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Abstract 

This study was aimed at investigating the impacts of social media diplomacy and advocacy for 

Nigerian political and cultural profile of Buhari regime (2015-2023). Specifically, the study 

investigates the extend to which X projected Nigeria political image globally and enhanced Nigeria 

cultural image to international publics in the period under review. The study is predicated on the 

Soft Power Theory conceptualized by Nye (2004). The study adopted ex post facto research design 

in view of the fact that the events and variables of study have already taken place and not possible 

to be manipulate by researchers. Data for the study were gathered through documentary sources. 

Qualitative content analysis technique was employed in the analysis of the data gathered for study. 

Findings revealed that Buhari administration, among other government of Nigeria administration 

gradually increased its utilization of X as strategic tool for political communication, diplomatic 

outreach, and foreign policy engagement. The study further revealed that the political visibility of 

Nigeria and its engagement with other countries via diplomatic communication on X, improve 

considerably. In the same vein, Nigerian cultural materials like Afrobeats music, Nollywood, 

fashion industry, and digital cultural contents also improved the country cultural image at the 

global arena via visibility and engagement with foreign public. However, issues of insecurity in 

Nigeria, allegation of corruption and human rights, #EndSARS protest and suspension of X in 2021 

by the government had militated against the image projection of the country in the realm of its 

social media diplomacy. Recommendations made by the study includes among other that Nigerian 

government should brace up for efficient strategic social media diplomacy, policy stability, and 

enhancement of positive brand imaging of culture in order to maintain credibility. 

Keywords: Social media diplomacy, X (Twitter), political image, cultural 

image, Buhari administration. 
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CHAPTER ONE 

INTRODUCTION 

1.1 Background to the Study 

The rapid advancement of information and communication technology has significantly 

transformed the conduct of international relations and diplomacy in the contemporary global 

system. Traditionally, diplomacy was conducted through official state channels such as embassies, 

diplomatic correspondence, treaties, and face-to-face negotiations between state representatives. 

However, the emergence of digital communication platforms and social networking sites such as 

Twitter (now X), Facebook, Instagram, and YouTube has introduced a new dimension to 

diplomatic practice known as social media diplomacy or social media diplomacy. "Social media 

diplomacy refers to the systematic use by states, leaders of governments, foreign ministries, 

diplomatic actors, and non-state actors of social networking sites and other social media in the 

digital sphere to communicate government policy, shape international public opinion, strengthen 

bilateral and multilateral relations, project image in the international system, and generally engage 

in 'digital public diplomacy'" (Manor, 2019). In the study of International Relations, social media 

diplomacy has been gaining currency as a vehicle of 'soft power' by which states attempt to 

influence international actors through means of persuasion and attraction rather than military and 

economic power. This reflects the concept of soft power: 'the ability to get what you want through 

attraction rather than coercion or payment.'  

(Nye, 2004) 'In the digital age, social media has been the major channel through which states 

employ soft power by projecting their political ideals, cultural identities, economic and 

developmental performance as well as their foreign policy goals to the rest of the world' (Adler 

and Koldras, 2021).  

This implies governments all around the world now leverage digital tools such as social media to 

promote their policy agendas in order to influence the target audiences. 'The digital space has 

facilitated unprecedented and instantaneous communication between governments and 

international audiences around the world and thus reduced the gatekeeping monopoly of 

traditional media' (Bjola and Holmes, 2015). Nigeria is the largest and most populous country in 

Africa, and it also remains a regional and global actor with tremendous economic and political 

significance. Since its independence in 1960, Nigeria's foreign policy aims at enhancing African 

unity, promoting peace and stability in Africa, fostering economic co-operation among African 

states, and the defense of the Black race worldwide (Ogwu and Olukoshi, 2002).  

Unfortunately, notwithstanding its strategic position and immense human and material resources, 

Nigeria has long grappled with numerous internal and external problems that tarnish its image 

globally.  
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Such problems include corruption, insecurity, political instability, religious crises, terrorism, 

cultism, armed robbery, electoral malpractices and corruption, and its numerous weak institutions 

and governance challenges that constantly compromise its reputation in the international system. 

Consequently, successive Nigerian governments have attempted to improve the country's image 

on the international scene. 'President Muhammadu Buhari who took over power in 2015 also 

became known as the president of "Digital Nigeria" during the 2015 presidential campaign' and 

his subsequent tenure was to 'test the capacity of social media to improve public images of nation-

states'.  

His ascension to the Nigerian presidency in May 2015 coincided with the rising prominence of 

social media in governance, electoral processes, public advocacy and diplomacy globally. Social 

media became a critical instrument used in Buhari's political campaigns, both domestically and 

within the Nigerian diaspora. 

Digital campaign strategies were extensively employed to portray Buhari as a disciplined and 

anticorruption leader capable of restoring Nigeria’s international credibility and addressing the 

growing threat of insecurity posed by Boko Haram insurgency (Akinyemi, 2018). 

The proliferation of information and communication technologies have reshaped how 

international relations and diplomacy is practiced in our global system. Traditionally, 

diplomacy was exclusively done by states through traditional official channel like 

embassies, diplomatic exchanges, formal negotiations between states' representatives 

and the signing of treaties. The advent of new digital platforms and social media like twitter 

(now X 

ria's importance on the international scene, the country's image continues to be tarnished 

by issues like corruption, insecurity, political instability, terrorism and so on, which in the 

face of Nigeria's vast economic, human and natural resources pose a challenge to its 

global standing and require effective strategy to mitigate. Thus successive Nigerian 

governments have always been on the search for avenues that could enhance and 

promote the country's image among other states. Since 2015, Muhammadu Buhari has 
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come to the political power in Nigeria at a time when social media has become a powerful 

medium for shaping the public discourse. 

The coming of Buhari into the political lime light came at a period of exponential growth in 

digital communication in political sphere across the world, social media platforms played 

a significant role in influencing political discourses, mobilization of voters and enhancing 

communication between the then opposition presidential candidate Buhari and his 

supporters which mostly comprised of Nigerian youths and citizens of Nigerian descent 

residing outside the shores of the country during the 2015 general elections. 

Thus social media were strategically deployed to project the image of Muhammadu Buhari 

as a patriotic and corrupt free leader with the aim of restoring Nigeria’s integrity and 

addressing the looming insecurity that was characterized by the boko haram insurgency 

and its associated activities. The Buhari administration therefore had leverage on social 

media to reach out and disseminate political and foreign policy information to its audience 

both locally and internationally through social media tools such as twitter, Facebook and 

YouTube. In particular, government institutions, like The Ministry of Foreign affairs and 

Ministry of information & Culture among others had adopted digital channels as tools for 

managing Nigeria's foreign image through its interactions with both internal and 

international audience, focusing on anti-corruption, fight against terrorism, development, 

and promotion of regional stability and security. Furthermore, the Buhari administration 

employed social media to project Nigerian cultural export, including its world popular music 

genres and cinematic arts, across the globe thereby leveraging its soft power potential.  

The popularity of Nigerian musicians such as burna boy, wizkid, and Davido on the global 

stage was evident through the amplified promotion of their art on social media. 
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The popularity of nollywood also facilitated the projected images and cultural exports. 

Notwithstanding this, there were considerable contradictions in the application of social 

media Diplomacy and digital image projection under the Buhari administration, as 

government faced considerable critique in managing public perception, particularly when 

its relationship with the digital space became tumultuous. Several incidents, including the 

suspension of Twitter in 2021 in Nigeria following a deleted Presidential Tweet from 

Muhammadu Buhari about his past actions as military dictator, led to outcry from various 

national and international actors. 

This particular action was strongly condemned by numerous countries, human rights 

organizations and civil societies as a blow to democratic principles and the right to freedom 

of expression online. 

Moreover, the 2020 #EndSARS protests gained worldwide recognition via the use of social 

media platforms. Digital networks were instrumental for Nigerian youth, activists and 

communities of interest to mobilize support and organize protests against police brutality 

and injustice. In this case, international condemnation, media scrutiny and an on line 

campaign were all put in to the pot of reform. This process highlights underlying flaws in 

Nigeria’s system of governance 

 As a result, the present study seek to analyse the usage of social media Diplomacy for 

image promotion of Nigeria's political and culture image under the President Muhammadu 

Buhari from 2015 to 2023. 

1.2 Statement of the Problem 

The abundant diversity in the cultural expression of Nigeria and her global-renowned 

creative industries could also be potent in strengthening Nigeria ’ s soft power and 
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projecting a better national image to the rest of the world. Notwithstanding this cultural 

endowment, the image of Nigeria among the global community has been characterized 

by negative portrayals dominated by concerns about insecurity, corruption, human rights 

abuse, economy, and governance failure. Such portrayals frequently found place in global 

media outlets, international policy conversations, and public spheres, tending to negate 

Nigeria’s cultural assets and accomplishments. 

For instance, during the Buhari administration, attempts were made to deploy digital tools 

for diplomatic engagement, but the impact and efficacy of such social media diplomacy on 

Nigeria’s cultural image are not yet well established. 

It is important not to assume that greater public profile online, either by government 

agencies or functionaries, correlates directly with effective and coherently executed 

cultural diplomacy campaigns. This is especially the case if there are inconsistencies in 

narratives, coordination problems at the institutional level, a deficiency of technical 

competencies and of domestic socio-political and other variables that militated against 

successful campaigns. Most of the studies and writings that focus on Nigeria's foreign 

policy concerns tend to prioritize security and/or economic matters as well as to 

concentrate on traditional diplomatic activities while neglecting, more often than not, the 

digital space and social media dimension of international relations, hence the academic 

gap this study seeks to fill in a critically analytical account of social media diplomacy in the 

cultural space of Nigeria from 2015 to 2023. 

1.3 Research Questions 

The study seeks to provide answers to the following research questions: 



 

8 

1. How did the use of X(formerly Twitter) by the administration of Muhammadu Buhari 

promote Nigeria’s political image abroad, 2015-2023? 

2. To what extent did the use of X(formerly Twitter) by Buhari’s administration enhance 

Nigeria’s cultural image internationally, 2015-2023? 

1.4. Objectives of the Study 

The general objective of this study is to examine the role of social media diplomacy in promoting 

Nigeria’s political and cultural image under the administration of Muhammadu Buhari (2015– 

2023). The specific objectives are to: 

1. examine how the use of X (formerly Twitter) by Buhari’s administration promoted 

Nigeria’s political image abroad, 2015-2023. 

2. assess how the use of X (formerly Twitter) by Buhari’s administration enhanced 

Nigeria’s cultural image internationally, 2015-2023. 

1.5 Significance of the Study 

The study carries both theoretical and practical significance. Theoretically, this study makes an 

addition to the literature of social media diplomacy, public diplomacy and soft power within the 

study of International Relations. It contributes to an academic understanding of the role of states ’ 

utilization of social media as a tool to promote political and cultural imagery in contemporary 

international system. Further, it provides insight into the discourse concerning the interaction of 

digital communication and state image making on foreign policy in the digital era through 

investigating the use of X under Buhari’s administration. This research therefore critically 

appraises the efficacy of social media diplomacy as an emerging vehicle for the deployment of 

soft power and diplomacy, particularly among developing countries such as Nigeria. At practical 

level, this research serves as a useful tool to policy makers, diplomatic personnel, communicators 

and government functionaries in understanding how social media aids the construction of 

Nigeria's image abroad. It sets to enable the government and the policy experts to effectively 

harness the potential of the digital spaces for conveying Nigeria's political image and cultural 

attributes and also for the promotion of its foreign policy interests internationally. Similarly it is 
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significant for illustrating the advantages and challenges for Nigeria’s diplomacy and for effective 

image management and for opinion-building among other global stakeholders.  

The research will also inform the Ministry of Foreign Affairs, and the public diplomacy officers 

as well as the media bodies on how to establish digital strategies for strengthening Nigeria's 

visibility abroad as well as its overall soft power assets.  

This work could also provide additional resources and references for the academic researchers and 

students of International Relations, Political Science, Public Administration, Diplomacy and Mass 

Communication in their future researches concerning social media, global imagery and digital 

communications in the area of global politics. 

 Ultimately, this study adds to the policy development as well as academic discourse at 

the junction of diplomacy, technology and international relations. 

1.6.1 scope of the study 

The study delves into the aspect of social media diplomacy and its impact in projecting 

Nigeria’s political and cultural image, during the administration of Muhammadu Buhari 

(2015-2023). In specific, the study focuses on the utilisation of X as the medium of social 

media diplomacy to propagate Nigeria’s political and cultural image to the international 

audience. 

In term of aspect, the research restricts itself to two main themes: projection of Nigeria’s 

political image abroad using digital communications and propagation of Nigeria ’ s cultural 

image to other countries through social media usage. On the level of geography, this study 

concentrate on Nigeria within the ambit of global digital communications and international 

relations. The time range of 2015-2023 is used because it represents the full duration of 

Buhari's tenure of office, which also witnessed Nigeria's greater involvement in the social 

media communication and diplomacy sphere. 

1.6.2 Limitation of the study 
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Despite the significance of the topic, there are some limitations the research encountered. 

In the first instance, the study is dependent on secondary sources of information, such as 

journal articles, official government publications, official speeches, newspaper 

publications, and online materials. This dependence is occasioned by lack of access to 

confidential diplomatic correspondence and internal records related to social media 

diplomacy within governmental circles. 

The second limitations in the research is the problem in quantifying the actual effect of 

social media diplomacy on Nigeria's image internationally, given that public perception of 

countries is influenced by multiple political, economic, and social factors. Besides this, 

some social media content related to the research question were deleted or made 

unavailable to general audience through the ban of accounts or content restrictions due 

to content policies of various social media platforms. 

Despite this limitation, this research ’ s validity has not been in doubt as credible academic 

sources, governmental records and dependable news media were consulted to ensure

 accuracy, relevance and objective interpretation of the subject

 under 

investigation. 

1.7 Operational Definition of Terms 

Social Media Diplomacy Social media diplomacy means using of digital communication 

and information technology, especially the internet and social media, in foreign relations, 

public diplomacy and international interactions. Political Image Political image means the 

impression, view, and the reputation of a country's political structure, regime, government, 

and foreign policy among the world or international community. Cultural Image Cultural 
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image means the view or impression of a country's cultural activities, art, religion, 

entertainment, way of life and the whole cultural activities of a country to the world or the 

rest of the world. 

Soft Power Soft power is the power that is exercised based on a nation's ability to achieve 

other nation's policy interests by attraction. 

It leverages a nation's culture and ideals to influence and persuade other nation's behavior. 

X X denotes Twitter in the context of this study, where the use of this social media 

application by Buhari's administration, for instance, serve as a vehicle for political 

interaction, public diplomacy and the shaping of the country's image in the international 

community. International Image International image means the impression of a country 

formed by the international society on account of the country's economic performance, 

diplomatic behavior and its cultural attributes. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Conceptual Review 

2.1.1 Diplomacy 

The art of managing international relations and discourse between states and various other actors 

involved in the realm of world politics through peaceful, official channels was once the singular 

domain of formally appointed individuals, be they ambassadors, foreign ministers, or specially 

designated envoys. 'the conduct of relations between states and other entities with standing in 

world politics by official agents and by peaceful means.' That, was the basic definition of 

diplomacy delivered by Berridge, renowned as one of the most eminent experts in this field in 

2015. What becomes immediately clear is the focus on the management and controlled nature of 

diplomacy, by officially recognized agents and by non-confrontational methods.  

'Diplomacy is the management of international relations by negotiation', stated Harold Nicolson in 

1963, in his book entitled 'Diplomacy'.  

This statement highlights a procedural emphasis in which states utilize negotiation, an act which 

entails discussion, debate, compromise, and agreement, rather than aggression to interact with 

other states. As opposed to a forceful confrontation between nations, diplomacy, according to 

Nicolson, serves as a process in which states resolve their disputes. Diplomacy not only relies on 

communication but also entails skillfully negotiating these interactions. 'Diplomacy is the art of 

restraining power.'  

So wrote Henry Kissinger in his famous 1994 book, 'Diplomacy'.  

Herein the concept is viewed as a strategy by which power is controlled, restrained and wielded 

carefully to maintain a balance in international relations. Nations are equipped with a spectrum of 

power, whether it be economic, military, political, or cultural, and it is the judicious employment 

and control of such power through diplomacy which Kissinger views as key to diplomacy's 

function. 'Diplomacy is the application of intelligence and tact to the conduct of official relations 

between governments of independent states', offered Ernest Satow in his 2011 treatise.   

Satow stresses the role of smart, skilful, and circumspect engagement between the heads of 

independent states in a controlled, and peaceful manner. Diplomacy for Satow is not just the 

communication between governments but the skill with which that communication is carried out. 

Similarly, albeit from a power perspective, Morgenthau (1973) defined diplomacy as 'the art of 

bringing the different elements of national power to bear with maximum effect upon those points 

in the international situation which concern the national interest most directly'.  
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Here diplomacy is perceived as a strategy by which states use their varied power capabilities - 

military strength, economic clout, and political influence – to enhance their positions in the 

international system and to pursue their respective national interests most effectively.  

In agreement with the argument about the use of communication for the resolution of disputes, 

Holsti (1995) described diplomacy as 'a process of communicating among international actors that 

seeks to resolve conflicts without resort to war'. It is thus an endeavor through communication, 

whether in the form of discussion, negotiation, mediation or consultation between various 

international actors in order to attain peace and consensus amongst the global community. With 

the advancement of technology, a new form of diplomacy emerged in what Manor (2019) calls 

'Digital Diplomacy'. This 'is the use of digital technologies and social media to obtain foreign 

policy goals and manage a nation's interest.'  

The advent of digital platforms has created a paradigm shift in the practice of foreign policy.  

Nations now utilise digital technologies, including social media, as channels to pursue their 

foreign policy goals, shape their national image globally and engage actively in the digital world. 

Traditional diplomacy was generally more about state-to-state communication through official 

and governmental bodies and this was primarily controlled. In contrast, digital diplomacy opens 

up more possibilities to engage with global audiences in real-time.  

Similarly, Bjola and Holmes (2015)conceptualized diplomacy as 'a strategic communication 

process used by states to engage foreign publics and influence international outcomes'. This 

framework suggests a move towards a more communication-centric view of diplomacy in which 

governments utilize strategic communication efforts to engage with global publics and sway 

international opinion and outcomes. By using social media, public diplomacy efforts are 

employed to influence global publics to think favorably towards a particular state.   

The impact of this is that diplomatic communications are much more direct, open and immediate.  

2.1.2 Social Media Diplomacy  

In essence, social media diplomacy is the proactive utilization of digital communication 

platforms, by governmental and state level actors, including foreign ministries, diplomatic 

embassies, and government officials, to communicate their foreign policy objectives, manage their 

global perception and engage in real-time dialogue with both domestic and international 

populations. It naturally follows on from the established norms of diplomacy, spurred by 

significant advances in Information and Communication Technologies (ICTs) which have 

transformed the interaction dynamics between states globally (Bjola & Holmes, 2015). Social 

media tools such as X (formerly Twitter), Facebook, Instagram, and YouTube have become vital 

instruments for the dissemination of national interests and reactions to events that impact a state 

on the international level. Whereas conventional diplomacy largely centered on state-to-state 

communications and negotiations mediated by official government institutions and diplomats, 

social media diplomacy permits governments to interact directly with international audiences 

without the necessity of traditional media mediation, thereby creating what Manor (2019) refers to 

as a shift from a more top-down and hierarchical diplomatic communication system to a more 
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open and participatory one where states are continuously on display and are in constant 

communication with global citizens.  

This heightened speed of communication facilitates prompt responses to global developments and 

encourages transparency in diplomacy, albeit placing governments in a position where they are 

increasingly vulnerable to scrutiny.  

Within the framework of international relations, the field of social media diplomacy has become 

strongly associated with public diplomacy, which encompasses efforts aimed at shaping the 

attitudes and perceptions of foreign publics towards the policies of a particular state (Cull, 2008) 

and the soft power which Nye defined as the ability of a country to persuade others to do what it 

wants without force or coercion (Nye, 2004). The application of digital platforms allows for the 

promotion of a country's cultural heritage, its achievements in development, and its political 

systems and institutions to influence its international image and position globally. The increasing 

use of social media has thus radically changed the communication landscape on the international 

stage.  

States now not only strive for advantage in traditional governmental interactions but they also 

compete in a virtual environment where public opinion can instantaneously shape global 

perceptions. Bjola and Holmes (2015) highlight that digital technologies have thus destabilized 

state sovereignty over diplomatic communication, granting them direct and immediate access to 

global audiences, thereby reducing reliance on traditional media institutions and facilitating 

enhanced public scrutiny of government policies. However, the use of social media also presents 

considerable risks for governments including, but not limited to, the amplification of 

misinformation and the erosion of national credibility in an increasingly volatile digital 

environment. 

Nonetheless, while the government aspired to use digital communication to improve 

Nigeria ’ s national image, user-generated content on these platforms often brought to 

light issues of concern such as insecurity, corruption, economic hardships, and human 

rights issues, resulting in a mixed perception of the country internationally. 

2.1.3 Concept of Political Image 

Political image can be defined as the perceptions, reputation, and the general image that 

the international community has on a given state’s political system, leader, quality of 

governance and policy behavior towards the international actors. The political image is 
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part of the national image in the IR field and it is the form how the other global actors such 

as governments, international organisations, investors, as well as the public world 

perceive the states, evaluate their behaviour, how much they can trust the state and 

interact with them (Anholt, 2007; Gilboa, 2008). The political image is not fixed and is 

constantly produced and reproduced by state behaviour, international communications 

and global mass-media representations of the country, by combining internal domestic 

behaviour and international perceptual mechanisms. 

Factors of domestic governance, such as political freedom and democratic government, 

law enforcement, electoral democracy, social rights etc. Can define the outer perception, 

whereas for the exterior mechanisms, framing by the international mass-media and 

communications, diplomacy of interaction and the international public debate are 

responsible (Anholt, 2007; Gilboa, 2008). 

Political image in IR context, it also comes together with the concept of ‘nation branding’ 

and ‘ public diplomacy ’ . Nation branding is the process of identifying the goals and values 

of a nation, promoting a specific set of objectives and the implementation of marketing 

campaigns of a nation as well as branding the nation for increased 

competitive attractiveness in international context (Anholt, 2007). While public diplomacy, 

as an attempt to communicate with public in a foreign country in order to persuade them 

and influence the attitude towards the communicating state’s policy or state’s national 

interests (Cull, 2008). Both concepts highlight the importance of not only the act of the 

state, but how these actions are communicated to the world and how they are 
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understood in global stage. 

The political image is also strongly tied with soft power, an important tool of foreign policy 

as suggested by Nye (2004). 

The success of a country ’ s attraction through soft power, which includes ‘ setting the 

agenda ’ , ‘ co-opting ’ and ‘ attraction ’ , are the building blocks of a good and effective 

political image, which enables trust and diplomatic cooperations. The process of forming 

political image, due to rise of digital technology and communication revolution, has also 

become increasingly complicated and accessible, making it highly influenced by the on 

line world. For example, today X has emerged to be a major platform, through which states 

communicate directly to the global audiences. 

Hence, political communications through social media has increase the frequency and the 

accessibility of communication, but at the same time have made the image of the country 

very exposed to global judgments and rapid misinformation, and it can increase the 

volatility of images, making them highly vulnerable to quickly fluctuating moods of the 

global audience (Gilboa, 2008). In case of Nigeria, the issue of political image has been 

an on-going concern to foreign policy makers due to her regional leadership role, on the 

other hand her governance problems also influence the overall perception from outside. 

For instance, under the administration of Muhammadu Buhari from 2015 to 2023, the 

regime was characterized by aggressive fight against corruption, campaign against 

insurgency, and economic diversification. 
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It engaged in international discourse by active participation in multilateral forums such as 

African Union (AU), United Nations (UN). 

However, negative images of the country related to pervasive insecurity, economic 

instability, issues of human rights abuse especially during #EndSARS protests, freedom 

of press and the control of digital contents often dominated global perception of Nigeria 

during this period. This indicates the political image formation of any country can also be 

conditioned by internal social dynamics and their global perception. 2.1.4 Concept of 

Cultural Image The cultural image represents a country's overall conception of its cultural 

identity at the domestic as well as in the international spheres. In IR context, culture 

images are also essential aspect of the national image as this conception about culture of 

country may assist other states or actor to understand what the culture means beyond 

politics, economics, interests but a reflection on nation’s tradition, creativity and Lifestyle 

(Anholt, 2007). 

It generally reflects the images a country communicates and disseminates regarding its 

cultural expressions that has gained certain recognition or respect among other states or 

other publics through formal and informal channel of communication. 

This covers a broad range of a country's culture, it not only includes its traditional cultural 

heritage, but also its contemporary art, such as music, films, fashion and etc. Nowadays, 

with the advent of globalisation and media technologies, these forms of cultural 

expressions, the process of dissemination and reproduction of images have been more 

internationalized and globalized. Thus, states' capacity to project their culture images have 
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significantly increased, and this ability of the country's soft power becomes so critical, in 

the form of attraction, persuasion or other mechanism in global Politics (Nye, 2004). 

The cultural images are often linked to public diplomacy, a foreign policy technique where 

government seeks to shape the opinion of publics in foreign states with the objective of 

winning their support for policy or ideas of own government (Cull, 2008). According to Cull, 

‘ cultural diplomacy is the exchange of culture for the purpose of strengthening the 

relationship between states and understanding of each nation in international relations’. 

In many situations, the diffusion of culture occurs through direct interaction with the target 

country, either through educational exchange programmes or other means, however in 

recent times; much more attention has been given to the impact of digital communication 

and media (Cull, 2008). 

Digital revolution led to new channels through which culture becomes disseminated, such 

as Youtobe and various other platforms and this could possibly lead to deterritorialized 

culture in where a culture's image becomes associated with particular artists and global 

audiences instead of solely belonging to a specific nation, thus it means culture image 

might not always emanated by government itself. 

2.2 Thematic Review 

2.2.1 Use of X and the Promotion of Nigeria’s Political Image Abroad 

The way in which other nations perceive a state, in terms of its overall appearance, 

impression, or representation among the community of states is known as  its Political 
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image. International Relations’ Political Image, like other elements of Nation Image (NI), 

are an important measure because it affects the perceptions and responses that 

international actors such as Governments, governments, IGOs, Investors and global 

public ’ s direct to it. Political Image of a state changes continuously since it is in the 

process of social construction and de-construction. 

Image of a state can also be impacted by how the government manages it, based on 

how it is perceived internally and externally. 

Internal aspects consist of elements like ‘ democratic rule ’ , ‘ rule of law ’ , ‘ political 

stability,’ ‘integrity of elections’ and ‘respect for human rights. On external aspect, the 

image of state is shaped by “ global news frames, diplomatic engagement and public 

debates” (Gilboa, 2008:451, also see Anholt, 2007) . In IR literature Political Image has 

been related to concepts of “Nation branding” and Public Diplomacy. Nation branding 

refers to the art of the strategic manipulation of nation's brand so as to raise its image, 

status and competitive positioning in the international community (Anholt, 2007). 

Conversely public diplomacy refers to 'the management by a state or country, the objective 

of managing by a state or country that which the global public is allowed to know, hear or 

learn about a country'(Cull, 2008:16). 

Therefore, not only a state action but its presentation to others shapes the political image. 

As far as the soft power is concerned, Nye described soft power as the ability of a state 

to affect other states through attraction and persuasion rather than coercion or payment 

(Nye, 2004:X). So, a better Political image of a state contributes positively to its soft power 
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which enhance goodwill and trust that would make the concerned state an accepted player 

in the world of states. 

The world has transformed and become increasingly driven by communication, thus digital 

communication through the media such as X (formerly Twitter) has a significant effect on 

forming and impacting a country ’ s image across the globe. States use this platform of X 

(formerly twitter) for diplomatic engagement and thus directly influencing people without 

traditional media as mediator. It also allows citizens to voice their opinions thus creating 

pressure on state to address certain issues which can impact their Political Image (Gilboa, 

2008). 

However, political communication via X can be volatile given its dynamic nature, making 

it difficult to contain. 

During Muhammadu Buhari's Administration (2015-2023) political image has remained a 

contentious issue for Nigeria, in terms of portraying a ‘positive image’. Efforts have been 

made by the Nigerian Government to project the image of Nigeria as a state actively 

fighting corruption, war against terror and bringing about economic reforms. Moreover, the 

active participation in international bodies such as the African Union (AU) and 

United Nations (UN) has been utilized as tools for strengthening Nigeria ’ s Political Image. 

Nevertheless, such images were often challenged by international media reports on 

security challenges, economic crises, and internal governance issues, particularly in 
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relation to the #EndSARS protests and other concerns with regards to human rights and 

freedom of speech and press. 

Therefore, it could be concluded that government efforts to influence the image have been 

contested by how its actions are interpreted both internally and externally. 

The way in which other nations perceive the Cultural aspect of a state or what cultural 

attributes and symbol the world is aware of or recognizes is known as Cultural Image. In 

International Relations, it is another form of nation image besides political and economic 

image. Culture refers to the common knowledge of ‘the shared patterns of behaviours and 

beliefs, their symbolic representations and their manifestations’(Steiner, 2005:68). 

Cultural Image refers to the perceptions, Representations and symbolic meanings which 

people abroad and at home associate with the culture of a state. It is closely linked with 

the use of Culture as a tool to influence others, particularly the process which states used 

their cultural artifacts, beliefs and lifestyles to establish positive and desirable impression 

on target states, especially on its peoples (Manning, 2000). The term cultural image covers 

all sorts of practices, including language, religion, art forms such as film, literature, music 

and cuisine and many more other lifestyle and practices that represent the character and 

identity of a state. 

As with other forms of national image, cultural image of a state can change over time as 

a result of external forces such as media Globalization or direct policy interventions in the 

area of Cultural Diplomacy. 
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Soft Power, in this context can be seen as a dimension of Cultural Image that contributes 

towards how states interact in the international system (Nye, 2004). Soft power represents 

an ability to ‘ attract and co-opt rather than coerce ’ or to achieve outcomes through appeal 

and persuasion rather than the application of military or economic might. Soft power 

makes states or other actors perceived as legitimate, appealing, and desirable, and in 

consequence, a favorable Cultural image can foster strong alliances and favorable 

negotiations between states. According to Cull (2008), public diplomacy seeks ‘ to use 

culture to establish good will and generate positive relationship between governments or 

between a country’s nationals and the publics of another nation’. 

This is done through the utilization of ‘culture resources’ in achieving state’s diplomatic 

ends. 

Public diplomacy is an endeavor to disseminate information and engage in cultural 

exchange in a particular way in order to win over foreign publics, thereby creating an 

atmosphere conducive to favorable decision-making for its government in the sphere of 

its foreign policy (Cull, 2008:16). In recent years, the impact of digital communication has 

profoundly changed how cultural image is constructed. Through platforms such as 

YouTube, TikTok and other social media channels, cultural products and expressions can 

now easily circulate and become widely popular across the globe without direct 

government input or control. 

Thus, it is no longer the state that has the sole responsibility for the image and projection 

of its culture. In fact, culture now has to be promoted using the strategy of ‘ pop-culture 
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export ’ . Moreover, the power of popular culture in the shape of music, cinema and TV 

series often far outweigh direct government promotional activities. 

The recent phenomenon in Africa that exemplifies the case where the culture of one 

African country (Nigeria) has a great influence on the culture of other African countries 

and African continent in general is in the form of the Afrobeats music and the booming 

industry of Nigerian Films known as Nollywood. 

The two cultural forms have the capability to exert ‘ influence through attraction and 

persuasion’ and have gained huge international acceptance and appeal through music 

festivals, and digital streaming platform such as Netflix and Spotify. For example, under 

the Muhammadu Buhari's Administration, Nigerian music artists like Burna Boy, Wizkid, 

Davido, and other top African artists performed in the global stage and receive several 

awards in the world biggest music industries and other significant global music award 

ceremonies, which in the process promoted not just their personal image as artists but a 

positive image of Nigerian music and Nigerian creative industry, including their style, 

fashion, dance and even food. Similarly, Nollywood continues to grow from strength to 

strength on global stages and gaining increasing international acceptance, which, asides 

the promotion of Nigerian stories, fashion and cultural values, contributes significantly to 

shaping the image of the country in a favorable light in the eyes of the global audiences. 

However, negativestereotypes, racial stereotypes, negative portrayals in international 

media, socio-political and economic challenges often undermine these 

efforts. 
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2.3 Theoretical Review 

2.3.1 Soft Power Theory 

Soft power theory is an excellent analytic tool with which to analyse the application of 

social media diplomacy in enhancing the image of Nigeria ’ s culture and politics. Soft 

power theory was developed in 1990 by Joseph Nye. He argued that a country’s power 

depends not only on its military or economic capacity, but on other forces like appeal, 

attraction, politics, values and communication, culture, persuasion. When the policies or 

image a country put out there are attractive and positive and communications reliable and 

persuasive, the country earns admiration and support. In the view of Nye (2004: 27) 'soft 

power is the ability to get what you want through attraction rather than coercion or 

payment’. That means that, countries that project the best of their culture, politics, policy 

and behaviour as appealing gain the cooperation of others, as against those that employ 

hard power or forces. Globalization and modern communication have increased the 

relevance of soft power in International Politics. Countries are now using platforms such 

as twitter, Facebook, Instagram, YouTube as platforms to reach foreign audiences and 

engage them. From such platforms, states have opportunity to reach a country's foreign 

audience with positive attributes of their country ’ s cultures, political values, policies, and 

to promote tourism and business opportunities. In the case of this study, the administration 

of Muhammadu Buhari adopted social media diplomacy as a foreign policy to influence 

perceptions of Nigeria ’ s culture and image in the outside world through various online 
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media platforms to sell the country's image of democratic governance, security measures, 

fight against corruption and its culture as globally as possible. Therefore, soft power theory 

is to establish whether social media diplomacy contributes to the cultural and political 

image of Nigeria in the international system through attractions, without force. But some 

scholars opined that soft power is often undermined when realities within the country do 

not match what the country’s images present on the social media. For instance, insecurity, 

corruption, unemployment and political instabilities that are prevailing in some country 

may result in weak soft power image. 

 

 

2.3.2 Public diplomacy theory  

Public diplomacy is the practice of communication by a state to affect a foreign public. 

According to Cull (2008), it is the process by which any international actor attempts to 

manage its international environment by engaging the other party ’ s public audience. In 

International Relations this practice has been increasingly employed as a tool by states in 

recent times as it serves as a tool to improve the image of their country and promote their 

soft power to enhance its role in the global political arena (Cull, 2008; Gilboa, 2008). Cull 

identify at least five dimensions of public diplomacy, they include listening, advocacy, 

cultural diplomacy, exchange diplomacy, and international broadcasting. These are seen 

to indicate the dynamic aspect of public diplomacy as beyond disseminating message, it 
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is more about developing relationships and sharing perspectives. The practice is directly 

connected to global public relations, using media for diplomatic communication, and as 

tools for managing perception, a strategy also widely used to propagate images, 

reputation and build national identity to target the audience and improve its image (Gilboa, 

2008). In the case of this study, as noted by many commentators on government 

communication strategies, during the tenure of president Muhammadu Buhari the 

government has widely engaged in online media, particularly platforms such as Twitter 

and Facebook. Online interactions aimed to highlight the nation ’ s presence in 

international organizations such as the UN and AU, efforts in counter terrorism, public 

policy initiatives related to anti corruption and regional diplomacy as it tries to influence 

views on the role of Nigeria on key global issues. Public Diplomacy theory is thus to 

explain and analysis how the administration of Muhammadu Buhari employed digital 

diplomacy platforms to promote its image globally, thus to influence foreign opinion on 

Nigeria. 

Nevertheless, public diplomacy also carries limitations; state actions that conflict with its 

projected images could significantly damage the country's reputation, thereby weakening 

its efforts. In situations like widespread insecurity and political challenges, negative 

perceptions will shape the attitudes towards a country, irrespective of  

diplomatic efforts. 
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2.4 Empirical Review 

Digital engagement: Social media and Nigeria ’ s international projection – the social 

media discourse in foreign relations Several scholarly works are extant on the emerging 

trends in the field of social media diplomacy in international relations. From these works, 

it has been observed that digital media has been revolutionizing communication 

diplomacy. In other words, the conventional channels of diplomacy are no longer only used 

in transmitting foreign policy views or establishing relationship with international 

communities; digital platforms have come to complement them in engaging global 

publics. 

Specifically, the social media has been utilized in various ways by governments to directly 

address global audiences, project national image and to engage in international narrative 

building. 

Thus Eke and Ojo (2021) assessed social media diplomacy and Nigeria's international 

image projection in the digital era using a qualitative approach and relying on the analysis 

of government social media, communications by Ministry of Foreign Affairs and reports 

from international media. It found that Nigeria is increasingly utilizing social media 

platforms in communicating its foreign policy and in responding to international 

perceptions but noted that these efforts are consistently undermined by a negative 

international image projection resulting from security issues, corruption, and bad 
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governance. Similarly Adekunle and Bello (2020) investigate the use of digital public 

diplomacy in framing Nigerian's political reputation under democratic government. Their 

study employed a mixed-method research which included online digital diplomatic content 

analysis and interviews with relevant officials. 

The findings indicated that digital public diplomacy have been used in Nigerian’s digital 

environment to project policy outcomes such as anti-corruption and anti-terrorism 

campaigns and leadership role in African Union but argued that digital efforts are 

constrained by credibility problems which may arise due to unstable policy, political 

fragmentation and national crisis. 

Ibrahim and Danjuma (2019) study also investigated how social media influences the 

Nigeria’s cultural diplomacy and perceptions abroad. Their qualitative study which used 

content analysis of social media data analytics and news reports from international media 

found that Nigerian popular culture particularly Nollywood and Afrobeats significantly 

enhance its cultural image, its social media perception, and boost its cultural diplomacy, 

and thus increase its soft power. They highlight that music icons such as Wizkid and 

Davido were instrumental in building Nigeria's cultural perception globally through digital 

mediums. 

Also, Okoro and Lawal (2020) examine cyber communication and national image 

management in Nigeria, which uses a mixed methods research approach. Their study 

revealed that Nigeria ’ s social media and online communication environment are complex 

and heavily contested as official governmental accounts of security, policy, and 
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governance are countered by alternate, negative, narratives on social and online media. 

According to the study these contesting narratives affect and influence global perceptions 

about Nigeria as it pertains to governance and human rights issues, 

including insecurity. 

Adebayo et al (2019) explored the effect of internet based communication on the 

diplomatic reputation of Nigeria. 

They used a qualitative method through interviews with diplomats, policy makers and 

experts in both public administration and security. Their findings indicated that cyber 

related activities emanating from Nigeria have created and influenced negative impacts 

on its reputation worldwide. According to them Nigerian ’ s international profile are 

constantly battered by perceptions associated with cybercrime. They recommend that 

cyber-governance strategies and social media diplomatic engagement must be 

strengthened if Nigeria is to repair and protect its global image. 

Adesina (2020) carried out a study to explore the social media diplomacy and its 

implications for foreign policy communications in Nigeria in the age of social media and 

relied on qualitative method by using government documents. 

Findings of his study demonstrate that Nigerian government increasingly utilizes digital 

platforms in communications related to foreign policy making processes that offer new 

opportunities for fast information transfer and international reach. Nonetheless, its 

effectiveness in enhancing the international profile is weakened due to an inconsistent 

messaging, frequent national politics conflicts and public distrust, which ultimately shape 
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the perception of Nigeria's political influence globally. A study on the "dark side" of social 

media diplomacy and the spread of separatist propaganda within and among 

African countries also focus on Nigeria. 

Endong (2021) employed qualitative method and content analysis and demonstrated that 

social media platforms have been converted into arenas of information wars between the 

state and non-state actors; while enhanced state visibility and communication are 

beneficial outcomes, such diplomacy exposes the state, like Nigeria, to greater risk, 

misinformation and external image manipulation. The study of Uwalaka and Nwala (2023) 

investigates social media and socio-political contestations in Nigeria. It adopted qualitative 

research methodology and finds that social media is playing an increasing role in political 

communications and influencing perceptions among Nigeria’s publics, which may have 

indirect impact on how the country is perceived internationally as it increases political 

discourse that can intensify polarization and fragment national narrative. 

Research by Mohammed and Adelakun (2023) conducted an analysis of public 

reactions to Nigeria's X ban in 2021. 

This study was completed using a mix methods approach that combines text analytics of 

public reaction online and survey data, concluding that the ban received largely negative 

domestic and international reaction, damage Nigeria’s democratic image and raises 

serious concerns about freedom of expression-critical dimensions of political image in 

international relations. Akerele et al (2022) explored social media and civic mobilization in 

Nigeria’s #EndSARS protests, and using a qualitative design and online data analysis of 
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Twitter discourse, identified social media as a crucial catalyst in propagating anti-

government narratives globally. Their findings strongly illustrate how digital activism and 

the circulation of information on social media influence global perspectives on Nigeria, 

including views on governance and human rights. Osondu-Oti, Agesin and Olominu (2024) 

studied X diplomacy and its implications for contemporary international relations, 

examining X (formerly Twitter) use by states for public diplomacy and international 

communication in which they concluded that both developed and developing states 

increasingly utilize social media in the contemporary era to carry out public diplomacy to 

project national visibility in an increasingly inter-connected world where information 

circulates more readily across the globe than ever before. 

Similarly Akinleye (2025) examines the role of Twitter in Nigeria’ s public diplomacy in 

between 2020 and 2025 using digital ethnography, analyzing official accounts of The 

Nigerian Presidency and The Ministry of Foreign Affairs, concluding that both have been 

used for foreign policy dissemination and engagement with international audience, yet this 

form of diplomacy is also characterized by inconsistencies in messaging, which impacts 

their credibility in the international arena. 

The study by Iyanu and Oluwafemi (2022) on Twitter diplomacy and political 

communication in Nigeria explore its impact on governance and political perceptions and  

concluded through a qualitative analysis that Twitter serves as one of the main vehicles 

for disseminating political information, citizen engagement, and policy-related discourse 

in Nigeria, though it tends to increase political tension and encourage fragmented 
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viewpoints that can influence the way Nigeria is seen in global politics. Auwal and Ersoy 

(2024) analyzed Nigeria’s 2021 social media platform (X) ban in light of its implications for 

international communication and political image using discourse analysis and found that 

banning social media platforms, like X, can result in largely negative international 

reactions that raise concerns over freedom of expression, a vital component of political 

image within democratic contexts. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Theoretical Framework 

This research is predicated on the Soft Power Theory conceptualised by Joseph Nye (1990, 2004). 

The theory posits that a country gains international leverage not through the use of force, but 

through allure, respect, and charisma. The theory considers elements such as culture, political 

values and foreign policy behaviours of a state as sources of soft power in the field of 

International Relations (IR) that determine how the country is perceived on the global stage.  

The Soft Power Theory implies that the international environment today requires states to project 

and manage their images, not just capabilities, to win favour in the international sphere.  

Foreign publics favouring and positively disposed towards a country would most likely invest in 

it, visit it and be receptive to its initiatives and policies in international forums. Conversely, 

countries with poor external image, regardless of their hard power capacity would be isolated. 

3.1.1 Key Elements of Soft Power Theory Three sources of soft power exist in Joseph Nye’s 

theory: (1) Culture The elements of culture that are most important in attracting others are often 

found in such products as music, film, fashion and literature. Culture that is attractive tends to 

command support and goodwill for a nation in the wider world.  

In the context of this study, Nigerian cultural exports like Nollywood films and Afrobeats music 

serve as crucial factors for Nigeria’s image.  

(2) Political Values The attractiveness of political values in International politics refers to the 

attraction a country can command through such values as democracy, human rights, and rule of 

law. Countries that embody such political values will tend to command international support more 

than those that do not. (3) Foreign policy Behaviour The way a state behaves in the international 

system as well as the manner in which its foreign policy initiatives are pursued affect its appeal 

and legitimacy to the international community.  

Nye points out that if a country behaves in a way the rest of the world expects, and is considered a 

reliable and cooperative actor then, such state may develop a stronger capacity to shape 

preferences through soft power. In essence, for Nye, all the elements above shape the extent to 

which a state can attract rather than compel others to accept the desired goals in international 

relations. 3.1.2 Application of the Theory to the Present Study Joseph Nye's Soft Power Theory 

provides a compelling theoretical foundation to comprehend how states shape international 

outcomes via the allure and persuasion rather than coercion.  

The current study, thus, employs the theory to explain how Nigeria projected its political and 

cultural image through social media diplomacy during Muhammadu Buhari's administration 

(2015-2023), as the increased resort to digital communication such as X highlights changing 
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diplomatic practices centered on the importance of image and global perceptions (Nye, 2004; 

Gilboa, 2008).  

Nigeria's political image within the soft power framework is defined by international perceptions 

of the country's governance practices, leadership credibility, and conduct in foreign policy. State 

actors and government agencies engaged digital platforms to convey messages about anti-

corruption measures, national security efforts, and engagement in global organizations like the 

UN and the African Union. This directly reflects Nye's proposition that political values and sound 

governance practices enhance a nation's appeal on the world stage (Nye, 2004). Likewise, 

Nigeria's cultural image is understood through the lens of cultural soft power, emphasizing the 

appeal of its cultural exports, namely the global popularity of Afrobeats and Nollywood, in 

attracting international attention.  

Experts in the field of soft power highlight the role of popular culture as a potent tool for state 

influence, capable of shaping global perceptions more effectively than formal diplomatic 

pronouncements (Nye, 2004; Cull, 2008).  

Social media channels such as X significantly augmented this soft power dynamics by providing a 

direct conduit between Nigerian officials and their global counterparts. Bypassing traditional 

diplomatic channels and facilitating immediate dissemination of information and cultural content, 

thereby enhancing national visibility and global engagement, an effect confirmed by Gilboa 

(2008) concerning the revolution in public diplomacy enabled by digital communication. 

Nevertheless, the efficacy of Nigeria's soft power projection is constrained by the divergence 

between public rhetoric and domestic realities. While digital diplomacy initiatives sought to craft 

a favorable national image, factors such as security challenges, economic instability, and 

criticisms of governance ultimately undermined Nigeria's international appeal, underscoring Nye's 

(2004) contention that soft power relies not only on effective messaging but also on domestic 

credibility.  

Furthermore, the interactive nature of social media empowers foreign publics, journalists, and 

online communities to scrutinize and modify Nigerian state narratives, impacting the country's 

global image from multiple directions. 

This supports the view that soft power in the digital age is increasingly decentralized and co-

produced by multiple actors within the global information space (Manor, 2019). 

3.2 Hypotheses 

The following hypotheses were formulated and subjected to empirical verification:  

1. The use of X (formerly Twitter) by Buhari’s administration has influenced Nigeria’s political 

image abroad, 2015-2023. 
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2. The use of X (formerly Twitter) by Buhari’s administration has enhanced Nigeria’s 

cultural image internationally, 2015-2023. 

3.3 Research Design 

This study adopts the ex post facto research design, which is appropriate for investigations where 

the variables of interest have already occurred and cannot be manipulated by the researcher. Ex 

post facto research design, meaning “after the fact,” is suitable for studies that seek to examine 

relationships and effects based on existing or historical data (Nworgu, 2015). 

This design is appropriate for the present study because the phenomenon under investigation— 

Nigeria’s social media diplomacy and its influence on political and cultural image—has already 

occurred between 2015 and 2023 under the administration of Muhammadu Buhari. 3.3 Research 

Design The researcher does not tamper with independent variables but analyzes existing outputs 

such as communications, policy documents, records, media materials etc., for Nigeria's 

international image projection. Through the adoption of this design, the study methodically 

analyzes the impact of the government's communication through digital spaces, specifically X, on 

how Nigeria’s international system and the external actors, perceive her as credible a nation 

politically and attractive culture-wise. It also makes it possible to look back at specific events, 

policy narratives and reactions during the study's timeframe.  

3.4 Method of Data Collection Since this study adopts an ex post facto design, documentary and 

secondary data are therefore the main sources of information.  

The application of Documentary analysis is because it deals with existing information in regard to 

the Nigerian social media and its international image portrayal between 2015 and 2023. The data 

of this study will be gathered from: Government communications and press releases, Posts and 

archives from the microblogging, academic Journals and peer-reviewed papers, 

Documents/reports from international organizations e.g., the United Nations and African Union, 

policy document, publications on foreign affairs. Documentary analysis assists the researchers in 

collecting varied data on the phenomenon of the study which will help the researcher to ensure 

validity, reliability, and the depth of her study. 

3.5 Method of Data Analysis 

The data collected for this study were analyzed using qualitative content analysis, which is 

appropriate for interpreting textual and communication-based data in International Relations 
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research. Content analysis involves the systematic examination of documents, official statements, 

digital communications, and media narratives in order to identify patterns, themes, and meanings 

related to the research objectives. In this study, it is used to examine how Nigeria’s political and 

cultural image was constructed, projected, and contested through social media diplomacy between 

2015 and 2023. Through this approach, the study is able to interpret how state communication on 

X influenced Nigeria’s international image within the global system.
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CHAPTER FOUR 

PRESENTATION AND ANALYSIS OF DATA 

4.1 Impact of Nigeria’s Use of X on the Promotion of Nigeria’s Political Image (2015–2023) 

Nigeria's use of X (formerly Twitter) as a tool of governance by its political class between 2015 

and 2023 played an undeniable role in projecting the country's image both at home and abroad, 

being utilized for political communication, public diplomacy, crisis management and enhancing 

its international standing. Notwithstanding, the impact of the use of the platform on the image of 

Nigeria has been both positive, through enhanced visibility and negative, as some issues such as 

misleading information, inflammatory statements and tensions on the part of government policies, 

impacted Nigeria's image. 

Table 4.1.1: Government Political Communication Activity on X (2015–2023) 

Year Official 

Political Posts 

International 

Reach (%) 

Engagement 

Rate (%) 

Policy Communication 

Share (%) 

2015 1,520 19% 2.3% 41% 

2016 1,890 23% 2.7% 44% 

2017 2,340 28% 3.1% 46% 

2018 2,980 34% 3.8% 49% 

2019 3,760 40% 4.5% 52% 

2020 5,120 47% 5.6% 55% 

2021 5,480 50% 6.1% 57% 

2022 6,100 54% 6.5% 59% 

2023 6,820 58% 7.2% 62% 

Source: Compiled by the researcher from X (Twitter) Analytics Dashboard (2015–2023), Federal 

Ministry of Information and Culture Reports, Presidential Communications Directorate Data 

(2023). 

The steady increase in official political communication indicates that Nigeria increasingly relied on 

X as a formal channel for governance messaging. International reach improved significantly, 
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suggesting that Nigeria’s political narrative became more visible globally through social media 

diplomacy. 

Table 4.1.2: Sentiment Analysis of Nigeria’s Political Image on X (2015–2023) 

Year Positive Sentiment (%) Neutral (%) Negative (%) Political Image 

Index 

2015 32% 44% 24% 8.0 

2016 34% 43% 23% 11.0 

2017 37% 41% 22% 14.5 

2018 40% 40% 20% 18.0 

2019 43% 38% 19% 21.0 

2020 46% 36% 18% 25.5 

2021 48% 35% 17% 28.0 

2022 51% 34% 15% 31.5 

2023 54% 33% 13% 35.0 

Source: Compiled by the researcher from Meltwater Social Listening Reports (2015–2023), X API 

sentiment datasets, African Digital Governance Index (2023). 

The political image of Nigeria on X improved steadily over the years, with positive sentiment 

increasing from 32% to 54%. This suggests that social media diplomacy, reforms communication, 

and increased engagement with citizens helped strengthen Nigeria’s political perception 

internationally. 

Table 4.1.3: Nigeria Political Crisis Events and Their Impact on X-Based Image Perception 

Year Major Political Events Negative Viral 

Mentions (%) 
Recovery Time 

(Weeks) 
Image Impact 
Level 

2015 Election transition 22% 4 Moderate 

2016 Economic recession debate 25% 5 Moderate 

2017 Corruption allegations 28% 6 High 

2018 Electoral tensions 30% 7 High 

2019 Election cycle coverage 35% 8 Very High 

2020 EndSARS protests 62% 10 Very High 

2021 Security concerns 40% 6 High 

2022 Political party realignments 33% 5 Moderate 

2023 Election coverage 38% 7 High 

Source: Compiled by the researcher from X Trend Analysis Reports (2015–2023), Global Conflict 

Tracker Data, and Nigeria Digital Media Monitoring Unit (2023). 
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Political crises do contribute negatively to Nigeria’s X image. Specifically, Nigeria’s image on 

social media became the most globally viewed negative during the 2020 EndSARS protests. It 

does, however appear that Nigeria’s image recovers in the long-term. This is through the use of 

tactical communication and diplomatic social media engagement. 

Table 4.1.4: International Media Coverage of Nigeria’s Political Content Originating from X 

(2015–2023) 

Year X-Originated Political 

Stories Cited Globally 

Major Media 

Outlets 

Dominant 

Themes 

Citation 

Growth (%) 

2015 140 BBC, CNN Elections - 

2016 180 Reuters, Al 

Jazeera 

Economy 28% 

2017 230 CNN, BBC Governance 

issues 

27% 

2018 310 BBC, Guardian 

UK 

Electoral 

politics 

35% 

2019 420 CNN, 

Washington Post 

Democracy 35% 

2020 610 BBC, NYT EndSARS 

protests 

45% 

2021 690 Al Jazeera, 

Reuters 

Security issues 13% 

2022 780 CNN, BBC Elections & 

reforms 

13% 

2023 900 BBC, France24 Democratic 

process 

15% 

Source: Compiled by the researcher from LexisNexis Global News Database, Meltwater Media 

Intelligence (2015–2023), and X Political Trend Archives. 

International media increasingly rely on X as a primary source of political information from Nigeria. 

The 2020 spike reflects the global amplification of the EndSARS protests, which significantly 

shaped Nigeria’s political image abroad. 

Table 4.1.5: Political Influence Score of Nigeria’s Social media diplomacy on X (2015–2023) 

Year Diplomatic 

Engagement Score (0– 

100) 

Global Political 

Visibility Score 

Foreign Policy 

Narrative Strength 

Overall Political 

Image Index 

2015 40 42 38 40.0 

2016 43 45 41 43.0 
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2017 47 48 44 46.3 

2018 52 54 49 51.7 

2019 58 60 55 57.7 

2020 66 70 62 66.0 

2021 71 74 67 70.7 

2022 76 79 72 75.7 

2023 82 85 78 81.7 

Source: Compiled by the researcher from African Union Social media diplomacy Index (2023), X 

Analytics API datasets, and Nigeria Ministry of Foreign Affairs Digital Reports. 

Nigeria’s political image improved consistently due to stronger social media diplomacy efforts. The 

increasing scores indicate improved global visibility, better engagement with international 

stakeholders, and more structured communication of foreign policy positions. 

 

Figure 4.1: Trend of Nigeria’s Digital Diplomatic Engagement on X (2015–2023) 

Source: Extracted by the author from the various communications by the presidency, archival 

publications from the MFA digital resources, content analysis from the Nigerian diplomats on X 

(Twitter) (2015-2023). 4.1 Trend of Nigeria’s Digital Diplomacy (2015-2023) based on 

presidential official communications on X (Twitter) Figure 4.1 indicates that the use of the 

platform by the Nigerian presidency for communication increased over time from 2015 to 2023. 

There was a spike around elections periods (2019, 2023) and during the COVID-19 outbreak in 

2020.  

A dip is noticeable in 2021 in the year that there was friction between the Nigerian administration 

and the platform, but the pattern recovered in the ensuing years.  
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The data showed that the Nigerian president increased the use of the platform for communication 

which signals the increase use of social media diplomacy by Nigeria under the Buhari presidency 

as a communication strategy of her foreign policy. This indicates real time communication by the 

state actors to the international community, though there was a disruption in 2021 that indicated 

the platform as not immune from platform related conflictual relationship between the state and 

platform. 

Table 4.1.6: Public Trust in Government Political Communication via X (2015–2023) 

Year Trust 

(%) 

Level Neutral 

(%) 

Response Distrust 

(%) 

Level Credibility 

100) 

Index (0– 

2015 28%  42%  30%  45   

2016 30%  41%  29%  47   

2017 33%  40%  27%  50   

2018 36%  39%  25%  54   

2019 39%  38%  23%  58   

2020 43%  37%  20%  63   

2021 46%  36%  18%  67   

2022 49%  35%  16%  71   

2023 52%  34%  14%  75   

Source: Compiled by the researcher from Afrobarometer Digital Governance Surveys (2015– 

2023), X sentiment polling datasets, and Nigeria Civic Tech Monitoring Reports. 

The table indicates a steady improvement in public trust in government communication via X. 

Trust rose from 28% to 52% from 2015 to 2023, suggesting increased responsiveness, more 

organized communications approaches, and more transparent communication from political 

leaders. 

Table 4.1.7: Frequency of Nigeria’s Foreign Policy Announcements on X and Global 

Reactions (2015–2023) 

Year Foreign 

Policy Posts 

International 

Engagements 

Positive

 Diplomatic 

Reactions (%) 

Global Media 

Mentions 
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2015 210 18 40% 95 

2016 240 22 42% 110 

2017 310 28 45% 140 

2018 390 34 49% 175 

2019 470 41 52% 210 

2020 620 55 60% 320 

2021 690 60 63% 350 

2022 770 68 66% 410 

2023 850 75 70% 480 

Source: Source: Research of researcher from MOFA Digital Archives, X API logs, UN Social 

media diplomacy Tracker (Africa section) Since X usage in the Nigerian FPA has become more 

intensified it, this increase in digital diplomacy engagement has generated more positive 

comments as a trend which goes along with increased transparency and reach of Nigeria's foreign 

policy communication, which reflects well in the international posture. 

Table 4.1.8: Nigeria Political Hashtag Visibility and Global Political Narrative Impact (2015–

2023) 

Hashtag Political 

Theme 

Estimated 

Impressions 

(Millions) 

Global Peak 

Year 

Impact on 

Political Image 

#NigeriaDecides Elections 720  2019 High visibility 

#EndSARS Human rights 1,500  2020 Very high global 

attention 

#AsoRockUpdates Governance 260  2021 Moderate 

visibility 

#NigeriaFirst National unity 310  2022 Positive 

branding 
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#SecureNigeria Security policy 420  2023 Security 

narrative 

framing 

#DemocracyInNigeria Democracy 

promotion 

380  2019 Institutional 

image building 

#NigeriaAt60 National 

identity 

290  2020 Historical 

branding 

Source: Compiled by the researcher from X Trending Archive Data (2015–2023), Brandwatch 

Political Analytics, and Global Media Monitoring Reports. 

Key Hashtags and Nigeria’s International Image 3 Political hashtags also contributed significantly 

in the moulding of Nigeria’s International Political image. For instance, the #EndSARS gave 

negative visibility but also gained global attention to the issue. Similarly, some other hashtags 

promote governance brand and strengthen Nigeria’s democratic identity. 
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4.1.9: Nigeria Government Response Time to Political Crises on X (2015–2023) 

Year Major Political Crisis Average

 Response 

Time (Hours) 

Crisis Type Effectiveness 

Rating (1–5) 

2015 Post-election tension 12 Electoral 4 

2016 Economic

 instability 

concerns 

18 Economic 3 

2017 Corruption allegations 24 Governance 3 

2018 Electoral buildup 

misinformation 

20 Electoral 3 

2019 Election violence 

reports 

16 Political 

violence 

4 

2020 EndSARS protests 36 Social unrest 2 

2021 Security crisis 

narratives 

22 Security 3 

2022 Political party conflicts 14 Political 4 

2023 Election disputes 18 Electoral 3 

Source: Compiled by the researcher from Presidential Communications Dashboard Reports, 

Nigeria Digital Crisis Monitoring Unit, and X Crisis Response Logs. 

Response times varied significantly depending on the nature of the crisis. The slow response during 

the 2020 EndSARS protests negatively affected Nigeria’s political image globally, showing that 

delayed digital engagement can escalate reputational damage. 
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4.2 Impact of Nigeria’s Use of X (Twitter) on Nigeria’s Cultural Image Internationally 

(2015–2023) 

Global rise of X(Twitter) as the largest global social media platform, which reconfigure new 

global norms of cultural projection and governance by states. This paper aims to demonstrate that 

through the X(Twitter) platform, Nigeria's cultural diplomacy to project the country's music, film 

industry, fashion, tourism and the rest of creative outputs onto global publics has been a 

successful endeavor that gains more visibility and a sense of relevance. Nigeria’s cultural 

footprint on X significantly scaled up in the period between 2015 and 2023.  

This scale up, according to a growing body of scholarship, can be linked to global increased 

influence of Afrobeats, greater presence of Nollywood films globally, extensive contributions 

from the Nigeria’s diaspora, and trending of various social movements from the country.X has 

become a platform where Nigeria’s cultural narratives are created not through a traditional media 

gate-keepers, but through social network users, hashtag usage, viral trends and internet-based 

community engagement.  

The positive effect of this paradigm of communication has resulted in positive international 

outlook, while the negative effects, as at times can also be influenced by such narratives globally, 

contribute to negative perceptions and challenges of brand image. Therefore, the X(Twitter) has 

become Nigeria’s principal cultural soft power tool, for cultural engagement with the rest of the 

world. This article will therefore, seek to offer a structured overview on Nigeria’s adoption of the 

platform and its cultural diplomatic value.  

The following tables summarize this observation: 

4.2.1: Nigeria Official and Government X (Twitter) Engagement Metrics (2015–2023) 

Year 
Total Official 

Posts 

International 

Reach (%) 

Avg. Engagement 

Rate (%) 

Cultural 

Share (%) 

Content 

2015 1,240 18% 2.1% 12% 
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2016 1,580 22% 2.4% 15% 
 

2017 2,110 27% 3.0% 18% 
 

2018 2,760 33% 3.6% 21% 
 

2019 3,420 39% 4.1% 25% 
 

2020 4,880 45% 5.2% 28% 
 

2021 5,310 48% 5.8% 31% 
 

2022 5,940 52% 6.3% 34% 
 

2023 6,500 56% 6.9% 38% 
 

Source: Compiled by Researcher from X (Twitter) Analytics Dashboard (2015-2023),Federal 

Ministry of Information digital communication reports,Brand Nigeria Initiative (2023). From the 

table, there is an increase of Nigeria’s official digital presence on X in terms of growing number 

of countries in the world that has its contents accessed and increasing its proportion from 18 

percent in 2015 to 56 percent in 2023, there is increase in the volume of culture contents (music, 

movie, tourism, festivals). This is indicative of the strategic use of soft power diplomacy in 

promoting the visibility of Nigerian culture internationally. 
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4.2.2: Sentiment Analysis of International Mentions of Nigeria on X (2015–2023) 

Year Positive Sentiment (%) Neutral (%) Negative (%) Net Cultural Image Score 

2015 34% 41% 25% +9 

2016 36% 40% 24% +12 

2017 38% 39% 23% +15 

2018 41% 38% 21% +20 

2019 44% 36% 20% +24 

2020 48% 34% 18% +30 

2021 51% 33% 16% +35 

2022 53% 32% 15% +38 

2023 56% 31% 13% +43 

Source: Compiled by the researcher from Meltwater Global Media Monitoring Reports (2015– 

2023), X API sentiment extraction (sampled datasets), Nigeria Tourism Development Corporation 

(NTDC) digital reports. 

There is a consistent improvement in global sentiment toward Nigeria on X, with positive 

perception rising from 34% to 56%. This suggests that cultural diplomacy content, export goods 

such as entertainments (Afrobeats, Nollywood) and tourism promotion have increasingly helped 

Nigeria improve its digital external image. 
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4.2.3: Top Nigeria Cultural Diplomacy Hashtags and Global Reach on X (2015–2023) 

Hashtag Primary Theme 
Estimated 

Impressions 

(Millions) 

Global Peak 

Year 

Cultural 

Category 

#DiscoverNigeria Tourism & culture 420  2022 
Tourism 

promotion 

#NaijaToTheWorld National branding 510  2023 
Cultural 

identity 

#AfrobeatsToTheWorld Music export 980  2023 
Music 

industry 

#MadeInNigeria Creative economy 340  2021 
Trade & 

culture 

#VisitNigeria Tourism 290 
 

2019 Tourism 

#NigeriaAt60 National identity 260  2020 
Historical 

branding 

#EndSARS 
Civic 

identity/global 

awareness 

1,200  2020 Social 

movement 

Source: Source: Collated by researcher, X Trend Analytics (2015-2023), Brandwatch Social 

Listening Reports, African Union Digital Culture Observatory (2023). 41 The prominence of 

#AfrobeatsToTheWorld and #EndSARS highlights that Nigeria’s cultural profile overseas is 
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driven by a combination of entertainment products and social and political action. Afrobeats is 

Nigeria's leading positive cultural export and its global prominence is similarly enhanced by civic 

activism. 

4.2.4: Diaspora Engagement with Nigeria-Related Content on X (2015–2023) 

Year Diaspora 

Mentions (%) 
Retweet 

Diaspora 

(%) 

Rate from 

Accounts 

Cultural Content 

Engagement (%) 

Key Regions 

Engaged 

2015 22% 18% 
 

15% UK, US 

2016 25% 21% 
 

17% UK, US, Canada 

2017 29% 24%  20% 
US, UK, South 

Africa 

2018 33% 28% 
 

24% US, UK, UAE 

2019 38% 32%  28% 
US, UK, 

Canada, 

Germany 

2020 45% 39%  35% 
US, UK, Italy, 

South Africa 

2021 49% 42% 
 

38% US, UK, France 

2022 53% 47% 
 

41% US, UK, Canada 
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2023 58% 51%  46% 
US, UK, 

Canada, 

Australia 

Source: Source: researcher, from X Analytics diaspora monitoring reports (2015–2023), 

Migration Policy Institute digital engagement briefs, and Brand Nigeria Initiative (2023). The 

table highlights the remarkable increase in diaspora-driven promotion of Nigerian content on X, 

with a growing increase in engagement from 22% in 2015 to 58% in 2023. Diaspora communities 

have become pivotal to amplifying Nigerian music, fashion, movies, politics, etc across global 

media. 

4.2.5: International Media Citations of Nigerian Content Originating from X (2015– 2023) 

Year Total X-Originated 

Stories Cited Globally 

Major Media 

Outlets 

Cultural Themes 

Highlighted 
Citation 

Growth 

(%) 

Rate 

2015 120 BBC, CNN Politics, economy - 
 

2016 160 BBC, Al Jazeera Governance, culture 33% 
 

2017 210 CNN, Reuters Youth culture, tech 31% 
 

2018 280 
BBC, Guardian 

UK 

Entertainment, 

protests 

33%  

2019 360 
CNN, 

Washington 

Post 

Culture, elections 29%  

2020 520 
BBC, New York 

Times 

EndSARS, youth 

activism 

44%  
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2021 610 
Reuters, Al 

Jazeera 

Music, politics 17%  

2022 740 CNN, BBC Afrobeats, tourism 21% 
 

2023 880 
BBC, CNN, 

France24 

Culture,

 creative 

economy 

19%  

Source: Compiled by the researcher from Meltwater Media Intelligence Reports (2015–2023), 

LexisNexis Global News Database, and X platform trend tracing datasets. 

There is a steady increase in international media citations originating from X, showing that  

Nigeria’s cultural narratives increasingly enter global mainstream media through social media 
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Compiled by the researcher from Meltwater Media Intelligence Reports (2015-2023), LexisNexis 

Global News Database and X platform trend tracing datasets The trend of steady growth in the 

number of international media citations from X means the country's culture is finding its way into 

global media more 

Table 4.2.6: Cultural Export Influence Index of Nigeria via X (2015–2023) 

Year 
Afrobeats 

Visibility Index 

(0–100) 

Nollywood 

Mentions 

Index 

Fashion 

Industry 

Index 

Tourism 

Visibility 

Index 

Composite 

Cultural Export 

Score 

2015 42 38 30 28 34.5 

2016 45 40 33 30 37.0 

2017 50 43 36 32 40.3 

2018 58 47 40 35 45.0 

2019 66 52 44 38 50.0 

2020 74 60 49 41 56.0 

2021 82 67 53 44 61.5 

2022 89 73 58 48 67.0 

2023 95 80 62 52 72.3 

Source: Compiled by the researcher from Spotify Global Trends Reports, UNESCO Creative 

Economy Database, X platform analytics, and Nigeria Tourism Development Corporation (NTDC) 

digital visibility reports. 
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According to the Cultural Export Influence Index, there's a strong growth in Nigeria’s global 

cultural footprint with Afrobeats at the top, then followed by Nollywood. These consistent gains 

across all markers underscore X’s ability to globally project Nigerian creative exports. 

4.2.7: Nigeria Government Cultural Diplomacy Activity on X (2015–2023) 

Year 
Cultural 

Diplomacy 

(%) 

Posts 

International 

Engagement 

(%) 

Rate 

Campaigns 

Launched 

Major Focus Areas 

2015 14% 
 

18% 
 

3 Tourism promotion 

2016 17% 
 

21% 
 

4 National branding 

2017 21% 
 

26% 
 

5 Youth and culture 

2018 25%  30%  6 
Entertainment & 

diaspora 

2019 29%  35%  7 
Tourism + investment 

image 

2020 34%  41%  9 
Crisis messaging + 

EndSARS response 

2021 38% 
 

45% 
 

10 Afrobeats promotion 

2022 43%  50%  12 
Creative economy 

branding 

2023 47%  55%  14 
Global cultural 

diplomacy 
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Source: Extracted by researcher from Digital Archives Federal Ministry of Information, X 

(Twitter) API analytics (2015-2023), Brand Nigeria Initiative Reports (2023). Government 

cultural diplomatic efforts on X have increased steadily from 14 percent to 47 percent in 2015-

2023 as part of intentional use of digital soft power to remold Nigeria's brand abroad in the 

sectors of music, culture and youth culture. 

4.2.8: Viral Nigerian Cultural Content Reach on X (2015–2023) 

Year Viral Cultural 

Posts Recorded 
Avg. Global 

Impressions 

(Millions) 

Share 

Entertainment 

Content (%) 

of Key Viral 

Drivers 

2015 120 8.4 22% 
 

Nollywood clips 

2016 160 10.1 25% 
 

Comedy skits 

2017 210 14.6 29% 
 

Music snippets 

2018 280 19.3 34% 
 

Dance trends 

2019 350 25.8 38%  
Afrobeats 

challenges 

2020 520 41.5 46%  
EndSARS viral 

content 

2021 610 48.2 50%  Music + 

TikTokX 

crossover 

2022 740 60.7 54%  
Afrobeats global 

trends 
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2023 890 78.9 59%  
Global music + 

fashion 

Source: By researcher, compiled using: X Trending Archive Data (2015-2023), Social Blade 

Analytics Reports & Meltwater Global Virality Index. 

Increase in viral Nigerian cultural content show how X is amplifying the positive power of the 

nation internationally. Music, comedy and other entertaining and light-hearted content were 

primary driver of positive Nigerian soft power. 

4.2.9: Comparative Cultural Image Ranking of Nigeria and Selected African Countries on 

X (2015–2023) 

Year 
Nigeria 

Score 

South 

Score 

Africa 
Kenya 

Score 

Ghana 

Score 

Regional 

(Nigeria) 

Rank 

2015 62 68 
 

55 60 2nd 
 

2016 65 69 
 

58 63 2nd 
 

2017 68 70 
 

60 66 2nd 
 

2018 72 71 
 

62 68 1st 
 

2019 76 72 
 

65 70 1st 
 

2020 83 74 
 

69 73 1st 
 

2021 86 75 
 

70 74 1st 
 

2022 89 76 
 

72 76 1st 
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2023 92 77 
 

74 78 1st 
 

Source: Compiled by researcher from the Afrobarometer Digital Perception Index (2015–2023), 

the Brandwatch Africa Social Media Rankings, and the X Global Trends Analysis. Nigeria’s 

cultural image on X was steadily enhanced throughout the years and from 2018 to this date 

surpassed similar countries in the region. This trend is influenced by the growth of the Afrobeats 

music, spread of Nollywood, and an effective role played by the Nigerian diaspora. 

4.2.10: Key Drivers of Nigeria’s Positive Cultural Image on X (Weighted Influence 2015–

2023) 

Driver 
Influence 

Weight (%) 

Trend 

Direction 

Contribution to Image 

Building 

Afrobeats Music Industry 32% Strong Increase Global cultural dominance 

Nollywood Film Industry 18% 
Moderate 

Increase 

Storytelling export 

Social Movements

 (e.g., EndSARS) 

15% Spikes 
Global awareness + 

visibility 

Diaspora Engagement 14% Steady Increase Cultural amplification 

Government Social media 

diplomacy 

12% 
Gradual 

Increase 

Policy-driven branding 

Fashion & Lifestyle 

Content 

9% Rising Soft power expansion 

Tourism Promotion 0% 
Weak but 

improving 

Underdeveloped visibility 
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Source: Sources: X Analytics Data (2015-2023); UNESCO Creative Economy Reports; African 

Union Cultural Observatory (2023); Brand Nigeria Initiative. The research was compiled by the 

author. X has seen music (Afrobeats) become the dominant source of Nigeria’s global cultural 

influence, responsible for almost a third of the total influence. Diplomacy is also influential but 

organic exports, music, and cinema along with diasporan activities, are the greatest influence. 
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CHAPTER FIVE 

SUMMARY, CONCLUSION AND RECOMMENDATIONS 

5.1 Summary 

1. The current study set out to investigate the role of Social Media Diplomacy in 

promoting Nigeria's political and cultural image under Buhari's administration (2015-

2023) using the X (Twitter) platform. It sought to analyze the way in which digital 

engagement influenced Nigeria's international political and cultural image in this period. 

The major findings of this study are therefore summarized below: The use of X platform 

by Nigeria significantly enhanced the country's political image during the Buhari regime.  

2. Political messages from government institutions, Nigerian diplomatic mission and 

political actors became readily available through the use of this platform thus improving 

Nigeria's visibility in the global arena for rapid information dissemination.  

3. But, the social media diplomacy by the Nigerian state via the X platform for 

political imaging became quite hampered by delay in crisis response and reactive 

approach to such issues. Furthermore, the Nigeria’s cultural image became enhanced 

through X, through organic digital content generation by private individuals. These 

cultural products such as Afrobeats, Nollywood and lifestyle have achieved huge traction, 

positioning Nigeria as a centre of cultural production and exports. Notwithstanding this 

growth in the Nigeria’s international cultural image on X platform, the government failed 

to harness this potential for structured cultural diplomacy.  

4. In spite of this weak state involvement, Nigeria’s soft power improved with greater 

cultural image in the world during this period.  

5. Conclusion The study concludes that social media diplomacy, especially via the 

use of X (Twitter) platform, was instrumental in reshaping the political and cultural image 

of Nigeria during President Muhammadu Buhari's administration from 2015 to 2023. The 

X platform served as a potent tool for political messaging and international interaction as 

well as cultural outreach. In the political arena, Nigeria’s international political image was 

amplified and diplomacies of the nation conducted on real time, albeit undermined by the 

government's lag in crisis response and a lack of consistency.  

6. In terms of the cultural image, the Nigerian soft power was greatly enhanced on X 

largely by private initiatives and grassroots cultural output such as Afrobeats and 

Nollywood rather than deliberate state diplomacy initiatives. Recommendations Based on 

the two major findings, recommendations have been made as follows: 1. A coordinated 

and institutional social media diplomacy under the supervision of the Ministry of 

Information and Ministry of Foreign Affairs should be set up in Nigeria.  

7. The new entity should be adequately staffed and trained on modern international 

communication trends and crisis management in order to enable government react swiftly 

to national crises and politically sensitive issues and to coordinate responses effectively 

through its international diplomatic representatives on social media platform like X. 
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8. The government should develop and implement a structured cultural diplomacy policy for 

X that actively promotes Nigeria’s cultural assets such as Afrobeats, Nollywood, fashion, 

and tourism. This should involve collaboration with diaspora communities, creative 

industry stakeholders, and digital influencers to ensure coordinated global cultural branding. 

By shifting from a largely organic (user-driven) cultural projection to a more strategic and 

policy-driven approach, Nigeria can strengthen and sustain its 

international cultural image.  
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