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Abstract 
This research, unlike the earlier studies that examine the political media 

discourse from the theoretical angles of community of practice, face work, or 

modified version of face work, is out to examine how Nigerian politicians use 

boasts to either define their political agenda or sell their candidacy. For data, 

interviews with political orientations, granted by three notable Nigerian 

politicians: Senator Bukola Saraki, Senator Ali Ndume and Doyin Okupe in 

Premium Times between January and December 2019, were randomly selected 

for analysis. The findings revealed two broad categories of boasts - personal 

and group. Five types of group political boast, namely: quality-based, 

superiority-based capability-based, disintegration-based and effectiveness-

based political boasts are also identified. Similarly, personal political boasts 

are divided into quality-based, vision-based, capability-based and clout-based 

personal political boasts. It is discovered that the instances of boasts in the 

texts pract vaunting, bragging, assuring, justifying, applauding, extolling, 

branding and calculating. Pragmatic and form features such as shared 

situational knowledge, relevance, reference and metaphors are found to 

characterise these functions. It is believed that in addition to helping Nigerian 

politicians to discover the functions their boasts perform, the study will be of 

immense help to scholars working on political discourse. 

 

Keywords: Boast, Pract, Political interviews, Nigerian print media and 

pragmatic acts 
 

 

Introduction 
This paper is out to consider boast 

practs in selected Nigerian print media 

political interviews using Mey‘s (2001) 

pragmatic acts.  Political discourse has 

been considered from different 

perspectives such as semantics, 

stylistics, discourse analysis and 

pragmatics. For instance, Adegbija 

(1995) considering political discourse 

from the angle of discourse analysis 
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investigates the discourse tacts in military coup speeches in Nigeria and he comes 

out with the findings that Nigerian military coup leaders generally use eight tracts/ 

strategies in their speeches after overthrowing the government of the day in order 

to gain public sympathy, understanding as well as legitimacy. According to him, 

they engage in the use of self identifying and discourse initiating, atmosphere 

sanitizing, confidence building measures, support garnering, describing, authority 

assumption and exercising, survival and departure/closing. Ayeomoni (2005) 

working on the language of political elites from stylistic angle dwells on the 

political speeches of some notable Nigerian leaders and his findings reveal that  

they make use of devices such as metaphor, liberal rhetoric, coercion, collective 

pronominal reference, lexical borrowings and allusions. He also argues that the 

differences identified in the styles of some Nigerian leaders at different socio-

political situations are conditioned by the “subject matter, nature and forms of 

settings, participants and the language prowess or communication skill of the 

communicator or the speaker.” Adeyanju (2006), like Adegbija and Ayeomoni, 

also analyses the political speeches of six prominent leaders comprising three 

politicians and three soldiers but from a pragmatic perspective. The paper contends 

that Nigerian leaders use the language of request, promise, excitement, bluntness, 

commanding tone and insincerity through illocutionary act, politeness and 

violation of quality maxim. It then concludes that the devices are used not only to 

provide leadership to the people but also to consolidate themselves in power.  

Omezuwa and Ezejideaku (2008) though a stylistic analysis like Adeyanju (2006), 

unlike it, the paper rather than analyses political speeches, analyses political 

campaigns in Nigeria and reveals that to  win votes, Nigerian politicians resort to 

the use of rhetorical and propaganda techniques such as exaggerations, rhetorical 

questions, vague utterances, abusive utterances and attacks on opponents’ party 

logo and slogans.  Akinwotu (2013), like Adeyanju (2006), does a pragmatic 

analysis of the speeches of two prominent Nigerian presidential candidates- Chief 

Obafemi Awolowo of the Unity Party of Nigeria – UPN- in 1979 and Chief 

Moshood Abiola of the Social Democratic Party- SDP- in 1993 using speech acts 

theory. He reveals that assertive, expressive and commissive acts are massively 

used by the two candidates so as to persuade the electorate to vote for them. Bratoz 

(2014), using five different languages (English, German, Slovene, Italian and 

Croatian), examines how metaphors in political discourse betray the cultural and 

linguistic environments from which they come. Though the analysis is based on 

only two conceptual metaphors- “elections are a battle and elections are a contest”-
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, the study reveals that “there are important variations between the languages which 

may have cultural implications”. 

It is evident from all the works considered above that the present study is different 

in that, though political like them and pragmatic like some of them, it is out to 

consider the boast practs in the Nigerian print media political interviews. None of 

the works above focuses on political interviews or political boasts. This is the gap 

the paper is out to fill. 

 

Previous Works on Media Political Interviews 

As rightly argued by Ellah (2019), “the media are the fourth arm of government in 

a democratic society.” Quoting (Ojo, Odegbenle and Akinreti 2013: 68), Ellah 

(2019) contends that the media are the watchdogs in every society and they provide 

relevant, appropriate and timely information on which the public rely for their 

opinions. O’Keeffe (2006) sees media as a broad term that embraces both broadcast 

and printed media from television to newspapers. This reinforces the submission 

of Montgomery (2011) quoted in Ibrahim (2014) that there are two broad 

categories of media: the one that deals with newspapers and news in written texts 

and the broadcast news interviews.  Works have been written on media political 

interviews. Some are considered below. 

Mullany (2002), using the community of practice approach, considers gender, 

politeness and impoliteness in media political broadcast interviews.   From the 

twenty interviews used, only one instance of impoliteness was discovered in the 

speech of a female interviewee. The work sees impoliteness as a neglected aspect 

of linguistic politeness and comes to the conclusion that politeness and 

impoliteness are not gender motivated but are rather caused by the interactive 

events. This study though commendable, unlike the present work, electronic rather 

than print media interviews are analysed there. Similarly, unlike Mullany’s work 

that focuses on gender and politeness/ impoliteness, the present work is on how 

politicians use boasts in interviews to define their political agenda or sell their 

candidacy. Al-Rassam’s (2010) though pragmatic, also considers electronic media 

interviews and has nothing to do with boasts; using an eclectic approach, it works 

on four television political interviews in Iraq to account for the pragmatic moves 

and strategies employed to draw the line of demarcation between being 

uncooperative and being   truthful. 

In the same vein, Huls and Varwijk (2010) consider political bias in TV interviews. 

It is neither on boasts nor on print media. The study is used to measure political 

partiality in TV interviews in Dutch media. Similarly, Hoffman (2013) considers 
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media bias and effects TV entertainment programmes that feature political 

interviews. The study though insightful, deals with the electronic interviews, is not 

pragmatic and not connected with boasts. Also, Hordecki and Piontek (2014) 

examine Polish television political interviews to account for the changing roles of 

politicians and journalists. Like Hoffman (2013), the paper is not pragmatic, dwells 

not on print media like the present and does not discuss anything that is connected 

with political boasts. Odebunmi (2009) that is pragmatic and analyses print media 

political interviews does not discuss boasts; it instead considers politeness in print 

media political interviews. He thus comes out with the findings that to show 

politeness, participants in print media political interviews in Nigeria use three 

contextual beliefs: shared knowledge of the subject, shared knowledge of political 

gimmicks and shared knowledge ideological expectations. It also demonstrates that 

participants in print media interviews put up politic, polite and impolite verbal 

behaviours that are” indexed by confrontations and criticisms, veils, and 

condemnations and accusations.” It is obvious that the paper though very enriching 

and has a lot to contribute to the field of pragmatics/ print media political 

interviews, it says nothing about boast practs.  

Finally, Ellah (2019) though considers context, ideology and negotiation strategies 

in political interviews in Nigerian print media, discusses nothing that has to do with 

boasts. He identifies two broad categories of context, namely, context of election 

and that of governance; seven ideological positions and five pragmatic strategies. 

The present paper accounts for how Nigerian politicians use boasts in interviews 

to define their political agenda/ plans and advance their candidacy/ destroy their 

opponents as well as identifying the practs in these boasts using Mey’s (2001) 

theory of pragmatic acts. It is believed that this paper will serve as a resourceful 

material to any scholar working on either boasts or the theory of pragmatic acts. 

Scholars working on political discourse may also find it very helpful. Finally, 

anybody who wants to know the functions performed by the Nigerian political 

boasts will undoubtedly find it immensely useful.     

 

The Concept of Boast 

Boast can simply be defined as speaking proudly/ arrogantly about what one, a 

person close to one or a group one belongs to or associates with has done, is doing 

or will do. Longman Dictionary of Contemporary English (1979) see boast (n) as 

“an expression of self-praise”; to boast (v) as “to talk (too) proudly”, and boastful 

as “(of a person or his words) full of self-praise”. Macmillan English Dictionary 

for Advanced Learners (2007: 151-152) defines boast (noun) as “a statement in 
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which you proudly tell other people about what you or someone connected with 

you has done or can do, or about something you own, especially in order to make 

them admire you.”  Using the definitions of the two dictionaries cited above as a 

guide, Nigerian politicians, especially in interviews, whether in electronic or print 

media, usually generally, in an attempt to praise themselves, proudly tell the public/ 

electorate about what they or  people that are connected to them or their party has 

done or can do.        

 

Theory of Pragmatic Acts 

The theory of pragmatic acts was informed by the decision to get rid of the 

weaknesses in the theory of speech acts that some scholars believed to be atomistic 

and non-situated (See Fairclough 1989 and Mey 2001). Mey (2001) uses the model 

below to discuss the concept of pragmeme: 

PRAGMEME 

ACTIVITY PART    TEXTUAL PART 

(INTERACTANTS)     (CO (N) TEXT) 

 SPEECH ACTS                                  INF   REF   REL   VCE   SSK   MPH   ‘M’… 

 INDIRECT SPEECH ACTS   CONVERSATIONAL (‘DIALOGUE’) ACTS 

PSYCOLOGICAL ACTS (EMOTIONS) 

PROSODY (INTONATION, STRESS…) 

PHYSICAL ACTS: 

BODY MOVES (INCL. GESTURES) 

PHYSIOGNOMY (FACIAL EXPRESSIONS) 

BODILY EXPRESSIONS OF) EMOTIONS 

… 

0 (NULL) 

PRACT 

                                                                   ALLOPRACT 

PRAGMEME, PRACT, ALLOPRACT 

Figure1: A Model of Pragmatic Acts (Mey 2001:222) 

 

Mey (2001: 222) believes that the theory of pragmatic acts focuses on “the 

environment in which both speaker and hearer find their affordances, such that the 

entire situation is brought to bear on what can be said in the situation, as well as 

what is actually being said” .As submitted by Odebunmi (2008), pragmatic act is 

believed to be “the only force associated with making utterances”. As posited by 
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Mey (2001:221), “Every pract is at the same time an allopract, that is to say, a 

concrete instantiation of a particular pragmeme”. It is the participants’ knowledge 

of interactional situation and the potential effect of a pract in a context that 

determine a pract. Practing therefore takes care of the problem of telling 

illocutionary force from perlocutionary force. 

It is obvious from Figure 1 above that pragmeme is divided into two broad parts: 

activity part, which is meant for interactants, and textual part, which is meant for 

the context within which the pragmeme functions. The interactants employ speech 

act types such as indirect speech acts, conversational (dialogue) acts, psychological 

acts, prosodic acts and physical acts to communicate. These are put into contexts, 

which include INF representing “inference”, REF, “reference”, VCE, “voice”, 

SSK, “shared situation knowledge”, MPH, “metaphor”, and M, “metapragmatic 

joker”. The interaction between activity part and textual part produces a pract or 

an allopract. 

  

Methodology 

A good number of interviews granted by some notable Nigerian politicians 

between January and December, 2019 in the print media were randomly selected. 

The interviews were thoroughly and carefully read to look for those that had 

political boasts, because not all the interviews had boasts and not all were on 

political issues. It is the nature of the questions that determines the politicalness of 

the responses of the interviewee. Some interviews, in fact, dwelled on completely 

personal / family issues. Only the few ones that had political boasts were eventually 

subjected to analysis using Mey’s theory of pragmeme.  

 

Analysis of Data 

All the political boasts in the data are divided into two broad categories, namely 

group boasts and personal boasts. These are briefly explained and exemplified 

below. 

Group Political Boast: This is the type of boast in which a politician praises or 

proudly talks of what his/ her party members or party generally has done, is doing, 

will do or can do so as to win the heart / votes of the electorate in the subsequent 

elections. Words/ pronouns, phrases and clauses that indicate plurality such as 

“we”, “our”, “our party”, “our messages”, “We are matching”, “We are doing”, 

“We have done”, etc., that favour the interest of a group / party are used. This type 

of boast sometimes advances the ideology of the group/party. There are many 

instances of group political boasts in our data possibly because every politician 
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sees him/herself as a member of a group and thus advances the interest of the group 

even when a question thrown to him is personal. Five different types of group 

political boasts are identified in the data. These are: quality-based, superiority-

based, capability/strength-based, effectiveness-based, and disintegration-based, 

and they pract vaunting, bragging, assuring, justifying, applauding/ disparaging, 

extolling, berating and calculating. These are explained and exemplified in turn 

below. 

Quality-Based Boast (QBB): This has to do with the ability to offer quality 

governance when compared to other people or parties. Quality boasts in our data 

pract vaunting and extolling. Let us consider the examples below to illustrate this. 

Background: In an interview granted by the former senate president, Bukola 

Saraki to the Premium Times on January 22, 2019, when asked to give his general 

assessment of the political parties’ preparation for the coming elections, in his 

capacity as the head of the Atiku Abubakar Campaign Organisation, the extract 

below are taken from what he said. 

Example 1: We are matching to get our message across using different strategies 

because our messages are about election for good governance. 

It is obvious from the example above that everything said by the interviewee, 

Senator Bukola Saraki, is to boast of what his group/ party is doing or will do. 

Thus, expressions like: “We are matching” and “our messages are about election 

for good governance” are used. Saraki believing that his interviewers were familiar 

with what happens in Nigeria (most people believe that we don’t have a good 

government) relied on shared situation knowledge (SSK) and implicitly making 

reference to the quality of the governance in the country at the time, he practed 

vaunting.  

When Saraki was further asked how he would feel if Saraki Dynasty was voted 

against in the election, he boasted: 

Example 2: The Saraki Dynasty is still strong and you will see it play out in the 

election. We will go to the election and we will win. 

Saraki here relies on SSK, Reference (Ref) made to the dynasty left in Kwara State 

by his father, Dr. Olusola Saraki, Relevance (Rel) and Metaphor (M) since Saraki 

Dynasty in this context represents his political structure to pract extolling. He used 

it to self-praise the ever strong and relevance of the dynasty in Kwara State. 

Superiority-Based Boast (SBB): This is used to express the superiority of a group 

or party to others. It is used to show that a party is better than others and bad 

practices that happen in the other parties don’t happen in a favoured party. 

Expectedly, since the interviews are political, many instances of this are found in 
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our data. They are used to pract bragging and applauding/disparaging. Let us 

consider an example here. 

In an attempt by Bukola Saraki to convince his interviewers that his party, PDP, 

did not make a mistake in their choice of presidential candidate and boasted: 

Example 3: Now that is huge and you are not seeing that in our party. I know there 

is no governor in our party who is saying I am doing PDP for one election, I am 

doing another party, openly, we are not seeing that. They (APC) are trying to cover 

that and that is why you see all those propagandas that there is division in our own 

party. 

Knowing full well that he shared the same situation knowledge with his 

interviewers, making reference to what happened in APC, his party’s strong 

opponent, claiming that his party is superior to and better than APC, he used the 

response above (Now that is huge and you are not seeing that in our party) to pract 

applauding (his party) and disparaging (APC), his party’s major opponent. 

Effectiveness-Based Boast (EBB): This type is used to show that a group/party is 

more effective than others. The only instance of this type of boast in our data was 

used to pract justifying. This is demonstrated in the example below 

Background: When Bukola Saraki was asked to convince them that his party 

(PDP) had not made a mistake in choosing a vice-presidential candidate, he proudly 

said:    

Example 4: No, I think the party has made a very good choice of a vice-presidential 

candidate and that is not the problem in the party now. The issue with the governor 

is propaganda to try and show that there is division in the party. I think there is a 

bigger division in the other party (APC)… 

The interviewee, relying on SSK and reference, Saraki, used effectiveness-based 

boast here to demonstrate that his party, PDP is very effective and could not have 

made a mistake in the choice of their vice-presidential candidate. With it he practed 

justifying, that is justifying the party’s choice of its candidate. He claimed that the 

choice did not cause any problem/division in the party; rather, it was their 

opponent, APC that had a problem. 

Capability-Based Boast (CBB): This type is used to show that a group has the 

power, strength, vigour or ability to generate an outcome or quickly create effect. 

Instances of this type of boast are used in the data to pract assuring and 

applauding/disparaging. For instance, when Saraki was asked to show how they 

would finish their campaign when it was only 40 days to the election, he boasted: 
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Example 5: We are going to have the campaign and we should finish a week 

before, like 10 days before the mega rally in Abuja. We are doing that and as we 

are saying, we have done geopolitical rallies.  

Here, Saraki, believing that his interviewers shared the knowledge of the situation 

with him, practing assuring, boasted of his party’s ability/ power to quickly 

generate an outcome making reference to what they had done before. 

Another germane example is when Doyin Okupe was told by the Premium Times 

in an interview on December 30, 2019 that some people believed that PDP was too 

weak and disorganized to have won the last Presidential election, he reacted 

boastfully: 

Example 6:  Absolute fallacy. After the Port Harcourt Convention, the PDP 

became a highly mobile, resilient and unconquerable fighting machine. Only the 

massive rigging machinery of government with the connivance of INEC and 

security forces could have subdued and defeated the PDP.  

Doyin Okupe in this reaction relying on reference to the Port Harcourt Convention, 

SSK metaphors of power, strength and war “a highly mobile, resilient and 

unconquerable fighting machine” that can only be “subdued and defeated by the 

connivance of the government with INEC and security forces, boasted to pract 

calculating. 

Disintegration-Based Boast (DBB): This is used to talk about the feeble, 

powerless and vulnerable nature of a group or party. This is used in our data to 

pract berating. An instance is when Doyin Okupe was told APC was likely to 

overrun PDP with the weak nature of the party. In his reaction, relying on SSK and 

reference, he boasted: 

If you say the PDP is weak, what about the APC? It’s now that 

the bonds that have loosely tied the immiscible components parts 

of the APC together will separate. The APC as presently 

constituted can no longer win a presidential election in Nigeria 

again. 

 

Relying on relevance, SSk and Ref, he used the extract to show that APC had been 

rendered feeble and vulnerable since the cord that bound it together had been 

broken, and as such it could no longer win a presidential election in the country 

again. The boast is used to pract berating, ie, berating APC.  

Personal Political Boast (PPB): As the name implies, this type of boast is used to 

praise or talk impressively and proudly of what a person has done, is doing, will 

do or can do.  Words which explicitly betray the boasts as personal such as “, I” 
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are expressly and judiciously used. Four types of this category are identified in our 

data. These are: quality-based, personal vision-based, capability-based and 

personal clout-based, and they pract extolling, branding/disparaging, bragging and 

assuring. These are discussed in turn below. 

Quality-Based Personal Political Boast (QBPPB): As said before, this type is 

used to show that a person has the ability to offer better governance/ perform better 

than others. This may be explicitly shown using some lexical items to show that it 

is personal and can be implicit. QBPPB is used in our data to pract extolling. For 

instance, when Senator Bukola Saraki was asked how he would feel if his political 

structure in Kwara was voted against instead of him using “I clauses” to 

demonstrate his commitment and dutifulness to the Kwarans, he implicitly boasted 

of his personality: 

Example 7: The people of Kwara State will not because they know those who are 

committed and those working for them, they cannot trust Kwara State into the 

hands of ‘these people’ 

Relying on SSK, and REF, he practs extolling. Though there is nothing to indicate 

that he refers to himself, it is implicit that he extols his commitment to the welfare 

of the Kwarans to the extent that they would not be ready to trust the state into the 

hands of “these people” who had nothing good to offer. 

Vision- Based Personal Political Boast (VBPPB): This is used to express 

personal political vision, intentions or plans of a candidate. This is used in the data 

to pract branding / disparaging. An example in our data is when Doyin Okupe was 

asked by the Premium Times to assess APC/Buhari administration. Rather than 

addressing the question, relying solely on SSK and REF, he proudly said: 

Example 7: I am no longer interested in rating or criticizing Buhari or APC 

government. One is that the government has no tolerance for criticism and has not 

shown any evidence of taking advantage of copious beneficial resource materials, 

criticisms and advice thrown at it from various segment of the society. I am more 

interested and wish to devote my time and energy towards educating the upcoming 

political class and the general public on non-partisan issues that have bedeviled our 

polity for years and have resisted solutions.  

to pract disparaging (APC/ Buhari administration)/ branding (his own political 

plans and intentions. 

Capability-Based Personal Political Boast (CaBPPB): This is used to express the 

ability of a politician to generate an outcome or get things done in a special way. 

This is used in our data to pract bragging. When for instance, Senator Ali Ndume 
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was asked why he was contesting for the position of the Senate President, working 

on SSk and REF, he practed bragging when he boasted: 

I represent a people and before I joined the race, they asked me to 

run. And I feel, I am qualified….It is not about what you can get 

from the Office of the Senate, President but what you can do with 

it. I wear the shoe and I know where it pinches. He proudly 

said”And I feel I am qualified” and “I wear the shoe and I know 

where it pinches” to brag of his personal capability/ability. 

 

Clout-based Personal Political Boast (CBPPB): This is used to advance personal 

influence of a politician. This type is used in the data to pract assuring. In the next 

example, for instance, when Senator Ali Ndume, being interviewed by the 

Premium Times on what gave him the assurance that he would win the position he 

wanted to contest for, working on SSK and REF, he proudly and boastfully talk of 

his personal clout to pract assuring: 

Example 9: I am assuring you that I am in this contest and from 

the look of things, insha Allah, I will win. 

 

Implications of the Study for the Society 

The study has implication for the politicians and, by extension, for the Nigerian 

society as a whole. The politicians should know that their boastings are not just for 

fun; they are used to perform certain pragmatic functions such as assuring, 

justifying, extolling and disparaging and berating, among others. They should 

therefore ensure that they fulfill all the promises they make when canvassing for 

votes from the electorate. They should not just be extolling or justifying what they 

or their parties intend to do, are doing or have done, or berating/ and disparaging 

members of other political parties and their parties, they should keep to their 

political agenda. This will no doubt bring about rapid development in the country 

and, in turn, win them the respect and admiration of the people they lead. The 

electorate should also see themselves as watchdogs for these politicians and 

recognize that they have political power to vote out the politicians whose political 

boasts are not backed up with visible and worthwhile performance.          

 

Conclusion 

We have so far considered boast pract in Nigerian print media political interviews 

and two broad categories of boasts are identified, namely, group and personal 

boasts. We have also been able to demonstrate that group boasts can be quality-
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based, superiority-based, capability-based, effectiveness-based and disintegration-

based. Similarly, four types of personal boasts namely: quality-based personal 

political boast, vision-based personal political boast, capability-based personal 

political boast and clout-based personal political boasts are identified. It is also 

discover that, generally, print media political boasts, whether group or personal, 

are characterized by shared situation knowledge, reference, inference and 

metaphor, and pract bragging, assuring, justifying, applauding/disparaging, 

extolling, branding/disparaging as well as berating.    
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