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Studies in Slang and Slogans

SOCIOLOGICAL AND HISTORICAL
CONTEXTS OF NUMBER PLATE
SLOGANEERING IN NIGERIA

Mahfouz A. Adedimeji

13.1 INTRODUCTION

Slogans are forms of a broader category of ‘loaded language’, the aim of which
is “to change the will, opinions, or attitudes of its audience” (Leech, 1966:25).
They are distinctive phrases used in promoting or advertising distinctive
phenomena (products, places, people/politicians and processes, and patterns).
Slogans are at the borders of advertising and public relations as a typical slogan
is intended to bring about “an alignment of public opinion with commercial
interests” (Leech, ibid) and such may be political, commercial, religious or
simply prestige. Based on the notions that ‘perception is everything' il
‘branding is the in-thing’, individuals and organisations, institutions and nations
often make recourse to sloganeering for the all important purpose of persuading
an audience to respond in some way to do something or to believe somethi
now or later (Rank, 1991:5). In Nigeria, prestige advertising emerged with
introduction of new number plates towards the end of the 20th century nnd i
branding of each of the thirty-six states with slogans, emblazoned on the ni

plate of each state of the federation and the Federal Capital Territory, Abuju.
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Given the centrality of pragmatic presupposition and aspects of context
foregrounding the coining of the slogans, this chapter examines the pragmatics of
the number plate or state slogans using the two omnibus variables. Through
presupposition and context, and the explication of their manifestation in the data,
the chapter justifies the Yulean conception of pragmatics as “the study of how
more gets communicated than is said” on one hand and as “the study of the

contextual meaning” on the other (Yule, 1996a).

13.2 ADVERTISING AND SLOGANEERING: A CONCEPTUALIZ-
ATION

Advertising generally means any technique used for the promotion of goods,
services and ideas through any medium of mass or public communication
(Adedimeji, 2007:267). In other words, it is the structured and composed, non-
personal communication of information, usually paid for and usually persuasive,
in nature, about products (goods, services and ideas) (Afolabi, 2006:19). As a
unit of persuasion, an advert is based on the premise that all people are benefit
seekers, and it promises to grant them benefits in terms of protection, relief,
acquisition and prevention or security (Rand, 1991: 7). To achieve its purpose, it

must draw attention to itself, must sustain the interest it has attracted, must be

- remembered or at any rate recogniSed as familiar and must prompt the right kind

of action (Leech, 1963: 27; Toolan, 1988:54). The five characteristics of the
language that would make adverts achieve their purpose are attention value,

catchiness, readerbility (or ‘listenability), memorability and selling power.

According to Odebunmi (2007:3), there are about six types of adverts.
These are the consumer (adverts aimed at the public to purchase goods and
services), retailer (those intended to attract consumers to buy products in shops),
%lndusnial (adverts meant for the promotion of machinery and technology
ucts), financial (adverts that invite members of the public to patronise
ancial  institutions), classified (specially published adverts in

spapers/magazines targeted at readers who are interested in certain products
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and services) and public service adverts, which are made by “governments or its
agencies giving information about issues affecting the welfare of the citizens”
(Oyeleye, 1997:53).

Advertising dovetails to sloganeering, being one of the twenty-five forms
of adverts (Alabi, 2007) and “slogans are very effective in the sense that they are
memorable and easily identifiable with the brand name” (Adedimeji, 2007:268).
A slogan is basically a short distinctive phrase used to identify an entity”, a short
catchy phrase used in advertising to promote something (Encarta Dictionaries,
2009). In other words, it is a striking memorable phrase used to advertise
sorﬁething or to make clear the aims of a group or organization. As “the greatest
sin in advertising is not to be noticed” (Rank, 1991:29), slogans provide a
platform upon which brands are noticeable and identifiable from the pack.

Slogans are attention getters, which trifurcate into: physical attention getters,
emotional attention getters and cognitive attention getters. Physical attention
getters are the simple perception of the incoming stimuli received by the senses,
the orthography, font types, shapes, sizes and colours, as the case may be in
slogans. The emotional attention getters are the category of words used which
have strong emotional associations underpinning the emotive use of language
The cognitive attention getters are patterns that appeal to the intellect, which lead
to the identification with the message and the curiosity to learn more. Musl

number plate slogans in Nigeria exploit emotional and cognitive attention
getters.

13.3 PRESUPPOSITION AND CONTEXT IN PRAGMATICS

Most definitions of pragmatics equate it with speaker meaning (Leech, |
Levinson, 1983) and utterance interpretation (Sperber and Wilson |
Kempson, 1986). These two approaches are useful as they represent (he
and cognitive perspectives of the subject of pragmatics, which Thomuu (1
construes as “meaning in interaction”, a tripartite and dynamic pie

negotiating meaning between speaker and hearer, the context of i
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- name or definite noun phrase is used), active (when active verbs like know,

choice of specific words presupposes unstated concepts), structural (when the
form or structure of the sentence takes with itself its meaning potentials), non-
factive when (the use of verbs associated with presuppositions are assumed to be
unagreeable e.g. He dreamed he was a Governor, She imagined she would

emerge the beauty queen; the Chairman pretends to be nice) and counter factive

—_—
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(physical, social and linguistic) and the meaning potential of an utterance. For
any meaningful interaction to occur, assumptions are built on the common
ground shared, known as presupposition, “something the speaker assumes to be
the case prior to making an utterance” (Yule, 1996a: 25), or what the speaker (or
writer) assumes that the hearer (or reader) will see as part of the context in
discourse (Odebunmi, 2001:16).

Two major types of presupposition are identifiable: semantic and pragmatic.
Semantic presupposition refers to the logical relations that hold between
sentences which are part of the sentence meaning (Adegbija, 1999; Osisanwo,
2003). It is concerned with the logical notion of the relation between the
sentence and the world, which stipulates that in a given situation, the value of a
sentence is either true or false (Mbisike, 2002: 224). To say that Abuja is the
new capital of Nigeria semantically presupposes that Nigeria exists and that it
has an old capital.

Pragmatic presupposition, on the other hand, refers to the conditions that the
world must meet for an utterance to make literal sense (Adegbija, 1999). It is the
totality of the assumptions and beliefs whose truth a speaker takes for granted.
According to Stalnaker (1972), “to presuppose a proposition in the pragmatic
sense is to take its truth for granted, and to assume that others involved in the

context do the same”,

To Yule (1996), presuppositions can also be existential (when a particular

‘realise’ and ‘regret’ are used to presuppose identified facts), lexical (when the

when what is presupposed is not only untrue but contrary to facts, oflen

troduced by the conditional if-clause construction: If I were you, | would not

e).
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Pragmatic presuppositions make meaning within contexts. Context,
generally, is the site in which a communicative event occurs (Crystal, 1987:48)
or “the environment in which a word is used” (Yule, 1996a:128). It is also a term
used to provide links between linguistic items and the social and situational
factors of communication (Adegbite, 2000:64). It is technically constructed by
Lyons (1977:572) as:

a theoretical construct in the postulation of which the linguist abstracts
from the actual situation and establishes as contextual all the factors which,
" by virtue of their influence upon the participants in the language event,
systematically determine the form and the appropriateness of the meaning

of utterances.

There are four types of context, which are: the physical, the socio-cultural,
the linguistic and the psychological (Adegbija, 1999:19). The physical context
is the location or setting in which an utterance takes place or is applicable, o
state, a town, a market, a room, etc. The socio-cultural context, is concerned
with the cultures, values, customs, habits and beliefs of the participants in
discourse, and how these interact within the communicative process. While the

linguistic context concerns the words that occur in the verbal environment of i

utterance (i.e. co-texts), the psychological context is the state of mind of the
participants in a discourse event. All these are crucial to assuming a ‘comimun

ground’ that presuppositions engender and they are pertinent to the inferentinh

process of adducing to, or deducing from the meanings of utterances.

Hymes (1964) identifies features of context as participants, topic, rwltl
channel, code message form, and subsequently adds key and purpose (0 |
(Brown and Yule, 1983). As pragmatic analysis essentially investigntes Nl
aspect of meaning which is derived not from the formal properties of words §
constructions, but from the way in which utterances are used and how they
to the context in which they are uttered” (Leech and Short, 1987:290), I .
without saying that a framework that adopts presupposition and confext i &

in the explication of slogans. This position is justified by Yule (19961 13
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three regions: Northern, Eastern and Western Regions (Crowther, 1978) after the Borno:
Cross River:

Delta:

South was split into two in 1939 by Governor Bernard Bourdillon.
On May 27, 1967, more states were created from the existing regions and
Ebonyi:
Edo:
Ekiti:

Nigeria had twelve. Additional seven states were carved out of the existing ones
by the Federal Military Government, headed by General Murtala Mohammed on

February 3, 1976, making nineteen. In September, 1987, two more states were
Enugu:

Gombe:

Imo:

added, making the number of states in Nigeria twenty one. On August 27, 1991,
General Ibrahim Babangida, as President, further created additional nine and
Nigeria became a country of twenty nine states. This status remained till
Oct;)ber 1, 1996 when General Abacha added additional six new states and the
total number of states became the thirty six we have today (with Abuja, the

Jigawa:
Kaduna:

Federal Capital Territory). Kano:

By 1997, new number plates were introduced and the new ones are state Katsina:

Kebbi:
Kogi:

names and slogans, such that every state as well as the Federal Capital Territory,

had its slogan, its motto or catchphrase. Such slogans soon gained popularity as

they served as cognomens for the states they refer to. Kwara:

Lagos:

13.5 DATABASE Nassarawa:
Niger:
Ogun:
Ondo:

The data for this study derive from the slogans constructed by each state of the
Nigerian federation. The following is the alphabetical list of the thirty six stules

and Abuja as well as their slogans: Osun:
Oyo:

Abuja: - Centre of Unity Plateau:
Abia: - God’s Own State vers
Adamawa: - State of Sunshine and Hospitality oto:
Akwa Ibom: - Land of Promise ‘ -
Anambra: - Home for All obe:
Bauchi: - Pearl of Tourism

Bayelsa: - Pride of the Nation

Benue: - Food Basket of the Nation
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Home of Peace

The People’s Paradise
The Big Heart

The Salt of the Nation
Heartbeat of the Nation

Fountain of Knowledge

Coal City State

Jewel in the Savannah

Land of Hope )
The New World

Liberal State

Centre of Commerce

Home of Hospitality

Land of Equity

The Confluence State

State of Harmony

Centre of Excellence

Home of Solid Minerals
The Power State

The Gateway State

The Sunshine State

State of the living spring
The Pace-Setter Slate

Home of Peace and Tourism
Treasure Base of the Nation
State of the Caliphate
Nature's Gift of the Nation
The Young Shall Grow
Farming is our Pride
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13.6 METHODOLOGY

There are thirty seven data in all and these are grouped into seven based on thei’r
structural patterns. Group A consists of three data all begining with “Centré of?,
Group B comprises four data all beginning with “State of...” and Group.C %tems
are nine all ending with *...State”. While Group D is membered t.>y six 1ten:15
ending with “...of the Nation” and Group E has only three items which all begin
with “Land of...”, Group F has five items also beginning with “Homf:”. The .last
Group G, consists of eight items that do not reflect any of the previous lex%cal
pattérns; the data rather exhibit miscellaneous forms. All theée make thirty
seven slogans, representing the thirty six states and Abuja, the capital.

With a minimum of three data in each group, the analysis covers the first
three items in each group based on the alphabetic order of their referents 0.11‘ the
list. Thus, twenty one slogans are analysed with the pragmatic presu?posmon.s
underlining them highlighted and the four contexts underpinning their

propositions identified.
13.7 DATA ANALYSIS

13.7.1 Group A: Centre

1z Centre of Unity - Abuja
2 Centre of Commerce - Kano
3. Centre of Excellence - Lagos
Analyis

The use of centre presupposes a place where most important things happen, (he
focus of attention, the cluster of concentration and the influential component

ntity. The three ‘centres’ in this grup are noted for their distinctivensas
an e :

terms of what they project.
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(1.) That Abuja is the centre of unity presupposes that Nigeria is diverse.

Apart from Abuja being the geographical middle point of Nigeria, the nucleus of

the country, it is the focus of international attention, and the seat of national

Government. Abuja unites the diverse groups of Nigeria in that it does not

belong to any of the geo-political zones, it rather unifies all.

(2)

That Lagos is a centre of excellence presupposes that the state is great.
Having been the capital of Nigeria since the colonial period up till 1991, the state

has had the fortune of attracting the best to itself from all over the country, and

even the international community, such that it is the microcosm of Nigeria. Part

of the pragmatic presupposition in force is that anythin

g anyone does in Lagos
would excel.

It is the commercial capital of the country and has more schools,

hospitals, industries, human resources, employment opportunities, media houses,

higher institutions of leaning, banks, etc. than all other states of the country.,
This has made its population to swell because it is taken for granted that it offers

a lot of opportunities for everyone to excel and achieve his/her best,

(3.) That Kano as a foremost beehive of commercial activities is validated by its

being second only to Lagos in terms of commercial activities. Since the 18"

- century when Kano served as the trade route between North Africa and Sudan,

the groundnut pyramids that characterised Kano symbolised its commercial
resourcefulness and the whole range of commodities of trade like clothing,
leather works, beads, agricultural products and modern financial institutions,
engineering and construction companies would truly position Kano State, created
on May 27, 1967, as the commercial capital of the whole of Northern Nigeria,

- making it Justifiably the centre of commerce.
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13.7.2 Group B: State of

4. State of Sunshine and Hospitality - Adamawa
8 State of the Living Spring - Osun
P 13.7.3 Group C: .. State

6. State of Harmony - Kwara

7. God’
Analysis O oo B i 5
8. Coal City State e Enugy
i Liberal State £ K
a

The data in this group focus on the ‘state’ as part of the federal government. The
pragmatic presupposition underlining them is that a state exists in each case with

a quality - natural, historical, social, ecological, strategic or general.

4.) Adamawa State, created on August 27, 1991 exploits in its slogan the
connotation of sunshine as happiness on the one hand and the temperate tropical
weather it has on the other. It presupposes that there are social activities that can
put sunshine in one’s life in the state, itself hospitable with tourist attractions

such as the Lamido’s Palace, Kiri dam, Koma hills and the Elephant House. As

people would normally want to have sunshine, as opposed to darkness, and
oil, like other states in he region, the

an adaptation of “God’s own country”
¢ said to occupy

would want to be properly hosted, the slogan projects that it is a place to be as
, the US
in Nigeria the position that the
state carved oyt of Imo State in August 27, 199]

the presupposition covers good climate and good accommodation facilities. A
0gan, though the stage
cannot b,

U.S. occupies in the world. The
associates God with its success,

8)

(5.)  Osun State derives its name from ‘River Osun’ which is believed to have
a goddess that people worship. The significance of the river is heightened by (o
adoption of its name by the state and the river is presupposed to be a living
spring that is worshipped with reverence veneration. The slogan pragmaticully
presupposes the existence of a river, a living spring in the that serves as (he

distinctive identity of the state.

(6.) Kwara is a state of harmony. This is justifiably so as it is one of the 1

peaceful states in the country, despite its ethnic heterogeneity. Different (1l
18 a liberal State Presupposes that other

ad of 1804 had unified the North under

that constitute Kwara live harmoniously. Since its creation on May 27, 1967,
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the Islamic banner such that other parts of the country consider the North to actually, forms the backbone of the state’s economy,
e Islami

engaging more than 70% of
the population. Apart from engaging in diary, livestock and fishery,

palm kernel/oil, rice, citrus fruit, coffee, among others,

manifest religious conservatism. As Kaduna was created to serve as the capital Soya beans,
of the old Northern Region (later the capital of the North Central State and is o o
pluralistic than a typical Northern city), the underlining presupposition is individual or nation can survive without food security, the state establishes its
more 4

imed at suggesting a difference — a place where all people regardless of their distinctiveness on the basis of offering the nation its large food basket.
aimed at suj

faiths, are welcome and are free to practise their faiths.

2 The use of ‘salt’ in the slogan of Ebonyi State is metaphorical. Salt

2 M T D: The Nation preserves, and makes things tasty. It thus presupposes that the state enlivens the
.7.4 Group D:

nation with abundant agricultural and cultural activities; it preserves the nation in

W AR ' Bayelsa its own way, especially as it produces natural resources like coal, limestone,
11.  Food Basket of the Nation - Benue marble, clay, kaolin, iron ore, columbite, tantalite, gold, quartz, talc, mica, and
R 610 . Bboiiyi petroleum products. As people need salt for food to be tasty, it is presupposed
that the state provides taste to the nation’s economic and cultural life with its
b abundant endowments.
alysis

The data in this group all end with the expression “of the nation” which 13.7.5 Group E: Land

presupposes the existence of a nation. Based on explicit and/or implicit

ndowments assumed to be abundant in the state, each state claims its 13, Land of Promise g ey
e
i 14, g
importance within the geographical entity of the nation. Land of Hope i
15. Land of Equity 2 Kebbi
10. Bayelsa State’s slogan presupposes some qualities/attributes that the state
‘ . . . An
possesses and of which the whole nation is proud. The large deposits of alysis

petroleum products, from which the nation derives almost all of its revenue and

foreign exchange earnings, are part of the pride intended. People are proud of The three slogans in this group begin with ‘land”,

which connotes a sense of

hat is beneficial, good, noble and rewarding about them and it is assumed that pride and ownership. There is a presupposition in the essence of ‘land’
what is beneficial, :

as the
real property, the source of subsistence and livelihood, an endowment that
should be preserved.

the state, by virtue of the qualities, it believes it has, considers itself the pride of

the whole nation.

11 That food as the most basic need of individuals and nations constitutes (13.)  Akwa Ibom State’s slogan “land of promise” or “the promised land" ix
3 at fo . e s . ’

 allusion to the Biblical “Promised Land” of Canaan, a land of

the descendants of Abraham. With it large percentage of

the thrust of Benue State’s slogan presupposes the abundance of agricul tural
products (in the state) with which the state feeds the nation. Agriculture,
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gr na
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q 1 e and rich oil d P 5

There are five data in thig oup which all begin with
; discovers the state, the slogan - i b
f promise to investors and tourists. Whoever e o
of pr
Sanctuary,
fulfillment and happiness.

» haj Eas[
Sl ggﬁsls has reached “the pro nised land and Wlll, thelefow, live a life of llome I 18 said t] &

and everyone everywhere requires a home, a
S own, where one
Secure in, more than anywhere else.

a place to call one’ longs to be, where one feels

It is the semantic and Pragmatic
dopts, presupposes the Presupposition engendering home that the slogans of this group exploit,
2 Imo State adopts,
“land of hope” that
14.) The slogan, [ ted on February 3,
( fident desire and trust that the future will be better. Crea : L (16.)  Anambra State considers itself as ‘home for all’ based on the Pragmatic
ot identifies the signific
State, the State identi fbelonging. In Nigeria where ¢
the old East Central > : g . 0 nging, 1geria where the
1976 out of ‘ dient that adds colour to life, which it promises to give to all
hope,the magic ingredien

‘identity’ are often marked along ethnic,

Presupposition that everybody needs a sense
LU notions of ‘belongingness’ and
d visitors. Based on the world knowledge that Nigeria is a i i R
AR Vh tendency to be hopeless, disappointed, or

le have a
country where peop

slogan Presupposes a confirmation and 5
: " rebuttal: everyone living in Abambr,
¢ io-political and economic contradictions, the state
2 sult of socio-
discouraged as a re:

a
hEI parts of
ter the level
h pE 18 TES >
g ke f
Suggests itself as a P

State is an indigene of the state; Anambra

the country where identity s marked by
to several socio

g /SetﬂEI dlChOtOmy [ead]ng
’ gr ] 1g2ene,

4. 5 1
1 d ol y pec1ally W1 he st agricultural pl()dllC S, ind:

i S. 8 Such, it
i Y d industries. political ¢
oil deposits and fle 0] ties provided by monuments an Tise: A
P dglmg oppr rtunities ju

is presupposed that Anambra State welcomes everyone, regardless of status,
religion, language and culture, that is ready to develop the State, and the state

ires in his/her home.

. T Seculity I‘ha1 cver yone dES
€ hI 't
bbi State as the land o ; ]
(lneaclles of the pr mclple of equtty exist in With its combination ol
i ngerla.
. ! . g . 4 "
diverse ethnic roups amon, which are the Hausa, Fulani Fakkawa, Daikar Iklll‘.
g g ) >
‘ Wi adawa, . etc., the state In
barmawa, Rebawa, M
i ¢] 3 :
Rambarl, Gunga a, Dad: Dukawa Zﬂ. ; 3
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13.7.6 Group F: Home

mineral resources in the state,
bra . | | |
. — : -y s known to be a major source of revenue in the exploration of solid
: Borno o

; Is and mining. It
Home of Peace - ;
S f Solid Mine:rals - Nasarawa
18. Home of Soli

is on this basis that the slogan Presupposes that investors
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would like to go to the state if they know of the vast opportunities its mineral
resources provide. As one of the newest states, created along with five others on

October 1, 1996, the state appears to emphasise its selling point in order to

accelerate its drive for development.

13.7.7 Group G: Miscellaneous

19.  Pearl of Tourism - Bauchi
20.  The People’s Paradise - Cross River
21.  The Big Heart - Delta

This group, like Group C, has eight items. The data are varied and do not have
recurrent lexical items like ‘centre’ state, etc that characterise the previous ones.
Each slogan here also presupposes the knowledge of some peculiarities, the

expression of ideas or sentiments held dear by the states.

(19.) That Bauchi is the ‘pearl of tourism, is chiefly based on its hosting the
famous Yankari Game Reserve, a foresmost national and international tourist
attraction. Other places of tourist interest in the state include Mashal Cave, the
Tula Spring, the Kwawa Plantations, the Maladamba Lake, the Dams at Gubl,
Katin Zaki and Balanga, among others. The Slogan here is targeted at attracting

tourists, from whom the government derives a significant portion of its revenue.

(20.) The Cross Rivers State’s slogan presupposes beauty, nature il

perfection that characterise a garden or paradise. As a rain forest and sanchmiy

of wildlife, the state is the microcosm of the nation with its coastal plains, constul

mangrove wetlands, montage parkland and derived savannah, which constil
its vegetation and scenery. The paradise that the state provides, as indicutel
the slogan further comprises such attractions as the Obudu Cattle I

considered one of the most outstanding tourist attractions in West Afilva,

colonial Old Residency Museum, Agbokum Waterfalls, Cross River N
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(21)  Delta State’s slogan,
fesourceful. Ag 4 foremost

exchange and earnings

‘The Bi ¥
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oil producing state, wigh the Nigerjan foreign

large-hearted to avail the whole nati
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slogans.
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Based on the methodology adopted, at least two data are represented from
each of the six geo-political zones. The South East has the highest number of
five analysed slogans, followed by the South South that has four data. The North
Central, the North West and North East have three data each while the South
‘West has the least occurence with two data.
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