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Abstract
The 2019 general elections campaigns were unique in a way that voters and electorates 
were sensitized and to some extent mobilized through different political slogans of 
different political parties that fielded candidates for various elective posts. Among 
these slogans was the Ó tó gẹ́ (enough is enough) adopted by the All Progressive 
Congress party (APC) of Kwara State chapter against the dominance of the Saraki 
hegemony in the State. The slogan was so popular that it became a sort of national 
anthem among the entire Kwara indigenes and settlers alike. The slogan eventually 
culminated into the winning of the gubernatorial election and all other elective posts by 
the APC in Kwara State. The outcome of the election also led to the defeat of the Saraki 
dynasty in Kwara after forty years of political dominance, that is, 1979-2019. This study 
examined the roles of the Ó tó gẹ́ slogan in political mobilization of Kwarans during 
the general election campaign of 2019 .The study is qualitative in nature with interview 
guide as research instrument, interview as method of study as well as the secondary 
materials. It also comprised four research questions and the findings revealed that the 
poor governance contributed to the staging of O to gee campaign, the key stakeholders 
comprised of prominent Kwarans that financed the slogan and that radio was a major 
media that helped in mobilizing the people to believe in the projects. 

Keywords:  o to ge, political mobilization, Kwara, radio, social media 

Introduction 
In modern democracies, most political figures use political campaign slogan 
as an enticing and alluring aphorisms to articulate ideological stand prints, to 
convince their audience, to deepen ideology in public consciousness, and to 
drive political actions. Political campaign slogan has certain characteristics fea-
tures that differentiate it from other varieties of language use in our day-to-day 
interaction. They remain unique with politicians and politics. Political cam-
paign slogan embodied in propaganda and rhetoric, is persuasive and politi-
cians adopt these slogans as a devices to cajole the electorates to vote for them 
and their parties by presenting themselves as the only credible and capable for 
the political positions. 
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Every four years in Kwara State, the general public prepares for another elec-
tion cycle to determine who becomes the next state governor. The electioneer-
ing is characterised with various activities, ranging from the primary election 
within each party, campaigns rolling from one state to another as the Prima-
ries begin, campaigns roll state by state, and citizens are bombarded with cam-
paign advertisements in the form of brochures, television commercials, yard 
signs, bumper stickers, and door-to-door visits. One constant feature across the 
spectrum of advertising is the perpetual recitation of the candidates’ campaign 
slogans. However, despite the continuous slogans present during gubernatori-
al campaigns, scholars from numerous disciplines have scarcely explored their 
motive, communication tools used, and power. 

Various studies have lightly touched on specific aspects of gubernatorial slo-
gans in developing countries such as Nigeria, while numerous experts, analysts, 
and historians have provided commentary and opinion on specific presiden-
tial and gubernatorial campaign slogans used throughout Nigeria history. Yet 
still, Despite all these, there hasn’t been a single in-depth analysis or examina-
tion that has explored the motive behind political slogans, the stakeholders in-
volved in the political slogan campaign or the communication tools that made 
the O to ge mantra slogan effective in Kwara.

The “O to ge” (enough is enough) campaign mantra is by far the most potent 
political mantra in the 2019 general election in Nigeria. The slogan which was 
adopted by Kwara chapter of the APC as its campaign catchphrase, is largely be-
lieved to have contributed to the defeat of Senate President Bukola Saraki and 
his allies in Kwara PDP.

Although there are conflicting accounts of how the “O to ge” mantra was 
birthed in Kwara. The dominant narrative is that it was coined by Islamic gos-
pel artiste, Ibrahim Labaeka. Labaeka, a member of the Islamic Musicians As-
sociation of Nigeria (ISMAN), is a popular Ilorin artiste whose works were used 
for rally by voters against the anti-Saraki cause in Kwara. In Ilorin, the chant of 
“O to ge” is often followed by Lílọ lè ̣é ̣lọ (We will ensure you are chased away). 
LAK Jimoh, one of the elder statesmen in Kwara was also credited to have orig-
inated the use of the Slogan in 2010. The Hook advertising agency was hired by 
APC to publicize the mantra. Aside the campaign slogan that led to the fall of 
Mr Saraki, it also swept away all PDP aspirants across the state (Senate, House 
of Representative and the Kwara House of Assembly). Since then, it has taken a 
new dimension, even life of its own outside Kwara, as its been adopted people 
in other states, including Lagos.

Oladeinde (2019) highlighted some of the dominant campaign slogans 
during the 2019 general election that includes; 4-plus 4-“Next level” sign of a 
non-verbal use of sign language. It was essentially meant to convey the desires 

https://www.premiumtimesng.com/news/headlines/317106-close-up-the-genesis-arrowheads-of-o-to-ge-movement-that-consumed-saraki-in-kwara.html
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to support President Buhari’s re-election bid in 2019. Other popular slogans 
used during the 2019 general elections were #atikulated!” “#takeitback.” “om-
ituntun“Openkele”; among others. There have been some of the most memo-
rable political campaign slogans during the 2019 general elections in Nigeria. 
Many Nigerians can still remember these slogans, yet very little about the actu-
al campaigns in which they were used. Although, many voters do not seem to 
appreciate or recognize the effect a candidate’s slogan may have on them. Some 
observers believe the electorate has become “numb” from a series of failed and 
meaningless slogans, thus causing a tendency for voters to simply dismiss slo-
gans as a mere formality (Mullins, 2013). As illustrated by Hosu and Pavelea 
(2010), even voters in Romania have felt the numbing effect of campaign slo-
gans. Their study found that voters were rarely able to recall a presidential can-
didate’s slogan, and when they could, they did not generally perceive it to be 
meaningful (Hosu & Pavelea, 2010). Voters interviewed by Hosu and Pavelea 
simply dismissed presidential slogans as a ritualistic formality, rather than an 
integral part of the campaign.

During election periods in Nigeria, campaign posters of different sizes and 
shapes are seen in strategic locations in cities, towns and villages. Sometimes, 
they make sign posts, roundabouts and even public buildings as an eye sore. 
However, they are there to communicate to the electorates about political can-
didates and their political missions/ideologies. Ó tó gẹ ́simply means ‘Enough is 
Enough.’ But enough of what? Enough of Saraki’s family dominance of Kwara’s 
politics. And why? A look into Kwara State history and Saraki family’s political 
dominance expose the reasons for the slogan and its outcome in the 2019 gen-
eral election in Kwara State.

Research Questions
 • RQ1. What was the motive behind Ó tó gẹ ́political campaign?
 • RQ2. Who are the stakeholders involved in the Ó tó gẹ ́political 

campaign? 
 • RQ3. What are the communication tools employed in disseminating 

the Ó tó gẹ ́political campaign to audience during the campaign? 
 • RQ4. What are the challenges encountered by Ó tó gẹ ́campaign 

stakeholders?

Method of Study 
The study employed in-depth interview with interview guide as research in-
strument and review of secondary materials. Essentially, 10 key stakeholders 
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participated in the interview. This study demonstrated the potential that cam-
paign slogans carry, while elucidating the various aspects of effective slogans to 
create a starting point for future research. 

Conceptual Clarifications 

Saraki hegemony in Kwara politics 
According to 2006 population census, Kwara population is (2, 365,353). It is one 
of the states in the present north central part of Nigeria. (Kwara State Govern-
ment, 2014:20). I’shaq (2019) stated that in 1978, when Abubakar Olusola Saraki 
was nominated to represent Kwara at the Constituent Assembly and this cul-
minated in his joining National Party of Nigeria (NPN) in the Second Republic 
(1979- 1983), Saraki’s influence in National Party of Nigeria (NPN) further posi-
tioned him to take up the position of Senate leader in the defunct Second Re-
public Assembly (1979-1983) and ultimately influential in the choice of the five 
civilian governors in Kwara State. 

Dr. Saraki hegemony influence culminated in the election of Adamu Attah, 
the first civilian governor of Kwara (Ayoade, 2008:85). The tenure of Attah wit-
nessed a frosty relationship with Dr Saraki which led to the withdrawal of sup-
port for Attah in his re-election bid. Saraki later shifted his support for Cor-
nelius Adebayo of the Unity Party of Nigeria (UPN), while still an NPN stalwart. 
Adebayo later emerged victorious in the governorship of election of 1983. Saraki 
repeated the same feat in 1999 when he supported late Muhammed Lawal, who 
later became the governor under the ANPP (Ayoade, 2008:85).

The cordial relationship between Lawal and Saraki later turned sour, which 
made Saraki to decamp to the PDP against Lawal, who was gunning for  a sec-
ond term. Saraki later sponsored his son, Bukola, against Lawal in the election-
eering campaign for the governorship. Bukola won handily and became gover-
nor in 2003. 

It seemingly appears that the relationship between the benefactor and the 
beneficiary is smooth at last (Ayoade, 2008:86). Again, the relationship between 
the elder Saraki and his son became frosty as the choice of who succeed young-
er Bukola as governor. This resulted into political turbulence between both of 
them preparatory to the 2011 elections. Father and son engaged in pitched bat-
tle for the prize that is the Kwara political structure. Having completed two 
terms as governor, the younger Saraki supported his former finance commis-
sioner, Abdulfatah Ahmed, to succeed him, while the elder Saraki supported 
her daughter, Gbemisola. This degenerated into a face-off which caused the fa-
ther to switch allegiances to the Allied Congress Party of Nigeria (ACPN). 
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Bukola later emerged the winner of the 2011 gubernatorial election and the 
younger Saraki dethroned his father and further spread his influence and polit-
ical dominance between 2011 and 2018. 

The tenure of Bukola also heralded lots of development in the establish-
ment of Shonga farm, upgrading of the Ilorin airport, quelling of the recurring 
intercommunal clashes between Offa and Erin-Ile communities, establishment 
of the Kwara State University at Malete and others. However, Akogun (2015) 
described the administration as being wasteful, extravagance and not under-
standing the challenges confronting Kwarans. Akogun emphasised that the 
cost of governance was extremely high under Bukola. Government spent much 
money on the governor’s travelling always to Lagos, Abuja, Kano, Kaduna and 
other cities in Nigeria. Jimoh (2019) equally affirmed that Ahmed’s government 
sold the Agricultural Nursery at Oyun River bridge, Ministry of Agriculture and 
similar other institutions. 

Jimoh reiterated that the years of Bukola Saraki’s hegemony resemble an in-
vasion of a community by “Barbarian hordes of Antiquity.” This situation made 
a group of people such as Iyiola Oyedepo, Rex Olawoye, Alhaji L.A.K Jimoh Mr 
Femi Yussuf, Barrister Jawondo, Kayode Oyin Zubair, Engr Umaar Shaaba (Wak-
ilin Lafiagi ), Umar Sulaiman, Alhaji Alajagusi as well as clerics such like Dr 
Abubakar Aliagan, and Dr Olohun Oyin to sensitize people in Kwara State on 
government policies under both Bukola Saraki and Fatai Ahmed, his successor, 
this ultimately led to O to ge. This Study therefore attempts to analyze the role 
of O to ge political campaign during the 2019 general election in Kwara State 

Use of Political Slogans in Nigeria’s Election Campaigns
Slogans are catchy statement often utilized and adopted by political parties to 
win electorates to votes for both the political parties as well as their candidates 
fielded to contest for a vacant political position. Often times, during election-
eering campaign in Nigeria, political candidates owe it a duty to disseminate in-
formation about their parties ‘manifestoes to electorates. This manifestoes in-
clude the slogan. Thus, slogan is more of a punchy and brief statement that de-
scribe a political party philosophy. It is used to convey the political mission of 
the candidate to the electorates with a view to win their votes during casting of 
votes for election. In the first republic, ‘Sawaba’ slogan was used by the North-
ern Peoples’ Congress and was utilised by People’s Redemption Party (PRP) in 
the Second Republic (1979-1983). United Party of Nigeria (UPN) made use of 
the slogan of ‘UP Nigeria’ to gather support from voters. On the other side, the 
National Party of Nigeria (NPN) utilized “One Nigeria” to mobilise people for 
their votes. 

In the aborted third republic, The Social Democratic Party (SDP) led by 
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MKO Abiola, came up with a slogan “Hope ‘93” to campaign for Nigerians in 
order to win the presidential election in 1993. The former Lagos State governor, 
Babatunde Raji Fashola, came up with a slogan “BRF is working” based on his 
rating as one of the best governors in Nigeria. BRF is an acronym of his name. 
The All Progressive Congress APC)’s “Change” slogan in 2015 was also popular 
among electorates. At the 2019 general election campaign, APC had a slogan 
called ‘Next Level’ which according to the party means another four years of 
consolidation of the present APC led government. PDP had its own slogan of 
‘Let’s Get Nigeria Working Again’ 

While the 2019 presidential campaign lasted, Atiku Abubakar, Presidential 
candidate of PDP, turns to articulated. Other state governors coined different 
slogans to win the heart of their voters as well. In the midst of all these politi-
cal slogans, there is one slogan that is unique. The slogan embodies most of the 
qualities of good slogan. It emerged from Kwara State and it is O to ge. 

Discussion of Findings

a) Motive behind o to ge political campaign?
According to the stakeholders interviewed, the O to ge political campaign came 
into being as a result of poor leadership, mismanagement of government fund, 
negligence on the part of successive government from 2003 to 2018 in the pro-
vision of basic amenities, health facilities, irregular payment of workers salary, 
wasteful spending and financing grandiose projects . Corroborating this view, 
LAK Jimoh explained the reasons behind the formation of O to ge this way:

Beginning from1983, when I said it was time for change, Saraki, the father 
started very well. The community invited him in 1974 to come and give us lead-
ership when Gowon said he wanted to hand over to civilian. The political em-
inence he was gaining started corrupting him and he was deviating. He was 
more or less building political empire for himself rather than championing the 
cause for himself than championing the cause of the state or the emirate. That’s 
why I said it was time for change, the only thing you needed is for Saraki to en-
dorse you to be candidate, that was why at that time, there used to be a song 
by our people, “Bi o tie dibo, O ti wole, ngbati Saraki ti fa okale, O ti wole.” That 
was the germination of O to gee. With time, Saraki started building a dynasty, 
at that time, he wanted Adamu Attah believeing Attah will be subservient, but 
it became worse when Bukola came in. He is difficult to access, very arrogant, 
full of himself, very inhumane, he was sadistic. He takes delight in ruining oth-
ers So, no salary for people, look at our roads, look at our schools, go round the 
ministry, they are dead. This is what motivated us, why we say 
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Must it continue? That’s why we say O to ge. Corroborating Jimoh, Olawoye 
has this to say : 

We recognize that Ignorance played a big role in the way our people vote. A par-
ticular dynasty has already captured the mind of everybody. Because of that, we 
said it is enough. I was involved in bringing Bukola here. I suggested Bukola ‘s 
name to his father, and the father told me I was the second to suggest his name. 
We decided he should come, we thought he is going to revolutionized what the 
father was doing, he was a young man, so we decided to launch a radio pro-
gramme called “PDP Gbode” that time. After that one, we started to examine the 
lifestyle of our people, the lies they tell, the looting, the mesmerizing manner, 
eating to the common wealth and swallowing all. Unfortunately, Bukola Saraki 
‘s tenure witnessed the looting and neglect of the needs of Kwarans, this is one 
of the reasons that contributed to O to gee movement.

In line with the various above assertions, Olokungboye and Fapetu(2019) affirmed 
that Saraki’s family became a center of licentiousness and depravity of corrup-
tion and influence peddling. The Saraki dynasty grew brittle and inflexible. It 
could not adjust to new realities. Addicted greed, out sized fraud, outlandish 
personality, pride, unrestrained appetite for graft and corruption and power ul-
timately eclipse the dynasty. 

Lawal (2019) also corroborated the previous finding by saying that Bukola 
Saraki created the rivalry between himself and his sister and back a stooge, Ab-
dulfatah Ahmed. The defeat of Gbemisola was a big slap to Saraki, the father 
who could not recovered from the shock and died a year later. He staged what 
looked like coup to emerge as the 8th Senate President and vehemently main-
tained uncordial relationship with the executive arm of government headed 
by Muhammadu Buhari. He seemingly contributed to the removal Ali Ndume 
as the majority leader of the House. He became pompous and over – ambi-
tious by even trying to seek to be the President of Nigeria. His over confidence 
made him lose touch with the situation in Kwara Politics. Hence, the Abdul-
fattah Ahmed’s government was seen as the extension of Bukola Saraki, with 
Kwara State Bureau of Statistics estimated poverty of the state to be 80.4 per-
cent . More worrisome was that Bukola Saraki made sure a pension law was ap-
proved that allows a former governor to enjoy a monthly pension benefit equiv-
alent to the monthly salary earned while in office. Other benefits of the pension 
include: a choice residence within the state, an annual vacation of 30 days out-
side Nigeria with daily estacodes, free medical treatment for the ex- governor 
or family members anywhere worldwide, three cars and a furniture allowance 
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payable every two years en bloc; two cooks, a steward, gardener and other do-
mestic staff as well as other goodies of office. 

b) Stakeholders involved in the O to ge political campaign? 
Findings from the interviewees revealed that everybody in Kwara were involved 
in the O to ge political campaign. The market men and women, the artisans, 
carpenters, the taxi drivers, the keke Marwa drivers, the school children, the 
adolescents, the adult, the known and the unknowns. Making his assertion on 
key stakeholders and their roles in the O to ge campaign, Engineer Shaaba ex-
plained this way:

The stakeholders are many both known and unknown. There are former Minis-
ter of Transport, Bio Ibrahim, Senator Muhammed Ahmed, Jafar Ibrahim. Alhaji 
Umar Sule Sabi, my humble self, Alhaji Musa Aliru, Alhaji Ahmed Oyoru, Chie 
James Sinabio, Alhaji Sule Seko, Alhaji Ibrahim Sabi, Dorcas Afeniforo, Issa Ab-
dullahi, party executives and others. (2019)

Jawondo explained thus:
There are those that did not come out and it cut across all ages. We have mar-
ket men and women, elderly people as old as above 80, Dr. Amuda Aluko, Fun-
sho Alabi, Akogun Oyedepo, senator Ajadi, Dr. Ajia. Kwara Liberation Move-
ment, they used pamphlet to talk to people, Kwara Reform Group by Dr. Ajia, 
Kwara Council of Elders led by Chief Cornelius Adebayo, Kayode Oyin Zubair, 
Engineer Umar Shaaba, (Wakinlin Lafiaji), Alhaji Yunusa Gada. was going as far 
Benin Republic to communicate with people in Kaima and Baruten. That is the 
extent we have gone. (2019)

Yussuf has shared his views on stakeholders on O to ge this way:
Iyiola Akogun Oyedepo, Chief Rex Kola Olawoye, Hon Yekeen Alajagunsi, House 
of rep elect, Kwara Centra, Musibau Esinrogunjo. There were other people that 
one cannot remember. There were a lot of them doing well on social media. 
They gave out fact. There were others like Kwara Liberty, Liberation Movement, 
Kwara Must Change Movement that contributed immensely . (2019)

Zubair expatiated his views this way:
we have people in different department doing different things, it will amount to 
injustice if we begin to single out names because we may not be able to do jus-
tice by mentioning every names, but I am sure that for every category or every 
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department attached to the struggle, you will see a number of people in that 
area. I know young people who abandoned their work, even as …and what have 
you, who are always on the streets doing one thing or the other, I know profes-
sionals, who are taking money from their practices to sponsor radio programme.

Ascertaining his view, Solomon (2019) stated that all Kwarans felt that strongly 
that any leader voted out of power when the entire populace decides that their 
welfare and needs were not attended to. Thus, every Kwarans determined to 
vote out leaders who did not perform and still held to power. Therefore, All Pro-
gressives Congress (APC) had a clean sweep of the February 23 presidential and 
NationalAssembly elections in Kwara State. (2019)

c) Communication tools employed in the dissemination of O to ge political 
campaign?

Findings from interviewees revealed that radio played a great role in the O to 
ge political campaign. Most of these respondents claimed that Sobi F.M (101.5), 
Harmony F.M (103.5), Royal F.M (95.1) and a radio station in Bida were utilized 
during the campaign. It is imperative that these are privately owned. One could 
attribute the roles of these radio stations to Decree 38 of 1992 which created 
the platform for the establishment of private owned radio station in Nigeria. 
The stakeholders made use of media such as the above line andbelow the line 
tools such as, social media, telephones, posters, bill boards, face -caps, Teeshirts, 
interpersonal communication and public announcements in markets, garages, 
community halls, recreational centres, football fields, social gatherings, festival 
gatherings among others. Elucidating on this, Umar Sulaiman Sabi opined thus:

In the O to ge campaign, we used mostly radio because most people we are talk-
ing to are not literate, if you do a write up, you have to translate. Telephone calls 
also helped us seriously. We made calls to elders in various wards or villages in 
order to acquaint ourselves with happenings in the grassroots. These really paid 
off. (2019)

Expressing his view, Alh. Olohunoyin said that radio and internet were usually 
heavily to promote O to ge campaign. Yussuf justified the role of radio as means 
of disseminating O to ge political campaign in this manner:

We used that our radio programme is the major tool. We don’t want calls to 
waste our time, we allowed sms, we presented our case and the listeners re-
sponded. Harmony F.M, 103.5, Royal F.M 95.1. Alhaji Lukman Mustapha, one of 
us established a radio station, Zobi F.M, 101.5, he gave us one hour. We went as 
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far as Paraku, Benin Republic. That’s the radio station that covered Baruten and 
Kaiama, we went to Bida radio, Niger State 

For those Patigi and Edu, the Nupe speaking people. We implore those people 
that understand the language to help us anchor the program. (2019)

Akogun stated thus:
I made use of newspaper to discuss issues that bothered on governance in 
Kwara State. I was once writing for National Interest, established by Moham-
med Lawal, I wrote for Pilot, The Observers, Tribune, The Nation. I used to write 
for Punch. I have been to Channels and Galaxy television stations. 

LAK Jimoh further confirmed the role of radio in the O to ge political campaign 
in this way : 

I don’t think there is any media tool greater than the radio. We started with just 
one radio house, Harmony, a federal government owned radio, then joined Roy-
al fm. Sobi came. We have four of them. We now have programmes on Mondays, 
Tuesdays, Wednesdays and Thursdays. Before, we started with only one, Harmo-
ny on Thursday, Sobi on Wednesday, Royal on Tuesday. All these are party spon-
sored programmes. Then in between again, there were other programmes from 
other people like Esinrogunjo, he too has a radio programme, they have anoth-
er radio programme in that is titled O to gee in Okin radio in Offa. They are 8 in 
number. Occasionally, in Albarika F.M, Ganmo. There is another one in Benin 
for our people in Kwara North, Baruten area and others (2019)

Alluding to various assertions of the stakeholders, Lawal (2019) emphasised 
that an advertising agency called the Hook Creative Agency was hired by APC 
to publicised it. According to him, they used all means available, bill boards, so-
cial media, radio television, handle bills and others means of communication 
to turn ‘O to ge’ into household name and made Kwarans to troopped out to 
vote for the party.

d) What are the challenges encountered by the O to g campaign 
stakeholders?

According to all the respondents, the stakeholders were confronted with a lot 
of challenges The challenges include inadequate funding, logistics, security 
harassment and intimidation, fear of thugs and touts, threat to life and fami-
ly members, illiteracy among the dwellers in both urban and remote parts of 
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Kwara State, getting loyal members in Kwara North to disseminating the ide-
ology of the campaign in Nupe language and also the need to win the heart of 
youth in the state to use various social platform to gather support for the cam-
paign. According to one of the stakeholders, Aliagan, he explained thus:

They wanted to close my school through too heavy taxation. They collided 
with WAEC not to register my school. They called me all sorts of name and even 
threaten me most times on phone calls. They even threaten some of my imme-
diate family life.

Another stakeholder has this to say based on the challenges: Akogun ex-
pressed his view this way;

Challenge of paucity of funds is one, there is also the challenges of security, my 
aged mother was threatened. They told her “your son may die any time,” I lost so 
many things. Personal depravation, government agencies were not ready to pa-
tronize my chamber, even the road to my community was stopped. My wife was 
denied deanship in College of Education, Ilorin. (2019)

Jawondo, another respondent shared his opinion in this way 
O to ge of an entrenched system is very difficult; they have absolute control of 
funds. Our resources are limited. We also enjoyed some support from clerics and 
some traditional rulers, but they couldn’t come out openly. Finance is another 
challenge, to print T shirts, media and the rest cost money. Some of us contrib-
uted money and our time to do certain things and you know when you are fight-
ing a sitting governor. By and large, one thing that worked for us is goodwill from 
the people. (2019) 

Yusuf, another stakeholder said:
Aside from financial challenges, we have very few people sponsoring us from 
the beginning, we have issue of threat to life, they threatened to kill me. We 
were attacked at the studio with guns in Harmony FM station. Another issue 
is, identifying serious people that were serious with the idea. What is needed is 
getting few people that were serious. The ruling government created a faction 
among us. 

According to Umaar Shaaba, another key figure in the campaign explained thus 
:

Finance is one of our issues, we don’t have enough finance, and we resorted to 
soliciting for fund from all walks of life. We also experienced logistics problem, 
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especially when we have to fuel our buses and campaign cars for mobilization 
and house to house canvassing. We also battled with large set of illiterate pop-
ulace, especially those in the 60-65 years who still need to be convinced that 
Saraki government has not really performed well and therefore the need for a 
change. (2019)

Olohunoyin explained thus: 
On our part, we are not politicians, we are just an independent religious radio 
producer of programme. I must commend the role of Dr Abubakar Aliagan in 
sustaining the radio programme. Strictly, we made use of Qur’an and Hadith to 
buttress our discussion on air. We were summoned many times by the police. 
Our programme explores current issue in the society and try to be an agenda 
setter (2019).

Conclusion 
The study revealed that radio proved to be a viable tool of disseminating polit-
ical campaign message to people of Kwara State. In spite of the growth of the 
internet, radio still serves the purpose of information, education, enlightening 
and entertaining the diverse audience in Kwara State. According to majority of 
the respondents, private radio stations were mostly used especially in the dis-
semination of the campaign message and thus served the purpose of mobiliz-
ing Kwarans for participation in 2019 general election. 

Television stations were also employed to project the campaign activities 
of the group. unlike television, radio remains a better medium of reaching and 
mobilizing the rural audiences and change their stereotypes. No doubt, this 
is one of the reasons why the O to ge political campaign recorded success in 
Kwara State. 

Aside this, inter-personal communication also proved useful in the dissem-
ination of the campaign messages. Community organization and social groups 
also assisted greatly in house to house mobilization which further spread the 
campaign message. These associations and groups sensitized families about the 
wrong doings of past government and the need for a change. These groups also 
stated the manifestoes of the APC and what Kwarans will gain if voted into 
power. 

The masses (artisans, market men and women, Okada riders, apprentic-
es, government workers, those in private sectors, clergymen, religious groups, 
house wives, traders, hawkers, taxi drivers, commercial drivers, private school 
owners, carpenter). Among others were effectively mobilized through ban-
ners displayed in strategic places by the group. Moreso, the study also revealed 
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that people were recruited to serve as interpreters in places such as the Kwara 
North, especially, areas like Kaiama, Barutean, Dumagi Faigi, Tsaduko, Chetta 
buro, Chetta Majaki, Chetta Kansin, Chetta Gilagi, Nda kansa, Todo, Gunbagi, 
Chikangi, Sancitagi, among others to speak Nupe to convince people and to 
achieve the desired goals of the campaign. 

Flyers, facecaps, newsletters, T-shirt with APC logo, banners, billboards, 
branded key-holders and other below- the -line advertising tools were employed 
in the dissemination of the campaign. It is essential to add that bill boards were 
erected at strategic areas for visibility with catchy statement which drew the at-
tention of residents and voters alike. According to Olawoye, facecaps were dis-
tributed in various markets such as Sango, Kulende, Gambari, Kankatu in Ilor-
in East. In KwaraSouth, these items were also distributed in Asunnara market, 
Offa Garage, Owode, Idofian and Omu Aran. In Kwara North, both facecaps, 
T-shirt were also given in various markets such as Bode Saadu, Ganmo, Kaiama 
and Yashikira. Bill boards were also erected in Eyenkorin, Taiwo road, Offa Ga-
rage, Sawmill, and Sango market, according to Olawoye. 

The success of O to ge political campaign is a manifestation of the need for 
people to speak with one voice against corrupt leaders and government. The 
success of the campaign group also attests to the viability of unity in diversity 
in promoting a just cause. More importantly, government officials should op-
erate an open door policy with people. This will promote cordial relations and 
sustain robust government policies. 
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