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Abstract 
Researches on the relationship between language and ideology as well 
as on the significance of slogans on number plates have been 
conducted by several scholars. In continuation with the existing 
researches, this study examined the ideology embedded in number 
plate slogans of the states in Nigeria following the frequent change of 
number plate slogans by some states in Nigeria. Data for this study 
comprise 37 slogans from the thirty-six states of the Nigerian 
federation and Abuja. The theoretical framework used is Critical 
Discourse Analysis with the analytical approach drawn from a socio-
cognitive and historical perspective. The study undertook both 
descriptive and qualitative analytical methods to unearth hidden 
meanings. Findings reveal that Nigerian number plate slogans are a 
‘loaded’ language which draws from the context of certain historical, 
sociological, cultural and political concerns; each displaying certain 
qualities which are meant to represent the special or peculiar 
attributes of a state. The slogans portray the ideological positive ‘self-
representation’ and instigate the polarity between US and THEM. 



 

 

2 

 

The Intuition, Volume 8 No 1, June, 2018   ISSN 2276 – 9692 

Finally, the attributes adopted by the states need not be true as long as 
the slogans are used rhetorically to accomplish social action. 
Humans use language, in a distinct way, to communicate their feelings, desires 

and beliefs. This is to say that humans can use language to create what they think and 
feel. According to Orlovsky (2003: np), 
each individual sees the world with their mind through photographic receptors 
contained in their eyes. The mind develops from birth into a particular socio- cultural 
model of the world as the outward extending concentric matrixes of the family, school, 
college and society is slowly nait and local moves onto the surface of the brain to filter 
the complexity of the universe into a more rudimentary ideology. 

When making utterances, individuals and groups select different constructions 
of language to create ideas and interpret the world. That is why the government may 
see members of the militia as ‘rebels’, while the militia would see themselves as 
‘freedom fighters.’ 

During communication, individuals may select certain adjectives which appeal 
to them to describe nouns and by so doing, integrate all of their senses into their 
subjective discernment of the environment to see different shades of colours, smell 
dissimilar odours, hear different sounds, taste contrastingflavours, and touch sundry 
textures. A certain choice of verb words may also introduce ambiguity to language and 
understanding. Verbs like believe, butcher, liberate, cleanse, and the like entail a whole 
range of actions and the interpretations of those actions. This could lead to the toppling 
of communication at the slightest misassumption or misperception especially among 
decoders. Consider the use of adverbial words like ‘aggressively’, ‘joyfully’ and 
‘regretfully’ which modify verbs and could highlight an individual projection of 
mentally conjured personal beliefs resulting in different interpretations of emotions and 
motives. 
       Over the years, an accustomed recognition of certain kind of meaning of 
certain words and phrases, as well as the impregnation of slogans and narrow band of 
opinions spread across the government/corporate managed media could result in a bias 
understanding of the world. According to van Dijk (2002: 203),  our knowledge and 
opinions about politicians, parties or presidents are largely acquired, changed or 
confirmed by various forms of text and talk during our socialization, formal education, 
media usage and conversation. Thus, political information processing often is a form of 
discourse processing, also much political action and participation is accomplished by 
discourse and communication. 

Most times in academic writings, we encounter selective quotations, diction 
and memory ritual to manufacture ideology. However, it is pertinent to state here that it 
is not all forms of language use that are ideological. Language is but closely related to 
beliefs, opinions and ideologies (van Dijk, 1998; Wodak and Weiss, 2004; andWodak 
2006) and not entirely ideological in all forms. 
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Statement of the Problem 
 Several studies have been done on the relationship between language and 
ideology. While several researches have appraised the connection between ideology 
and language as well as ideologies of language, an area of scholarly inquiry just 
beginning to gain prominence, there have also been analyses, some of them very 
influential, of cultural and political ideologies as constituted, encoded, or enacted in 
language. 
 However, though Hurst (2006) has examined the influence of the “choose life” 
slogan on Specialty License Plate in the United States of America, and in Nigeria, 
Adedimeji (2010); Aladeyomi and Olaniyan (2010) have equally traced the sociological 
and historical contexts of number plate sloganeering in Nigeria as well as the politics 
and pragmatics of slogans on Nigerian vehicle number plates, very few works have 
attempted to establish the ideology behind the language of the slogans on the Nigerian 
number plates. As a result, this work sets out to investigate the loaded language, the 
system of beliefs or ideology embedded on the different slogans of the 36 states of 
Nigeria and the Federal Capital Territory, Abuja. 
 
Objectives of the Study 
 This study examined the use of language to express ideology as found in 
slogans on number plates of the 36 states of the Nigerian federation. The following 
objectives guided the study: 
1) To relocate state slogans from the ‘private’ realms of cognition and experience, 
to the ‘public’ realms of discourse; and, 
2) To assess how ideology, expressed in language, inter-relate with the historicity 
of each of the states. 
 
Justification for the Study 
 If number plate slogans were hitherto viewed as plain language, as serving no 
intentional ideology, recent events have called for the re-assessment of that position. 
The governments of Imo, Anambra, Adamawa, Bayelsa, Delta, Ekiti and Kaduna states 
have changed the slogans on the number plates of their respective states claiming that 
the previous slogans misrepresented the position and interest of their states. Whatever 
the validity or significance of these slogans which has led to the emergence of various 
unorthodox sects that doubt or support the relevance or otherwise of these slogans; 
whether they are truly states mannerisms and unique emblems or perhaps just sheer 
political idiocies of no relevance deserves our study. 
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Research Methodology 
Study Population 
 This study restricted itself to the number plate slogans of the thirty-six states 
and Abuja, the capital city of the federation. For want of space, data for this study 
which were grouped into six categories had a representative from each of the groups 
analysed. 
 
Research Design 
 This study adopted a qualitative analytical procedure. Qualitative analytical 
research design is a method of research that defines the examination of non-numerical 
data and that seeks to proffer meaning from data that assist in the understanding of 
social life through the study of certain populations or places. Qualitative method is 
most suitable for a study of this nature which examined the use of language to represent 
human groups’ ideologies in social settings. As a technique for exploratory research, 
this research design offers the advantage of equipping one with the necessary skills that 
help in unearthing underlying ideologies embedded in the language of the slogans. 
 
Method of Data Analysis 
 Investigation into the ideology embedded in the number plate slogans of the 
States in the Nigerian federation was carried out through the assessment of data 
grouped into six categories based on certain lexical items that establish their pattern. 
Group A consists of four data all starting with “Centre of…” and Group B contains six 
data all ending with “…state”. Group C comprises seven data ending with “…of the 
nation” and Group D has four items which all begin with “Land of…’. Items 
constituting Group E are four all beginning with “Home…”. The last group consists of 
twelve items which have miscellaneous forms. Using van Dijk’s socio-cognitive 
approach to Critical Discourse Analysis (CDA), this research examined a datum from 
each of these groups to ascertain embedded ideology on the language of slogans of the 
36 states of the federation and Abuja.   
 
Theoretical Framework 
 Critical discourse analysis (especially van Dijk’s socio-cognitive approach) 
served as the framework adopted for this study. The choice of the approach as 
framework of this research was informed by its methodologies of examining language 
and culture and providing reasons to why language and other symbolic systems, such as 
power, religion, work in the formulation of ideologies. CDA is an approach used in 
revealing hidden meaning, structures of domination and to also stimulate change in the 
manner power is wielded, maintained, and reproduced in social organisations and 
relationships. In this research, insights from the different strands of CDA were drawn 
but specific attention to van Dijk’s approach was paid because it offers a clue on how 
discourses are rhetorically used to accomplish social action. With van Dijk’s approach, 
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a closer look can be taken at how discourses and ideologies seem to be echoed in the 
immediate discourse context, using cultural knowledge and theoretical-political 
concerns as interpretative resources. 
 
Analysis of Data  
 Data were arranged into different groups according to peculiar pattern. 
 
 Group A : “Centre” 
1. Centre of Unity          -     Abuja 
2. Centre of Commerce   -     Kano 
3. Centre of Excellence   -     Lagos 
4. Centre of Learning -      Kaduna 
 The data in this group begin with the word “Centre”. Centre denotes a focus of 
attention or an influential place or area. Each of these slogans that commence with 
“centre” projects a distinctiveness that complements and completes the sense of what 
the focus is on. “Centre of Unity - Abuja” represents this group. 
 
Centre of Unity     -----     Abuja 

Abuja is the capital of Nigeria with an estimated population of 2,245,000 
people. Geographically, it is situated in the centre of Nigeria and it is usually viewed by 
political activists as ethnically and religiously neutral, and where culture and religion 
meet. The annual display of the different cultural practices of all the ethnic tribes in 
Nigeria during Abuja Carnival as well as the erection of the Nigerian National Mosque 
and the Nigerian National Christian Centre, two grand buildings with a large sitting 
capacity, representing the two dominant religions in Nigeria, are all aimed at espousing 
this notion of unity. The central location of Abuja was aimed at overcoming traditional 
tensions between various ethnic and religious groups and at breaking down previous 
tribal, ethnical and colonial barriers with a fresh start. Thus, the FCT number plate 
slogan, “Centre of Unity” is a constant reminder that Abuja was selected in the hope of 
creating a united central city. 

Embedded in the data “Centre of Unity” is the ideology that Abuja is the only 
state that unites or preaches the unity of the different regions of Nigeria. Other states 
are disunited and count on Abuja which sets the standard of unity in the country. 
However, is this perceived unity real, considering the spasmodic outbreaks of violence 
(such as the bombings of the Police Headquarters and the UN Embassy in August, 
2011) in Abuja? If the inhabitants of Abuja are all-embracing, accommodating one 
another despite their cultural, ethnic and religious differences, why then should wanton 
destruction of lives and property be witnessed intermittently? The above observation is 
a pointer to the fact that “Centre of Unity” as Abuja’s number plate slogan is but an 
ideological expression and a belief on paper.  
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Group B: “…State” 
5.   God’s Own State  -----    Abia State 
6.   Coal City State  -----    Enugu State  
7.   The Confluence State -----     Kogi State 
8. The Power State  -----     Niger State 
9. The Gateway State -----     Ogun State 
10. The Sunshine State -----     Ondo State 
The data in this group rely on the senses projected in their different modifiers to 
highlight the qualities of the respective states as components of the Nigerian federation. 
Each of these modifiers contains a certain group (state) belief which is different from 
that of other groups (states). “God’s Own State – Abia State” is analysed in this group: 
 
God’s Own State          -----     Abia State 

Abia State, located in the southeastern part of Nigeria, was created in August 
27, 1991 from part of Imo State. The name “Abia” is an acronym of four of the state’s 
densely populated regions: Aba, Bende, Isuikwuato, and Afikpo (now part of 
Ebonyi).The slogan, “God’s Own State” adopted by Abia State entails two different 
interpretations. First, the slogan could be said to be an adaptation of “God’s Own 
Country”, the United States of America slogan. The ideology behind this interpretation 
is that Abia State (and no other state in Nigeria) occupies in Nigeria the same position 
that the United States of America occupies in the world. 

Second, Abia State is known as God’s Own State because Abia, as recorded in 
the Holy Bible, is of the generation of Jesus Christ, the son of God. The book of 
Matthew, chapter 1, verses 1 – 8 records thus: “the book of the generations of Jesus 
Christ, the son of David, the son of Abraham. Abraham begat Isaac; and Isaac begat 
Jacob…and Solomon begat Roboam; and Roboam begatAbia; and Abia begat Asa” 
(King James version, KJV, emphasis mine). In the book of Luke, chapter 1, verse 5, the 
Holy Bible again documents that Zacharias, a righteous man who judiciously walked in 
the ordinances of God, was a descendant of Abia: “there was in the days of Herod, the 
King of Judae, a certain priest named Zacharias, of the course of Abia… (KJV, 
emphasis mine). This evidence as equally impressed in the minds of the people from 
Abia state leads to the ideology that the people are godly and religious and that other 
states are not God’s own state. 
The people of Abia, however, have not turned out to be God’s own people. The state is 
notorious for kidnappings and ritual killings. Mismanagement of state funds has set the 
state backward in terms of infrastructural development. One therefore, wonders the 
moral backing of the state slogan. 
 
 Group C: “…The Nation” 
11. Food Basket of the Nation    -----     Benue State 
12. The Salt of the Nation           -----     Ebonyi State 
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13. Light of the Nation                -----     Anambra State 
14. Heartbeat of the Nation         -----     Edo State 
15. Treasure Base of the Nation  -----     Rivers State 
16. Nature’s Gift of the Nation    -----     Taraba State 
17. Highest Peak of the Nation    -----     Adamawa State 

The data in this group all end with “the nation”. This qualifier points to the 
existence of a nation to which each of the states pick an explicit or implicit quality to 
express its relevance within the geographical entity of the nation. “Food Basket of the 
Nation - Benue State” is analysed in this group. 
Benue State derives its name from the River Benue, the second longest river in Nigeria. 
It was created in 1976 from the former Benue-Plateau State. Benue State adopts the 
slogan, “Food Basket of the Nation” owing to its rich variety of agricultural produce. 
Before the discovery of crude oil, Benue State was reputed to have produced enough 
food that could feed the Nigerian populace, and meet the export demand across West 
Africa. The State is blessed with a fertile land, and a temperate weather condition 
which is excellent for the cultivation of both cash and food crops. In the dry season, 
farmers also turn to the lakes, ponds and the river to engage in irrigation farming and 
so, add to the basket of foods for the nation. 

The over dependence on the oil mono-economy in the country has led to the 
abandonment of the agricultural sector. Benue State, with its variety of agricultural 
produce has challenges of processing and marketing. The Taraku mill, the largest of its 
kind in West Africa, located in Oturkpo, Benue State, has been non-functional for years 
now. Unavailability of human resources required as manpower and manual labour 
driven farming, as well as the lack of mechanise agriculture has ensured that 
agricultural produce is on the decline in Benue State. This is not helped by the recent 
Fulani herdsmen/Benue State communities dwellers clashes which has resulted in many 
people fleeing the state. Foods produced in Benue are now in small quantity and are 
mainly consumed within the State; especially, as proper marketing strategy equally 
becomes a challenge. With this, the virility of the State slogan becomes disputable. 
Benue State is holding on to a fading past and its slogan is unacceptable. Besides, what 
gives Benue the impetus to assume they are the food basket of the nation? Other states 
equally produce varieties of agricultural products. Cross River State for instance, 
produces a great deal of agricultural products and does not make noise about it. Benue 
State has not done enough to arrogate such a sensitive slogan to self. 
 
Group D: “Land”  
18. Land of Promise               -----     Akwa Ibom State 
19. Land of Equity                 -----     Kebbi State 
20. Land of Honour and Integrity   -----     Ekiti State 
21. Land of Virtue                 -----     Osun State 
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The slogans in this group begin with “Land” which indicates possession, a real 
place and which shows a sense of pride and ownership. Land, it should be noted, is a 
means of support and livelihood. The connotation derived here is that of a natural 
quality that should be maintained. “Land of Honour - Ekiti State” represents this group.  

Until 5th March, 2011, the state slogan used to be “Fountain of Knowledge”. 
The administration of Dr. KayodeFayemi changed it to “Land of Honour” to reflect the 
State’s new ideals. To the government of the state, it is not enough for the state to be 
known as a fountain of knowledge because of the belief that academic prowess is not 
an end itself, and besides, God is the fountain of knowledge. The government would 
rather prefer the state to be known as “Land of Honour” and its people as a people of 
honour, for intelligence without honour could lead to knowledge being channeled into 
negative purposes. 
In other words, the state slogan posits an underlying ideology that indigenes of the state 
having attained fame through literacy and knowledge, deserve to be treated with honour 
and the land of Ekiti equally so respected. This is to say that among the states in the 
federation, Ekiti State has distinguished itself as a fountain of knowledge and should 
now be “honoured” for its feat. However, is this position correct considering the state’s 
inability to produce leaders who are knowledgeable to tackle the numerous problems 
bedeviling the Nigerian nation? 
 
Group E: “Home” 
22. Home of Peace                     -----     Borno State 
23. Home of Solid Minerals        -----     Nassarawa State 
24. Home of Hospitality              -----     Katsina State 
25. Home of Peace and Tourism -----     Plateau State 
The data in this group begin with “Home”. Home represents a place where one belongs; 
a place where you can be at ease; a familiar, friendly and secure place. It is, however, 
surprising to discover that all the states whose slogans begin with “home”, are in the 
northern part of Nigeria, where peace and security have been elusive for a long time 
now. “Home of Peace – Borno State” is analysed here. 
 
Home of Peace               -----    Borno State 
Before 2009 when the Boko Haram insurgency had not begun, Borno State was known 
for its peaceful and hospitable nature despite its diverse differences in terms of history, 
religion, culture and languages amongst others. Nigerians from other parts of the 
country went in droves to Borno for business purposes until the beginning of violence. 
The ideology still remains today owing to the unchanged slogan; however, the slogan 
has become more of a farce than a reality.  
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 Group F:               Miscellaneous 
26. Pearl of Tourism ----- BauchiState. 27. The People’s Paradise ----- Cross River 
State. 28. Seat of the Caliphate----- Sokoto State.29. Jewel in the Savannah ----- Gombe 
State.30. The New World-----    Jigawa State. 31. The Finger of God ----- Delta State. 
32. Eastern Heartland -----Imo State. 33. Pace Setter ----- Oyo State.34. The Glory of 
all Lands ----- Bayelsa State. 35. State of Harmony ----- Kwara State.36. The Young 
Shall Grow ----- Yobe State.37. Farming is our Pride ----- Zamfara State. 
The data in this group are devoid of recurrent lexical items like ‘Home’, ‘…the nation’ 
et cetera as possessed by the previous ones. Because of their peculiar nature, they are 
analysed generally in relation to the beliefs, ideas and sentiments expressed in the 
slogans of these states. 
 Pearl of Tourism               -----     Bauchi State represents this group. 
Bauchi State was created in 1976 when the former North-Eastern State was broken up 
into several states. The slogan, “Pearl of Tourism” denotes Bauchi state’s belief that it 
leads the tourism industry in Nigeria. Nigeria boasts of tourist sites scattered in 
different regions of the country, and so, there is almost no region in the country which 
would be devoid of an attraction centre. However, Bauchi, as denoted by its slogan, 
lays claim to being a major player in the tourism industry owing to its numerous tourist 
attractions. Bauchi plays host to the Yankari National Park, a wildlife park and home to 
several natural warm springs located in the south-central part of Bauchi State; Marshall 
Caves, discovered in the early part of the 20th century by P.J. Marshall; GidanMadakin, 
built in 1860 by Zaria’s celebrated master builder BabbanGwani; a number of paintings 
found on cave walls in Azare, Dutsen Zane, DutsenDamisa and Shadawanka et cetera. 
Bauchi State, despite these alluring sites is “a no-go-area” for now. The state is 
currently boiling owing to violence and series of bombings from the Boko Haram 
group. An alluring place loses its appeal in the face of senseless killings and conflict. 
 
Conclusion 
 In most cases, existing world knowledge provides the raw materials by which 
slogans are formulated. However, it is to be noted that the assumptions derived in the 
sense of these slogans are not always true. For instance, when Cross River State is 
fashioned as “The People’s Paradise”, its grand festivals, tourist attractions and 
beautiful environment et cetera come to mind. However, we should not forget its lack 
of industries to employ the teeming jobless graduates who roam the streets from one 
end to another in search of non-existent jobs. We should not also ignore the perpetual 
violence in Calabar South Local Government Area or the series of conflicts between 
warring Local Government Areas like Abi and Yakurr. In this case, “The People’s 
Paradise” fails to capture the entire picture of what Cross River State truly is.The above 
observation attest to the fact that in formulating slogans, each state government aims to 
put forward a positive self while ignoring or down-playing the negative aspect of itself.  
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 Slogans as this study reveals, are sometimes formulated in the context of 
certain historical, sociological, cultural and political concerns. Sokoto State delights in 
the slogan, “Seat of the Caliphate” owing to the history of the State as the seat of the 
Sokoto caliphate. Delta State changes its slogan from “The Big Heart” to “Finger of 
God” to give credence to divine intervention in the Governor’s political 
victory.Through our analysis, it becomes glaring that slogans are created for a reason. 
They are formulated with the communicative intentions of displaying the qualities that 
each state believes defines it. Such qualities of one state which could be at polarity with 
that of another is usually meant to indicate an ideological schism between US and 
THEM. 
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