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Abstract
Politicians, especially political campaign communicators, frequently employ multiple modalities as a means of sending out their intended messages to court their electoral audience. These multi modalities include paralinguistic tools (such as eye signals, body gestures, pictures, videos, tone modulation, voice dynamics, etc.) and linguistic devices (including catchy phrases, party slogans, greetings and responses, songs, etc.). Typically, these messages are communicated equally through multimodal systems of banner messages, text stickers, WhatsApp and televised videos, billboard advertisements, newspaper publicity, Facebook advertisements, etc.  This study uses Halliday’s (2004) Systemic Functional Grammar approach (SFG) in conjunction with van Leeuwen’s (2006) text-based Multimodal Discourse Analysis (MDA) to unpack New Patriotic Party’s (NPP) 2016 campaign message. We equally interpret the 2016 NPP campaign messages from media-based concepts of angle of vision, gaze and framing based on which we argue that the combination of language and visual forms of semiosis enhances meaning in communication. The use of SF(G)-MDA approach coupled with angle of vision, gaze and framing theories reveals how the interplay of graphics and text in New Patriotic Party’s (NPP) 2016 campaign succeeded in manipulating thoughts and sentiments of Ghanaian electorate during the 2016 General Elections of Ghana, thereby endearing the party to the majority of Ghanaian electorate. We observe that the semiotic resources in the NPP campaign messages were coherently packaged with the aim of undermining their opponents’ image using the weapon of sully and vilification. 	Comment by Author: An abstract needs no introduction, so delete and make the outline more robust as it should capture only the necessary. 
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1. Introduction
Communication, according to Keyton (2011) is the process of transmitting information from one person to another. It is also defined as a protocol that links signs with meanings (Potts, 1996).  van Leeuwen and Kress (2011) opine that contemporary studies in multimodal communication are on the ascendancy because discourse can no longer be adequately analysed without considering the non-verbal aspects of communication, whether in conversation, therapeutic sessions, social media, the workplace or in political discourse (van Leeuwen & Kress, 2011). The current concentration on multimodal discourse can be attributed mainly to the influence of the digital space and technology. More recently, the computer has brought typography, layout, and illustration graphics (van Leeuwen, 2015) phenomena which are incorporated particularly in written discourse to foreground the writer’s intended meaning. These developments have been preceded during the 20th century by other modes. As van Leeuwen (2015) observes, it was first graphic communications in magazines and display advertisements in the 1920s as a means of sustaining the interest of readers. In the 1930s, the advent of the television made nonverbal communication a significant factor in politics discourse (van Leeuwen, 2015, p. 447). These modes of communication have been researched in the literature in the area of linguistics and media studies in multimodality, semiotics, angle of vision, gaze, framing, etc. 
Scollon (2003, 2004), using the concept of mediated discourse analysis, investigates nonverbal inputs of social interaction, and links his micro-analysis to the wider socio-political context. He argues that… Kendon (2004) further explored the system of nonverbal communication by examining the elegant system of gestural phrasing. ………. Another related area that has received research attention is vision integrating multimodal action. Research in this rea has focused on the role of vision integrated multimodal action in discourse (Holsanova and Holmquist, 2006; Knox, 2007; van Leeuwen, 2005). 
Areas that have received researched attention from multimodal perspectives include political communication (Johnston, 2007; Poggi, et al. 2010; Abdullai-Idiagbon, 2013; Lirola, 2014). However, most of these studies have explored political discourse from perspectives other than systemic functional grammar – multimodal discourse analysis (SF(G)-MDA) cum media-based concepts of angle of vision, gaze and framing. This is more so in Ghana where political multimodal texts have not received adequate attention. In fact, it can be safely argued that no work exists that investigates Ghanaian political discourse using SF-MDA as a tool. Meanwhile, political communication in Ghana today relies heavily on a combination of modes which forms the basis for the application of SF-MDA (Kress and van Leeuwen, 2006). The SF-MDA theoretical approach is appropriate for this study because it seeks to examine how meaning is enhanced through the integration of text and images as in Ghanaian political communication. Berger (2009) argues that text and image converge in communication to create meanings which are impossible with only one medium. As such, it can be argued further that the union of linguistic and visual modes allows the designers of political discourse to streamline readers’ interpretation of an image towards the designer’s intended aim. 
In a sense, therefore, multimodal discourse helps in framing political messages in the desired angle of a political party. In addition, “MDA is concerned with theory and analysis of semiotic resources and the semantic expansions which occur as semiotic choices combine in multimodal phenomenon” (O’Halloran, 2011: page number). Thus, SF-MDA is relevant to the analysis of political campaign messages since it offers a descriptive and interpretative framework for explaining language and visual semiotics used in communication. In terms of political campaign messages, visual and linguistic modes are combined with the core aim of persuading the Ghanaian electorate to consider a particular political party favourably and of discrediting political opponents. In Ghanaian two major political parties – National Democratic Congress (NDC) and NPP – mainly use their campaign messages to achieve these: project themselves favourably and discredit the other.
The intersemiotic relationship between image and text as outlined in SF-MDA has profound implication in the semiotic resources used in political campaign messages. SFG looks at this integration in order to interpret the meaning potential of an image as it is used in conveying information (O’Halloran, 2009). Images and written texts are considered as one entity from the register and genre strata of communication. Thus, the integration of text and image as identified in the SF-MDA approach allows the semiotic resources used in political campaign messages to be viewed as a whole. In the light of these assumptions, this paper attempts to extend the discussion on the effectiveness of combining linguistic and graphical materials in framing political messages in the favourable angle of vision of a particular political party. This is done by purposefully sampling NPP campaign message during the 2016 election to buttress the argument that their victory in the election was partly attributable to effective communication. 
The specific objectives pursued in the present study is to do a textual analysis of the interplay of the linguistic, visual and graphic information in NPP 2016 campaign messages. Similarly, this study seeks to find out how coherent the text and visual semiotic modes in the NPP 2016 campaign messages are to enact unambiguous statements. Finally, the study investigates how meaning is arrived at in the political campaign messages studied.

2. Systemic Functional Multimodal Discourse Analysis (SF- MDA)
Halliday has argued that discourse is more effective when language combines with other semiotic resources (Halliday, 1994). This perspective is an extension of the systemic functional linguistic framework, which is primarily text-based. From this extended perspective, any medium of discourse that combines language and semiotic resources is categorised under the paradigm of systemic functional multimodality (SF-MDA) (O’Halloran, 2011). Systemic functional multimodality is concerned with the inter-semiotic relations that arise from the integration of semiotic choices (text and image) to construe the meaning potential of an image as it is used in the transmission of information (O’Halloran, 2011). Images and texts diverge in grammar when viewed in terms of their content and formal makeup, but converge when viewed in the same semiotic space. Royce’s (1998) study on intersemiotic complementarity shows that visual image and language semantically complement each other to produce a single textual phenomenon. Similar to sentences, images also describe processes, participants and the circumstances in which the participants in those processes are manifested (Bednarek & Martin, 2010; Cheong, 2004; Fei, 2004; O’Halloran, 2009). This too is an extension of the transitivity grammar of systemic functional linguistics which is text-based.
The ground-breaking works of Kress and van Leeuwen (1996; 2006) and O’Toole (1994; 2010) on multimodality draw on Halliday’s (1994) social semiotic approach to language, to represent the prospective meaning of words, sounds and images as elements of inter-related systems and structures. While Kress and van Leeuwen (1996; 2006) examine images and visual design, O’Toole (1994; 2010) applies Halliday’s systemic functional framework to conduct a semiotic analysis of displayed art, painting, sculpture and architecture. Subsequently, further research drawing on O’Toole (1994) and Kress and van Leeuwen (1996) expands the semiotic resources explored in these two foundational works to include mathematical symbols and images (O’Halloran, 2005), music and sound (van Leeuwen, 1999), movement and gesture (Martinec, 2004), colour (van Leeuwen, 2011), hypermedia (Djonov, 2007) and 3-D material objects (Pang, 2004). 
As an emerging paradigm, SF-MDA is currently receiving attention in various fields of study because it provides a trans-disciplinary bridge across traditionally distinct disciplines (O’Halloran, 2009). Equally engaged theme in this emerging paradigm in multimodal discourse analysis is multimodality in printed discourse. In this regard, O’Halloran (2008) explores how the integration of language and visual imagery enacts meaning in printed text. The SF-MDA approach used in O’Halloran’s (2008) study discloses how metaphorical construction of meaning (i.e. semiotic metaphors) takes place across linguistic and visual elements. The study reiterates the need for using multiple semiotic resources in discourse as a means of expanding meaning (O’Halloran, 2008). In similar engagements, O’Halloran (2005; 2007) investigates the concept of semiotic metaphor and the formulation of metafunctionally-based inter-semiotic systems.  Baldry and Thibault (2006) apply SF-MDA to an entirely novel area. They extended the discussion to multimodal transcription methodologies involving scalar hierarchies of multimodal items which interact across different levels. Their study has the objective of describing the semantic expansions which take place as a result of multimodal discourse analysis.
Following Jewitt and Kress’s (2003) foundational work, which was informed by Halliday’s (1978) systemic functional theory, Lim (2011), for his PhD thesis, adopts an SF-MDA approach to investigate pedagogical discourse. In the study, Lim (2011) analyses two lessons from the General Paper subject from a junior college in Singapore. The semiotic resources of language, gesture and the use of space in terms of the positioning and movement of the two teachers involved are discussed in relation to the pedagogy that they were using. Lim also explored the impact of digital media software and technological platforms in the annotation, analysis and visualisation of the multimodal data. In another study, Kahari (2013) adopts the SF-MDA approach to investigate the various interpretations of the multimodal aspects of posters. The study reveals that the semiotic system underlying posters for Voluntary Medical Male Circumcision (VMMC) in Zimbabwe campaign was very effective at sensitising people against HIV/AIDS. 
The forgoing accounts give ample basis for employing systemic functional multimodal discourse analysis in our study of political discourse. The political campaign posters selected for this study strategically combine texts and images to enhance communicative efficiency. How this is achieved is what this study seeks to explore using the SF-MDA model and the three media-based concepts.

3. Application of MDA to Political Campaign Images 
Relevant to the current paper are studies that underscore the fact that multimodal discourse analysis (MDA) is an emerging paradigm receiving attention in political discourse. Johnston (2006) highlights how important it is to examine the content of political posters, advertisements or broadcasts in order to unpack their function and rhetorical strategies over the course of a campaign. In their introduction to multimodal communication in Political Speech, Poggi et al. (2010) add their voice to extant literature that have observed that political communication has migrated from a discourse of mere argumentation to a multimodal discourse. To this end, they argue that research in this area should focus their attention not only on textual narrative but also on the use of gestures, voice modulation, posture, gaze and facial expression. To them, the integration of technology in current studies of political discourse helps to detect and synthesize social signals. In fact, the situation in Ghana during the 2016 General Elections is a true reflection of Poggi et al.’s observation. Social media, largely, Facebook was one of the mediums through which campaign messages were disseminated across the length and breadth of the nation. It is common knowledge that social networking sites are undeniable influential forces in our lives today and on these sites, visuals are one way of grabbing audiences’ attention as well as gaining interaction. And this is exactly what the New Patriotic Party did to win the attention of the electorate in 2016.
Abdullahi-Idiagbon (2013), in his quest to investigate how human thoughts and perceptions are influenced by graphical materials such as motion or motionless images, observes how the political campaign television advert of Goodluck Jonathan manipulated multimodal discourse to make his speech appreciated by the audience. This study establishes that the integration of language and images is imbued with information, ideology and properties capable of effectively conveying implicit and explicit meaning to a target group. In other words, it could be said that political parties use symbols to communicate their ideological standpoint. For instance, the New Patriotic Party has the elephant as their party symbol. According to them, they opted for the elephant because the elephant is a very wise animal with long memory. If one takes a critical look at their founding fathers (Adu Boahen, Edward Kode Gumah, B. J. daRocha and J. A Kufour) one will observe that they were teachers, politicians, technocrats and lawyers. Generally, people with these academic and professional backgrounds are deemed to be astute and intelligent. Therefore, it is not surprising that their party, the NPP opts for the elephant, “a wise animal” as their party symbol. 
Observably, the symbol of the elephant used by NPP has a raised foreleg which they believe signifies the need to stamp out the menace of military interventions and defend democracy and the rule of law at all times. History has it that the New Patriotic Party is an offshoot of the United Gold Coast Convention. However, after more than a decade of military rule by Jerry John Rawlings, NPP's first flagbearer, Professor Albert Adu Boahen, a scholar and a long-time critic of the Rawlings’ military government, adopted the female elephant with a raised foreleg as the party’s symbol. Thus, the picture of the elephant with the raised foreleg is ideologically imbued to insinuate how fiercely the NPP would overthrow Rawlings’s government.

4. Media Gaze, Framing and political communication
According to Fleras (2011), there is no neutrality nor objectivity in the media. To him, what is put out in the media, especially mainstream media, “conceal vested interests behind a smokescreen of platitudes and polemics, while embracing a tacitly accepted agenda of power and privilege without seeming to do so” (Fleras, 2011: 12). This is achieved through the use of media gaze and framing – two of the powerful strategies used in the media to present news in perspectives that are acceptable by their audience. Media gaze and framing have equally been adopted in political discourse to explain how electorates are influenced to toe a particular line. These two strategies, we argue in this paper, were skilfully used in the political campaigns of Ghana’s New Patriotic Party in Ghana’s 2016 elections. They won because they framed their message well, got the media on their side who succeeded in making the majority of the Ghanaian electorate see things from the mediated perspective of the media. Mainstream media is, thus, conceived as a powerful ideological tool capable of transforming agendas, destinies, political fortunes as well as entrenching dominant ideologies (Fleras, 2011). The power of media gaze and framing to change political destinies has been captured by Chong and Druckman in the following:
Obviously, one’s frame in thought can have a marked impact on one’s overall opinion (e.g., a free speech frame inclines one to support the group’s right to rally). For this reason, politicians attempt to mobilize voters behind their policies by encouraging them to think about those policies along particular lines. This is accomplished by highlighting certain features of the policy, such as its likely effects or its relationship to important values (e.g., Jacoby 2000, p. 751). In so doing, the speaker is invoking a “frame in communication” (Chong & Druckman, 2007: 106)
To Fleras (2011: 12), media gaze feeds on framing in the sense that to be able to draw audience’s attention to see things the media way, the media first have to frame news items by highlighting on certain aspects of the news. By this conceptualization, the power of the media to influence how people interpret the world and base their choices on their subjective mediated interpretation is underscored. According to Fleras (2011: 13), “[f]raming represents a process for organizing information by drawing attention to some concepts of reality as normal and desirable, but away from others as irrelevant or inferior – in the hopes of encouraging a preferred reading consistent with seeing like the media.” Thus, as Gitlin (1980) observes, framing organizes the world for both journalists who report it and for the audience who rely on it. It is based on this view of framing that Scheufele (1999: 106) categorises framing into media frames and audience frames with media frames representing “attributes of the news itself” and audience frames as “information processing schemata” (Entman, 1993: 7).  
	One begins to make sense of the impact of framing on Ghanaian politics when one considers the fact that, with the exception of John Mahama who was thought to have used sympathy vote[footnoteRef:1] to win a presidential election during his first appearance, no presidential candidate wins an election until after two appearances. The proclivity of the media to promote mainstream agenda (Fleras, 2011) favours an incumbent. After years of appearances, when a presidential candidate has been able to frame his/her message to fit the frames of the audience, the media joins in the spin which most often than not wins elections for an opposition. This trajectory brought John Agyekum Kuffour, John Atta Mills and Nana Akuffo Addo into power. Particularly for Nana Akuffo Addo, it was touted by many, including members of NDC, that he was an unwinnable difficult-to-sell candidate. His eventual win against an incumbent president may be partly attributed to his alignment with the media and a proper framing of his campaign message. Thus, the argument of this paper is that the use of multimodal discourse by NPP was successful because the message of the party had been mainstreamed during the three attempts (i.e. 12 years) in the presidential elections and properly framed by both the media and the communication strategists of the party to meet the expectations of the majority of the Ghanaian electorate. The National Democratic Congress, however, were affected by complacency of incumbency which reflected in lack of content and coordination in their campaign message.   [1:  John Mahama was Vice President when John Atta Mills, a sitting president died. He organised a befitting state funeral for the deceased president, completed the remaining two years of Atta Mills’ term of office, contested and won a presidential election in his first appearance. ] 


5. The 2016 Ghanaian election campaign
A political scientist, at the Kwame Nkrumah University of Science and Technology, has endorsed the use of social media as a tool for stimulating citizen engagement in political life, arguing that social media has swiftly grown in importance as a forum for more rapid communication (Okyere, 2015). Owing to its viral nature, information posted on social media platforms is quickly disseminated to the various target groups.  Politicians are gradually responding to this by progressively using social media as an essential medium for distributing campaign information at cheaper costs and without much constraint of space and time. A survey conducted by Penplusbytes (a civic technology organisation) in June 2016 reveals that as at 8th June 2016, President John Mahama had 223,834 followers on Twitter and 880,620 likes on Facebook; Nana Akufo Addo (the NPP flag bearer) had 94,034 followers on Twitter and 715,761 likes on Facebook (Penplusbytes, 2016). This shows that the two major political activists were very much aware of the power of the social media to appeal to the Ghanaian electorate.
Recognising the extent to which Ghanaians are actively engaged with the social media, Cartoonists Alliance Ghana (CAG) designed content and exhibited cartoons aimed at promoting violence-free elections in 2016. The objective of this project was to use political cartoons to promote easy-to-understand messages on the need to prevent violence before, during and after the 2016 elections. Another intention of the project was to elicit and maintain public discourse around the negative impact of election-related violence on development. The Cartoonist Alliance Ghana was of the hope that the cartoons for the peace project would make a strong impression on the youth, who are vulnerable to manipulations by politicians, to be responsible during the political season (Ghana Web, 2016). Hence, these cartoons were displayed on Facebook with the hope of getting Ghanaians to internalise the messages they portray as well as foster a common voice that says NO to election violence (ibid.). The 2016 election campaigns fundamentally depended on communication. As a result of this, both the traditional media and social networking sites gave politicians in Ghana a powerful avenue to interact with the electorate as well as sell out their campaign messages.
6. Methodology	Comment by Author: Why only NPP? Justify your choice
The data for this study were obtained from political campaign messages belonging to the New Patriotic Party. These messages were displayed on social media. All the messages selected were multimodal texts that were in circulation during Ghana’s 2016 election period. These multimodal texts were displayed on billboards, posters, bumper stickers and T-shirts. Since the aim of this study was to illustrate the effectiveness of intersemiotic resources in political campaign messages, the purposive sampling approach was adopted in the selection of relevant texts. The decision to adopt purposive sampling approach is informed by the fact that each of the variables selected contributes useful data for the present study (Cresswell and Plano Clark, 2011). 
One common practice in multimodal discourse analysis is to identify themes from the messages one is dealing with. The 2016 NPP campaign messages were framed around a number of themes, including the following:
 
· Eight years of hardship under NDC is enough/ punishable.		(THEME 1)
· John Mahama’s government is incompetent.				(THEME 2)
· John Mahama’s government is corrupt. 				(THEME 3)
· It is better to drink a made in Ghana fizzy drink than an alcohol. 	(THEME 4)

These campaign themes were strategically framed in two ideological goals that summarise NPP’s 2016 campaign message. They were framed to 
· sully NDC which was being associated with hardships and corruption
· project NPP’s presidential candidate favourably as a better alternative who even promotes made in Ghana products.
For this study, themes 1 and 4 were analysed. The interesting observation is that all four themes are interrelated in such a way that one cannot be   talking about one theme and not touch on the others. Thus, the approach here was to treat the two themes selected as the focal themes for the study whose analysis will implicate the other two. Observably, each of these themes has related sub-themes either in the form of the same message with a variety of posters, billboards, placards, etc. or the same message with some additional text content to emphasise the central message. Coding of the data was done based on the related sub-themes. The functional elements identified in the sub-themes assisted in analysing the correlation between the linguistic and the visual elements in the campaign messages. The purpose of this study was to examine how text and image communicate the theme of campaign messages. Another concern was to investigate how the author(s) of NPP campaign messages created meaning by integrating two semiotic resources (text and visual images).
The concept of inter-textuality was also applied in the interpretation of the campaign messages. In this regard, the study considered how the encoders of the multimodal campaign messages would relate to the messages based on their previous experiences of the issues raised in the messages; and this of course is related to framing, particularly the audience-based frame (Chong & Druckman, 2007). The study adopted the multimodal analytical concept which assumes that multimodal texts expect readers to relate the semiotic resources in a multimodal text to previously encountered experiences or texts. The argument is that none of these campaign messages is neutral. From perspectives of framing and media gaze we interpret NPP’s campaign messages as being carefully crafted to court the Ghanaian electorate who are normally familiar and have by the time of the election periods taking positions about issues of currency.
The data were analysed as follows; the first stage involved a description of the multimodal campaign messages displayed on posters and T-shirts. The second stage involved an interpretation of the correlation between the discursive processes and the text. The third stage provides a justification for the correlation between the discursive and the social processes and the success of the multimodal campaign using the concepts of intertextuality and framing.

5. Findings and discussions
5.1. Text and coherence in campaign messages displayed on t-shirts and posters
According to Halliday and Hasan (1976), inter semiotic resources in a multimodal text should be complementary in order to avoid contradictions. This is because, as van Leeuwen (2007) puts it, integrated semiotic resources in a multimodal text constitute a unified whole. Thus, conscious designers of multimodal campaign messages pay particular attention to the coherence and cohesion of the various semiotic resources they employ. A little disregard in this area may be disastrous since ambiguity in any form signals unpreparedness on the part of the politician. The subsequent sections of the analysis, therefore, discuss text and coherence of the selected campaign communications from perspectives of intertextuality, framing and media gaze.	Comment by Author: Refer to the updated 2014 model!

5.1.1. Eight years of hardship is enough
This is one of the campaign themes which needed to be well framed for political reasons. Ex-President John Dramani Mahama took office as President of Ghana from 24th July 2012 following the death of his superior, President Prof. Evans Atta Mills. After completing the remaining two years of President Mills’ tenure, he was elected to serve a full four-year term as president in the December 2012 Ghanaian presidential and parliamentary elections, allowing the NDC government to hold on to power for eight years. Technically, this was his first term. But because he had been around, first as a vice president under Mills for two years and then as a president during the last two years of Mills’ tenure, the NPP needed to a good campaign to influence perceptions that Mahama had done eight years. In Ghanaian politics, it has become a norm that a party in power does eight years before being voted out of office. So it was very crucial to frame the message that cumulatively Mahama has had his fare share of leadership so the electorate will be willing to vote NDC out of office.  
Figure 1 is one of the campaign posters that was meant for changing people’s perception about the number of years John Mahama had been in power. Strategically, the communicators packaged this message to dramatize with a child that the eight years of NDC’s leadership is characterised by hardships, misery and hopelessness.
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Figure 1: A poster on NDC’s eight years of hardship
The multimodal text in Figure 1 is meaningful in the sense that the visual semiotic resource, that is the picture of a boy crying, correlates perfectly with the narrative given in the text. The image is adequately foregrounded to insinuate the unbearable nature of the supposed hardship that has engulfed the country. As stated above, the eight-year period of the NDC government was faced with a lot of challenges. 
One may argue that the picture of the boy in tears is incoherent with its corresponding interpretation due to the fact that children do not take care of themselves and so would not feel the direct effect of the assumed hardship. In spite of this drawback, the NPP communicators still went ahead to use children to campaign due perhaps to their innocence and vulnerability. What they bank their hopes on is that children too feel the effects of bad government even if not directly. Thus, the presence of street children, for example, is as a result of extreme poverty and unemployment. They there used their campaign engagements to argue that the economic recession and inflation in Ghana under John Dramani Mahama’s administration have put extreme pressure on families and businesses and has therefore hindered some parents from catering for their wards. 
The intended viewers of the image would naturally identify with the narrative because the dark skin colour of the boy is one that the viewers are familiar with. At least they can connect by identifying their children in the child. The image of the boy in tears has direct interaction with the viewers through the emotional description of his face. Accordingly, all children are vulnerable by nature compared to adults and as such, a country that does not support its systems to work to the advantage of children is said to be an incompetent one for which reason its government should be overthrown. The multimodal text used in Figure 1 was intentionally done to emotionally manipulate electorate to vote for the New Patriotic Party during the 2016 elections.
In order to contextualise the text, viewers do not need to struggle to recognise NPP’s logo and colours because both images are clearly displayed. Also, viewers would not have to struggle to read the text since they were produced in a bold font size.
According to Halliday (1994) language performs specific functions during the exchange of meaning between interlocutors. In this regard, the rhetoric expression – 8 YEARS OF NDC IS ENOUGH – is emphatically captured in the declarative mood giving a statement of fact. The effect of it is that it has a tendency of putting pressure on the NDC government to prove to the electorate that this message is wrong which they did during the greater part of their campaign. As result, little attaention was given to their own campaign message. Thus, many electorates had the impression that NDC had no message for the electorate.
The designer of the multimodal campaign message in Figure 1 deliberately varied and manipulated colours for a reason. ‘NDC’ was written in red a colour that quickly draws viewers’ attention to an impending danger. To wit, NDC is an impending danger.
The second figure is also an example of a multimodal NPP campaign message on “8 years of hardship.”
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Figure 2: A poster on NDC’s 8 years of hardship
The underlying message in the multimodal text in Figure 2 is apt, clear and concise. All the elements displayed in the text vividly display why the NPP wanted the NDC government voted out. The image in Figure 2 literally spells out the linguistic elements that connote the hardship, misery and hopelessness embedded in the decorated number 8. 
The economic recession that faced the country during John Dramani Mahama’s administration was captioned as “ECONOMIC DECLINE.” As an effect of the economic challenges, millions of graduates had become redundant. The author of the multimodal text summarised this situation in one word “UNEMPLOYMENT.” Again, the constant power cut led to the closure of businesses which relied on the national grid for electricity. This situation was dubbed as “DUMSOR.” This term was created in Ghana to describe the persistent, irregular and unprecedented electric power outage that gained prominence in 2012.The word “dumsor” is from two Akan words- “dum” meaning “off” and “sor” meaning “on.” The term literally refers to the “off-and-on” load shedding schedules of electricity in the country. 
Strategically, this multimodal message seems to target the youth and the working middle class are more affected by the issues summed up in the designed 8 with the use of #8YearsOfNDCIsEnough. This poster also rides on intertextuality and framing. The text ‘8 Years in Power’ with its repetition and attractive design appeals to the conventional Ghanaian political pattern that a political party stays in power for 8 years. Besides, the issues used to design the 8 are framed to present a one-sided perspective of the situations raised. The incumbent NDC had an arduous task, therefore, to counter this message.  This is because the average Ghanaian knows about these realities except that they may not fully appreciate what the government was doing about them.
Parallel to the images in figures 1 and 2, is the multimodal campaign image identified in Figure 3. The multimodal text in Figure 3 below gives a visual explanation of NPP’s campaign message. According to Kulikova and Detinko (2014:1382), “cartoons are bright examples of multimodal texts in which semiotic resource is presented by illustrations designed to convey a social and political message.”  The multimodal text in Figure 3 is an integration of text and cartoons. The cartoon in this context employs the use of visual metaphors to convey the ‘8 Years of Hardship’ campaign message of the New Patriotic Party. 
Again, the correlation between the text and the cartoon is meaningful. The campaign message says “8 years under the NDC is enough”. In this regard the designer of the multimodal text has placed the image of the man in the cartoon physically under the elements that portray the NDC government as incompetent and inept.
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Figure 3: A T-shirt on NDC’s 8 Years of Hardship
The symbolic meaning of the visual in Figure 3 is not misplaced in the Ghanaian setting. In Ghana, head potters are seen in most markets and industrial areas.  These head potters, when carrying extremely heavy loads, display the facial expression similar to that of the man in the cartoon in Figure 3. Hence, the intertextual undertone here makes the discourse function of the multimodal text coherent to the theme of the campaign message. This confirms the fact that the visual exhibit displayed in political cartoons is usually used to express criticism towards a political opponent.
	One of the obvious strategies underneath these messages has been repetition emphasis and consistency. Essentially, most these campaign posters contain the same texts. However, they are carefully designed to not put off their intended audience. This strategy to repeat and emphasize is noted with framing and the building of media gaze. With the support of the media to hype these messages, it is not difficult to achieve the expected outcome.

5.1.2. Avoid alcohol to be healthy	
At a glimpse of the multimodal text in figure 2, the viewers can easily contextualise the background colour used to design the number 8. The background colours belong to the National Democratic Congress party. The viewer’s attention to the intended campaign message is not restricted. The message too was adequately used by the NPP to discredit their main political opponent, the NDC. Similarly, the multimodal campaign image in Figure 4 shows a unified text in terms of visual narratives, choice of colour and projected message.
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Figure 4:  A Poster on ‘Avoid Alcohol to be Healthy’
The multimodal campaign message in Fig 4 used the colours that represent the New Patriotic Party. Correspondingly, the message is as relaxed as the presidential candidate is in the picture. The observable strategy is to present issues about the opposition NDC disfavorably and to project NPP favourably. The campaign message in Fig 4 is a response to a deliberately provocative post by NDC of NPP’s presidential candidate, Nana Akufo-Addo, drinking Kalyppo (a fruit juice popular among children) that went viral on social media. 
During one of their campaign trips, Nana Akufo-Addo was spotted by some NDC activists drinking Kalyppo on a hot afternoon. This was interpreted by NDC campaign strategists as a sign of irresponsibility, sneering at the fact of an old man drinking a sugar-based drink. This challenged the campaign strategists of New Patriotic Party to turn the mockery in their favour. Using intertextuality and framing, they presented a message that sparked a nation-wide Kalyppo challenge of who can do the unimaginable with Kalypppo. They used this opportunity to debunk the idea of their presidential candidate being too old to contest the presidential race; one of the arguments that did not favour NPP. They also played on the generally accepted notion of helping local industries to boost the economy. The underlying assumption is that former president Mahama could not grow the economy and that it takes the somebody like Nana Akufo-Addo who promote made in Ghana products to grow the economy. They extended the argument to promote the leadership qualities of their leader who was portrayed as not given to alcoholism and whose vision is still sharp even in old age. Their rhetoric was that since their presidential candidate was not an alcoholic hence not under the influence of alcohol, he had the vision and abilities to pull Ghana out from the economic and social doldrums challenging the country.
The effect of this campaign spin was almost immediate and massive. The Kalyppo craze swept throughout the country with people, especially the youth, enacting skits about the indispensability of Kalyppo. Very many funny posts of people using Kalyppo in emergency and normal day-to-day situations including using Kalyppo for transfusion, pounding Kalyppo for fufu, using Kalyppo as fuel or engine coolant, using Kalyppo as eye drop, etc. As a result of this Kalyppo sensation a Kumawood movie was titled Kalyppo Boys 1 & 2. This hype was intensified when during one of their major campaign rallies most of the NNP member who were at the rally, including ex-president J. A. Kuffour, were spotted drinking or pretending to be drinking Kalyppo. And that is how effective political communication can be by using intertextuality and framing. Some of the Kalyppo photos are presented in Figure 5 below.
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Figure 5: Some pictures of the Kalyppo craze 
Thus, the story behind the Kalyppo message and the subsequent hype contributed to the success of NPP’s campaign message. In terms of representational meaning of the Kalyppo campaign message in Figure 4, the image act is an action narrative and transactional. The animate participant, Nana Akufo-Addo, is paired with the inanimate participant, Kalyppo, to interpret the former’s endorsement of drinking non-alcoholic drinks such as Kalyppo. In addition, the stylistic writing of kalyppo as “KALYPPOOOOO” was used as a means of teasing the NDC about a “troll” gone bad. This means that the effective interpretation of Kalyppo as used in this context requires that viewers have a previous knowledge of the Kalyppo craze that went viral on social media in Ghana during the 2016 electoral campaign.
The positioning of the semiotic modes was done appropriately. The image of the animate participant which is the main subject of the message was positioned up while the supporting semiotic modes were placed at the side and below the image of the main subject. The colour red was used for the expression “Fresh and Healthy” in the advertisement as a means to prove to the electorate that Nana Akufo-Addo was physically fit to rule the nation. As reiterated above, the colour red cautions one about danger; hence, an appropriate colour to draw viewers’ attention.  
The facial expression of the animate participants is in line with its explanatory text. The picture of Nana Akufo-Addo heartily smiling depicts someone who is healthy. Again, the skin texture of the animate participant gives a picture of an energetic person even at the age of seventy-two (72).

6. Conclusion
The main purpose of the study was to analyse the effectiveness of the integration of text and visual semiotic modes in the New Patriotic Party’s 2016 campaign messages. The argument is that the success of NPP’s 2016 campaign message was as a result of their effective use of multimodal messages which were carefully framed. The objectives of the study were (a) to do a textual analysis of the visual and graphic information in NPP campaign messages, (b) to find out if the text and visual semiotic modes in NPP campaign messages are coherent enough to enact unambiguous statements, and (c) to determine how meaning is arrived at in the NPP campaign messages. Applying a text-based systemic functional-multimodal discourse analytical approach and the concepts of intertextuality and framing, we examined the linguistic and visual devices utilized in the campaign objects (posters and t-shirts). 
Based on our analysis, it can be concluded that meanings in NPP 2016 multimodal campaign objects are appropriately enacted. It has also been established that the integration of the semiotic modes does not produce ambiguous statements. It is therefore unlikely for a reader to misinterpret the intended meanings of the multimodal texts. Due to the natural appeal of the multimodal texts, thanks to the intertextual linkages and familiarity with their Ghanaian audience, viewers were easily manipulated to vote for the New Patriotic Party during the 2016 presidential elections. 
From the analyses, it may equally be concluded that the campaign messages used appropriate and easy to comprehend language. This functional concept of the campaign message aided a lot in the construction of meaning. The designer of multimodal NPP campaign messages had viewers with variable literacy levels in mind. Thus, the diction used in the multimodal campaign texts was not assigned for the elite class only; they were words that every Ghanaian was familiar with.
In addition, colours were appropriately applied in the multimodal texts. The colours used significantly represented the mood and perceptions intended in the campaign message. For instance, the colours in figures 2 and 3 were associated with NDC and therefore did not cause problems in the interpretation of the themes.
Finally, it can be concluded that the designer of the NPP 2016 multimodal campaign texts constructed result-oriented campaign texts in which the semiotic modes employed were coherently arranged. The effectiveness of the multimodal campaign texts can be said to have impacted positively on the target audience, hence the reason for their victory.	Comment by Author: The conclusion is good. However, you need to add the implication of the study to it.
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Comments
1. Overall the paper is good and can be published after the author has worked on the following:
a. The abstract needs to be looked at and attention given to only the method as well as the key findings of the study. The abstract needs no introduction.
b. The author needs to justify why he or she chose only NPP campaign messages…
c. A thorough proofreading must be done to remove all language problems in the paper.
d. The implication of the study is absent.
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