

7. Shorten long titles 

8. Never put an unfamiliar name first in a story 

If the person is not well known, delay the name until the story has captured the audience 

attention. 

9. Omit the person’s middle initial except if the initial is part of his name. 

10. Place the description- age or identification before a person’s name 

11. Leave addresses if they are not important to the story 

12. Place the attribution before the ‘what’ is said (“Who said what “then” what he said”) 

13. Avoid direct quotations 

 

WRITING FOR YOUR ANNOUNCER 

Broadcast copy must be announcer friendly. At some stations the writer is also the announcer but 

at other stations, the writer is not the newscaster. Writers may finish their copy only a few minutes 

to the newscast and this may not allow the announcer/newscaster to read it before going on air. 

Therefore, broadcast news writers must write news stories so that they can be easily delivered by 

someone else. 

1. Add phonetic spelling  



To mispronounce a name on air is not good 

2. Hyphenate words that go together in a group 

E.g. 75 year old woman 

3. Spell out numbers 1 - 11  

4. Use numerals for number 12 – 999 

5. Use words instead of abbreviations 

“Kilometer per hour” not “km/h” 

6. Spell out figures, signs and number.  

Write fifty percent not 50% 

 

GUIDELINES FOR COPY PREPARATION 

1. Use the standard 8½  by 11inch paper (A4) 

2. Type on only one side of the paper so that an announcer knows immediately what the next 

story is. This will also prevent on air- paper shuffling. 

3. Set margins for 65 characters a line. 15lines with 65 characters per line is equal to one-minute 

reading time. 

4. Double or triple space your lines in order to visually separate them from announcing and to 

give more room for editing. 

5. Use upper  and lower  case for radio copy and all caps on television  

6. Place only one story on each page. 

 

Radio Copy    Tv Copy    

Mr John Doe yesterday won          Mr.JOHN DOE YESTERDAY The left hand side is for  

the presidential elections in         WON THE PRESIDENTIAL      cues (instructions)  

Banana Republic  

 

7. Put a slug in the top left corner of the page. The slug contains the identification of the story 

(one or two words), reporter’s name, date and time of the news cast. 

8. You must estimate the reading time e.g. 8 lines – 32 seconds. 

9. Begin each story about 6 lines below the slug. The space between the story and the slug can be 

used for editing or for adding transactions between stories. 



10. Never split words between lines and over split a sentence or paragraph between pages of a 

copy. 

11. Use - #-or 30- at the end of the story to indicate that there is no more 

12. Circle all the information that is not to be read on-air like the slug, end mark and timing. 

 

For a tv copy, it is 20 lines per page. For radio it’s 15 lines. 

 

BACKGROUND INFORMATION 

Background information is the likely segment of news writing or research aspect of news writing. 

 
A clipping is a file containing all public stories. 

 

ESSENCE OF BACKGROUND INFORMATON IN NEWS WRITING 

To refresh the memory of reader/audience. 

 

WRITING TERRORISM STORIES 

1. Integrity matters 

2. Be truthful  

3. Avoid using offensive language  

4. Avoid sensationalism 

5. Fairness and balance 

6. Aspire to inform and not to impress readers 

7. Observe ethics of newsmen. 

“Terrorism must not be reported in a manner that glorifies the act” – Prof. Ralph Akinfeleye. 

 
CHECKLIST 

1. Always give a factual and objective report 

2. Where necessary, get the reactions of the victims their families, relations and quote them. 

3. Avoid the use of cameras. 

4. At the scene of terrorism, avoid being slugged. 

5. Never go to the scene of terrorism with a made mind, rather go with an open mind  

6. Have a perfect sense of observation. 

7.  News worthy photographs to further illustrate your story. 



8. Where views of eye witnesses are necessary and the environment is unfriendly gather their 

views with undercover techniques. 

9. Drop any view point that you can’t verify. 

10. Remember while investigating a news story, your emphasis should be on “why” 

11. After your process of investigation, jump start your story through the human angle.  

 

GSM as a tool – Page 52 and 53 

Role of Quotation and Attribution in news writing – Pg 63 – 74 of Gsm as a tool 

Pre-news writing activities – pg 56 – 57. 

 

ROLE OF QUOTATION ATTRIBUTION  

Marking guide for a news story 

 Lead/Introduction 

 Attribution  

 Quotation 

 Transition 

 Background information 

 

- In attribution, do not write a name with initials. E.g. Prof. Ralph A. Akinfeleye and not 

Prof. R.A. Akinfeleye, Pastor Tayo Popoola and not Pastor T. Popoola 

- Markers are interested in quotations from services. 

- Types: Direct, paragraphs – use of your own words but must share meaning with the source, 

indirect. 

- If this attribution is not in the lead it should come in the second paragraph. Transition comes 

in – it’s the way you arrange your “he and,  he added”…. 

- Do not conclude with “in conclusion” or “finally”. 

Quotation is one of the ways a reporter brings credibility and variety in a news story. Your story 

must be property attributed. 

Apart from people, you can attribute a news item to an institution’s document with signature and 

name). If you obtain a fact that requires authentication don’t fail to authenticate it. 

 



TIPS ON HANDLING QUOTATION IN NEWS WRITING  

Pg 73 and 79 of GSM. 

 

POLITICS OF NEWS WRITING 

There is the political element in news writing and these politics are usually reflected in the editorial 

policy of every medium of information dissemination. It is expected as a media writer to acquaint 

yourself with the policy so as to be in the good books of the management and equally perceive 

your job. 

 
However, you must never cover up any truth in your story, the political tendency has emerged as 

the greatest threat to the ability of news reporters to be truthful in their news report. 

  



COURSE TITLE: FEATURE WRITING 

COURSE CODE: MAS 232 

 

TOPIC: FEATURE STORY 

 

A Feature story is a piece of writing about a subject in a newspaper or a special report on the tv or 

radio, it’s a journalistic writing that is both original and descriptive. 

Some feature stories are geared towards entertainment with little information others inform but 

entertain little. The best is to combine both aspects. 

 
A feature is original in two ways: 

1. It is original irrespective of the way it is written while news writing comes in inverted pyramid 

format, the feature story’s form is more fluid. The feature story divided into beginning, middle 

and end.  Feature stories unlike news stories are not intended for the readers in a hurry. They 

must be read completely to make sense. They must be carefully edited to make sense. 

2. Features are also original because they can explore any subject that falls within the realm of 

human interest unlike news stories which focus on news events. Human interest simple means 

what interest people and a good rule of thumb is that anything that interests the feature writer 

or an editor will likely interest the readers. However, human interest stories can be about 

“people” and things but journalists often opt for “people” stories because they are more 

interesting and more often read than stories about things. In the same vein, stories about 

unusual events are more interesting than stories of usual events. 

 

In summary, if you find a story about a person and something about him is unusual you would 

probably find a good feature story idea.  

 

Feature stories tend to be descriptive, another element of the definition. News stories are supposed 

to be objective which often excludes description e.g. a news writer will rarely describe someone 

by height, weight and hair colour or type of clothing unless such description were vital to the story 

but the feature story uses this types of description. 

 



A feature story must remain above all journalistic, in addition to being original and descriptive. 

Thus, a feature writer must sustain the same standard of journalistic accuracy as a news writer. He 

must verify information, quote, accuracy and be fair and precise with descriptive. 

The function writer also follows journalistic “style”. Style here refers to a uniform approach to 

punctuation, capitalization, abbreviations, titles and spellings. In other words, a feature is subject 

to the same accuracy. 

 
A good feature article is laden with information and entertaining moments, perhaps through 

example and anecdote told by the subject. 

 

Feature Story Ideas 

Whenever you find human beings, if you look carefully or have a nose for news, you will find a 

mine of feature story ideas because readers are more interested in feature. A feature writer will 

explain the human aspect of a ‘thing’ story. Transforming a “thing” feature to a “people” feature.  

 

Feature can be categorized in various ways. They can be news of timeless features with the 

exception of “commemorative” features which is always tied to a breaking news event. Various 

categories include: 

1. Business Story 

To interest readers, business story must focus on a worker or a business owner. You can take 

advantage of the breaking news to write on the business and then a worker but avoid giving the 

business a free advert space. 

2. Commemorative Story 

These are stories pegged to the anniversary of an earlier news event. Depending on the event, you 

can interview the people who were originally involved in the story. If the individuals are dead, you 

can do an article that captures the mood of the event. 

 

3. Explanatory Story 

This focuses on how a system or process works e.g. how a newspaper is produced, how a tv 

commercial is produced etc. writing a good explanatory story requires a lot of research. You need 

as much as an expert in your story. 

 



4. First person story 

This is often tagged “reporter’s experience”. This gives the person’s experience of the reports on 

an issue may be after surviving a plane crash or a fatal accident. 

 
5. Historical Story 

This story is often tied to a breaking news event. The writer seizes that opportunity to explore the 

subject to show readers how their community or world has changed. 

 
6. Hobbyist Theory 

Many people have many favourite past times which take up most of their leisure time. Some are 

book readers, some are gardeners etc. but ensure your subject truly excels in that area. 7. How 

to the story 

This focuses on an expert who tells readers how to accomplish a task or cope with a challenge. 

This could be timeless story or a news feature when held to a season (seasonal story) eg. During 

flood, how to dry a wet carpet. 

 
8. Invention Story 

 Invention of a product can yield a feature but inventors can be invasive until they secure patents 

to avoid their trade secrets to competitors. 

 
9. Medical Story 

People get sick. People die daily, some in their prime. Both illness and deaths can yield strong 

features. Many who are sick can’t afford to pay their bills. Relations of the sick often seek writers 

who can help tell the world their plights. Such moving reports often attract donations. Features can 

also focus on medical issues – when a doctor finds a cure for a ravaging illness. It can focus on 

attitude changes for the terminally ill. Such people find comfort in leaving a message for the living 

either to live joyfully or avoid the type of style that brings the disease. 

 

10. Number Story 

This uses interviews in several aspects say 10, to put a problem and sometimes a solution into 

perspective. E.g. the mushrooming of fast food joints nationally. You can interview experts or 

consumers on the danger of junk food. 

 



11 . Odd Occupation Story 

Such stories can explore a typical work day of grave diggers, mortuary attendants etc. Every 

community has scores of individual with unusual jobs – occupations that are dangerous, 

unappealing or simply strange. Such stories can tickle readers. Such stories require finding the 

person who has held an odd job for some time and enjoy it. The interview will focus on how the 

job is done, why he/she chose the field, or both. 

 

12. Overview Story 

Some features e.g. stories dealing with accident can be supported with data from various official 

sources. Such data can be used to provide readers with an informational overview of the problem 

in addition to the emotional and humanistic qualities you want to inject into the story. 

 
13. Participatory Story 

The writer gets involved in an event or processes to get an insider view of the issue as a participant 

observer. Investigative reporters employ this method to get to the root cause of a problem. 

 
13. Profile Story 

You can profile anyone or anything (institution, person etc) but profiles are written about people 

with their cooperation. When you pick an interesting personality, you research, then interview him. 

You can also talk to others about him. If a subject declines to cooperate, you can interview several 

people who know him. Then you can lace this together to paint a word portrait of the subject. 

Groups, institutions, events and things can also be profited. 

 
14. Unfamiliar Visitor Story 

An interview with a visitor can shed light on a local problem, culture or event. For example, an 

interview with an official of British electricity board may help Nigeria find a solution to it power 

problem. 

 

A feature is an in-depth and factual write-up on a topical issue which seeks to give comprehensive 

information in a more captivating and relaxed style than straight news. 

 

Other types of Feature Story 



- Obituary 

- Travelique 

 

PROCESS OF WRITING 

1. Decide on a topic 

2. Identify the reasons for the topic 

3. Highlight the key facts to write on 

4. State your points 

5. Conduct research if possible or ask question 

6. Collate the facts coherently 

7. Conclude your story 

 

QUALITIES OF A FEATURE WRITER 

A feature writer shares some common qualities with a reporter. These include: Ability to get along 

with all kinds of people, curiosity, keen sense of observation, good knowledge of the language and 

appreciation for the power of the printed word, and ability to organize materials and to write 

relatively quickly. 

1. Ability to get along with people  

A feature writer will meet different kinds of people in the course of his work. Many of them may 

have different social values, with varying educational background. 

 
A feature writer must not have a negative mindset against anybody even when they have different 

values and world views. You must realize that everyone is unique and must be treated so. Realize 

that you’re not a police officer or a minister or a social worker. Your job description includes 

neither judging nor saving the people you write about. As a reporter or writer, your job is to observe 

and write about these people. 

 

You therefore need to cultivate the ability to get along with all kinds of people, even if you 

personally find them disgusting or immoral. In that sense, a feature writer deals with feature story 

subjects in much the same way as a good lawyer deals with clients. The lawyer tries not to let 

personal feelings get in the way of the primary consideration which is assisting the client. 



 
2. Curiosity 

This is another character a feature writer must cultivate/have. If you are the type who would never 

run to the top of the hill to see what is on the other side, you probably would never see the visual 

clues all around you that can lead to an unforgettable feature story. It’s possible, if you are not 

curious to overlook possible feature story ideas in the course of your daily routine. The solution is 

to learn to look at life with an insatiable curiosity. In other words, learn to be a child all your life 

– a living question mark. 

 
3. A keen sense of observation 

This must be cultivated by a writer. This will enable him/her carry along the reader to “see” 

graphically a subject or object of description. The writer should have a flair for the way a subject 

walks, talks, and smells. You can acquire these traits by being alert to your environment. You can 

practice this by walking into an unfamiliar room and making a mental note of all the significance 

features of that room. For instance, if you enter a canteen while waiting for a service, know the 

colour and texture of the wall, the floor and table surface. Look at the windows and see if they are 

clean. See whether the pepper and salt shakers are full and read the ads you find there. Then, look 

around and start cataloguing the customers; ‘are they predominantly men or women? Young or 

old? Well dressed or casual? Fat or thin. Are they in groups or alone? If they are in groups are they 

talking or staring into a space?’ Overtime, practicing this will hone (sharpen) your skills and enable 

you work in a strange base and soak up the environment in a few minutes of looking and note 

taking. You should be able to do the same with people’s appearance as well. 

4. Language Skill 

A feature writer must also have a solid knowledge of the language and a fine appreciation for the 

power of printed words and for the very meanings of words that many seem familiar but have 

subtle differences. A writer who has a firm grasp of the subtlety of words is called a wordsmith. A 

wordsmith hears about each word and knows the value of compositional techniques such as simile 

and metaphor, alliteration and personification. A wordsmith labours over each words, frequently 

turns to the sources. He chooses a word the way a shopper selects golden apple at a supermarket. 

 

5. Organizational Ability 



A feature writer must be able to recognize and write vividly. While some features may have a 

deadline that give the writer only a few hours to organize and gather facts. Many features 

somewhat allow more time, “leisure” is a relative term or newspapers. It may mean only two or 

three hours for the interview and two or three hours (perhaps spread over several days to work a 

feature. A wordsmith must then write speedily, probably inevitably organizing the story while 

returning from the interview. 

 
Finally, these questions are not inherited they are learned and cultivated. They are qualities gleaned 

lightly from trial and error but they are present in all truly outstanding feature writers. 

 

Researching for newspaper story and magazine 

Studies have shown that when a writer researches well on subject, only half or third of the material 

will be used. But adequate research enables you to have a firm grasp. One can skim or research or 

over research too. 

 
The latter occurs in the process of tracking down a losing fact which takes more time than actually 

required on the piece working on. The trick is to strike a workable balance. Ignorance, your own 

ignorance, is the best starting point for research. While writers must become temporary experts on 

the array of topics they are writing on, few writers have more than a couple of areas of real 

experience. But always clarify any gray area while interviewing the subjects. It’s a lot better 

looking stupid to your source than looking stupid to your readers. No matter how well researched 

you are, the subject (interviewed) frequently has expertise on most things you don’t have access 

to. He will assume sometimes that you know it. Then you really have to stop them and say “please 

explain that”. 

 
It takes courage to tell an interviewee, “I don’t understand”. But filling in the gap in the course of 

an interviewee can save hours of research work later. Some interviewees appreciate this because 

they don’t want to sound dumb in the article. He would want to ensure you get the facts straight. 

When you are interviewing, you are also conducting visual research. What kind of shirt is the 

interviewee wearing? Is he strolling on bare foot?  Where some interviews hold in a hotel or an 

office, a subject’s house gives interesting opportunity for visual researcher. Examine the 



environment to pick up details they are not going to tell you. Check the book titles, or in a subject’s 

library. Visuals are research of a very telling kind. 

 

THE MORGUE (NEWSPAPER LIBRARY) 

Many standard newspapers store some reference materials such as dictionaries, who is who, 

encyclopedia etc which come in handy when doing some background research for a newspaper 

feature story. But the true wealth of the newspaper library is in its clip file. Organized by name 

and subjects, a newspaper’s clip files are the irreplaceable history of all major news events plus a 

lot of minor events that the paper has covered. The term “morgue” has given way to “library” or 

“reference room” for most newspapers, librarians keep watchful eyes on these documents to ensure 

they don’t disappear so that others would use them later. 

 

A quick research of newspaper clip files gives a reporter a launching pad. The prominent citizen 

dies and you must write a front page obituary, a historical building is to be rehabilitated or 

demolished and you have to write a feature story. 

 

But use your head before rushing to clip files for background checks. Some needed information 

could be found in who is who or some other reference books. A world of information is waiting 

for you if you know where to look. 

 

 

 

 

MANAGING REFERENCE SOURCES 

A reporter can also access a lot of information from basic issues of magazines stacked on shelves. 

Some magazines have computerized data, which offer information of various subjects. 

 

Some reporters however prefer to wade through dusty library stacks. Sometimes it works for them. 

Scanning book titles and flipping through pages of old magazines may help trigger new direction 

for focus or even get new article ideas. 

 



Each new subject will lead you into different research sources. Each topic prompts you to start the 

research anew. But the time spent on each topic won’t be wasted, even if you never write on the 

same topic again. You are mastering the technique of researching in detail, luckily for writers, it 

is an interesting occupation – and it ends only when you stop writing. 

 

COMPUTERISED RESEARCH 

A computerization of most news rooms has affected both writing and information gathering 

processes. It’s now possible to research most stories without ever leaving your display terminal. 

You can even locate interview expert sources using the computer. 

 

While computers have simplified a lot of things, libraries are still important, computers may give 

you access to all the recently published materials, but they don’t have database of older publication. 

Reporters may need libraries to access such information. 

 

INTERVIEWING FOR NEWSPAPER FEATURE STORIES 

An interview can be described as a convention, an exchange between people. An interview is a 

reporter’s tool to extract information from an interviewee. But it is a controlled conversation. It 

has to be controlled by the interviewer in order to extract information. 

 

A good interviewer is a good listener so he has to give himself something to listen to, to start the 

interviewee talking. Control is needed to achieve this, then to make sure the interviewee talks about 

things relevant to the readers/ viewers. Interviews for newspaper and magazine can be conducted 

in person, by telephone, in a group or by letter. Each category of interview has a unique purpose 

as well as distinct advantages and disadvantages. For instance, the skillfully conducted personal 

interview – the cornerstone of the story – should yield good, quotations, accurate description and 

insight into the issues and individuals in the story. 

 
The disadvantages of the personal interview is that it takes time – time to arrange, time to gain the 

confidence of the subject, time to get the necessary information and time to disengage from the 

interview politely. 

 
If the personal interview is like a full meal, the telephone interview is a fast food sandwich because 

it serves the purpose but in a minimal way. The advantages of the telephone interview - usually 



used for a story’s secondary features or for re-interview or primary subjects, is its quickness like 

fast food. 

 

One drawback of telephone interview is that you cannot see the interviewee which means that you 

can’t describe him or her. Secondly, you can’t establish much rapport with the interviewee because 

of the impersonality of the telephone. To litigate this disadvantage, work on your telephone 

manners and also provide verbal re-enforcements, occasional “mmmm” or “I understand”. 

 
The group interview session involves where the spouse or friend of the interviewee is present, or 

is an interview with a company employee in the presence of one of more corporate PR officials. 

It’s only advantage is that it’s better than no interview at all. It’s disadvantages are that anyone in 

the room may want to answer some of the questions, or in the case of the PR official overseeing 

the interview, the subject’s answer may be tainted. 

 

To get most out of a good interview, alongside your notebook, so that you can ascertain who and 

what, also use a tape recorder. Also make arrangements to contract the prime interviewee  for 

additional comments by phone personally etc. When a writer can’t reach the source in person or 

by phone, he can opt for a written list of questions. This is an alternative to no interview at all, this 

may be an easier way to get a busy executive who may respond by letter or may even call you, 

thus upgrading the interview quality. 

 

It’s advantage, like the group interview is that it’s better than no interview. You must establish 

rapport with the subject. Your source has ample opportunity to ignore or to be unresponsive to 

your question. You also have no opportunity for clarification or elaboration; and that you can’t see 

you can’t describe. 

 

To make the most of every interview, the reporter before the interview needs to take care of the 

3ps – Preparation, planning and persistence. 

 

PREPARATION 



A reporter’s adequate preparation entails finding out in advance as much as possible about the 

subject of interview. Check with the files, cutting/clippings, clips, people familiar with the topic, 

books, which don’t simply with the topic leaflets, releases (press), background notice. 

 
After gaining a clear picture of the subject try to gain an impression of the person you are to 

interview. What kind of person is he/she? What would be your most effective approach or manner? 

What are his/her interests outside his/her profession – which you might mention to open the flow? 

Do you have any common interest  which might help you get to establish a good rapport? Can you 

learn anything about him/her which might help you to encourage a conservation? Can you detect 

anything that you should not mention because it might damage the rapport? 

 

A candid assessment of these questions will help you choose the “right wave length or the right 

approach to the interview. In other words, the way you handle a lottery winner will be different 

from the way you handle a bereaved person. Then, identify the areas of interest use them as base 

for your line of enquiry. The areas are your targets the lines are the means of reading them. This 

will help to segment the interview and to organize question groups to ensure that each area is dealt 

with before moving into the next. 

 
PLANNING  

Thorough preparation makes the planning stage easier. First, plan your start – by introducing 

yourself e.g. I am – from – newspaper/tv. This ensures you are meeting the right person and gives 

you the headset for conversation. Avoid a situation where the interviewee puts you in the box. This 

is a role reversal that is difficult to recover from. 

 

After the introductory chat, move the discussion from one section to another. While you can’t 

predict the course of the interview, it helps the reporter cope with deviation that is if you are 

stumbling blindly. 

 
Plan your questions. Frame them and then write them as you plan to ask them. Don’t regard them 

as holy writ (something that can’t be changed). Be flexible. But arm yourself with a list of question. 

Let your questions be direct and simple questions. Use occasional preamble or a little background. 

Make your questions clear. An interviewee should never question a question. 



 
 

Explore development questions. The question that stems from an answer. Cut in with a sharp 

“how” or “when”. You can also chip in, “Does that mean therefore that…”? having done that, 

return to your list. Listen carefully to see the need for the “hows” and “where” etc to have a firm 

control of the discussion. Also maintain some eye contact with the subject to enhance conversation 

flow and to detect possible lies and deviation. 

 
PERSISTENCE 

This is the third part of the conduct and control of the interview.  This may be unnecessary with a 

cooperative interviewee who flows along the right lines with well-worded and appropriate 

questions. 

 
But beware of the cooperative interviewees who want to give you the story they want to give, not 

the story you are seeking. Sometimes, there is reluctance. Anyway, don’t be rude – both for 

courtesy and because it won’t help the situation. But remain persistent. Explain that the subject 

might be leaving an opportunity to state his own part of the story. If he persists, switch to other 

areas and after a smooth flow, return to the sore area. 

 

Some interviewees feel nervous talking to a reporter or facing the camera. Make them relax, 

comfortable and talkative. 

 

You seldom go home with an empty notebook, even the bleak “no comment” can add its own point 

to the story – but you will not always win the answer you seek. When a subject does not know the 

answer, try elsewhere. Whatever the case, leave the door open for a return visit… the information 

might be available another day and you might be given it on the strength of your last visit. 

 

  



COURSE TITLE: MARKETING FOUNDATIONS FOR PR AND ADVERTISING 

COURSE CODE: MAS 251 

 

TOPIC: CORE CONCEPTS OF MARKETING 

These are concepts or factors that anchor the marketing discipline which are essential to the 

company/organization 

Team 

Dedicated group of experts and skilled people who engage in the activities of marketing. 

 

Product/service 

According to Louis Stevenson, every company lives by serving something which eventually must 

be branded. “A good product needs almost no promotion” because your marketing job is half-

done”. Instead, say that a good product needs less promotion. 

 

Consumer/Customers 

These are the people for whom the product is meant. Customers are the ones that are presently 

using a given brand, consumers are the end users who could be anyone. Loyal customers are the 

ones who clients to a particular brand while those who stick that particular brand without 

patronizing others are the obstinate loyal customers (respect for 80% of sales volume. 

 
Distribution  

These are 2 possible strategies which are: 

Direct distribution – the owner of the business (mostly small-scale) manufactures and should be 

left for a particular group of people to handle. These specific people have the expertise and 

knowledge. But instead, the manufacturer himself distributes the product to the said user and 

bypass the middlemen. 

 

Indirect Distribution 

Here, the company does not sell directly to the end user. They use middlemen. 

When a product is highly or when the company is going into franchising (franchising – when a 

company appoints sales reps in different places who perform in the same manner) or the product 

is exposure, indirect distribution can be applied. Chain stores operate franchising. 



 
Price 

The price of a product is based on value. Consumers exchange price to acquire a product. The most 

common price strategy is – Mark-up Price. 

Mark-up price: Cost price (CP) + Profit margin (DM) = Selling price (SP) 

 

Types of price 

1. Factory Price 

Dealers buy in bulk from the factory at a low price. 

2. Warehouse price 

Transportation, damage and profit margin is added to the cost of the goods. 

3. Retail price 

Products would be sold per unit in small quantities. Retail price varies in ways. 

 

Examples are: 

- Discriminating price 

- Appearance price – the appearance of the buyer determines the cost rate of the goods. 

- Prestige price – This is used by up-scale distribution outfits that it will be consistent with 

the store’s image. The least price in some stores is N5,000. 

- Economic price – This is the price at which a market would pay for a given product. It’s a 

going price. An example is rent. 

- Introductory price – Price at which a product is launched in the market, when a new brand 

gets into the market, it is introducing at a cost rate lower than the going price. 

Promotion  

Promotion is the effort designed to instruct the consumers to patronize/purchase a good. To some 

extent, promotion has some extents of competition. Promotion is the engine room. 

Ways of promotion 

- Personal promotion e.g. personal selling. 

- Non-personal promotion – Advertising is a form of non-personal promotion. 

- Integrated promotion – combines both elements of personal and non-personal promotion 

e.g. public relations. 

 



DEFINITION OF BASIC TERMS 

1. Advertising 

Process of disseminating information, perseverance message through a paid not-personal 

mechanism by an identified sponsor to a target, mass target, mass audience consisting of 

anonymous individual members. 

 
2. Public Relations 

According to the maximum statement, PR is the art and social science of analyzing trends, 

predicting their consequences, counseling organizational leaders or clients and implementing 

planned programmes of action which is mutually beneficial to both the public and the organization.  

 
3. Marketing Foundations 

According to Frank Jefkins, marketing foundations is a management function/process of 

identifying, analyzing and stratifying customer needs and wants profitably. Findings should be 

analyzed to know where there are opportunities. 

 
ELEMENTS OF MARKETING MIX 

The components of a successful marketing program is to make a heading in marketing, an 

organization must organize a multiplicity of ingredients. Marketing mix refers to the 

multiplicity/multitude of component of the ingredient of marketing and must mobilize and utilize 

to influence its target market in order to achieve its aims and objectives (increase, sales, market 

shares, profit). However to make knowledge of the marketing mix easier, a framework was 

invented by Jerome McCarthy which is referred to as the 4pcs which includes: 

1. The product mix 

2. The place of distribution mix 

3. The promotional mix 

 

A. PRODUCT MIX 

The product is anything that can be sold for attention, acquisition or consumption as well as other 

user, values, benefit, rewards or satisfaction in order to make profit. Products can have any kind 

of value. The important thing is to make profit from the seller’s point of view. To a buyer. It’s a 



solution to a problem or fulfillment to a need or want. Products are expected to satisfy the needs 

of man. Below is the classification of needs by: 

 

Maslow’s  Hierarchy of Needs 

1. Physiological needs (required for the body chemistry to function) 

2. Psychological needs – satisfy needs, love needs, station needs) 

3. Self – Actualization needs (Highest need according to Maslow) 

 
A product has many parts to it that is why they are complex. The integrated product could be sub-

divided  into 5 parts namely: 

 Formal product 

 Functional product 

 Physical product 

 Augmented product 

 Symbolic product 

 Formal product – is what is provided or given to a buyer at an official market where a 

product is sold. The formal product has 4 parts namely: 

1. Primary product 

2. Packaging 

3. Receipt  

4. Reception 

The packaging is meant to preserve, protect, promote and to serve as a decent presentation. It also 

serves to make sure the product is intact before it gets to the end user. The package given 

information also. Frank Jefkins talks about the VIRS approach to packaging, Engel, warehouse 

and kinear created the VIEW approach. 

 

- VIEW approach states that a person… 

- V – visibility, I – Information, E-Emotionally, W – Workability 

The package must appeal to the emotion of the target market. It means that the package must be 

easy to manipulate or operate. 

 

VIRS by Frank Jefkins 



- V – visibility, I – Information, P-Personality, S – Safe (Environment friendly), easily 

disposed),   P – Personality  - appeal to the personality of consumers. 

Functional product – because of its relevance, its referred to as the core or cordial product. It 

delivers the primary function for which it is acquired. Primary functions the basic reason for buying 

a product. 

 

Physical product – All part of the product that can be sensed with the sensory organization. This 

involves the size, colour, weight, height, smell etc. 

Augmented product – It’s what or anything that can be added to the product to make it deliver 

more utility e.g. radio, AC in a car. 

 
Guarantee is an assurance that a product will deliver. It could be implicit or explicit, formal, or 

informal, written or unwritten. 

 
Symbolic product – also known as the psychological product which has 3 parts. 

Brand image – manufactures/corporate/institutions image – corporate image is the image of the 

manufacturer’s. Brand and corporate image influences the user’s image. 

 

B. PRICE MIX 

The right price is equal to the value of the stem. The prices in a fair exchange. In terms of selling, 

price could be discussed at two levels. 

 

1. Wholesale price 

Goods are bought in large quantities primarily for the sake of re-selling. 

2. Retail price 

Retailers buy from wholesalers at a relatively low price and re-sell to the consumer (the end user). 

At the wholesale level, the kind of price used is known as mark-up which means cost price + 

Margin = selling price. Profit margin is the percentage that is, the higher the price of the good, the 

lower the percentage and vice versa. 

 
Benefits  

a. Quantity Discount: The higher the quantity you buy the lesser you pay. 



b. Cash Discount: The earlier you pay, the lesser the price will be. 

c. Free delivery 

At the retail level prices could be based on the level of the product and also psychological level. 

 
1. Competitive Price 

2. Economic price: Based on the going market, that is what people are willing to pay for the 

product. Where the demand curve and supply curve meet in the economic price. The lower the 

price the higher the demand. 

3. Introductory price: It’s the bargain price coming into the market newly. 

4. Skimming price: It’s designed to swim the top of the market/crème de la crème. 

5. Elastic price: It’s called price elasticity of demand – a small change in price can cause a big 

change in quantity demanded. 

6. Prestige price: Used by up-scale outlets departmental stories, variety stores, downtown stores. 

7. Appearance price: It’s based on how the customer looks. 

8. Discriminating price: For the item, various outlets can change different prices. 

 

PRICING CONSIDERATION 

Discount: Quantity discount, cash discount, credit facilities, payment cash and carry, 

installmentally payment has two forms. 

Higher purchase: Buy a product and pay the same amount at equal intervals until the full amount 

is completed.  (Usu. Based on your income). 

Lay Away: In long away you pay for a shorter period of time. There are two payment here. Deposit 

and balance. It may last for just one month. High purchase is for a long period of time (a year etc).  

c. Place of Distribution Mix 

- Direct distribution 

- Indirect Distribution 

 

Manufacturers represent: Major dealers, merchants who supply to wholesale and then to retailers. 

Retailer level: department stores, super market, mini-market, franchise, neighbour hood stores, 

street vendor (amateur and professionals). 

 
Distribution  



- The more outlets you have the more you sell. 

- Location 

- Coverage: The amount of sales territory conceded to an outlet. 

- Inventory: This refers to how much of the stock/item that is warehoused by the store. 

- Distribution strategies 

- Intensive distribution: All appointed are stocked with maximum unit of products.  

- Characteristics distribution: Outlets are appointed aggressive and everywhere to ensure that 

the items gets a blanket coverage of the market. 

- Selective distribution 

- Extensive distribution: Items would be only available in a specific store. 

 
D. PROMOTIONAL MIX 

This is divided into three 

1. Personal promotion: Human relation, personal selling 

2. Non-personal: Advertising and publicity  

3. Integrated promotion: Combines both personal and non-personal. Include PR, Press agency, 

sales promo, merchandising. 

 
EVOLUTION OF THE MARKETING CONCEPT 

How did marketing start? How has it changed? 

According to Philip Cutler, marketing is the analysis, planning, implementation and control of 

programs designed to create, build and sustain mutually beneficial exchange relationship with 

target buyers so as to achieve organizational objectives. 

 

Marketing is systematic, organized and purposeful; that is, increasing sales by providing goods 

and services that meet the needs of the target market. Before the industrial revolution. Economy 

was characterized by economy scarcity. The production concepts of marketing holds that 

“consumers will favour goods that are generally available and largely affordable. Therefore 

management should focus on improving production and distribution efficiently. 

 



The industrial revolution came to solve the scarcity problem and this brought about the production 

concept. Before the industrial revolution, the production system in place was the sustenance system 

(goods were produced in small-scale quantity for just you and your family. 

 
PRODUCT CONCEPT 

This means marketing with an emphasis on the product. The need for branding came in to 

distinguish between quality and inferior product due to the high level of competition. This concept 

holds that consumers will favour products that offer the most quality, performance and 

attributes/features” so organizations should focus on making continuous product improvement e.g. 

the GSM making companies. 

The product concept is after the production concept. 

 

SELLING CONCEPT 

It improves on the product concept. The selling concept states that “consumers will not buy enough 

of a company’s good until/unless the company has undertaken a relatively large and promotional 

effort because of competition e.g. telecommunication, banking. 

 

MODERN MARKETING CONCEPT 

This states that “achieving organizational goods depends on determining the needs and wants of 

target markets and delivering products that satisfy them (those needs and wants) more effectively 

and efficiently than other competitors. This is a relatively new philosophy in the market. 

 
SOCIAL MARKETING CONCEPT 

This states that “organizations should determine the needs, wants and interests of target markets 

and develop products that satisfy them more effectively and efficiently than the competition but in 

a way that maintains and improves the consumers or society’s wellbeing. 

 

FUNCTIONS, PHILOSOPHIES AND TASKS OF MARKETING  

The basic function of marketing is to develop goods and services that satisfy consumer needs and 

wants profitably. It’s also to create mutually beneficial relationships between the marketing 

institutions and the market. 

 



OBJECTIVES AND GOALS 

1. Maximize consumption 

2. Maximize satisfaction  - Marginal utility is linked with thus 

3. Maximize consumer choices 

4. Facilitate consumers maximizing their standard of living, marketing aims at improving the 

standard of living of members of the public. 

 

ANALYZING CORPORATE MAKKETING SITUATIONS 

The task of marketing management in all situation is to influence the character, level and timing 

of demand in a way that assists the organization to achieve marketing aims and objectives. 

What is demand? 

Demand is the quantity the consuming public are willing to buy in a given product at a given price. 

The lower the price, the greater the demand for any product. 

 
According to Philip Cutler in his book, though generally acknowledged, marketing situations are: 

1. Synchro marketing 

This is characterized by vigorous or volatile seasonal fluctuations in the level of demand but with 

a fixed supply. It is a situation faced by a form with indivisible supply eg. Public utilities, 

telephone, electricity, mass transit. 

Demand and supply is matched here by manipulating the elements of marketing mix. The situation 

can also be explained in personal terms eg. A car will use the same amount of fuel to convey a 

person or group of persons to their destination. Synchro-marketing matches excessive demand 

with excessive supply. 

 
Irregular demand is a situation where the quantity and timing of demand with excessive supply. 

 

Irregular demand is a situation where the quantity and timing of demand conflict with the quality 

and timing of supply. For the period of no demand where there is excess supply and idle capacity, 

you can add incentives. It’s the period of no demand that needs promotion. Irregular demand can 

be solved by withdrawing incentives and devaluing products. In the period of peak demand, 

advertising can be suspended and promotion is not needed. 

 



2. Maintenance Marketing  

This occurs when a company faces the situation of full demand. There is a close match between 

the quantity and timing of demand. 

 

When the demand level is satisfactory, the appropriate management responses is maintenance 

marketing because at full demand, a brand needs no promotion except in a market competition. 

 

When the circulation and inventory level of an item has reached no point of saturation among 

households and the distribution channels are in a given market. 

 

Maintenance marketing means that you maintain the strategy and formula – keep doing what 

you’re doing right. 

 

3. De-marketing 

Demand and supply are seldom/often not at equilibrium. Sometimes, demand may substantially 

out page supply and the situation is referred to as “overfull demand.” Overfull demand is a situation 

in which demand exceeds a level a company can supply. Promotion/advertising is not needed in 

over-full demand. 

 

The task of marketing management is to assist in reducing the level of demand. De-marketing 

therefore is an attempt to deter consumers in general or a certain segment in general either on a 

temporarily basis or permanently. 

 
4. Counter Marketing 

This talks about countering the demand for an unwholesome or dangerous service because the 

product is considered risky either to a society or a particular segment e.g. campaign against hard 

drugs. 

Its the reducing of the demand of a dangerous good. 

 

5. Social Marketing 

This involves campaigns dealing with causes, ideas and issues that are beneficial to either a 

particular segment or an entire society. 



 

It promotes/improves a public welfare or provides a social service (primary purposes of social 

marketing? Social marketing assists public welfare programme such as green revolution 

campaigns, human rights campaigns, environmental presentation campaign, child-trafficking  

campaign, and also organizations like orphanage homes. 

 
 

6. Stimulation Marketing 

This is associated with “Diminishing/dwindling demand” dwindling demand eventually occurs to 

all services, products, ideas, organizations. 

 
Dwindling demand is a situation in which demand is less than it used to be and when further 

decline may be expected if the media action is not applied to revive the product or stimulate 

demand. This is also known as recycle marketing or rebranding. 

 
7. Developmental Marketing 

This is associated with a situation known as latent/hidden demand. Hidden demand exists when a 

substantial number of people share a strong need for something that is not yet available in the form 

of an actual finished product or service. This form of marketing existed before sachet and table 

water. So also, the mobile toilet. Development marketing represents an opportunity for innovative 

marketing. It requires, however, extensive research and testing of prototypes. There is no need for 

promotion in developmental marketing because it is the prototypes that are being developed. 

Develop a right prototype and ensure its provision before launching it. 

 
8. Conversional Marketing 

It’s needed when a substantial segment of a potential market dislikes the product, service or idea 

so much so they might be willing to pay price in order to avoid it. E.g. examination, dental works, 

medical surgeries. 

 
The task of marketing management is to educate and orientate people regarding the value of the 

product/service and to promote incentives to motivate the people to use the product/service. 

 

9. Guerilla  Marketing 



This is a maturing attempt to attack or destabilize the market ideas. 

 
10. Black marketing 

Used for short supplied product, products with restricted distribution. There is no price standard 

or gauge, no quality assurance. This type of marketing is used for source products, contraband. Its 

this type of marketing situation that uses the term “coveat empter” meaning, buyer beware.” 

 

11. New Product Marketing  

There are processes/stages which are: 

a. Conception 

The product is still in the pipelines, research and development stage or under testing. 

b. Launching   

Stage at which the product is first introduced into the market. 

c. The Introductory Stage 

Here, the product is still new in the market. 

d. Growth Stage 

This is when the product enjoys market acceptance and penetration 

e. Maturity:  

Product becomes a household name 

f. Saturation 

g. Diminishing demand 

Competitive brands may use innovative techniques to attract the customers of the other brand. 

 
STRATEGIC MARKETING MANAGEMENT 

Research finding and formal planning are the basis on which multi-national corporations like 

UAC, MTN, Guinness, Cocacola etc make their marketing and business decisions. 

The companies are also multi-product companies. 

Presently, both large and small companies have experienced serious financial problems which 

include the following: 

1. Unexpected cost inflation 

2. Government regulation 

3. Aggressive competition among companies  



Therefore, the relevant question should be, “How should a company undertake marketing planning 

with a view to survive and prosper in an age of economic crisis and bleak future? The answer to 

this question is strategic planning based on market evolution marked by changing customer needs 

and wants, changing laws, changing channels, changing technology. 

 

In other words, an organization should be looking out of the “Strategic window/window of 

opportunities to watch and monitor the changes that are taking place in the market as well as 

determining the requirement for continued success and prosperity. 

 
There is a limited period during which the success of a company will endure (because the skills 

working today may not work tomorrow) or match the requirement of a market. When the 

competencies and resources of company match the requirements, needs and wants of the market, 

the strategic window is open and the company should invest in the market. 

 

At a subsequent period, when the evolutionary point of the market has changed and the company 

is no longer efficient in serving the market, the strategic window is closed. There are too many 

competitors and some are doing better jobs than you. In this case, the company should consider 

directing and moving its resources to other areas. 

 
Therefore, strategic management can be defined as a process of developing and maintaining a 

viable relationship between an organization and its environment through the establishment of 

effective corporate purposes, objectives and goals as well as growth strategies and business 

portfolio plans. To deal with this situation, a company will start with: 

Corporate purpose       Objectives  Corporate Growth Strategies           Company 

portfolio plans 

 

 

CORPORATE PURPOSE 

Also known as Mission and Vision Statement. The purpose of an organization should change as 

the marketing environment changes. The company purpose is established to provide a unified 

sense of direction for the employees and the operations of the organization. The company purpose 

usually originates from many sources. Some major ones include: 



1. Company History 

Every organization has a history of aims, policies, accomplishment etc. to establish a new 

purpose, a company must know its past.  

2. Current preferences of the owners and the management 

The owners and managers of the company have their personal inclinations, ambitions and 

ideas. 

3. Environment 

The marketing environment defines the major opportunities and threats that must be realistically 

faced and taken into account. 

 

4. Organization Resources 

The amount of capital and labour, technology and raw materials an organization has makes some 

missions possible and others impossible. 

5. The distinctive competing/area of expertise 

The area of expertise of a firm defines what a company can do better than other organizations. 

 

COMPANY OBJECTIVES AND GOALS 

Management must translate a company’s purpose, mission or vision into a set of specific objectives 

that would facilitate the realization of the purpose. Some of the most common company objectives 

and goals include: 

1. Profitability  

2. Sales growth 

3. Increasing sales volume  

4. Market share improvement 

Sales volume is the total amount volume/units a company is able to sell within a given period of 

time while market share is the proportion of total volume sales accruable to a given brand. 

 

5. Risk Diversification 

A company can develop several product lines or brands so that if one is down, others can still move 

on or act like an insurance or reserve bench. 

 
6. Innovation 



The way of the future is innovation and innovation brings prosperity collect market intelligence, 

do market research and innovation. 

 

7. Social responsibility  

Be a responsible corporate citizen by showing concern for people working with you (Human 

resources) and show concern for the waste generated by the company. 

The company should also be fully integrated and identified with the people/community. 

8. Public Welfare 

Companies should support the progress and activities of the company by contributing generously 

to orphanages, cultural events, festivals, old forks home etc. social services can also be rendered. 

 

Objectives should be translated into corporate goals and the features of objective corporate goals 

are: 

1. Hierarchical arrangement 

They must be prioritized, that is, objectives and goals must be put in priority. 

2. Goals must be objectives for them to be effective goals. 

3. Timing  

 Create a realistic timetable or time frame for achieving the objective. 

4. Consistency 

This reflects harmony/unity. Sometimes a company’s goals are  not consistent. 

Consistent goals are: 

a. To maximize sales and profit 

Profit and sales cannot be maximized simultaneously.  

b. to design the best possible prototypes with the least amount of resources. The company has 

to draw a strategy to show the relative emphasis that will be given to different brands. 

 

COMPANY GROWTH STRATEGIES 

The investment a company makes must be strategy to grow the company. Opportunity cost means 

that you forgo options to take advantage of another option. It‘s the choice you forgo for another. 

With respect to the opportunity cost, an investment must earn higher than bank interest rate. It 

should be no better opportunity than the choice made. 



There are 2 categories of strategies namely: 

1. Intensive growth strategies 

2. Extensive growth strategies 

 

There are 7 basic ways a company can grow namely. 

1. Market penetration 

2. Market development 

3. Product development 

4. Backward integration 

5. Forward integration 

6. Horizontal integration 

7. Diversification 

 

INTENSIVE GROWTH STRATEGIES 

This includes market penetration, product development, market development and diversification. 

   Existing product  New Product 

 Market Product 

Existing Market Penetration Development 

New Market Market  

Development 

Diversification  
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A. Market Penetration  

This is an attempt by a company to seek increased sales volume for the current product in the 

current market through more aggressive effort such as making efforts to increase the number of 

used occasions by consumers. 

 
Another aggressive method to increase sales is to increase units/amount of product used by 

occasions. 

 

Increase in sales can also be done by encouraging your competitors customers to switch to your 

brand through the use of raffle tickets, sales promotion etc. 

 
Market penetration is an attempting by a company to increase the sales volume by selling to a new 

geographic/market/virgin market. This can be done through geographic expansion.  

 
2. Demographic Expansion 

A product that sells to only teenagers can be extended to young adults. 

 

B. Product Development 

When a company seeks increasing sales by developing new products for existing market or by 

improving existing products. This is known as rebranding. 

C. Diversification  

This applies to large companies that sells different products/brands to different markets. However, 

it is only sensible when the current marketing system is saturated. Similarly, diversification is only 

sensible when there are superior opportunities outside the current task marketing system of a 

company e.g. Aquafina, Coca-cola, Cway, Unilag, Dangote. 

D. Backward Integration 
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It’s an attempt by a company to seek increased growth and more profit through ownership and 

control of its supplies. 

F. Forward Integration 

This occurs when a company seeks growth and increased profit through the ownership and control 

of its distribution system. 

 

F. Horizontal Integration 

This is the most common type of method.  This occurs when a company seeks ownership and 

control of its competitors E.g. ECO Bank swallowed Oceanic Bank Access Intercontinental. 

 

COMPANY INVESTMENT PORTFOLIO PLANS   

The major task of strategic management is the shaping of a company’s business portfolio plans. 

They have to organize themselves in such a way that they put together emphasis on their products 

arranged in a priority order from the most important to the least important. Relative emphasis must 

be placed on different offerings for two reasons. 

 
Market conditions usually favour certain products at a given time while others are not the company 

has a limited amount of resources. More should be channeled towards favoured brands. 

 

Therefore, the implication of the priority order/selectivity is the management must grow some 

products, other brands must be maintained at moderate levels, some brands must require facing 

out. 

There are many ways for organizing business portfolio plans. The Boston. 

1. Cost 

2. Revenue 
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1. Dogs 

These are the brands that are just newly introduced into the market. For this type of product there 

not be may be hope for the future. 

2. Question Mark 

There are the ones that have less than it market share but are growing at a high rate in the market. 

This kind of product has a very bright future. Require large amounting of cash and their resource 

to maintain and develop them. 

3. Stars 

They have a very large market share and high growth rate. The prospect of the organization 

producing the brand is high. These are products at the growth and maturity stage. They consume 

a lot of resources to grow and sustain them. They may eventually turn to cash cows used by support 

and developing more innovative plans. 

4. Cash Cow 

There are the declining brands. The market share is large but it has a low growth rate. These type 

of brand should be faces out. These are products in the maturity stage and early stage of decline. 

The term dogs are the products that are either at the introducing or declining stage. They may 

generate enough money but may not be a source of revenue. For (QM) Question Mark, 

management must consider building market share in the future. 

 
In terms of allocation of resources, different groups have different strategies. 

Dividend is the proportion of profits shared among shareholders.  

Appropriate marketing response for the group of question mark is to build the brand. To build the 

brand is the willingness to forge short earnings. Question marks have a promising future.  

 
The conclusions drawn are: 



1. The task of strategic management is not only to build sales or increase the growth of a 

product but to reinvent and re-innovate for risk diversification reasons.  

2. A firm must constantly innovate. Marketing some with new ideas for new products. 

Finding sound ideas and developing them calls for systematic marketing planning. 

 

ANALYZING THE MARKETING PROCESS 

The marketing process refers to the hierarchy of strategic decision that must be made in the 

marketing of a product. According to Philip Cutler, there are 6 decisions that follow in hierarchical 

order. 

 

1. Analysis of market opportunity. 

2. Target market selection 

3. Computer positioning strategy 

4. Marketing systems development 

5. Marketing plan development 

6. Plan implementation and evaluation 

 

Analysis of Market Opportunity 

A product begins with the research department which monitors the market environment and the 

dynamic taking plans. The marketing department has the primary responsibility for researching 

and discovering business opportunities in the market. Marketing is the process of identifying 

unfulfilled needs and wants. There is a difference between specific company opportunity and 

marketing environmental opportunity. 

 Marketing environmental opportunity 

It’s an attractive arena of relevant marketing action in which a company might invest.  

 Company opportunity 

An attractive arena of business in which a company will enjoy a relevant advantage over the 

opposition. This has 3 unique characteristics. 

1. The company must have enough resources and the financial muscle. 

2. The company must have required distinctive competencies. 

3. The company must have a relative or differential advantage over the competition. 



4. The company must device a means of forecasting the sales potential of the opportunities. 

This is where target market selection comes in because each market is filled with various customer 

groups and needs and no one, the company can satisfy all in a single manner. The task of market 

segmentation is to break the total market into several homogenous segments. A market segment 

consists of buyers who are homogenous in the quality of product they require such as the 

demographic implication of the product. There could also be psychographic segment. 

 
Once the segments have been developed, a company can select which segment to invest on. 

There are 3 factors to consider… 

1. Size of the market 

2. Accessibility of the market 

3. Level of income: The buyer must have the income level to be able to afford your product. 

 

Competitive Positioning Strategy  

This stage calls for developing the system to do 3 things  

1. Identifying the competition 

2. Monitor the competition through industrial espionage. Discover the trade secrets of the 

competitors – You can use the information gotten to out-maneuver them.  

3. Out-maneuvering the competitors 

Competitive positioning requires a product that will fill the gap between what the competitors are 

offering and what the customers really want. 

 

  



COURSE TITLE: INTRODUCTION TO STATISTICS FOR SOCIAL SCIENCES 

COURSE CODE: FSS 200 

 

TOPIC: WHAT IS STATISTICS 

Statistics is the science of data involving collecting, classifying, surrounding, organizing, 

analyzing and interpreting data to make meaning. It’s also a scientific method of collecting, 

organizing summarizing, presenting and analyzing data as well as drawing conclusions and making 

reasonable decisions on the basis of such analysis. 

 

Statistics could be described as ways of making data gathered meaningful. Babbie (1986) describes 

as the applied branch of mathematics especially appropriate to a varsity of research analysis. 

 

Role of Statistics 

Statistics play the role of indicators – it acts as a measure to determining decisions. 

Statistics are usually used to summarise performance. 

 

Uses and Values of Statistics  

This talks about the significance of statistics to man. 

1. Illustration of data 

2. Description of data 

3. Decision making 

4. Forecast – aids forecast 

5. Aids planning 

6. Indicator for solid decision making 

 

Nature of Statistics  

Statistics can be divided into 2 brand categories 

1. Descriptive Statistics  

2. Inferential Statistics  

 

1. Descriptive Statistics  



It’s a method of describing large data. Describe the attributes and components of a phenomenon, 

e.g. census. Common topics in descriptive statistics are: mean, mode, medium, variance, standard 

deviation etc. 

2. Inferential/Analytical Statistics 

It’s simply a method of drawing conclusions form observed data. It enables to draw inferences 

about a population based on sample selected from the population. Topics include: Sample theory. 

 

Inferential statistics is about the what, how and why while the descriptive statistics is about the 

what. 

 

Levels of Measurement 

These are the various ways to measure variable. Levels of measurement are: 

1. Nominal measurement 

2. Ordinal measurement\ 

3. Interval levels of measurement 

4. Ration level of measurement 

 

Variables are things that changes in value and it’s opposite is constant. Variable are phenomenon 

or events/concept that change in value. It can be measured/manipulate. For instance age, gender, 

marital status. 

 
Types of variable 

- Independent variable 

- Dependent variable  

Measurement is simply the assignment of numerals to objects, events or properties according to 

certain rules. Example 

- Inflation has declined by 10% 

- Unemployment has increased by 6% 

- Joseph is 4ft tall 

- Mass communication research measures indicates of something. 



Nominal Level: it’s the weakest form of measurement. Under nominal level, numerals or symbols 

are used to classify persons (Some scholars say that this level is simply a classification), objects, 

or characteristics. Nominal level has no mathematical significance. Eg. Numbers on a football 

jersey, automobile plate number. 

 

Characteristics 

1. Equivalence 

2. Exclusive and mutually exclusive – each measurement is appropriate to one category only. 

Ordinal measure: This form of measurement, rank measure along some dimension usually from 

smaller to greater. For example, socio-economic status can be measured by category families into 

lower class, lower-middle class, middle class, upper-middle and upper class. The numbers 

assigned have mathematical meanings. 

 
Characteristics 

1. Equivalence – families, placed in category B are equal and so also others (socio-economic 

status). 

2. Categorization – once a measure is in a category, it’s mutually exclusive. You cannot 

move from lower to middle. 

Other examples: Military/police ranking, beauty pageant ranking, ranking of football team. 

3. Interval Level – When a scale has the properties of an ordinal scale and the intervals 

between adjacent points are equal values the scale is at the interval level. It’s the 

combination of the characteristics of nominal measurement and one or more characteristics 

of ordinal level e.g. temperature. 

4. Ratio level – This possesses the following properties 

(1) Equivalence (2) Rank order (3) equal value of adjacent points (4) zero level. Examples of 

ratio level – time and distance. 

 

DATA COLLECTION, ORGANISATION AND PRESENTATION 

It’s an activity aimed at getting information, fact or figures to satisfy pre-determined 

objectives/predetermined purpose. There are 2 major ways to gather data: 

- Primary way 

You will design the measure yourself and go to the field to gather data. 



- Secondary approach 

A data research outfit will gather the data and you will use the data gathered. 

 

Methods of Data Collection 

1. Direct Observation 

2. Interview  

3. Abstract 

During out information from a document either and/or pointed or visual. 

4. Postal questionnaire  

 

Methods used in description statistics  

a. Data distribution 

b. Summary statistics 

 

SUMMARY STATISTICS 

While descriptive statistics aim at presenting quantitative description in a manageable form, 

summary statistics aim at further condensing quantitative data so as to make such data much more 

manageable. 

There are 2 major ways this is achieved. 

Measure of central tendency 

Measure of dispersion 

 

Measure of Central Tendency 

It answers the typical question of what a typical score is. Central tendency data provide information 

about the groupings of the numbers in distribution by calculating a single number that is 

characteristics of the entire distribution. 

 

There are 3 types of central tendency. 

1. Mode  

2. Median 

3. Mean 

Mode 



This is the score occurring most frequently in a distribution. Often times, you don’t need to 

calculate the mode but you determine it by inspecting the array. 

 

Median  

Median is the mid-point of a distribution. It’s the number at the middle of the distribution. Where 

the distribution is odd in numbers, the media is apparent. But if they are even, add the two numbers 

straddling the point to give the media. The numbers in the distribution must be arranged in order 

of magnitude. 

 

Mean 

This represents the average of the set of scores. The mean is the sum of all scores divided by “n”. 

Means is widely used in descriptive and inferential status formula for calculating mean is  

 =  

         

 

 means sum,  means any score in a series of score and n means total numbers of scores in a 

distribution. 

e.g. 12,3,4,5,6,7,8,9,10     = 55 = 5.5 
      10  

Sometimes the data are contained in a frequency distribution and you are asked to calculate the 

mean. 

0.0, 0.0, 0.5, 1.0, 1.5, 2.0, 2.5, 3.0, 3.5, 6.0. 

 

Hour F 

0.0 2 

0.5 1 

1.0 3 

1.5 1 

2.0 6 

2.5 2 

3.0 3 



3.5 1 

6.0 1 

 

Here, the mean is  
        n 

 

2. Measure of Dispersion 

While central tendency determines the typical score of distribution. Measure of dispersion describe 

the way in which scores are spread out this central point. There are several measures of dispersion 

otherwise called measures of variation. 

 

1. Range 

2. Interquartile range 

3. Variance 

4. Standard deviation  

Range 

This is the difference between the highest and lowest score in a distribution of scores. The formula 

for calculating range is H01 -  H0 

H1 represents the highest score and H0 represents the lowest score 

The range uses only two scores out of the entire distribution. The range is seldom use in mass 

communication research as the sole measures of dispersion. 

 

INTER QUARTILE RANGE 

Any distribution is possible to be broke into a quartile, four equal parts, in terms of distance. Each 

of the four ways known as a quartile. The interquartile range is therefore the difference two quartile 

straddling the median value. For instance, lets measure political activism in Nigeria. 

 

VHPA (Very High Politically Active) – 50 

HPA (High Political Active) – 20 

NNPA (Neither Nor Political Active) – 15 

IPA (Low Political Active)  - 10 

VIPA (Very Low Political Active) – 5 



Range - H01 - H0 

 = 50 – 5 = 45 

Interquartile = 45 = 11.25 
  4   

 

0, 11.25, 11.25, 11.25, 11.25 

 

 

 

11.25,   22.50,        33.75,  45 

 

  



COURSE TITLE: FOUNDATION OF BROADCASTING 

COURSE CODE: MAS 241 

 

TOPIC: WHAT IS BROADCASTING 

 

Broadcasting is the selecting, scheduling and disseminating of information to a large audience. It’s 

the dissemination of information to a large heterogeneous/faceless/unknown audience. Through 

the use of electromagnetic waves (Joy Rita’s definition).  

 

TYPES OF BROADCASTING    

There are 2 types:  

(1) Radio (2) Television 

Radio is that form of broadcasting, a means of mass communication that is sound only. It’s the 

most common. It’s everywhere and it’s for everyone. 

 

Characteristics of Broadcasting 

- Its messages are transient and fleeting. 

- Messages are gotten by its audience at the same time. 

- Immediacy (main characteristics). You are part of the show as the going on. 

- Because of the constraints of space and time, broadcast messages are not detailed 

- Conventional language/style is used. 

- Broadcasting is not informal and not formal, foul languages are not allowed. 

- Broadcasting is not for the elites. 

 

Qualities of Radio 

- Its  a sound only random 

- Its portable and mobile 

- It’s cheap 

- It is the most common 

- It acts as a companion thereby appealing to emotions! It catches your attention and keeps 

your listening. It aids emotional stability. 



- Radio is the most flexible medium e.g. if there is a breaking new, radio will be the first 

medium to announce it. 

 

PODCASTING 

Podcasting is the internet world’s form of broadcasting. Podcasting is online audio content that is 

copied and delivered via an RSS feed, in reality, podcasting gives far more option terms of content 

and programming than radio does. With podcasting, listeners can determine the time and the place, 

meaning they decide what programming they want to receive and when they want to listen to it. 

Listeners can retain audio archives to listen to at their leisure. Podcasting also has the potential to 

turn podcasters into radio personalities just as blogs turned bloggers into journalists. 

 
A podcasts is an audio or video broadcast that is distributed over the internet. It usually has a 

format similar to a radio or television show. Beware little equipment is needed to record a podcast 

and the internet is used as the distributed medium, virtually anyone can create one and distribute 

their thoughts and opinions to the world. Podcasts are usually episode and specialize on a specific 

topic. 

 

Characteristics of Podcasting 

1. The information is presented in a logical, sequential and organized manner. 

2. Balanced sound – background music should not be allowed to overpower your main content. 

3. Speakers are well rehearsed and dynamic. 

4. The music or sounds are easy to understand. 

 

NARROWCASTING 

Narrowcasting has traditionally been understood as the dissemination of information (usually via 

internet, radio or television) to a narrow audiences; not to the broader public at large. 

Narrowcasting involves aiming media messages at specific segments of the public defined by 

values, preferences, demographic attributes, and/or subscription. It’s based on the post modern 

idea that mass audiences do not exist. 

Computer scientist and public broadcasting advocate, J.C.R. Licklider defined narrowcasting as 

“multiplicity of television networks aimed at serving the needs of smaller, specialized audiences” 



 
- Narrowcasting is also sometimes applied to podcasting since the audiences for a podcast is 

often specific and sharply defined. 

Also, narrowcasting refers to broadcasting to a very narrow range of audience. This audience can 

be limited by requiring individuals to register such as with cable TV, electronic mailing lists and 

electronic forums. It can also be restricted to and audience. In given areas such as an the audience 

of local radio and television stations. Hence, narrowcasting gathers individuals sharing similar 

interests or physically located in the same restricted area for whatever reason. 

 

Advantages of Narrowcasting  

1. It reaches target audiences in a cost effective manner. 

2. Reduce the production and distribution cost. 

3. It is managed through the internet. 

4. Enables real time response to changes. 

5. Attracts attention through definition content on large format LCD and Plasma screen 

technology. 

 

Broadcasting 

Broadcasting is the distribution of audio and/or video content to a dispersed audiences via  

electronic mass communications medium, but typically are using the electromagnetic spectrum 

(radio waves) , in a one-to-many model. Broadcasting is usually associated with radio and 

television through in practice, radio and television transmissions take place using both virus and 

radio waves. The receiving parties may include the general public or a relatively small subset the 

point is that anyone with the appropriate receiving technology can receive the signal. The field of 

broadcasting includes a wide range of practices from relatively private exchange such as public 

radio, community radio and commercial radio, public television, commercial television. 

 

Under US code of Federal Regulations title 47 part 97 defines broadcasting as the “transmission 

intended for reception by the general public, either direct or relayed. 

 

DIFFERENCES BETWEEN NARROWCASTING AND BROADCASTING 



1. Narrowcasting approaches are focused on a specific (narrow) topic, whereas broadcast 

programs have a wider coverage of broad topics. 

2. Narrowcasting permits as opposed to broadcasting to. 

- Disseminate your message to different demographics tweaking each of those message to 

comply to better to each one of these demographics values, interests, preferences etc. 

- Making sure content is only available to specific groups of people. The sender chooses who 

best suited to receive said messages or the receiver chooses what content he wishes to 

receive. 

- High levels of relevance of content to the receiver. 

3. Broadcasting covers a variety of topics and since the audience is general the information 

covered remains broad but their nature and aim of narrowcasting is to deliver the 

information that satisfies the targeted groups interest. 

 

DEVELOPMENT OF BROADCASTING 

Broadcasting began with AM broadcasting which sprang up spontaneously around 1920 before 

this, all forms of electronic communication, radio, telephone and telegraph were “one-to-one”, 

with the message intended for a single recipient. The term “broadcasting them broadly about, was 

coined by either KDKA Manager, Frank Conrad or RCA historian, George Clark around 1920 to 

distinguish this new activity of “one-to-many” communication, a single radio station transmitting 

to multiple listeners. 

 

The history of broadcasting began with early radio transmissions which only carried the dots and 

dashes of wireless telegraphy. The history of radio broadcasting (experimentally around 1905 – 

1906, commercially around 1920 – 1921) starts with audio (sound) broadcasting service which are 

broadcast through the air as radio waves from a transmitter to an antenna and, thus, to a receiving 

device – statistics can be linked in radio networks to broadcast common programming, either in 

syndication or simulcast or both. 

 

 

 

PILLARS/SUPPLY OF BROADCASTING 



Broadcast organizations need support from other organization and agencies like the government, 

the audiences, advertising agencies, big companies and multinationals networking and stations. 

 

1. The government 

Licensing of broadcast operations by the government 

2. The audiences  

Their viewership/listenership is needed because broadcast programme are meant for the 

audience. 

The audience supports and sponsor programme (financially). 

3. Advertising agencies 

These raise audience awareness and participants 

It also raise financial support. 

4. Big companies and multinationals. 

They support in raising the value and functions of broadcasting organizations. They buy 

companies and multinationals could donate finance or equipment, without thinking of profit in 

order to give back to the society. 

They support through sponsorship 

5. Networking and stations 

They support through program production by purchase of rite and display of programme on 

their stations for profit through audience viewership. 

 
BROACASTING CHAIN 

These are the passages that signals pass through from the point of origination to the receiving end. 

It comprises of how the signal are created, moved or passed till it get to the receiving end back to 

its point of origination. 

 

The chain goes from the: Signals  Intent   Microphone (transfers sound energy to electrical 

waves)  control room (processing)  master control room (for further processing)  transmitter 

(mast)  carrier  antenna  receiver set  receiver. 

 

The power of transmitter sends the waves out. The carrier perform the function of modulation. The 

receiver is also a transmitter. 



 

BASIC STAGES IN BROADCASTING CHAIN 

There are five basic stages 

1. Introduction 

2. Processing 

3. Storage 

4. Distribution (transmission can be a part of distribution) 

5. Reception 

 
1. Transmission 

Interview chains like talent, microphone 

2. Processing 

Involves chains like control room, master control room. 

3. Storage – recorded for later transmission 

4. Distribution 

This can be done in these ways namely\ 

(i) Live  (ii) recorded 

 

  



COURSE TITLE: INTRODUCTION TO MASS COMMUNICATION 

COURSE CODE: MAS 101 

LEVEL:  100 

 

THE NATURE OF COMMUNICATION 

The social psychologists led by Maslow once came out with their categorization of human needs 

which are food, clothing and shelter. However, they did the categorization nebulously because 

they failed to recognize the importance of communication. This is because, it is unconceivable 

how human beings could enjoy any of the three basic human needs without necessary information 

concerning where, when and how they could be obtained, at what price and from who. 

 

Akinfeleye similarly quoted the famous father of the global village communication concept,  

Marshal McLuhan who defined communication as a relationship between fish and water. He 

contended that “the existence of the fish is so dominated by water that only when water is absent 

is the fish aware of his condition. 

 

Communication is the life blood and life wire of human existence. It is never static. 

Communication is a major characteristic of human beings. 

 

NATIURE OF COMMUNICATION 

Communication is the process or art of making things of common knowledge. Communication is 

not a one way phenomenon. It is not a trans-received phenomenon, it is not a see-saw phenomenon, 

it is an encounter. 

 

Communication and information are not the same. This is because information does not demand a 

feedback but communication demands a feedback. 

 

FORMS OF COMMUNICATION 

a. Verbal or unwritten 

b. Non-Verbal or written 

TYPES OF COMMUNICATION 



a. Intra –Personal Communication 

b. Inter-Personal Communication 

c. Mass Communication 

d. International Communication 

 

PATTERNS OF COMMUNICATION 

Horizontal Communication: This is when the communicator and communicate are on the same 

frequency and level. It is flexible. 

Verbal Communication 

 

VERBAL COMMUNICATION 

This is an unwritten type of communication. It is expressed either through talking signs. The major 

advantage of this type of communication is that it does not require the rigours of writing down 

anything while its major disadvantage is that it cannot be easily 

 

Furthermore, the signs may be differently interpreted by the receiver. 

 

NON VERBAL COMMUNICATION 

This is a documented form of communication. While the major advantage that it could be preserved 

for a later date use. It could come in form of letters, memos, written books or booklets. 

 

KINDS OF COMMUNICATION  

1. Intrapersonal Communication: This is the communication within oneself 

2. Interpersonal Communication: This is the communication between two or more persons. 

3. Mass Communication: This is a mechanical process designed or created for disseminating 

information to an audience. 

Mass communication could be in form of print, broadcast or electronic media. 

 

 

 

BASIC TERMINOLOGIES IN COMMUNICATION  



1. The communicator: This is the sender of the message. 

2. The communicatee: Is the receiver of the message. 

3. Encoder: Is the source and communicator 

4. Decoder: Is the receiver and communicate 

5. Channel: Medium through which messages are put across to the receiver. 

6. Channel noise: A mechanical or sematic obstruction in communication  

7. Feedback: the response gotten back.  

 

COMMUNICATION PROCESS AND EFFECTS 

Joseph Klapper says “the mass media have some kinds of effect on some kinds of people under 

some kinds of conditions with some kinds of consequences. 

 

MASS COMMUNICATION 

Mass Communication can be defined as a process within the context of Blake and Harolden. 

According to Wright, mass communication can be characterized by the following: 

1. It is directed towards relatively large, heterogeneous and anonymous audience. 

2. Messages are transmitted publicly to reach audience simultaneously. 

3. The communicator tends to be or to operate within the complex organization that may 

involve great expense. 

 

The effect of communication is to say that communication has some effect on so the kinds of 

people under come kinds of conditions with some kinds of consequences. 

 

1. MEDIA REGULATORY AGENCIES AND ORGANISATIONS 

The difference between media regulatory agencies and media organization is that the regulatory 

agencies have laws that help in their establishment while media organizations are professional. 

 

 

 

 

OTHER TERMINOLOGIES IN MASS COMMUNICATION  



1. Beat: A beat is a reporter’s base of assignment: A general beat in the words of Herbert J. James 

is a place where reporters pursue their work without significant prior knowledge about their 

assignments. 

 
Types of Beat (Pg. 27) 

1. Topical beat: Beats that take a reporter over wide physical area in pursuit of stories. 

2. Geographical beat: Beats that require the reporter to report from a specific location. 

 

Tips 

- Get started fast and get out of the office. Don’t waste time. 

- Get daily goals 

- Build sources 

- Do favours where appropriate for a source 

- Listen early  and observe carefully 

- Look at record and endeavor to go original source 

- Know your beat very well. 

2. Ad: Advertisement 

3. Building: Describes an early edition of a newspaper (usually afternoon np) 

4. Bureau: A subsidiary news-gathering organization set up in an important centre. 

5. By-line: The reporter’s signature preceding a story after a headline. In a magazine, it’s within 

at the end. 

6. Caption: The explanatory lines above or below a newspaper photograph illustration or diagram. 

7. Credit line: The line that designates, if necessary the source of a story or ant. 

8. Exclusive: A story that’s printed solidly by one newspaper. 

9. Filler: Any matter that has no time restrictions and can be used when needed. 

10. Front: A complete set of type of one size and style. 

11. Jump: This is the continuation of a first page story of an inside page. 

12: Jump head: The headline that identifies the continuation of a first page story. 

  

COURSE TITLE: HISTORY OF NIGERIAN MASS MEDIA 

COURSE CODE: MAS 102 



LEVEL:  100 

 

HISTORY OF THE NIGERIAN MASS MEDIA 

- Evolution and growth of the Nigerian press 

- Post independence  

- 1992 to  

 
History of the Nigerian press started with the missionary movement by Revd. Henry Townsend. 

He is an Anglican missionary (CMS 1842). The history and development of newspapers in Nigeria 

can be divided into 2 distinct periods namely: Missionary Era, Nationalist Era, and 

Independence/Post Independence Era. The major features of the Nigeria’s newspaper growth and 

development will be discussed along these divisions. 

 

The Missionary Period 

It is on record that Christian missionaries pioneered the establishment of newspapers in Nigeria. 

Of the 4 British/West African colonies, Nigeria became the third to start a newspaper after Sierra-

Leone and Gold Coast (Non-Ghana) had blazed the trial with the establishment of the royal gazette 

in 1801 and the Royal Gold Coast Gazette in 1822. What however makes Nigeria’s experience 

unique is that the motivation was provided by the missionary. In this regard efforts of two men are 

worthy of note namely: Revd. Henry Townsend a missionary of the Church Missionary Society 

(CMS) and Revd. Hope Waddell, a missionary of the Presbyterian Church of Scotland Mission. 

Both men were to Nigeria from United Kingdom. 

 

THE FIRST NEWSPAPER IN NIGERIA (Iwe Irohin Fun Awon Ara Egba Ati Yoruba 

It’s meaning is “Newspaper for the Egba People and Yoruba” It was established in Abeokuta on 

December 2, 1889 by Revd. Henry Townsend. Revd. Henry Townsend first arrived Badagry on  

December 17, 1892 and later moved to Abeokuta where in 1854, he set up a small printing press. 

He introduced schools in Abeokuta and printed many religious and educational pamphlets which 

were used for instruments in schools. Besides, he translated religious catechism and prayer books 

into Yoruba and printed arithmetical tables with his printing press. 

The Anglican Communion priest followed development with the establishment of “Iwe Irohin” in 

1859. It was first published in Yoruba thereby becoming the first indigenous language newspaper 



in Africa.  In 1860, Revd. Townsend added an English translation to the ”Iwe Irohin”. The 

newspaper was in forthcoming (2weeks) but later became a bilingual weekly newspaper. In 

January 1866 however, Revd. Townsend experienced again with separate edition. The paper 

measured 6 inches wide and 8 inches deep. It was divided into 2 columns and sold for 20 cowries 

(Yoruba Edition) while the English edition sold for 1 penny. 

 
The newspaper carried news items on the movement of church officials to and from the parish, 

news of ordinations, baptisms, confirmations, deaths and births. After a few months in existence 

Revd. Townsend broadened the paper news coverage to include commercial news about producer 

price of palm oil and other agricultural products announcement for local chiefs and from the 

government of Lagos colonies, movement of government and commercial representatives 

agricultural craft exhibitions and progress made by mission schools. 

 
The newspaper vigorously criticized the evil of slave trade. It is important to note that Christianity 

movement in the western world intensified their anti-slavery doctrines after William Wilberforce 

introduced the slave trade abolition bell of 1789. Iwe Irohin also devoted more coverage to political 

development of its days including the inter-tribal which plagued the Yoruba nation. 

 
At the time Iwe Irohin appeared on the news stand, it was estimated that about 3,000 Yoruba could 

read and write their native languages. Iwe Irohin paid per time to prepare the people for publication 

of the first Yoruba Bible in 1862. The newspaper and the Bible coupled with the missionary 

schools established by Revd. Townsend combined to boost literacy among the people. Townsend 

himself had in 1849 pioneered attempt to reduce the Yoruba language into writing. 

 

CONTRIBUTIONS OF REVD. TOWNSEND AND IWE IROHIN TO THE GROWTH 

AND DEVELOPMENT OF THE NIGERIAN PRESS 

.1. It was the first newspaper to be published in Nigeria; hence it provided inspiration for the 

setting up of other newspapers that came after it. 

2. It was the first newspaper in Africa to be published to an African language. This is 

significant in that Nigerians were not introduced in other languages at that time. 

3. It introduced religious dimensions to newspaper coverage of event. It effectively 

condemned the evils of slave trade of which Africans were the main victims. 



4. The first generation of indigenous printers were trained at Revd. Townsend press. This 

helped in training technical manpower for other newspapers that came after Iwe Irohin. 

5. Though essentially, the religious newspaper Iwe Irohin equally covered socio-political and 

culturally events in its area of operation. 

6. The paper was used to promote literacy. It complemented the efforts of mission schools. 

This factor is important because literate audience is very crucial to the survival of 

newspapers. 

7. Iwe Irohin according to Townsend was established to inculcate in the people the habits of 

seeking information. This reading habit is essential to newspaper publishing because all 

efforts to produce a newspaper are wasted if they are not brought and read. 

 

DEMISE OF IWE IROHIN 

Iwe irohin was said to have been deeply involved in Egba political matters. According to Coker 

Iwe Irohin in its last 3 years of its existence was caught in a wet of political crisis known as IFOLE. 

The Egbas as a reprisal against the Europeans when they accused of aiding and abetting the Ibadan 

people in their bid to bypass the Egba commercial middlemen and deal directly with the Lagos 

colony expelled all European from Abeokuta in 1867. Coker stated that Iwe irohin ceased 

publication in the midst of the ensuring confusion. 

 

NEWSPAPER PUBLICATION IN LAGOS 

Anglo-African was the first newspaper to be published in Lagos. It was owned by Mr. Robert 

Campbell, a West Indian business man who has settled in Lagos with his family. Campbell visited 

Townsend and Abeokuta in the late 1850’s and lent a helping hand to the missionaries at his small 

press. He returned to Lagos in 1862 and started Anglo-Townsend who set up the first newspaper 

in Nigeria Iwe Irohin in Nigeria. 

 

Campbell was motivated to establish the newspaper by the political developments around Lagos 

colony at that time. He saw in this the need for a periodic recording of events by means somewhere 

opposite the present Holy Cross Cathedral on Campbell Street (named after him in Central Lagos). 

 



The paper was an improvement over his predecessor (Iwe Irohin) in terms of coverage. It carried 

the local and foreign news. Its editorial columns were devoted to critical appraisal of the problem 

of that time. Its pagination ranged between 4 and 8 and the paper sold for 3 pens per copy. It 

received government advertisement patronage from Governor Freeman because of its “friendly 

disposition to the colonial administration.  

 
The last issue of Anglo-African appeared on December 30, 1805 after being in existence for 2years 

6 months (21/2years). However, Campbell and Townsend had succeeded in training the highest 

group of Nigerian printers who laid the foundation of the commercial and newspaper press in 

Lagos and the west. This is in addition to similar foundations laid by the Hope Wadell printing 

press foundation in Calabar in 1846 by the missionaries of the Presbyterian Church of Scotland. 

 

CONTRIBUTION OF REVD. HOPE WADELL TO THE DEVELOPMENT OF 

NIGERIAN PRESS 

Revd. Hopewell arrived Calabar in 1846 as a missionary of the Presbyterian Church of Scotland 

mission. He came to Calabar with a printing press. It was a first attempt to produce a commercial 

press in Nigeria. Waddell’s press and that of Revd. Townsend in Abeokuta prepared the ground 

for the printing of the first set of newspapers in Nigeria. The missionaries coming from the society 

with pervasive newspaper influence recognized the role the press would play in evangelism. They 

ultimately set up newspapers to complement pulpit preaching of the gospel to the local population. 

Revd. Wadell and his team of missionaries set up the Calabar observer. Later, they set up Unwana 

Efik in 1885 and Obupong Efik in 1886 but both became defunct because their audience members 

probably preferred English newspapers to vernacular ones.  

 

 

GROWTH AND DEVELOPMENT OF NEWSPAPERS IN THE CLOSING YEARS OF 

THE 19TH CENTURY 

Between 1867 and 1880 when the Iroyin became defunct (Anglo-African) Nigeria’s second 

newspapers, went out of circulation 2years after there were no newspapers based locally in Nigeria. 

A probable reason attributed to this was the slowdown in political or constitutional development 

as a result of the subordination of the Lagos Colony to other British – West African settlement 

administered from Freetown and Cape Coast. But the 13year silence was broken on November 10, 



1880. When the Lagos Times and Gold Coast colony advertiser were established. It was founded 

by Mr. Thomas. It was published fortnightly (every second and fourth Wednesday of the month) 

and it measured 12inches wide and 15 inches deep. 

 
The Lagos Times created sales outlets in London, Freetown, Cape Coast and Accra (Ghana) and 

Little Rope (Rip of Benin/Togo). In its modern editorial, the larger times said “The failure of our 

predecessors in the field of journalism is, present before our eyes and we are fully acquainted with 

some of the courses which contributed who already predict that we shall not live beyond few 

weeks”. 

 

The prediction of the “Prophets of Doom” however was fulfilled in 1885 when the newspapers 

disappeared from the streets but it made a re-entry into the Nigerian Journalism scene on December 

6, 1890 and joined in the emerging five of nationalism spreading across the country at its second 

coming, the Lagos Times became a weekly. 

 

 Blaize was among the richest African in Lagos in the early 20th century. He came to Lagos in 

1862 and worked as a printer for Robert Campbell. He later joined the government press and 

became Head Printer for 12years. 

 

Other newspapers established in the closing years of the 19th century include the Lagos Observer 

published by Mr. J. Bagan Benjamin, a Lagos based Business Man. 

The paper came into existence on February 15, 1882. It was published fortnightly and sold for 6 

years. It became defunct on December 29, 1988. The eagle and Lagos critic was established by 

Mr. Owen Emeric Macaulay in March 1883. It ceased to publish after the October 21, 18888 

edition. 

 
The next paper was a bilingual weekly, Iwe Iroyin Eko published by Mr Andrew M. Thomas. The 

Mirror which existed between December 17, 1888 was established by Mr. P. Adolphus Marke. It 

was published in Lagos. Other papers established during this period included by George A. 

Williams : Lagos Echo founded in 1870 and edited by J. Bagan Benjamin. 

 
There are some specific feature of the Nigerian Press during the period. 



 

1. All the newspapers were set up by the descendants of freed slaves who had come from Sierra-

Leone to settle in Nigeria. Most of them were businessmen. 

2. Lagos now became the base of the newspapers. 

3. The papers started to express nationalist sentiments characteristics by calls for self-rule and 

pungent criticisms of British colonial administration. 

 

THE LAGOS WEEKLY RECORD 

In 1890, John Payne Jackson and Censual Leigh co-founded the Lagos Weekly Times. JP. Jackson 

described as the pioneer of new journalism in Nigeria was its editor until 1891. He had a dispute 

with Leigh which resulted in Jackson taking over the paper completely and changing its name to 

Lagos Weekly in 1891. 

 

Thomas Horatio Jackson, son of the publisher, took over management and electricity of the record 

when his father died in 1915. 

 
The paper later dropped the term “Lagos” and became simply as “Weekly Record”. It received an 

annual subsidy of 150 pounds from colonial governor carter extensively for advertising space. The 

government patronage contributed to its long stay on the Nigerian journalism terrain. 

 
The paper at inception was reputed for its strong vires on politics and that independence for 

African. But in later years, it compromised and tended to look like a government mouthpiece. It 

therefore became unpopular especially when the wind of nationalism was blowing across the 

country. This problem coupled with intense competition from rival fore-brand newspapers which 

had become popular among the now politically conscious populace led to the collapse of the 

weekly record in 1930. 

 

However, it became in the early period of the Nigerian press. It’s long stay in business made it the 

greatest success story of Nigerian journalism of that period. 

 

THE NATIONALIST PERIOD 



A major feature of the Nigerian newspapers in the beginning years of the 20 th century was the 

penchant for the expression of nationalist sentiment which described by Dayo Duyile in his book 

“Makers of the Nigeria Press as political firework. 

 
In the opening decade of the 20th century, the press was largely controlled by Nigerians as opposed 

to the situation in the previous 2 decades when the descendants of freed slaves who had come from 

Sierra-Leon to settle in Nigeria particularly Lagos, Badagry and Calabar. The press, in the early 

part of the last century became more involved in politics. It instigated Nigerians into staging protest 

delegations to government house, mass rallies in cities and towns were held to denounce colonial 

policies and program whose adverse efforts had been highlighted and condemned by the press. 

 

The press followed political and constitutional development with critical comments. 

 

At the turn of the century, 2 developments marked the history of the Nigerian press. 

1. The British Colonial Administration unable to bear growing press attacks on its policies was 

forced to taken a more critical look at the newspapers and their operations. This eventually led 

to the first comprehensive law enacted to regulate the establishment and operation of 

newspapers operating in Nigeria. 

 
The hidden aim of purpose of the colonial admin was to curb what it perceived as damaging 

press criticism. The law so enacted was the newspaper ordinance of 1903 which defined what 

constituted a newspaper and who may or may not establish one. As agitations continued, the 

colonial admin followed this law with the seditions offence ordinance of 1909 which was later 

incorporated into the criminal code of 1916. 

2. The second feature of the Nigerian press in the early parts of the 20 th century was the use for 

the first time of the word “Nigerian” in titles of newspapers. Mr Christopher Kumolu Johnson’s 

paper. The Nigerian chronicle” blazed the trail in this phenomenon. It was established in 1908. 

This was closely followed by “the Nigerian Times in 1910 confounded by a Lagos based 

lawyer. Mr. Sapara Williams and Mr. James Bright Davies who was adjudged the “best 

journalist with effective command of English Language” in his time. Mr Davies had a Masters 

Degree in English and was the proprietor and editor of the “Nigerian Times. 



3. Another newspaper known as the Nigerian Pioneer” was established in 1914. It was established 

by Lagos lawyer, Mr Kitoye Ajasa. It was described as a highly conservative paper as it carried 

news and commentaries supporting British Admin. For this reason, it did not enjoy much 

public patronage. The paper eventually became defunct. 

 

Other papers that sprang up in the first two decades of the 20th century includes the following. 

1. Weekly Spectator followed by Dr. Akinwande Savage (A Medical Doctor) in 1923. It became 

defunct on December 26, 1930. 

2. Daily telegraph established in 1927 

3. Eleti Ofe – 1923 

4. Eko Akete – 1922 

5. Eko Igbehin – 1925 

6. Akede Eko – 1929 

There was also attempts to establish professional and trade journals for example: Mr T.K.E. Philips 

set up the “Lagos Musical Journals”. Mr E.M.E. Agbebi and A.O. Dele Dosumu established the 

“Nigerian Law Journal” while Mr. J.A. Olusola set up the Nigeria Labour Bulletin. 

 

Up till now, the history of the Nigerian press had been an eastern Nigeria affairs except for short-

lived experiments with “Calabar Observer” “Unwana Efik” and “Obupong Efik” by the church of 

Scotland Mission, east of the Niger. Mr. William Coulson labour broke up fallowed grounds in 

1914 when he established his weekly “Aurora” in Onitsha. The paper underwent long 

metamorphosis and constant change of base. For instance in 1916, labour transferred it to Calabar 

and moved it to Enugu later and changed its name to “Herald: he began and moved it to Port 

Harcourt and changed its name to “Dawn”. In 1925, he shifted it back to Calabar. 

 

THE AFRICAN MESSENGER 

The African messenger was established by Ernest Ikoli on March 10, 1921. It was characterized 

by fearless criticism of government and its policies. The quality of the paper was good. Ikoli had 

2 years apprenticeship with the “Lagos Weekly Record before starting the African Messenger. The 

paper was printed and ceased publication in 1926 when it was bought over by the Nigerian Printing 

and publishing company, publishers of “Daily Times” The paper started to experience financial 



crisis in 1925 before it was eventually sold off but the African Messenger was very outspoken and 

articulate. 

 

In a twist of fate, Ikoli became the pioneer editor of the “Daily Times”. 

 

From the 1859 – 1921, a notable significance of all the newspapers during that era was that none 

of them was a Daily Newspaper they were either forthrightly weekly or monthly. 

 

THE FIRST DAILY NEWSPAPER  

LAGOS DAILY NEWS 

Nigeria’s first daily newspapers, Lagos Daily news was established in 1925 by Victor Bababoni a 

Nigerian, but was almost immediately taken over the Mr. Herbert Macaulay with a view to be 

using it to provide support for his 3 year old Nigeria National Democratic Party (NNDP) which 

was Nigeria’s first  political party. Hence, the Lagos Daily News was largely a political organ of 

NNDP. 

 
The paper was a famous hard-fighting newspaper. Its editorials were pungent and very critical of 

British rule. Macaulay was a fearless journalist who lived to publish and damn the consequences 

(publish and damn). His paper, as a result of its critical stands had enemies and admirers. Its 

enemies sarcastically called it “Lagos Penny Rag. White its admirers is called it “Lagos Penny 

Pepper”. Macaulay made it the papers policy not to accept advertisements in order not to 

compromise its editorial independence and integrity. The paper, however, collapsed in 1930 when 

it could no longer be funded by the party.  The functions of the party are declined at that time. 

 

DAILY TIMES    

It was established on June 1, 1926 by a group of businessmen. It was a brilliantly and fearlessly 

edited weekly paper and its first/pioneer editors was Ernest Ikoli who founded African Messenger 

in 1921. It was a popular newspaper despite the “doses of unpopular attacks on Herbert Macaulay 

and his colleagues at NNDP. Daily Times a very prosperous and flourished newspaper and had the 

largest number of titles in Nigeria newspaper history. At its peak, Daily Times was circulating 

over 250,000 copies daily while the Sunday Times circulated over 400,000 copies. The Federal 



Government of Nigeria acquired 60% majority share in Daily Times in 1975. Government, 

thereafter, took control of Daily Times and directed its affairs. However, the paper was entangled 

in interval crisis over succession and appointment of editors. The paper survived the crisis and still 

maintained its leading role in Nigerian Journalism but the functions of the paper declined under 

the Babaginda Administration when the paper tended to have lost sense of direction by being very 

biased in its reportage. The Obasanjo Administration eventually sold Daily Time to Folio 

Communications for 2.8billion naira. The sale of Daily Times today is still being contested in the 

court of law. 

 

COMET 

The Comet was established by Jose Mohammed Ali in 1933. Ali was a pan-Africanist who made 

significant contribution to the development of Nigeria Journalism. He was an Egyptian graduate 

of London University and a great nationalist who settled in Lagos in the early 1930’s. When he 

first arrive, he was a freelance writer for Daily Times. He also edited a paper “The Nigerian 

Telegraph” which was founded in 1927. 

 

He used the paper for Pan-Africanism and political nationalism. According to Ali, “the Comet was 

to deal with issues affecting West Africa rather than the minor issues of Nigerian politics. Jose Ali 

died in 1944. After his death, the Ziks press brought over the Comet and turned it to Daily 

Newspaper.  

 

EVENING NEWSPAPERS 

1. The first evening newspaper in Nigeria was established by Isaac B. Thomas title “Nigerian  

Evening News” which was launched on May 28, 1929. The paper defunct in 1930 because 

audience members were not prepared for it yet, hence, the paper could not survive because of 

low readership. 

2. Nigerian Evening Standard which was established by William Edward Agbaje Macaulay 

launched on June 27, 1934. Agbaje Macaulay edited the paper himself. The paper went out of 

circulation after 12 months due to low readership. 

3. Evening Times was launched in 1957 and it was published by Daily Times. 



4. Evening sketch. It was owned by the former western region (Oyo, Ondo, Ogun, Ekiti, Osun). 

It was founded in 1983. 

5. Other evening newspapers are Guardian Express, Evening Punch (1986), PM News, TNT 

(Today’s News Today) Muiywa Adetiba (Publisher). 

 

WEST AFRICAN PILOT 

It was established Dr. Nnamdi Azikiwe on 22nd November, 1937. He had entitled the African 

Morning post at Accra from 1934 to 1937. He studied in the U.S and graduated in Political Science 

and Anthropology. He had undergone a diploma course in journalism. He was engaged variously 

as city Reporter, Features Writer and sub-editor in the US. He brought into Nigerian press new 

ideas in Newspapers writing and presentation. His paper was launched in Lagos. 

 

Features of West African Pilot as Ziks Press Limited  

There were some outstanding features that made WAP the greatest success story of Nigeria 

journalism up to the early 1950’s. 

 
1. For the first time, a measure of sensationalism was introduced into the Nigerian press. 

Emphasis was on human interest angle of general news reporting and the dramatic elements of 

sport stories. 

2. Politics remained the main subject of the pilot but the paper introduced news life into features 

of general interest such as women’s speech, gossip, the book review and short story. 

3. A measure of pictorial journalism was brought into play by pilot. It cut across every strata of 

the society – the big and the small. 

4. The paper had so much appeal that it sold an average of 20,000 copies at that time. This was 

the greatest eve in the history of Nigerian press. 

5. Zik introduced newspaper chain with the arrival of the pilot. This was managed by the 

associated press of Nigeria or Zik Group of papers of which Pilot was the pioneer and leader. 

6. The others are: 

i.  He established Eastern Nigeria Guardian at Port Harcourt in 1940. This was the first daily 

newspaper in Eastern Nigeria. 

ii. It was followed by the Nigerian spokesman in Onitsha in 1943. 

iii. The Southern Nigerian Defender was established in Warri in 1943. 



iv. The Ziks Daily in 1954. In 1949, it was transferred to Kano and became the first daily 

newspaper in Northern Nigeria. 

v. The paper pioneered a new era in political journalism. Its motto was, “show the light and 

the people will find the way”. For many years, it was a fountain of political inspiration for 

which a continuous flood of exaltations went out to the growth of the country. It was the 

vehicle of Dr. Azikiwe in expressing and disseminating the nationalist sentiments which 

fired movements towards eventual independence. 

vi. It was the first Nigerian owned newspaper to live a healthy life over the years without once 

worrying out of print for lack of financial resources. 

 

It should be noted that advertising patronage sustained the Daily Times but the pilot lived mainly 

on sales of newspaper’s circulation). This explains why the pilot survived a withdrawal of 

advertisement from Nigerian owned newspapers by the expatriates as a form of reprisal against 

the cocoa producers who responded to the instigation of the indigenous press. 

 

Again, between 1945 and 1996 the pilot survival the withdrawal of commercial advertisements by 

the colonial government as a reprisal of the highly critical attitude of the newspapers. 

The Pilot provided a training ground for young aspiring Nigerians who later became fire brand 

journalist. He trained more than 50 Nigerians and other Africans who were mattered in Nigeria. 

 

 

 

THE BROADCAST REVOLUTION  

Broadcasting came to Nigerian in 1933 when Lagos begin to relay the British Empire Service from 

Daventry in England. Soon after that year, the Lagos station began to experiment with rediffusion 

service. The Nigerian Post and Telegram Department was given the authority  to work out a plan 

for the distribution of programs to subscribers in Lagos, Kano and Ibadan. This operated in 

conjuction with the Empire Broadcasting Service.  

 
In 1936, radio finally made its debut when the first radio distribution service (rediffusion) was 

open in Lagos as a means of distributing programs originated from a British Broadcasting 

Corporation (BBC) in London as part of its oversee services. 



 

From the late 1940 through the mid 1950, rediffusion became the principal mode of broadcasting 

in Nigeria. Many people subscribed to the programs the programs were distributed by hands from 

the radio studio to the various listening focus for which subscribers pay a small fee. 

 

This system was expanded to the good stations at Ibadan, Abeokuta, Ijebu Ode, Calabar, Port 

Harcourt, Enugu, Kano, Kaduna, Jos and Zaria. Following  the success of this broadcasting system, 

the British colonial administration commissioned the Bryan Turnar committee on the possibility 

and visibility of establishing a common broadcasting system for the whole of West Africa. That 

committee recommended the introduction of broadcasting services in Nigeria Federal and regional 

capitals as follows: 

Lagos – 20 kilowatts shortwave for national coverage and western regional programs. 

Kaduna – 10 kilowatts shortwave for northern coverage 

Enugu – 5 kilowatts shortwave medium wave for local coverage 

Kano – 5 kilowatts wave for local coverage 

 
The NBS (Nigerian Broadcasting Service) was formally formed on April 1, 1951 after the federal 

government decided to convert the major existing rediffision stations into fully operative radio 

stations in line with the recommendations of the Payroll Turner report. 

 

In 1952, all the radio institution services formed a nucleus of BBC. The BBC in London was 

awarded the contract for the establishment of the broadcasting system. In focus of that contract, 

the BBC sent 2 of its experts who laid the foundation stone of major broadcasting in Nigeria. It 

also provided all the training and technical equipment. Two staff of the BBC Mr. T.W. Charmers 

became the first Governor-General while his counterparts Mr. J.W. Murray became the Chief 

Engineer. 

 

On April 1, 1957, the Nigerian broadcasting Service was converted by the Act of parliament into 

the Statutory Corporation as known as the Nigerian Broadcasting Corporation (NBC). The reason 

for this change was to shield from government interference and the propagation of the views of 

the ruling political party. 

 



The 1956 ordinance that created the NBC specifically debited the functions of the corporation to 

include among others. 

1. Provision of independence and impartial broadcasting services. 

2. Provision of services to reflect and impartial broadcasting services and at the same time, 

give adequate expression to the culture and characteristics of each region or parts of the 

federation. 

3. To give balanced treatment to the various political parties in presenting their views to the 

public. 

4. Provision of educational services. 

 

The ordinance created both federal and regional of brands of governors of the NBC. The ordinance 

made a corporate and independent policy making institution. The NBC brand consisted of the 

Chairman, chairman of regional brands. 10 others appointed by the Governor General and a 

Director-General of the corporation who acts as an official member without a voting right. 

 

The functions of the regional boards were identical to those of the national board. The only 

differences were that while the network was supposed to portray the national cultures in their 

programs, the regional affiliates of the NBC were required to pay greater attention to the cultures 

of the regions in the south. The regional boards were also specifically required to ensure that 

regional programs designed for the use of schools or other educational institutions shall have 

regard to the educational policy of the government of the region. 

 

By 1957, there was a network of radio services throughout the country. The NBC was patterned 

after the BBC. The intention was to make the corporation of government in editorial matters, 

through funded by government. 

 
It has been observed that the greatest setback to the concept of Nigerian unity occurred when each 

of the then 3 region of the federation established its own independent broadcasting system. It has 

been assumed that each region would have been appeased with the establishment of NPC regional 

affiliate in each region. The arrangements however will not satisfy the highly autonomous regional 

government that competed with the Federal Government at the levels except in foreign and defence 

matters. The western regional government took the initiative in the  establishment of a regional 



radio system. It is widely believed that the idea of regionalization of the mass media as effective 

organ of the regional government was nourished in 1953. Chief Obafemi Awolowo, leader of the 

Action Group Party criticised the newly introduced Macpherson Constitution. The then British 

Governor General went to the NBS and mad a broadcast in defence of the constitution. In the 

course of the broadcast, the accused Chief Awolowo unfaithful. Awolowo demanded to use it to 

refute the Governor Generals remarks and this request was rejected by the NBS. This led to the 

agitation not only for the incorporation of the NBS public property but also for eventual 

establishment of separate individual regional broadcasting systems independent of the control of 

the federal; government. 

 

In 1957, the western region became the first region to set up its own broadcasting system. It started 

the first television on broadcasting not only in Nigeria, but also in the entire continent of Africa. 

In May 1960, it initiated a radio broadcasting system over western Nigeria Broadcast Service 

(WNBS). The Eastern region followed suit when it set up its on broadcasting system called the 

Eastern Nigeria broadcasting service (ENBS). 

 
On October 1, 1960, its radio and tv signals went on air to coincide with the attainment of Nigerian 

Independence. The Northern region government started Group Limited to set up radio and TV 

systems in the region known as Radio Kaduna/TV. 

This, by 1962, the regionalization of the broadcasting stations was completed. This new 

development broke the monopoly of the federal government over the broadcast media. It 

introduced commercialization into broadcasting to sustain the news nations. It equally introduced 

ethnicity and distribution into broadcasting. As it turned out, the purpose of regionalization of the 

broadcast media was not solely for the educational and commercial reasons. The more obvious 

reason was dis-satisfaction with the NBC. Each region felt that its own views were not properly 

represented by the NBC. Same even accused the NBC of discrimination and partisanship. They 

claimed that the NBC showed more preference for BBC foreign news and that not show/pay 

sufficient attention to Nigerian news. 

 
The regional broadcast media were used as powerful political instruments for the integration of 

each region. The regionalization of the broadcast media was completed by 1962. The NBC 

continued to exist side by side in the regions with the regionals stations. This new development 



broke the monopoly of federal government over broadcast media. It also introduce 

commercialization into broadcast media as a means to sustain the stations. The NBC was 

previously funded by the federal government. Regionalization also introduced ethnicity and 

tribalism into broadcasting. The regional broadcasting stations had powerful transmitters and they 

were received outside their region of their origin. The regional radio and TV stations were heavily 

in commercials but the federal radio/tv never took advertising. 

 
Radio/TV were politicized. The supported the political party in power in their regions or the federal 

government level instead of serving as a agents and promotion of cultural values. 

 

EXPANSION OF THE MASS MEDIA (1967-1983) 

Two factors were responsible for the expansion of the Nigeria mass media especially the broadcast 

media during the period 1967-1983. The factors were: 

1. The political divisions of the country in 1967 

2. The struggle for political dominance among the political parties from 1979 to 1983 during the 

2nd public. 

When the mid-east region one was created in 1963, the region did not let, its own radio station in 

line with the existing practice of each region owing an independent broadcast media a system. It 

relied on radio Nigeria at to its citizens. When new states were created in 1967 by the Gowon 

Administration, the new states especially in the minority by the Gowon Administration, the new 

states especially the minority areas of Benue, Plateau, Rivers, Cross River and Kwara where the 

demand for separate states had been stringent, for a long time, regarded the establishment of a 

broadcast media as a symbol of their statehood and establishment newspapers as well. Some of the 

newspapers include: The Nigerian Standard in Jos, Benue, Plateau, The Nigerian Tide Port 

Harcourt, Rivers State, The Chronicle – Calabar, Cross River; The Observer – Benin, Bendel State, 

The Herald – Kwara State. 

 

The number of state broadcast station include under Gowon regime following the political division 

of the country. However, in spite of the division of each state in 1996, there was contraction in the 

number of broadcast stations in the country. The corporation of state owned radio stations were 

remitted by federal government policy which restricted them to broadcast or media wave only. 



This policy was made on the experience of the civil war when radio. Biafra using a short waves 

transmitter was able to cover the whole country. 

 

In 1977, the federal government removed the tv wings of the state broadcast media to constitute 

the Nigeria television authority (NTA). Prior to the takeover, the federal television was limited to 

Lagos i.e. NTA Channels 10. Thereafter, the states lost the TV wings of their broadcast media. As 

a result, none of the states created in 1976 bothered to establish broadcast media or newspapers. 

 
By the time the military handed over power to civilians in 1979, many new states had no broadcast 

media of their own. But on return to civil rule, the politicians could not rely on the media controlled 

by their political opponent to reach their supporters. In the UPN and NPP control states, there was 

great rush to establish broadcast media such as Ogun State Television (OGTV), Broadcasting 

Corporation of Oyo State (BCOJ), Anambra State established broadcasting service television. A 

number of other states established broadcast media. Kano established radio/television as well as 

newspaper, The Triumph. 

 
The media were established in the mood of the political realities of the country. The various 

politician parties ensured that the government under their control engaged in the proliferation of 

television and radio stations throughout the country. The new media created more jobs for the 

media men. Politics led to the expansion of broadcast media as well as newspapers particularly in 

the southern states. There was expansion in the broadcast media at the federal level. Both the NTA 

and FRCN expanded their areas of coverage by creating more zones to enable the federal 

government reach all areas of the country especially the areas controlled by political parties 

proposed in the ruling National Party of Nigeria (NPN). This resulted in the establishment of such 

television stations as NTA channel. Ikeja in an area already covered by 2NTA stations in Lagos 

State area and LTV with very high frequency transmitter. 

 
However, when the military come back to power in December 1983, the operation of the federal 

broadcast media were contracted under the rationalization skill set up by General Buhari and 

Idiagbon Tunde. But the state left their broadcast media intact. 

 

The economic downtown in the country affected the broadcast media as well. 



 

THE PRESS UNDER THE MILITARY 

On January 1966, the press like every other institution in Nigeria. It come under military rule. It 

was the first time. The military came into the political life of the country. The papers in existence 

at that time can be classified under the three categories. 

1. Private: The Daily Times owned by the overseas private groups. 

2. Government owned newspapers: The New Nigeria, Nigeria Outlook, Daily Sketch and 

Morning Post. 

3. Party Newspapers: West African Pilot, Nigerian Tribune. 

On takeover of power, the military suspended the constitution and the strength of press freedom 

and the freedom of association which means there was no protection of the press against the actions 

of the military. 

 

The press was under the tremendous pressure for their acts by commission or omission. The advent 

of the military was a welcome development for the press and it was behind that it end the agony 

of the press with the politicians. The second degree enacted by the military on assumption of office 

repute laws and regulations by regional and local government which restricted circulation of 

newspapers in their area. This made the press one of the first beneficiaries of military rule as they 

would operate freely without fear of the political thugs. Therefore, the press welcomed military 

rule and saw the military as saviour of the nation and the support of the press helped to legitimize 

military rule and there began a honeymoon between the press and the new military rulers. 

 

The military at that time were inexperienced in the act of governance. They relied greatly on the 

press and consequently, every action taken by the Ironsi government was largely based on 

suggestions of the press or criticisms of the press. The relationship between the press and the 

government cordial at that time. The only time the press had some misunderstanding with the 

Ironsi regime was when riot broke out in the north and the government warned the press not to 

publish inflammatory statements. Up till July when Ironsi was overthrown, the press enjoyed 

cordial relations with the military government. 

 
An important development at this period was the aspirations of the country. The papers were no 

longer instruments/weapons of war in the hands of political parties in the regions. The ethnic 



tensions eased in the press. Previously, the papers of the various regional groups in the front of 

preaching tribal hatred which were against the writing of the country and inflammatory one section 

against the other. 

 

The press preached to the military a vision of one agreement. Nigeria free from ethnic and tribal 

hatred, injustice and corruption. 

 

In July 1966, Ironsi’s government was overthrown with the ascension of General Gowon to power 

followed by mass killings of people particularly in the north. This brought about political 

instability and this had repercussion both on the press, the military and the country. 

 
The coup and counter coups exposed the military as an institution not immune to tribalism and 

corruption. The press was again divided on tribal lines as the regional governor as against the 

federal government. The press abandoned unanimity and returned to the polity of the old. 

 

The coup of July 1966 led to the split in the military which also led to a split in the media. The 

media broke up along the line of the division of the military. The media in the area controlled by 

forces loyal to Gowon supported the Federal Government whereas the media in the area controlled 

by the eastern Nigerian government supported Ojukwu. The government media and organization 

supported the government controlling them the ENBS television and Nigerian outlook newspaper 

supported Ojukwu on the side of the federal government, the New Nigeria and Radio Kaduna 

Television supported the Northern Nigerian East. The WNBS/TV and Sketch Newspapers 

supported the Western Nigeria Government. The media broke along ethnic lines as in the first 

republic. Only the privately owned newspapers were ambivalent in the situation. 

 

The Tribune (Owned by Awolowo) was reserved in its support, not sure of wick way to go-some 

for the West African Pilot. The Daily Times supported the concept of a United Nigeria, appealed 

for peace and end to violence. There was tension in the country and the continued killings and 

violence increased the tension. The relation between the media and the government during this 

period were tensed punctuated by occasional detention or harassment of news men. 

 



By January 1967, when the military leaders met in Aburi, Ghana to find a way out of the 

threatening civil war. The first item on the agenda was the role of the news media. All the military 

leaders blamed the media for the problems of the country, the instability, the tribal mistrust and 

the hatred. Ojukwu singled out the morning post while Hassan Katana blamed the Nigerian 

Outlook as the major culprit rioting and violence. When the military leaders returned from Aburi, 

there was controversy on the agreements reached in Aburi. 

 

In May 1967, Gowon declared a state of emergency and passed the police (special power decree 

No. 24 of 1967) under which many journalists suffered. A journalist can be detained indefinitely 

by the IG of Police if the person appear to oppose a security theatre. Under that law, any journalists 

that expressed opinion that was considered unfavorable or critical of the federal government was 

detained without trial for an indefinite period. 

 

Freedom of expression was legal as long as you do not oppose and government measures. All 

media under the areas controlled by the federal government obeyed the decree and joined in the 

crusade to keep Nigeria one. 

 

On the Biafra side, there were series of laws that restricted papers from the federal controlled areas. 

The press was under severe strain in the civil war years. The press supported the federal 

government. The party owned newspapers that had previously vaccinated. Lent support to the 

federal government Awolowo was released from prison and made a chairman of the federal 

executive council. The Tribune gladly supported the federal government. 

 

At the end of the war in 1970, the federal government began rehabilitation reconstruction and the 

reconciliation (3R’s) of Eastern Nigeria. Gowon declared the policy of “No Victor, No 

Vanquished” (meaning “There are no winners and there are no losers). With the war over the 

government’s attention was turned to restoring the democratic government in 1976. In the course 

of the reconstruction, corruption was assuming greater dimension and the media spoke repeatedly 

against it. There was oil pool which fueled corruption. Gowon was either helped or unwilling to 

tackle the problem of corruption. The press returned to mounting crusade against corruption in the 

military administration and this anti-corruption on crusade was found unacceptable by the military. 



 

In 1973, Mr Montere Amakari, the Nigeria Observer correspondence based in Port Harcourt 

reported the proposed style of tendencies in Rivers State over the non-payment of their salary for 

several months. The story appeared on the birthday of the governor who in reaction sent his APC 

to arrest Amakiri M.   He was flogged and his head was shaved with a bottle. Amakiri M. sued the 

governor and was awarded damage of 110,000. 

 

Corruption and frequent military clashes were the two issues of discord between the press and the 

military during the admin. of General Gowon. The issue of curbing corruption generated tension. 

Worthy of note was the alleged corruption surrounding. International telephone and telegraph 

(ITT) business involving Muritala Mohammed ad Federal commissioner of communication and 

inspector of Army Signals. The issues involved generated tension between the military and the 

press. By 1974, the relation between the military and the press was bitter as both sides traded 

accusations of corruption. The Chief of Army Staff, David Ejiwor  accused the Nigerian press of 

being the most corrupt in the world, a view shared by Gowon. 

 

The Federal Government The Daily Times newspapers for 1 week (sent soldiers) because the Daily 

Times was spear handling the anti-corruption campaign. When it was re-opened, The Daily Times 

method its stance but there was still tension arising from the cancellation of return to civil rule in 

1976. People began to question the legitimacy of military ruler. 

 
The New Nigeria in October 1974, wrote an editorial entitled “Down with the Badari, 

Conspirators” people began to challenge the legitimacy of military rule until. July 1975 when 

Gowon was overthrown by the military under Babagida Muritala. The tension between the military 

and the press continued under the Muritala/Obasanjo Government sectors of the press raised doubt 

about Muritala integrity particularly during the civil war years. There were insinuations that he 

was corrupt in his Ohambamu published allegations against Muritala. Muritala sued him to court 

to prove his allegations but Muritala was assassinated before the case came to court. 

 

NIGERIAN TRIBUNE 



It was established on November 16, 1999 in Ibadan by the legend Chief Obafemi Awoloo. It was 

published by the African Press Limited and it was established as a political organization of the 

defunct Action Group (AB) funded and headed by Chief Awolowo. The papers vernacular 

associate “Irohin Yoruba” came earlier in 1945. The Tribune titles were very articulate and vocal 

in national politics. The Tribune was dynamic and fearless. It gained itself honour and respect 

because of its nationalist disposition. The paper took controversial stands on national issues. Its 

editorials were critical of the authorities. Except for a few days, it failed management/workers 

crisis in 1986. Tribune has never ceased production since it started in 1949. It also has a Sunday 

edition. The paper is characterized by ruggedness in its operation. 

 

On many occasions, when security agents sealed off its premises, it went underground and 

miraculously appeared on the stand the following year. It has a Sunday edition called the Sunday 

Tribune. 

 

Tribune’s major contribution to the growth of the Nigerian press is its fearless or courageous 

appeared to news coverage. The paper is so doing that it carried stories other newspapers are afraid 

to publish. Apart from this, it has proved to be a very strong and stable  newspaper. The paper 

propagated nationalist sentiments. It became a training ground for the fire brand journalists many 

of whom became top level politicians. They include: Alhaji Lateef Kayode Jakande (First civilian 

governor of Lagos Stat) Late Chief Bisi Onabanjo (First civilian governor of Ogun State) Chief 

Ebenezer Babatope (a member of PDP) former transport minister under Abacha) etc. 

 

GENESIS OF THE MINISTRY OF INFORMATION 

The history of the Nigerian Mass Media cannot be complete without a mention about the 

information services. It’s important to note that the ministry of information as we have them today 

had their origin in the early beginning of broadcasting in Nigeria. Nigeria entered the broadcasting 

era in 1932 when the British Broadcasting Corporation (BBC) launched its empire broadcasting 

experiment. Lagos was one of the centre in the British Empire selected for the sighting of stations 

for local re-broadcast of BBC programs. 

 



By 1935, the Lagos experiment had proved  successful and the wireless service established by the 

P&T  (Port and Telegram) department was extended to some cognitive terms. The outbreak of war 

in 1939 increased the importance of the radio diffusion service (RDS) as it was later called. It was 

the radio office in Lagos which expanded in 1940 into what was called. The Information Office, 

 

It should be noted however that it was Nigerian newspapers that called for the establishment and 

expansion of the Information office. A leading Lagos newspaper made a suggestion supported by 

the exigencies of the second world war for the establishment of information office. The 

information office was set up to disseminate news about the war to the Nigerian press. 

 

It is significant to note that the Nigerian newspapers because of their financial and technological 

limitations they did not have access to foreign news. So, they depended solely on Information 

office for news about the war. The office was set up for the purpose of the war but within 2 years. 

It performed creditably well and had much rapport with the Lagos press to justify its continuous 

existence. Two influential newspapers namely Daily Service and West African Pilot called for 

retention and expansion of the information office. 

 

In 1944, the name Information Office was changed to public relations office and pubic relation 

department in 1947. The establishment of the department of graphics and arts section was a 

welcome development to the promotion of Pictorial Journalism in Nigeria. Province newspapers 

gained from this technical service with well produced pictures. 

 

In the 1950’s the department was known variously as Nigerian Information Services, The Federal 

Information Service (from 1954) and finally, The Federal Ministry of Information. 

 

The decade 1950’s also witnessed the emergence of information and public relations office run by 

commercial houses and public corporations all of which deal with the press and other media of 

mass communication. 

 

 

 

  



COURSE TITLE: WRITING FOR THE MASS MEDIA I   

COURSE CODE: MAS lll 

LEVEL:  100 

 
INTRODUCTION TO MEDIA WRITING 

The term media refers to all the organizations such as television, radio, newspapers and magazine 

that provide information for the public. Journalists or reporters process words, the media’s main 

raw materials and feed them (words) into the system to keep the media in operation. 

 

The media have been able to overcome whatever challenges they have face over time in every year 

because the arrival of humanity depends on efficient dissemination of information to make daily 

decisions to tame the world’s hostile environment. 

 

Like Marshall McLuhan predicted some decades ago, the world has turned into a global village, a 

feat made possible by the media. 

 
Wide scholars disagree on how much power the media wield on society, there can be no denying 

the obvious – the media have a tremendous potential for food or evil, to impact the world. So, it is 

the journalist’s work to explore such potential for the good of the society and to make the world a 

better place to live in. 

 
Types of Media 

The media can be grouped into two: Print Media and Broadcast Media. 

The print media comprise newspapers, magazines, journals languages of expression to partake of 

their discourse. Illiteracy disqualifies one from participating in their media fare or menu. 

 
The broadcast or electronic media comprise of television and radio perhaps the web. The radio and 

tv, besides providing instant communication, also overcome the problem of illiteracy as they could 

address their audiences in local languages. The advancement of technology has brought in the 

internet as another kind of journalism – online journalism – next to radio tv and print. 

 



Moreover, public relations and advertising (PRAD) which struggles on the fence as a distinct sub 

group in media classification, uses both the print and broadcast media to reach its audience base 

on which of the duo is more cost effective. 

 

CHARACTERISTICS OF MEDIA WRITING 

Because media studies have proven a perceived impact of the media on society over time. 

Journalists have adopted some yardstick to access writings to ensure their efforts, enhance and cost 

and not diminish societal well-being. 

 
This journalistic writings are expected to have these ingredients. 

1. Clarity 

This is the quality of being expressed clearly. This requires the ability to think through the issue at 

stake. This enhances the readers, quality of being clear and easy to see or hear when words are 

inadequate, the media use picture to tell the story with a stunning effect. One picture can be used 

to tell more than a thousand words. 

 
2. Precision  

This refers to the quality of being very exact or correct when something is done in a carefully 

planned and exact way. This entails your writing with precise information, with the entail exact 

and correct. A precise reporter is very careful about small details and chooses the right words to 

say what it means. 

 

3. Smooth Flow 

Reporters write to press  information or ideas to their audiences or listeners. A reporter achieves a 

smooth flow when the hooks the audience and sustained the conversation to that the idea flow 

steadily and continuously without anything stopping and interrupting them. Reporters achieve this 

feat when they organize their idea logically and sequentially  

4. Accuracy 

This refers to ability to do something in an exact way without making a mistake. It is the quality 

of being correct or true. Thus an accurate information must be correct and true in every detail. 

5. Details  



This refers to the reporters’ ability to list things or give all the facts or information about something. 

Thus, the reporter will not try to suppress any fact of the story that may appear embarrassing with 

the powers that be. The reporter is also expected to put together the separate features and place of 

information about something to enhance the readers understanding. 

 

6. Objectivity  

This is a reporter ability to base his thesis of argument or fact or take a decision that is based on 

factor rather than personal feelings or belief. It is the reporters ability  to look at issues 

dispassionately to ensure the views of all sides to an argument are reflected. 

 

7. Coherence 

A reporter achieve coherence when this article to story is easy to understand becomes his facts are 

collected on a clear and reasonable way. A writer achieves coherence when he has an overall theme 

with an outline to ensure the facts fall in place. 

 
8. Fairness   

This is the quality of treating everyone equally in a way that’s right to equal. A reporter is expected 

to be neutral and not taking sides in an issue. The is expected not to eject the views or onions into 

his writing except in opinion article. He must always remember that facts are sacred and opinions 

strict. 

 

9. Liveliness   

This is the quality of being anointed i.e. spirited, active or vigorous. The writer achieves this when 

the reader cant drop a story book until he finishes it. He has mastered the art of suspense writing. 

Readers skip stories because the writer failed to sustain their suspense to wade through it. 

 

10. Originality  

This refers to when a work  of art is completing new and different from something that anyone has 

thought of before. Such work is not a copy. Originality stands for creativity and a hatred for 

average. Originality requires being personally committed to the pursuit of excellence and 

excellence knows no gender. 

ETYMOLOGY OF WORDS 



In English language is derived from Latin, Greek, Celtic, Norse German and French language. The 

basis of a relationship between a word and its source is often described in terms of the derived part 

that from the origin of that word. This component may include prefixes, which are affixed at the 

beginning of the word; i.e. roots, which are the basis on which a word is developed and suffixes 

which are affixed at end of the word. 

 
Consequently, the definition of an unknown word may often be determined by understanding the 

general meaning of its prefixes, roots and/or suffix. The following prefixes roots and suffixes may 

give you some clues to the origin of the word and its meaning. 

 

 Prefix Prefixes Meanings Examples 

1. ab, a abs Away, from, of  Abandon, abnormal, abscond 

2. an, a Without, not Apathetic, anarchy, asexual  

3. ad, a, ac Toward, to Advocate, accommodation, 

aggregate 

4. af, g, al, amb, ambi Both Ambiguous, ambivalence 

5. Amph Around, on both sides Amphibians, amphitheticatre 

6. Demi Half Demimonde, demigod, 

heterosexual, heterogeneous  

7. Extra Beyond, outside  Extracurricular, extravagant  

  

ROOTS 

 Roots Meanings Examples 

1. Acr sharp acrimonious, acid 

2. Acro high, extremity acrobat, acronym 

3. aere, aer air aerodynamics, aerial 

4. Agr farm agriculture, agrarian 

5. Ali another alibi, alien, alias 

6. Alter another, change alternate, alteration 

7. Car dear cares, cherish, charity 



8. Cide, as  Kill, out Genocide, homicide, herbicide, 

incision cosmology, 

cosmopolitan 

9. Cosmos Universe Cosmology, cosmopolitan  

10. Lepsy Seizure, fit Epilepsy, Narcolepsy 

11. Lingu Language  Linguistic, bilingual  

12. Leg, logue Word, speech, 

discourse 

Logarithm, epilogue, prologue  

13. Mar  Sea Marine, Maritime, Sub-Marine 

14. Prose Near Proximity, Approximate  

15. Pseudo  False Pseudonym, pseudology  

16. Ser  Series  Serial, insert, dissertation 

 

SUFFIXES 

 Suffixes  Meanings Examples 

1. able, ible, ble Able to Durable, flexible, portable  

2. ac, ic Pertaining to, relating to Fantastic, historic, mania 

3. ac, ic Having the character of, quality 

of 

Kleptomaniac, alcoholic  

4. an, ian Of, belonging to African, statistician  

5. Ance Process or reaction Performance, appearance  

6. ante, eat One that performs Defendant, transient   

7. ard, art Characterized by  Dullard, traggart 

8. cle, cule Little Article, molecule 

9. Dom State of being Freedom, wisdom, kingdom 

10. Ee One acted upon, recipient  Payee, trainee, employee 

11. Ese Of, relating to Legalese, journalese  

12. Fal Full, characterized by Wasteful, eventful, peaceful 

13. some  Characterized by Wholesome, awesome  

14. Lure Process, being Procedure, departure  



15. Y Characterized by full  of  Sleepy, stinky 

Meaning of words – Denotative and Connotative 

Words also have connotative and denotative meanings. The former refers to the meaning or 

significance suggested by the word apart from and in addition to the thing it explicitly means or 

describes. It implies all the ideas and sometimes suggested by the word e.g. home connote security 

and comfort, privacy and other things one enjoys there. The later offers to all that strictly belongs 

to the definition of the word. E.g. home denotes the place where one lives while red flares denotes 

danger. 

 

Length of Words 

Words also have varying lengths. Some are short, some are long. Short words are categorized as a 

monosyllabic that is, having one syllable eg. Out, go, come, have etc some words are disyllabic, 

that is, having two syllabus e.g. angry, pity, train etc. some words also are trisyllable, triangle etc. 

some words are also polysyllable, that is, having more than three syllables e.g. implicate, tropical, 

triangle. Etc. some are polysyllables, that is having more than three syllables e.g.. Polyatomic, 

beautiful compulsory etc. 

 
Syllables refers to a unit of spoken languages that comprises one or more vowel sounds alone or a 

syllabus consonant alone or of either a one or more consonant proceeding or following. Good 

writers always opt for short, concise words that express what you want to say. 

 
Word Usage 

The English language is dynamic. It enhances usages ranging from words found in particular 

occupations or professions (jargons) to that use in particular locates or by particular ethnic groups 

(dialects) from  that used in everyday conversation (colloquia), to that used only on important 

occasions (ceremonial) from that used only in the past (archaic/obsolete) to that used briefly by 

cliques or by certain age groups (change)  

 
Moreover, the English language is constantly changing. Words and expressions that are slangs 

today may be accepted as part of the formal or standard usage in the future expressions and idoms 

we commonly use today may one day be regarded as obsolete. 

 



By following some certain accepted standards of English usage, you will enhance your ability to 

communicate clearly and thus increase the impact of whatsoever you want to say or write. 

 

To communicate effectively we must learn to recognize and to use the different level of English 

Language. 

 
LEVELS OF USAGE 

1. Formal English 

This is the standard English that is used for serious occasions and writing. Thus, the type of words, 

expressions, grammars and standard of usage found in formal essays, research papers, scholarly 

writings, literary criticism and speeches made on significant or solemn occasion. 

 

Sentences used informal English are often long and precisely structured, sometimes employing 

parallelism and repetition for rhetorical efforts, formal English uses extensive vocabularies and 

almost no slang. 

 
2. Informal English 

This is the standard English used in almost all conversation and broadcasting and in many 

newspapers, magazines, books, letters and non-ceremonial speeches. It is characterized by the 

sentence variety and length typical of conversation, and by more relaxed standard of usage than 

those of formal English. Informal English include contractions (can’t, would not, could not) 

colloquialism slangs. 

 
3. Non-Standard English 

This comprises words, expressions and grammatical constructions that are not generally accepted 

as correct English, although they may be sometimes accepted in certain geographical areas or by 

certain groups of people. Non-standard English should not normally be used to communicate with 

a general audience. 

4. Jargon and Occupational Language  

Originally, jargon meant confused speech that was a mixture of several languages or dialects, or 

any languages or dialects, or any language that sound strange or incoherent. But in some case, 

jargon referred to the specialized language used by persons in professional or business 



occupational language is the technical language used among specialist in the same profession. 

While it is difficult for outstanding to understand, technical language can be an effective, precise 

means of communication for the specialist themselves. 

 
Amidst a more general audience, occupational language quickly becomes jargons, that is, confused 

meaningless talk, characterized by vague pretension language. It obscure thoughts and confuses 

the reader or the listeners. 

 
AVOIDING REDUNDANCY AND VERBOSITY 

Redundancy the practice of saying or writing the same thing in several different ways to know 

purpose. It occurs because of carelessness or ignorance.  Verbosity or wordiness is the practice of 

saying something in the most complicated way possible. It props up when a writer tries to show 

off, thus injecting the 3Ps – Passengers, parasites and piffle- into his write up. 

 

To eliminate redundancy and verbosity, use concrete words. Always opt for short, simple words. 

Never avoid a short, simple word just because it is common. Use specific words such as grumbling 

instead of talking, and concrete nouns instead of abstract nouns. Moreover only repeat an idea in 

a phrase or a sentence where such repetition make the idea clearer. 

 

Word Scope   

Words can also be specific/general or concrete/abstract like we noted before, common nouns are 

general, naming any member of a class e.g. animal, tree, town, soldier, computer, honesty etc. 

 
But proper nouns name specific individuals animals, towns, places, persons or banking e.g Kunle, 

brother, Osogbo, Niger River etc. the first letter of a proper noun is always capitalized while the 

first letter of common noun is capitalized only when it begins a sentence. 

 
Nouns are also concrete or abstract. Concrete incurs name tangible objects such as chair, book, 

lamp etc. Abstract nouns name intangible things of ideas e.g.. love, happiness, joy, fear etc good 

writers try to use the most specific and concrete nouns possible to avoid ambiguity. 

 

Word Errors 



Words can also be specific/general or concrete abstract. Like we noted before, common nouns are 

general, naming any member of a class e.g. animal, tree, town, soldiers, computer, honesty etc .  

 

But proper nouns name specific individuals, animals, towns, places, persons or brand e.g. Kunle, 

brother, Osogbo, Niger, River etc. the first letter of a proper noun is always capitalized, while the 

first letter of a common noun is capitalized only when it begins a sentence. 

 

Nouns are also concrete or abstract concrete nouns name tangible objects such as chair, book, lamp 

etc. abstracts such as chair, book, lamp etc abstract nouns name intangible things or ideas e.g. love, 

happiness, joy, fear etc. Good writers try to use the most specific and concrete nouns possible to 

avoid ambiguity. 

 
Word Errors 

Too often, errors prop up in write-ups due misspelling, malaproprism, solecism, changing etc. 
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Some spelling errors are due to writers laziness. Such errors often make readers to doubt the fact 

of the story. Correct spelling is necessary to enhance journalism. Common phrases and words often 

mis-spelt include: 

A lot    a lot 

Alright   allright 

Medium  media 

Graffito  graffiti 

Criterion   criteria 

Receiver   receive 

Believe  believe 

Independent  independent 

Develop  develop 

Privilege  priviledge 

 

MALOPRISIM 



This occurs when a writer mistakenly picks a word chomophone that sounds similar to the words 

he intends to use but means something completely different. Hormophones refers to one or more 

words pronounced alike but different in meaning or derivation or spelling e.g to, too, two. 

  

Cease             Seize             Teeth             Teat  

Leave             live, leaf          pip               peep 

Life                 live                feat               feet, fit 

Strait               straight 

Dear                deer, dare 

SOLECISM 

This is an ungrammatical combination of words in a sentence, a breach of etiquette or decorum eg 

You gotta go 

You aint seen nothing yet. 

  
CRICHES AND JOURNALEGE 

A cliché can be described as an expression that can be predicted in its entirely from its first few 

words. Cliches destroy the freshness of writing, tele readers, there is nothing here that you haven’t 

heard before 

It destroys the urgencies of news report. Watch out for standard clichés of the English language 

and three specific to journalism – the type of state writing tagged Journalese. Journalese is a 

journalism specific form of clichés eg – kick off a campaign, sift through the rubble, Negotiative 

hammer it out in marathon sessions. 

      

PHRASES AND CLAUSES 

Phrases 

Phrases can be grouped into three- prepositional phrase, Appositive phrases and verbal phrases. 

1. PREPOSITIONAL PHRASES 

A prepositional phrase comprises a preposition and its object, including any modifier of that 

object eg  

Which person are you looking for? 

a. Prepositional phrase used as adjective 



This phrase modifier a noun or pronoun and functions as an adjective. Sometimes we call it 

adjective phrase. Eg. Modifies noun: The lady with the green that will explain where they ‘ll find 

the venue of the games. 

They ‘ll find the venue of the games 

Modifies a pronoun: Several of the delegates pull out of the meeting 

 
b. Preposition Phrase need as adverb 

A preposition phrase function as an adverb if it modifies a verb, adjective, or another adverb. This 

kind of phrase is called an adverb phrase. Eg. 

Modifies a verb: The economic meltdown spread from the United States to another parts of the 

world. 

 

Modifies an adjective – the workers were anxious about the late mail. 

Modifies an adverb: The tall guy lead the visitors down to the lowest desk. 

APPOSITIVE PHRASES 

An appositive is a noun or pronoun in placed near another noun or pronoun to explain it or 

identifying it. E.g. The class governor, Tolulope handles the assignment. 

Will our boss tell us workers how to solve the this problems 

The late Moshood Abiola, business man, politician, and philanthropist died in a bid to actualize 

his mandate. Like an appositive, an appositive phrase explains or identifies a noun or a pronoun. 

It includes all the words or phrase that modifies an appositive. E.g ; Kunle’s hobby, reading and 

writing, will earn him fame someday. Those students with questions can talk to the professor after 

the lecture.   On essential appositive or an essential appositive phrase is an appositive that 

necessary to the meaning of the sentence. You can’t separate this type of appositive from the type 

of this sentence with a comma. Eg; D.H. Lawrence’s short story in the Rocking horse winner 

features in several literature anthologies. 

However, a non –essential appositive or appositive phrase in an appositive that is not necessary to 

the meaning of the sentence. Such an appositive should be separated from the rest of the sentence 

with a comma. Eg; 

 

Lawrence also wrote the fox, a story that is widely read and studied. Olu put on his shoes, a pair 

of brown loafers, and got his raincoat from the closet. 



2. VERBAL PHRASES; 

Verbal are verb forms that functions as nouns, adjectives, or adverbs but retains some of the 

properties of verbs. Verbals express actions or being and they may take compliments.Verbals 

can be grouped into three ; particles, Gerunds and Infinitives. 

Particles 

A particle is a verb form that can functions as an adjective while keeping some of the properties 

of a verb. It stresses action of being and it may take a compliment. Eg Annoyed, shade kept 

driving around the block to fend a parking space-Both annoyed and parking are parkles. 

There are 2 kinds of particles- present participle and past participle. These are two of the four 

principal parts of  a verb .Besides functioning as an adjective, present and past participle can 

form part of a verb phrase. But when a participle functions as an adverb,it is not a verbal. 

To form a present participle –ing to the infinitive form of a verb e.g  run – running , go – going. 

To form a past participle, first determine whether a verb is regular or irregular  

a. Regular verb – you add an – ed to form a past participle of a verb e.g-  faint – fainted. 

b. Irregular verbs – use a special form of the verb to form a past participle e,g – eat – eating, 

go – gone 

Note; A participle used as an adjective may have one or more auxiliary verbs. The auxiliary 

verbs and the participle function as a unit to modify a noun or a pronoun e.g  Having lost, 

Tolu vowed never to drive in Lagos again without a guide. 

 

Gerunds 

A gerund is a verbal that ends in – ing and functions only as a noun. A gerund has some of a 

properties of a verb while functioning as a noun. It expresses action or being, and it may take a 

compliment such as a direct object or indirect object. Eg- According to doctors, laughing could 

treat certain of illness. 

-Laughing is the subject of the sentence. 

-Another example used as direct object Eg;- When you study, don’t forget skimming which allows 

you to review a great amount of materials quickly. 

- Used as an indirect object Eg Tade gave swimming high marks after his first try yesterday 

- Used as object of preposition. Eg;- To become a novelist, one must first learn the fundamentals 

of writing . 



- Used as predicate nominative. Eg;- A good way to exercise daily is walking. 

- Used as appositive. Eg;- Most children favorite past  time example playing actually has great 

educational value. 

4. Gerund phrase  

This comprises a gerund and its modifiers and compliments. Eg ;- The coming of the squad stopped 

the robbers from breaking into the bank.[gerund phrase]. 

Like gerunds, gerund phrases may perform all the functions of a noun [as cited above]. 

- The coming of the team terrifies the opponent [ used as a subject] 

- At this time, the panel will avoid discussing details of the plans [used as direct objects] 

- Lagos has given exploring new revenue sources a top priority [used as indirect object]. 

- Nigeria has voted in favor of devaluing the naira to balance the budget. [used as object of the 

preposition]. 

- James second job, seeking electronics at home will fetch him some extra money to meet his 

expenses [used as appositive] 

 

SENTENCE 

The most important tool of a media writer is the sentence. A journalistic sentence is a group of 

words that has a subject and a predicate and that expresses a complete thought and makes meaning. 

 

CLASSIFICATION OF SENTENCE ACCORDING TO FORM 

1A. SIMPLE SENTENCE 

A simple sentence consist of one independent clause. It contains one subject and one predicate 

which expresses one complete idea, thought or meaning- for example: Forecasters predicted rain. 

Even if we add modifiers to the example above. Federal forecasters predicted more rain for the 

southern states. 

It is possible for the sentence to have a compound subject and a compound predicate. 

-The pilot and the co- pilot died in the crash 

-The soldier stopped and saluted the army general. 

-The pilot and the co- pilot lived and died together. 

 All these examples expresses a single idea that is why they’re still simple sentences.  

 
2. COMPOUND SENTEMCE 



It consists of two independent clauses joined either by a semi colon or a co- ordinating conjunction 

that is preceded by a comma. 

-It is not my problem; it’s yours. 

-More money was released to the team yesterday, yet it was not enough to fund it’s preparation for 

the tournament. 

 
3.  COMPLEX SENTENCE 

It consist of one independent clause and at least one dependent clause. Example; 

-Because the factory is closing down many workers will lose their job. 

 

4. COMPOUND – COMPLEX SENTENCE 

It consist of at least two dependent clauses and one dependent clause Example; 

Although the beach flooded again, no one was injured and no property was damaged. 

 

SENTENCE CLASSIFICATION ACCORDING TO FUNCTION OR USE 

1. DECLARATIVE SENTENCE 

It states a fact or a possibility and it is usually punctuated with a period. 

- The plot died in the crash. 

- The plot of the crashed plane may die 

 
2. IMPERATIVE SENTENCE 

It makes a request or give a command or an order. Example: 

Please bring my ear today 

Don’t touch the boy 

It usually ends with a period. 

 

3. INTERROGATIVE SENTENCE 

It asks whether something is a fact or a possibility. Example:  

- Will you come to my house today? 

- Is the dead pilot a Nigerian? 

4. EXCLAMATARY STATEMENT 

This type of sentence expresses strong or sudden feeling or emotion 

- Oh, my hand aches! 



- My God! The rain is falling! 

 

GRAMMATICAL RULES OF AGREEMENT 

Subject- Verb 

It is important to understand the grammatical rules of agreement between subjects and their 

predicate. Failure to observe the rules of agreement leads many errors in media writing. It is a 

sound grammatical principle that a verb must agree with its subject in number and person. The 

following are the rules of agreement 

1. The compound subject made up of two or more parts connected by the conjunction and 

requires a plural verbs E.g 

- Among the injured were john Doe and his wife. 

2. President Goodluck Jonathan and his wife have left Lagos to London. However, there are few 

exceptions to the rules. For instance, it is correct to use a singular verb with certain compound 

expressions that have come to be considered as a single unit .E.g 

Tea and Bread is good for breakfast 

It is also correct to use a singular verb when the two nouns  in the compound subject refer to 

the same person or thing .E.g 

- The Chairmn and Managing Director of the company have travelled to England. 

 

 

INFINITIVES 

An infinitive is a verb that consist of the first principle part of the verb- the infinitive, the present 

principle, the past and the past principle. The infinitive is the basic verb therefore that appears in 

the dictionary. 

The word ’to’ usually precedes the infinitive in a sentence. In some sentences, the word ‘to’ is 

understood but not stated. 

An infinitive may function as a noun, an adjective or an adverb. Like a particular and a gerund, an 

infinitive has some characteristic of a verb. It expresses action or being and may take a 

complement. 



(a) Functions as a Noun 

- To sing is Tolu’s Objective this weekend 

- Because  the fuel queue was too long, we opted to leave 

- The essence of the speed class is to communicate (Predicate nominative) 

(b) Function of an Adjective 

- Yemi had an excellent ability to remember qualifies ability 

(c) Function as an Adverb 

- At the End of the march, the fan rose to celebrate qualifies ‘rose’ 

- It appears he is too weak to stand – adverb qualifying ‘weak’ 

 

   INFINITIVE PHRASE 

This comprises an infinitive and it’s modifiers and complements. An infinitive phrase can 

function as a noun, adjective or an adverb. 

(a) Function as a Noun 

- To tidy up the kitchen is my assignment at noon 

(b)   Function as an Adjective 

-  The best time to turn in the assignment is next week 

(c)   Function as an Adverb 

- Students gathered to witness the opening of the seminar sometimes in sentences, an infinitive 

phrase may be used without word ‘to’ Example 

- Will you help me tidy up the room? (Help me to tidy) 

Sometimes the infinitive has a subject. Both the subject of the infinitive and the infinitive itself 

makes up an infinitive clause eg 

- The Biology teacher told the class to do one more experiment yesterday 

- Clara wants them to start their discussion session from Monday 

 

PARTICIPIAL PHRASE  



A participial phrase comprises a particle it’s modifiers and complements. A complement 

is a word or phrase that follows a verb and describes the subject. The participial functions 

as an adjective to modify a noun or a pronoun. Both present and past participles may be 

used to form participial phrase 

- There is ojo walking briskly to the wall 

- Having forgotten to deliver the parcel, Taye texted the message to his boss. 

- Notice that in these examples, the participial phrase is next to the words they modify. 

 

    

CLAUSE 

As earlier noted, a clause is a group of related words that contains both a subject and a 

predicate. There are 2 types of clause – Independent and subordinate clauses. 

 

INDEPENDENT CLAUSE 

An independent clause can stand by itself as a sentence. The following example has 2 

independent clauses – each has a subject and a predicate, each can be a separate sentence. 

- Our literary club intended to read ‘Arrow of God’ by Chinua Achebe but chose Cyprian 

Ekwensi’s   Survive the Peace’ 

A comma and a co-coordinative conjunction ‘but’ join the clauses in the preceding 

sentence. ‘But’ only connects or co-ordinates the independent clauses. Other co-

coordinating conjunctions are and, nor or and yet 

 

SUBORDINATE CLAUSE 

It can stand by itself. It’s also called Dependent Clause. They are so called because they do not 

express complete action by themselves E.g 

- Which is one of the rare collection in town 

- While we await the arrival of the chief 

- Although he has promise to pick the bill 

Notice that the preceding subordinate clauses with words like which, while, although. ‘which’ is a 

relative pronoun, ‘while’ and ‘although’ or subordinate conjunctions. Many subordinate clauses 



begin with either a relative pronoun or a subordinate conjunction. Such introductive words are part 

of the subordinate clause and they join the clause to an independent clause. Eg 

- Most student admired the article which is one of the best in the series 

- Why don’t we take another look at the complex, while we await their arrival 

- Although the weather is clement, forecasters are predicting poor harvest this year 

 

CLAUSES USED AS AN ADJECTIVE 

A clause functions as an adjective if it modifies a noun or a pronoun. Such clauses are called 

Adjective Clause. Most adjective clauses begin with a relative pronoun: that, which who, when 

and where. 

 
The party decision that was reached at the meeting appeared reasonable. Which decision? The 

decision? The decision at the meeting. 

 
You may also begin Adjective clauses with relative activities such as:  after, before, since, when 

and where e.g. 

The year since the discovery of penicillin have brought enormous changes in medicine.(which 

years? Ye are since the discovery of penicillin. 

Sometimes, the introductory word in an adjective clause is implied rather than stated e.g. 

The sole road commuters usually took to work was closed without. 

2. Clauses used as Adverb 

A subordinate clause functions and an adverb when it modifies a verb, an adjective or an adverb. 

Such clause are called Adverb Clause 

a. Modifies a verb 

b. Newspaper played a large role to Nigeria’s independence because they promoted nationalist 

drive to end British rule 

b. Modifies adjective 

- All the doctors are sure that the patient will survive the attack 

c. For his story, Tom combined the beach more thoroughly than any reporter had done before. 

Moreover, an adverb clause always begin with a subordinating conjuction which is a word that 

shows a relationship between the subordinating clause and the independence clause. Subordinating 



conjuctions usually express relationship of time, manner (how), cause (reason) condition, 

comparism or purpose. 

Time (after, at, as long as soon as, before, since, until, when, whenever, while) 

Manner (how, as, as if, as though) 

Cause (reason) because 

Condition – Although, as long as, even if, even though, if, provided that, though, unless, while 

Comparison – as, than 

Purpose – in order that, so that, that 

 
3. Elliptical Clauses 

An elliptical clauses is an advert clause in which part of the clause is omitted. When the clause is 

incomplete, it’s meaning is clear, therefore, it is still classified as a clause e.g. 

You deserve more credit for the success of our fund raising than  

1. (Think: You deserve more credit than I deserve) (than 1 deserve modifies more) 

While cycling home, Dele tripped and fell. 

 
4. Clauses Used as Nouns 

Clauses that function as a nouns in sentences are noun clauses. A noun clause may function as a 

subject, a predicate normative, a direct object, an object of preparation of preposition, or an 

appositive. 

a. Functions as a subject. 

Where the family should spend in easier break is the main focus  of the family meeting. 

b. Functions as predicate nominative 

- The turning point of the game was half time. 

- Functions as Direct Object   

- Scientists are hoping that the applications of genetic engineering in agriculture will help to 

save the world’s food crises. 

d. Function as indirect object 

- The police will give whoever finds the Chibok girls a 50 million reward. 

2. Commuters at the bus stop are waiting for whichever bus arrives first. 

f. Functions as opposite 

- The captors of Chibok girls, whoever they are, are expected to release them immediately. 



We may also introduce a noun clause with an interrogative pronoun, subordinate conjuction, or  a 

relative pronoun whose, whoever, whatever, whichever. 

- Subordinate conjuctions – how, that, when where, whether, why 

- Relative pronoun - whose  

 

GRAMMATICAL ROLES OF AGREEMENT (2) 

2. When two parts of a compound subject are joined by a correlative conjuction  such as or, nor, 

either, whether. nor not only.. but also  the verb agrees with the subject nearest to the verb. 

- Neither the football players nor the coach was confident of victory, (whether the coach nor 

the football players were confident of victory. 

3. When a positive expression and a negative expansion are joined to form a compound 

subject, the verb agrees with the positive expression. For example. 

 

The lecturer, not the students, was wrong. 

(The students, not the lecturer, were wrong) 

 
4. The collective noun require singular verb if the action of the collective noun is performed by 

the group as a whole. 

- The committee have failed to agree on the verdict. 

5. Nouns that designate an amount of money, time, unit of measurement etc. though plural in 

form requires a singular verb. 

- One million naira is needed for the project. 

- One project 

- Hundred kilometer is the assistance he must cover. 

- Six weeks is too short to complete  assignment 

6. A singular modified by such expression as; well as  along with, in addition to, together, 

with takes a singular verb. 

John Doe, together with his six children is going to England to right. 

 

7. The personal pronoun if when used as the subject of the sentence, always take a singular 

verb. 

- It takes good effort to succeed. 



8. Certain nouns that are plural in form or singular in meaning take singular verb. 

- Politics is a dirty game. 

- Measles is highly infectious 

- Mathematics  is a  difficult subject. 

 

9. When the number is used as a subject of a sentence, its always takes a singular verb no 

mater the number of the noun in the prepositional phrase. 

The number of road accidents has risen dramatically in recent times. 

10. When a number is used as the subject of the sentence it takes a plural verb. 

A number of applicants have turned up for the interview 

11. Foreign phrases usually require plural verbs 

- The news plurals usually require plural verbs. 

- The news media are awash with news of the president’s resignations. 

12. Indefinite pronouns such as both, many, several and few always take plural verb. 

- Both men have arrived 

- Several employees have been identified as suspects. 

13. Pronouns such as any, none, some and others like all and  

“The number” is singular whole “a number” is plural 

Most take singular verbs if they refer to  unit or general quantity. However, they take plural verbs 

if they refer to amount or individuals. 

 

- Most of the man’s effort was wasted 

- Most of the members of were absent 

- None of the prosecution witnesses was available 

- All of the cars were destroyed. 

- All of the building was destroyed. 

18. When a subject is a fraction or when it is a word like half, part, plenty and rest, its intended 

number is suggested by the object of the preposition that follows it. 

- Three-quarters of the farm land was washed away by erosion 

- Half of the coconut is bad 

- Half of the reporters are absent 



 

THE PROCESS OF MEDIA WRITING 

A processor means stages. Similarly, media writing is a process. It begins with writer having idea 

about what he wants to write about. 

Media writing has 3 stages. They are: 

1. Pre-writing stage 

2. Writing stage 

3. Re-writing stage (this is the essence of writing) 

1. Pre-writing stage 

This is the planning, exploration and preparation that you need to do before writing a draft. At this 

stage a draft. At this angles and finally focuses them by deciding on topics and by identifying a 

purpose and an audience for the write-up. 

 

a. Finding Ideas 

Pre-writing activities will help the wrare;  

 iters to discover ideas for writing and will provide him with the rich collection of materials. 

At this stage, the goal is to record a substantial number of possible subjects. There are 2 things a 

writer need to do in the stage. 

Keeping a writer’s notebook. A good way to assemble  ideas  for writing is to keep a writer’s 

notebook in which a writer record interesting information that he has seen, or read, or heard. The 

writer also record ideas, thought, observations and experiences. Strategies and recording ideas  

1. Complete a list of interest, activities, hobbies, actions, ambitions 

2. List some memorable experiences 

3. Record problems or issues interest you. 

4. Record anything that you observe think or do. 

5. Save pictures, cartoons and advertisement 

6. Record you significant reading, viewing and listening experience 

a. By analyzing and interpreting information 

As you analyse and interpret, you attempt to go beyond words and events in order to understand  

them in a way that is not immediately obvious.  

b. Developing your ideas 



In your writer’s notebook, you accumulate an extensive file of writing ideas.  Each of item in your 

writers notebook is a subject you can develop through a process of expansion and amplification. 

This activity is of 2 parts. 

Making a list: To make a list, choose a subject and write down everything that you know and what 

you want to know about the subject. It  may include opinions, terminology related to the  subject 

question and facts. 

By exploring your subject: Under exploration, you goals to generate additional detailed 

information about a subject. For example, you may  ask yourself the following questions. 

1. What are the characteristics of my subject? 

2. What is the history of my subject? 

3. What are the recent development in my subject and trends for the future? 

4. What important people, books and other resources are connected to my subject? 

5. What terms or definitions are related to my  subject? 

6. What processes are involved in my subject? 

7. What comparisons can you make between my subject and another subjects? 

8. Can develop an analogy related to my subject? 

9. What contracts or opposites are within any subject? 

10. What causes and effects are involved without my subject? 

11. What problems and issues are connected to my subject? 

12. What are my experiences with my subject? 

c. Focusing your ideas 

This involves three things  

- Selecting a topic 

- Determine your purpose for writing 

-  

- Identifying your audience 

Selecting a topic 

A topic is a specific aspect of a subject. 

Determine your purpose for writing 



The purpose may be to inform or explain it may be to entertain or to describe, or persuade or to 

narrate (new writing is about narration). A writer must be clear –minded the outset about their 

goals/purpose. 

 

Identifying your audience 

Who will benefit from the write up? Who will the write-up interest? These are questions to ask 

when identifying the audience. 

 

WRITING A DRAFT  

Writing a draft involves writing the paragraphs (a paragraph is a group of sentences that develops 

an idea in a logical or ordinary way). An ideal paragraph consist of three kinds of sentences. 

a. The topic sentence 

b. Supporting sentence 

c. Concluding sentence  

 

TOPIC SENTENCE 

The topic sentence gives the reader an idea of what the paragraph is all about. The topic sentence 

is at the beginning of the sentence, though it could sometimes be put at the middle or the end . the 

topic sentence gives an idea about what the paragraph is all about. 

 

SUPPORTING SENTENCES 

These sentences amplify or elaborate on the topic sentences. It gives details. 

 

CONCLUDING SENTENCES 

This sentence ties up the information in that paragraph. 

METHODS OF PARAGRAPH ORGANISATION 

To express your ideas clearly and pungently, you must write a paragraph that is coherent. Ideas 

are arranged in a logical manner. 

 
There are 8 methods of paragraph organization. They are: 



1. Chronological order: Events are arranged in the order in which they occur. Words particular to 

this order are at first next, at last, the beginning. 

2. Spatial order: This has to do with arranging details about an object or a scene according to their 

allocation space words related to this order are above, besides, inside, under over etc. 

3. Order of importance.  Details are arranged according to their level of significance or value. 

Eg,. In news information writing, the most important is first 

4. Comparison and contrast. 

Comparison shows similarities between the things persons, or work while contrast shows the 

differences. 

5. Order or generality. 

6. Details are arranged according to their scope or degree of specificity 

7. Analogy: This is an extended comparison. In an analogy, you proceed from the known to the 

unknown; from what your readers are familiar with to the complex.  

8. Cause and effects: this has to do with explaining how one situation leads to another. 

9. Combination method: the above methods can be combined in a subject. 

 

THE CHARACTERISTICS OF MEDIA WRITERS 

There are different groups of professionals who produce a great variety of messages that demands 

media disseminate to large, heterogeneous audiences that are widely dispersed. Though these 

professionals different media products for different purposes, using different formats, they are 

expected to possess certain qualities or characteristics that will make them efficient in their  

jobs. 

  

CATEGORIES OF MEDIA WRITERS 

1. News reporters and writers: This comes across all the media (newspapers, radio, tv, news 

agencies and online media. They gather information from diverse source, evaluate them and 

select and organize relevant information and write news stories that are of interest to their 

audiences. The messages they produce include news stories feature articles; edit mails as well 

as opinion articles. 

2. Broadcast script writers: They produce messages for radio and television only. They wrote 

commentaries, documentaries, plays etc. that feedback into the technical. 



3. Advertising copy writers: The group of professional writes advertising messages that are 

called advertisements in the print media and commercials in the broadcast industries. The goal 

of advertising copywriters is to capture the attention of the audience and to persuade people to 

think about something or to buy something. 

4. Public Relations Writers: These group of professionals produces publicity materials for both 

print and electronic media these materials include news release, facts sheet, media kits. It also 

includes features, biographical brochures speeches. 

 

All categories of media writers are expected to demonstrate some or all of the following skills or 

attributes. 

 
ATTRIBUTES 

1. Flair for the language and good command gift. 

Media writers must demonstrate in depth knowledge of the principles of grammar speaking and 

punctuation. Learning grammar is the first step to writing well. Media writers must know the 

techniques for constructing effective sentences and paragraphs. 

 

Since as humans we use words to express our ideas a media writer must choose the right word to 

express his ideas in an interesting and understandable manner. 

 
2. Clear Thinking 

This produces good writing. What we write is a product of your thought processed. It means then 

that if we must write clearly, we must think clearly. Clearly thinking is very crucial to effective 

media writing. 

 
3. Good Education 

Writing is an acquired skills, it is not interested. Writing skill can be acquired through good basic 

education. It degree in mass communication or journalism. A good media writer is a perpetual 

student (He keeps leaving and updates his knowledge is infinite. Read new books, journals, history 

books, holy books etc. become a movie encyclopedia. 

 

4. Originality  



Media writers are not expected to appropriate or steal other peoples ideas as if these ideas were 

their own. When you quote information you must acknowledge the source. 

 

5. Creativity 

This refers to the ability to create things in an imaginative way (creativity is a product of 

imagination). A media writer can create sentences and paragraphs that flow logical and that have 

power to arrest and hold the attention of the audience. Creativity is the hallmark of media writing. 

 
6. Knowledge of relevant laws 

There are certain laws that regulate the contents of the mass media. This includes the foundation 

law, the sedition law, obscenity law, privacy law and so on. Media writers must demonstrate 

knowledge of these laws and how to avoid running foul of them. 

 
7. Analytical Mind 

The media writers must have capability to break a subject into its component parts and examine 

how the parts and related to one another. This involves the ability to make interpretation from the 

available facts (why are things the way they are? What caused the problem? Think deeply and 

widely. 

 

8. Logical Reasoning 

This involves the ability to draw influences or conclusions from available evidence known as 

premises in logic. Promise in logic refers to the body of facts you have as a writer from which 

conclusions are drawn. 

 
9. Sharp Senses 

One of the first activities in act of media writing is information gathering which requires that our 

senses of hearing sight, taste, touch and small are sharp enough to receive information from the 

environment. The information or details gathered with our senses are referred to as sensory 

information or sensory details. 

 

This skill is imperative for good writing because the quality of a writing is dependent on the quality 

and quantity of information at our disposition available to us. Most of the information which we 

write is obtained through observation. 



 
10. Strength to work under pressure 

Writing can be stressful since assignments must be completed within or by short deadlines. Most 

of what the mass media publish are perishable. This means that they become stale easily of they 

are not delivered to the audience in time, 

 

11. Empathy 

This refers to the ability of the writer to put himself or herself in the shoe of other or audience to 

feel what they feel. The following are pertinent questions you can ask. 

 

- Who is reading or listening or viewing my work 

- Where do they live? 

- What are their challenges? 

- What kinds of information do they need to cope with or solve such problems? 

- How much education do they have? 

- What are their ages? 

- What are their interest or needs? 

12. Ability to read wide 

The media writer is a peripheral learner. He/she continued to learner. He/she continues to learn 

beyond the basic education. He must have a very good appetite for reading. He should possess at 

least average knowledge about virtually every subject under the sun. 

13. Natural curiosity and desire to investigate 

When you’re curious, do not take any information for granted. Want to know how and why. 

With curiosity and desire to investigate, the media writer will be able to gather enough 

relevant information that’ll serve as the substance of the writing. Without substance, a piece 

of information is dull and lifeless. Substance deals with the amount of facts that a media 

report is based on. 

 

PUNCTUATION MARKS  

Punctuation marks are used to clarify meanings in sentence construction. They are the finished 

works of sentence construction. Somebody has described them as traffic signs and signals placed 



along the reader’s road. In other words, they give direction. They say stop, pause, prepare for 

another remark, read this as a question or to get ready for a break in thought. 

Punctuation marks are very important tools in writing , and each word has specific uses. So, if 

you pick the wrong one or overuse another, it results in poor writing. 

1. Period or the Fullstop 

The period signals the end of the statement. It makes no stop nor pause. 

How to use the period 

a) Use the period to end a sentence that’s neither interrogative nor exclamatory eg. The 

president resigned last night. 

b) Use the period for certain abbreviations and for decimal points. Eg 17.5 billion naira   B.Sc 

However certain abbreviations do not abbreviations like UNILAG, NBC, NTA, UNESCO 

etc. 

The period is one of the strongest punctuation marks  because it compels the reader to stop 

momentarily. 

2. Comma 

The comma has a multitude of uses. It can be used for various purposes. It’s used not only for 

pause but also for clarity. 

How to use a comma 

a) Use the comma to separate items in a series eg.  

-she enjoys singing, cooking and gardening. 

b)   Its used to separate two independent clauses connected by a co-ordinating conjuction. 

C)   Its used to set off introductory clauses and phrases as well as shorter clauses and phrases that 

would be confusing without a comma. Eg. 

Although he failed some of his subjects, John Doe was promoted to the next class because of his 

good character. 

He said that, that company will soon fold up.                                                           

d)    Commas are used to set up non- restrictive clauses or non-essential clauses or non-essential 

clauses, phrases and modifiers from the rest of the sentence. E.g 



Professor Rahamon Bello, the Vice Chancellor of the University of Lagos clocks 50 tomorrow. 

(Professor Rahamon Bello is a non- restrictive clause) 

4)    Commas are used to separate restrictive modifiers of equal rights. E.g  

Professor Rahaman Bello, the Vice Chancellor of the University of Lagos clocks 50 tomorrow. 

Prof Rahaman Bellow is a non-restrictive clause) 

2. Commas are used to separate the restrictive modifies of equal rights. Eg.  

The vacant, mournful eyes of the rescue team revealed the story of the disaster. 

f. Commas are used to set off parenthetical expression eg.  

This same council is a parenthetical expression 

g. Commas are used when it’s the absence of a pause can cause confusion e.g. 

For the mayor, going fishing is enough for a vacation. 

h. It is used to set up participial phrases that modify some parts of the independent clause eg. 

i. The senate adjourned today having defeated a filibustering attempt. 

3. Semi Colons 

It a more formal punctuation mark. (a) They are used to join to independent  clauses that are not 

connected by a coordinating conjuction prevented by a comma. 

(b) The semi colons are used to separate internally punctuates independent  calluses joined 

by a coordinating conjunction e.g. 

(c) The following offices were elected for the association: John Doe, president, Janet Doe, 

Secretary, William Doe, Treasurers and Barbara Doe, Assistant Secretary. 

4. The Colon 

Its major function is to announce or to introduce a list. It can be used to announce complete 

sentences, lists, questions or dialogue. 



a. Use colon to introduce quotation that are longer than one sentence e.g. 

Here is the text of the president speech. “Good morning citizens.  

b. It’s used to show the action 

Q: What did she do? 

A: She put a gun on the table and called the policemen. 

c. Colon are used to show time and citations. 

The meeting starts at 9:00am 

d. colon are used to provide explanation for additional information e.g. 

There are 3 secrets of success: Hardwork, hardwork, hardwork. 

e. They are used to introduce a list 

f. He loves 4 colours: Blue, White, Green and Yellow. 

5. Quotation Marks  

They are used to capture the speaker’s exact words in media writing. They are used as follows: 

Use quotation marks to enclose direct, quotations and dialogue. 

Use quotation marks for little of books, lectures, movies, operas, players, poems, songs, speeches  

as well as television and radio programmes. 

Use quotation marks for nicknames. 

 

PUNCTUATION THAT GO INSIDE QUOTATIONS 

1. The period and comma always go inside quotation marks. For example he said 

government looked to us for a peaceful solution to the crisis” 

2. Question marks and exclamation marks go inside quotation marks if they are part of the 

quoted material. 

Give me my dignity! The speaker urged  .  

3. The colon goes inside, quotation marks if its part of the material 



I can tell you this: you won’t be on this seat after next month. 

Note: There are 3 kinds of quotations in media writing. 

- Direct quotation 

- Partial quotation 

- Indirect quotation 

They are used consistently by media writers. For partial quotations, punctuation marks. It’s not a 

complete sentence eg. The governor described the situation as “really bad”. 

Really bad isn’t a complete sentence. 

Have you seen “breaking away”? 

THE DASH  

You can use the dash in these instances. 

- Use the dash to end a sentence with a surprising or ironic element e.g. the tall, distinguished 

looking man entered the country with a valid passport  two pieces of leather luggage, an 

expensive camera around his neck and sixteen ounces of uncut heroine in the heels of his 

show. 

Eg. Her platform media, in dazzling display of rhetoric as confusing as often as it is clear and 

incisive may be the chief witness of the campaign. 

In the print media, the dash is used for attribution in headlines e.g. Nigeria will be great again – 

Jonathan. 

The dash is used to indicate a sudden change of direction of thought. 

Eg. My attribution – although this is personal – is to rule Nigeria. 

 

THE HYPEN 



The major difference between hyphen and dash is that the dash sets apart words but the hyphen 

brings them together. 

a. Hyphen is used mostly to form compound words. 

e.g. mother-in- law. 

b. the hyphen is a thing bridge that links word for compound construction and modifiers. 

Use to hyphen to join compound modifies that precede a noun unless that modifier is preceded 

by the word “very” or an adverb that ends in ”bye” e.g. He is good-natured person. 

(“good” modifies “natured) 

This is a heavily spiced recipe. 

Use the hyphen  for combination when the preparation is omitted. 

Eg. The Lagos – Ibadan Expressway handles much traffic. 

8. THE ELLIPSES  

We use the ellipses mark (…) to alert the reader that something has been reasoned from quoted 

material, that the speaker has hesitated or faltered all or that there is more material that’s incited. 

e.g. “We must fight this move …we must save the planet. 

Another period comes at the end of ellipses if it’s the end of the statement. 

e.g. “This is a good time for all of us…” 

Other quotation marks of needed comes after before the quoted material of before the ellipses. 

e.g. “How would you feel?..” 

THE PARENETHESIS (  ) 

They are used; 



To signify addition of needed information 

To mark something that is incidental to the main thought.  

Eg. Caveat Emptor (let the buyer beware) is a war cry for consumer activist. 

He arrived at the bank, only to find it was closed. (it closed everyday at noon). 

HOW TO USE PUNCTUATION MARKS IN A PARENTHESIS MATERIAL 

If the material inside the parenthesis is not a complete sentence, put the period or other punctuation 

marks outside the parenthesis. 

e.g. he likes decaffeinated coffee (The cold water extract type). 

b. if the material inside the parenthesis is a complete sentence but it depends on the sentence 

around if for context, put the period outside. 

e.g. he wrote caveat emptor (let the buyer beware). 

c. If the parenthetical material is a complete sentence and car stand alone, put the period 

inside the parenthesis. 

10. THE QUESTION MARK  

Use the question mark to ask a direct question  

e.g. What is next for John Doe? 

If the question is indirect, no question mark is needed. 

e.g. the president wants to know what’s happening in Borno State. 

THE EXCLAMATION MARK 

It’s used only to express a strong emotions or surprise. 



Eg. You can’t make me testify! The angry defendant screamed from all these, you will find out 

the punctuation marks provide clarify, flow and emphasis. 
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AFRICAN COMMUNICATION SYSTEM 

CONCEPT 

African communication system is the means by which rural people communicate. 

It uses various media and multi channels. It is perhaps the most important by which the rural people 

communicate among themselves and people. It’s still widely used, acceptable and recognize by 

the people.  

UNIQUENESS OF AFRICAN COMMNICATION 

1. They are understood by members of a community. 

2. The people can easily connect with it. 

3. They are symbols, values and indigenous institutions to enhance message effects. 

4. It projects African historical past. 

5. They are derived from our culture, beliefs and ways of life. They aren’t aliens to us. 

6. They are rooted among local people and so respected by them. 

7. They are embedded in the culture of the people. 

8. They rely on indigenes technology, employ values and symbols. 

 

CULTURE 

Culture is the belief, social tradition and customs of people. Culture is the way a child is brought 

(socialization). Culture is the way of life of people – a normative behaviour. There is nothing static 

about culture, it is dynamic. This is because it is the “invention of man” according and it changes 

overtime. 

 



Channels 

Meeting points, newspapers, town criers. 

Traditional communication sometimes takes various forms. Traditional refers to cultural 

institution, ceremonies, events and acts by successors from generation to generation. 

Channel is the link or ways and means by which ideas, messages is, information, orders, 

instructions secrets an movements are carried out, contacted or contracted. 

Wilson, a Nigerian scholar classified traditional forms of communication into six channels. 

(1) Instrumental (2) Demonstrative (3) Iconographic (4) Extra mundane (5) visual 

(6)Institutional  

1. Instrumental 

Under this, we have 

a. Idiophone: It’s a self sounding instrument. It’s any instrument made of a hard substance that 

you hit to get sound. It makes sound by vibrations without the use of strings or membranes. 

Sound produced by vibrating a solid material which is free of tension. 

b. Membranophones: They are instruments which consists of a hollow cylinder with a 

membrane (a skin tense animal) hide or vellum) of a vibrating stretched membrane. E.g drums. 

The vibration occurs when the player strikes or brushes the membrane, either with hands or 

with a stick. 

c. Aerophones: They are instruments sounded by causing a body of air to vibrate without the use 

of any sting or membrane. An aeroplane is an instrument in which a vibrating mass of air 

produces the initial sounds e.g. whistle, dear, horn, ivory tusk, read pipe. Sound produced by 

vibrating air, caused by breadth or wind, within a column or tube. 

Symbolography:  These are things or instruments used to make symbols, something used to draw 

marks, tattoos. Symbolography, Signs and Signals 



Signals are something that signify something. Canons are used during ceremonies to make the 

death or arrival of a great person to draw attention. 

Signs 

Signs give instructions, warnings and guide. Eg. Mark on roads. 

Symbolography 

e.g. Smoke, fire, fishes, the staff of the Oba, A newspaper with a knife. 

 

DEMONSTRATIVE COMMUNICATION 

a. Music 

Music uses both vocal and instrumental sounds to produce harmony. 

Helps us to transmit out cultural heritage from generation to generation. 

Music promotes development 

Music can be used to rebuke 

It lures babies to sleep 

It can be used to mobilize people to action 

It promotes transparency and accountability. 

It need for worship, festivals, ceremonies 

A musician is a communication 

It helps to mirror the society 

It addresses the essence of individual  



b. Dance 

Dance is a rhythm movement of the body in time and space . 

Dance was  used to make statements in the past – it was used when rites were performed. 

Malta Guinness Street Dance All City of David, Celebrity takes two etc. 

c. Song 

It’s a spoken language expressed melodiously in musical succession articulately. Song is the lyric 

in music. It is a potent channel of communication in Africa. 

It’s used to mourn, to celebrate birth. 

It can be used to encourage  

It provide crucial socio-economic information 

It can be used to express joy. 

It can be used to preserve culture 

It can be used to mobilise people communal work 

It’s used to praise  

Types of Songs  

Some show frustration and sorrow. There are worship songs, degrees, love songs, praise songs, 

lullaby unity songs, work songs, ethical songs. 

d. Incantation 

Incantation are used to praise or worship. It’s a specially constructed language also having 

connotative meaning. 

Chart 



A chart is not articulately in musical succession. 

e. Poetry 

 

VISUAL COMMUNICATION 

Visual has to do with the sense of sight, more sights can communicate – someone’s look, 

appearance and dress sense communicate a meaning. 

1. Colour 

What: Tells about purity, victory achievement peace. Its also used to announce the death of an old 

person. 

Red – represents danger 

Green – life, longetivity, fertility, productivity 

Black – evil. It’s used when people are caught in bad deeds. 

2. Physical Look 

Generally, the physical look of someone communicates a meaning. 

Physical appearance. 

Clothing and accessories – someone’s dressing can tell where that person comes from. It says 

something about your culture and ethnic group. 

Read communicates royalty. 

Facial marks and identity and beauty. 

ICONOGRAPHIC COMMUNICATION 

The classification is derived from the moral “Icon”. An icon is something that responses something 

e.g. your picture is your icon. In iconographic, the symbol is supposed to suggest reality. Symbol 



or irons arouses responses that may mean something in real life. They do not uniformly 

communicate messages among cultures. As such they are culture-specific. They are based on a 

society’s history experiences circumstance. For proper decoding of any messages communicated 

using iconographic items. People can decode the meaning of some icons as a result of long 

association with their use . 

Types of Iconographic Communication  

1. Objectified 

Charcoal Negativity 

White dove – Purity 

Kolanut – the triology of kolanut: it’s produced in the west, eaten and consumed in the north 

and respect in the east. The Igbos say “He who brings kolanut, brings life”. It is respected there.  

White egg 

Feathers – used for coronation 

Camwood 

2. Florals and Plants 

Plant placed on the road can signify that the read is blocked or its not good. 

Plantain sucker – it means that war is at hand. It will be planted upside down without leaves with 

its root faking up, 

When a hunter knows a leaf or plant, it shows that he has made a conquest. 

When a palm frond is tied on a car, it means that the vehicle is carrying a corpse. 

 

NAMES 

Names are to human beings what brands are to products. It’s what you use to identify an 

individuals. It an identity, its believe what they pattern and shape your destiny. The lexical terms 

of name is christening in English. Your first name and second name is referred to as your personal 



name. your family name is your audience. A solid change of name can lead to the loss of identity 

for a woman. 

Names have spiritual implications as viewed by some. 

It’s used for identification 

It tells about hopes, distress, expectations 

It can be used to tell the birth position of a child in the family. 

VENUE-ORIENTED COMMUNICATION AS USED IN AFRICA 

This takes place at a venue. It’s a form of communication. People used this form to transmit 

information in the past. 

Features 

Communication is unstructured 

It’s not usually organized, its spontaneous  

Examples 

1. Market – people get price index from there. In the market it’s not a servant-master 

communication. Horizontal communication is practised there. 

2. Social gatherings in communities – people gather information from funerals 

3. Festivals  

4. House warning 

5. Road 

6. Marriage and Feasts 

7. Public meetings 

8. Stream/river 

 

INSTITUTIONAL COMMUNICATION 



Traditional authorize and grass roots organisations consists institutional communication because 

they are the custodians of our heritage. These institutional structures are not the same they vary 

and differ. 

Four Divisions 

1. Traditional authorities: Eg.  Emir of Katsina, Oba of Benin, Oba of Lagos, Oba of Onitsha,  

Village Chiefs. 

2. Socio-Community Organizations that are age based 

These institutions influence behaviour change. For example if you have a mission in a strange 

land, you must seek the endorsement of the royal chiefs and head in order to carry out that mission. 

Religious groups 

Kinship groups: Bakassi group 

Institutional communication is both vertical and horizontal. 

Town Announce/The Gongman 

1. He knows his culture and people 

2. He interprets culture 

3. He’s respected 

4. He can decode a message  

5. The folk media  

These tings are made up of your cultures and traditions, arts, superstition and stories. It’s an oral 

communication process. It entails performance from the actors. 

e.g. (1). Festivals (2) Puppet   (3) Story telling/Folkore 

Folklore is a story told in a particular place and passed on from generations to generations. It 

touches every aspect of life mysteries, war, natural phenomenon. It also teaches moral lesson.  

Folklore: It’s a symbolic way of representing things to people. 



Folklore are stories told to children most especially in the evening. 

Communication functions 

1. Teaches lesson about human traits 

2. Entertains and educate people 

3. A vehicle for transmitting culture to generations 

4. To promote acceptance behaviour in the society. 

5. It’s a way of carving child involvement in their own socialization  

6. It‘s used to inculcate values in children 

Proverbs and parables 

Proverb are witty statements in verse, prose forms and are meant to deliver strong messages. It 

communicates things about moral and values. It’s meant to heighten or embellish one’s manner of 

“expectation” parable is a short lesson that teaches a moral or spiritual lesson. There is a 

juxtaposition of events. Its strengthens spiritual understanding and confirms beliefs in something. 

Parables are used for speaking in opening speeches. It also embellishes speech.  Elders mostly 

understand proverb compared to younger people. 

Proverb is tied to a culture 

In parable.an idea becomes an analog of another. 

Communication functions of proverb 

1. Proverbs are used to express meanings or words. 

2. It’s used to covey cultural values. 

3. A proverb cam be used to correct someone, it’s a tool advice especially during marriage. 

4. A parable strengthens spiritual understanding 

Proverbs are usually short, widely used to teach, expresses basic truth and give advice. 

EXTRAMUNDANE COMMUNICATION 



It is referred to as supernatural communities.  Some authorities refer to it exoteric communication. 

This communication is between man and supernatural beings. 

e.g. worship, festivals  

in the bottom-up approach, human beings try to seek solution from gods and God. Here, human 

being are actively involved in various forms like incantation. It involves celebration, food, 

scarifies, divination to ancestral gods. 

Bottom form: Form is easy. These are the one coming from the gods/God to man. E.g. naming 

ceremonies, marriage, coronation, imitation in marriage. 

A major reason for the education of new yam festival is that  the people believe that the gods/God 

has granted them a bountiful harvest. 

 

Top-down is  a form of extra-mundane communication e.g. 

Dream: Telepathy; cloud-heavy rainshows when the cloud is heavy, lightening, potent speech. 

MYTHS AND LEGEND 

Myths are used to explain a supernatural event. They are supernatural phenomenon and are mostly 

worshipped as deities. Many are religious stories told by people. It’s a sacred story of the past. 

- It explains  a supernatural phenomenon 

- It’s used to explain the inexpliquable 

- Myths are inexhaustible and are found in culture. 

 

LEGENDS 

Legends are stories that incorporate supernatural elements but are believed to be true. People 

legends are sometimes seen to have supernatural power in terms of the deeds they carried out. It 



incomplete striking qualities or deeds which could be real or fictitious. Unlike myths, legends are 

set in a real world. 

 

  

  



COURSE TITLE: NIGERIAN LEGAL SYSTEM 

COURSE CODE: JIL 101 

LEVEL:  100 

 

TOPIC: LAW 

 

1. Rules and regulations governing a geographical area. 

2. Body of rules given by government to be enforced/applied by the police/court. 

3. Sets of rules handled down by superior/sovereign to subject. 

4. Order backed by sanctions in the even of disobedience. 

5. Dos and don’ts of the society. 

6. Body of rules/principles that govern the society. 

7. Collection of rules imposed by authority 

 

ROLE AND FUNCTIONS OF LAW 

The main role of law to order human behaviour so as to prevent anarchy and promote orderliness. 

 

Functions  

1. Check excesses of human behaviour 

2. Establishes political institutions and structures 

3. Preservative/protects life and property 

4. Protects human rights 

5. Settles disputes and resolves conflicts 

6. Prescribes sanctions/punishment 

7. Provides social amenities  

 

Social techniques 

1. Penal Techniques 

Refers to the function of law to punish offenders 

Laws that employ penal technique – criminal code, penal code. It had to do with the law punishing 

people who are in violation. 



2. Grievance – Remedial technique 

Refers to the opportunity to rectify something done wrong, refers to the person who has been 

offended getting justify grievance remedial is a civil action. It only provide a remedy for the person 

that has suffered a loss. 

Examples of remedy: Injuction, damages. 

Laws that employ this techniques: law of torts, law of contract.  

3. Administrative – Regulatory technique: (sets standards and rules). 

E.g. NAFDAC, SON, Regulates areas of behaviour, industries. 

4. Private – Arranging technique. 

This technique basically sees to regulate the certain institution and arrangements. 

Eg. Marriage, adoption laws 

5. Constitutive technique  

6. It has to do with the function of the law to establish institution, social welfare, administrative 

personnels and to create personalities. It contains legal personalities (rights obligations by law) 

e.g. company law. 

7. Fiscal technique. 

8. Has to do with how the government raises revenue spends revenue etc. and how it takes 

corporations. 

9. E.g. tax laws, appropriation laws 

10. Conferral of social benefits technique 

11. It deals with the social functions of the law to take care of the social needs of the country like 

insurance etc it provides some sort of social benefits. 

 

CLASSIFICATION OF LAW 

1. Civil and Criminal Law 

Court law has to do with the protection of rights of civil persons while criminal law has to do with 

the protection of legal order by providing rules for standard of behaviour and punishments for 

violation of those rules. 

 

2. Civil and common law 



It has to do with the origin of law and the legal system. Civil law originate from ancient Rome and 

common law, from England. The civil law system is based on order while common law is based 

on care laws. 

Civil law countries: Continental Europe, (France, Germany etc) 

Common law countries: Commonwealth nations. 

 
3. Inquisitional and Adversarial system 

Common law is adversarial: Here is inquisitorial the judge is unbiased and responsible for 

investigation. Inquisitorial system involves a judge investigating on are issue. 

 

Adversarial system involves two laws questioning the witness, arguing etc. the judge is not allowed 

to participate in the investigation on. He is just to sit back and watch the lawyers argue their case 

out and make a judgment. 

 

4. Public and Private Laws 

Has to do with the interpretation of the law, pubic institutions roles of the constitution. Private law 

has to do with the relationship between the people e.g. properly law and contract . 

 
5. Municipal and International law 

Municipal has to do with domestic law e.g. company law etc while international law has to do with 

laws regulatory the relationship between countries. 

 
6. Substantive and Procedural law 

The law of contract is a substantive law. It has to do with the actual content of the law. It defines 

rights and responsibility of members and how it’s exercised. 

Procedural laws has to do with the procedures of how to apply the law. 

 
7. Customary and non-customary law 

Customary law has to do with the rules and regulations based on the based on the practice of people 

in a particular community. It’s an indigenous law and usually unwritten. 

Non-customary laws are the formally established written laws that enacted by a public body. 

 

HISTORY OF THE NIGERIAN JUDICIAL SYSTEM 



This can be divided into three areas namely: 

1. Pre-colonial justice administration: Oba (constitutional monarch), Emir (Theocratic head and 

political system), Alkalis (judges) in the northern kingdom, elders (representative system of 

government, acephalous (decentralized-no-central head), republican), traditional chiefs. 

 

In this administration, the Europeans, as strangers didn’t like the fact that they were subjected to 

the laws of the African people whom they see as barbaric. In order to solve this problem, a 

CONSUL COURT was created. The colonial court is a separate system that was meant to 

administer justice for foreigner. It was responsible for general matter. Another court created was 

COURT OF EQUITY. This court created was COURT OF EQUITY. This court was created to 

settle commercial disputes that involved the British. 

 

2. Colonial Justice Administration  

1861 – Annexation of Lagos to Great Britain (Civil criminal jurisdiction)  

1906 – Amalgamation of the Lagos colony and southern protectorate  

1914 – Amalgamation of the northern and southern protectorate. 

The British decided to create a supreme court in Lagos for the application of English law but the 

customary law (nature law of the Yorubas kept on existing. Therefore, both the native and English 

law existed without touching or affecting each other. In 1906, this system was dropped and both 

the nature and English court were established by the English law. 

 

1. Post colonial Justice Administration 

1960 – Independence – only civil jurisdiction under customary law 

1963 – Nigeria became a republic (republican constitution) 

Nigeria made the federal supreme court the highest in the law) (no longer privacy council). After 

independence, customary court and only civil jurisdiction. The jurisdiction of the council was 

abolished. 

 

Sources of Nigerian Law 

A source can be a reference or origin. There are two which are: 



1. Primary source: It’s the origin of the law and where it gets its validity. Eg. Constitution (a 

constitution is the foundation on which a state is built which contains the basic law governing 

a state. A law that is not in accordance with the constitution is not valid) marriage act. 

2. Secondary source: It’s a reference point that explains and analyses the law. It does not have a 

legal backing or binding e.g. texture. 

 
Primary sources are usually applied by the court while secondary sources are reference points. 

Primary Source Secondary Source 

Constitution Newspaper article 

Bye law  Family law textbooks 

Child Rights Act Togolese law 

 

ENGLISH LAW AS AN AGENT 

1. Statutes: They are laws made by the legislative. They are also called legislative law. 

2. Common law: They are usually unwritten rules. They were developed by the judges of 

England in the past. They were rigid rules. 

3. Doctrines of Equity: They were rules applied to soften the harsh new of common law. When 

the common law was too harsh to be applied in a particular case, the Lord Chancellor would 

be appealed to soften it which led to the establishment of doctrines of equity. They developed 

new remedies for people to get justice. 

 

NIGERIA LEGISLATION 

A bicameral legislature (House of Senate and House of Representative) operates in the federal 

level while in the state level, it’s a unicameral legislature (House of Assembly) 

 

Legislative Process 

1. 1st reading – mention 

2. 2nd reading – discussion  

At this stage, the bill may be stopped or passed into the next stage. 

3. Committee stage: review, public hearing, consideration of the terms of the bill, consultations. 

4. Report stage 



5. Third reading 

If the bill isn’t assented by the President, it’ll go back to the legislature for vote. If the vote gets a 

two-third majorly, the bill will become a law without the president’s assent. 

A bill is a draft of a law which isn’t passed into law. The ball needs to be drafted in a clear and 

simple language because it’ll pass through the court (jurisdiction) for the interpretation. 

 
Rules of Interpretation 

1. Literal Rule 

This states that you must give the plain ordinary meaning. 

2. Golden Rule 

You must give the plain ordinary meaning unless it gives you a strange or absurd meaning or 

unless it leads to injustice. 

3. Mischief Rule 

This states without would be interpreted to suppress a particular mischief and advance the remedy 

that mischief. 

Questions the court asks when dealing with this rule. 

- What was the old law? 

- What is the mischief that new law sought to address? 

- What’s the true reason for the remedy? 

The  mischief rule introduced in the 16th century in a case called the Heydon’s case. 

 
Customary Law 

This law refers to the usage within a particular community that are considered as binding the 

members of that community. 

 
Features 

1. It has usages and customs 

2. It’s usually unwritten 

The actual binding law of the customary law is its usage. 

3. It’s flexible and dynamic 

It changes based on the usage behaviour in that particular society. 

Its particular and diverse 



It’s applicable to the society/community where it developed particular. Customary law is different 

between communities (diverse). 

 

Sounds  

An evidence act states the rules forgiving evidence in a court. (Customary law before the English 

law is a statement of fact. 

 

The evidence act defines the customary law and it’s applicable only to the English court. This is 

done through judicial notice. Justice notice is a way to prove the customary law. 

Another way to prove customary law in an English court is by bringing evidence. Books and 

manuscripts can be brought – it may be within on some communities. 

Bringing elders is another method. 

There are some circumstances where a customary law needs to be proven in a customary court B. 

customary law A and books for customary court A because the judge wouldn’t be familiar with 

these laws. In the care where B does not work for A, B would need to prove the its  own law. 

 

Classes Of People To Whom Customary Books  Applicable To  

1. Eastern Nigeria – its’ applicable to the people of Nigerian descent. 

2. Western Nigerian – It’s applicable to true Nigerians. 

3. Lagos and Northern Nigeria – Customary law applies to native. A native in the interpretation 

act is someone who is of a Nigerian descent. 

 

Application of the customary law 

-  An English court can render a customary law useless, null and void. 

- Customary law is not applicable if its against public policy. 

- If its incompatible with the provision of the customary law, its invalid. 

- There are some issues that customary law won’t apply to. It’s because the customary law does 

not relate with those issues. 

- The nature of transaction can determine the application of the customary law. 

- Parties can also determine customary laws application. E.g. a foreign husband and native wife. 

A customary law will not apply to that kind of law. 

 



Sources of Law  

1. International law as a source of Nigeria law 

This is divided into public and private 

Public international law refers to the relation between states while private international law. 

 

A yearly: It’s a written agreement between countries. The treaty must be enacted in a constitution 

before it can be said to be binding as a source of law. Section 12 of Nigeria constitution – treaties, 

transformation into source of Nigeria law through the process called “incorporation”. 

 
2. Case Law 

Boarding Authority – these are the decisions made by the highest court but must be compulsory 

followed by the lower courts. 

- Judicial Precedent 

Court look at past decisions of other courts on similar cases to reach a decision. 

 
Distinguishing 

Thus is the differentiation of cases by lower courts so as to be able to decide their cases on their 

cases on their own. 

- Restrictive distinguishing 

- Non-Restrictive distinguishing  

 

Persuasive Authority  

Persuasive following decisions made by courts, which other courts feel, deem fit to follow, du to 

its persuasive nature. A decision that’s not binding but can still be applied. This authority is from 

the lower hierarchy. 

 

Restrictive Distinguishing  

The case is valid but some part of the law is changes to suit the case that is different. 

 

 

 


