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ABSTRACT
Vote-buying is a contentious issue in contemporary discourse on the sustainability of democratic development in Nigeria. This menace is gradually crippling electoral processes and undermining the efforts of the electoral umpire in conducting competitive, free, fair, and credible elections for the sustenance of democratic development in Nigeria. The study, therefore, investigates the effects of vote-buying on the sustainability of democratic development and good governance in Nigeria. It argues that vote-buying compromises the well-being of the populace by entrenching bad governance and poor service delivery. The study adopts reciprocal determinism theory to illustrate how the political environment and bad governance are stimuli to consolidating the commercialization of Nigerian electoral processes. The study adopts the documentary method for gathering data from secondary sources and recommends institutionalization of a strong electoral management body to enforce a stiff penalty for commercialization of the electoral system in Nigeria. 
KEYWORDS: Vote-buying, democratic development, good governance, political stability.
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CHAPTER ONE 
INTRODUCTION
1.1 BACKGROUND OF THE STUDY
              Vote buying is the transactional process through which voters offer their votes for sale and political parties or public office aspirants or their agents' bargain to buy the boats from the sellers. It is synonymous with selling and buying goods and services in an open market on agreed prices. Where competition is very high, the process seems to be auction sales whereby the voters cell to the highest bidder. Modern scholars of social science and humanities trace the historical origin of election and electoral processes in Nigeria with emphasis on its fraught with vote-buying (cash-and-carry democracy), and other electoral malfeasance, ethnic chauvinism, religious extremism, and politically motivated violence and killings ( Onuoha & Okafor, Citation 2020; Adigun, Citation 209; Olaniyan Citation 2020; Amao, Citation 2020; Oko & Onuoha, Onapajo et al., Citation 2015;Olorunmola, Citation 2016.).
 Onapajo et al. stress that " Nigeria's electoral process has always been known for its chaotic nature and heart  of this quagmire, is the predominance of the vote buying, a phenomenon which arguably reflects the nature of politics and election" (2015, p 2). Amao (Citation 2020) corroborates this assertion has is stresses that the electoral process in Nigeria has frequently been identified for its corrupt, violent, and chaotic tendencies characterized by the utilization of thugs, maiming of political opponents by those seeking electoral positions through electoral fraud.
 	   It is therefore not astonishing that virtually all the election organized in Nigeria were marred by controversies, with their processes and outcomes facing crisis of integrity, credibility and legitimacy. According to Onuoha and Okafor (Citation 2020), vote-buying, in recent time, has risen in proportion, in scope, and sophistication as videos and images uncover the illegal practice of distributing money, materials, and other incentives among the electorates by political aspirants, party agents in order to lure voters to vote for their candidates. Onwudiwe and Berwind -Dart (Citation 2010, p.1) opine that while  African's largest democracy prepares for the polls, serious questions remain about Nigerian's capacity and political will to conduct free, fair and peaceful elections. Since independence in 1960, violence and myriad irregularities have persistently marred the process of electing the country's leaders, Nigerian politicians have become habituated to fraud, corruption, intimidation and violence, as if they consider these the necessary weapons of political winners. Olohunmola (Citation 2016) argues that money is considered a crucial factor for political parties to run their affairs doing and between elections. Unregulated utilization of resources, private or public, for political activities in capable of reversing the ethnics, practices, and spNDIt of democracy; it confers undue advantages and improperly changes choice to electorates.
    The social networks of voters has been shown to facilitate political cooperation and information transmission in established democracies. These same social networks, however, can also make it easier for politicians in new democracies to engage in electoral strategies. Uses survey data from the Philippines, this article demonstrates that individuals with more friends and family ties are disproportionately targeted for vote buying. This is consistent with the importance of other social factors identified in the literature such as reciprocity, direct ties of politicians, and individual social influence. In addition, this article presents evidence supporting an additional mechanism linking voter social networks to the targeting of vote buying: social network-based monitoring. Voters with larger …
1.5    SIGNIFICANCE OF THE STUDY 
          The significance of this study postulate the literature examining the effect of anti-corruption information campaigns vote buying. Other campaigns exposing voters to non-partisan information about the costs of voting for corrupt vote-buying candidates have used village meeting (Banerjee et al., 2010, Blattmen et al., 2020) and door-to-door leaflet distribution(Cruz et al., 2014). These campaigns are generally effective, but also rather expensive and labor intensive. This study also contributes to the broader literature examining the persuasion effects of political communication (Della Vigna and Gentzkow, 2019, strömber, 2020), as well as the electoral effects of social media, such as Facebook, Twitter. What kinds of messages are most likely to persuade voters to reject vote-buying politicians? Schaffer (2007) argues that moralistic appeals, such as a urging voters to vote their conscience rather than to sell their vote, maybe ineffective. Hypothesis that telling voters that voting for vote buying’s is neither in their own non their community's economic interest would be more effective. Accordingly, we design a radio campaign that emphasizes the trade-offs candidates face in supplying public versus private goods.

1.6. SCOPE OF THE STUDY 
          The study hymns to examine the assessment of impact of social media as a tool for the campaign against vote buying which adopts survey method to sample the opinion of the selected population ilorin East electorates, through the use questionnaire techniques to gather information on required on the research. However, the sample size of 50 electorates will be selected through stratified and random sampling techniques     
     Social media has been used by Nations, organizations, and people all around the world to attract voters' attention and increase public political engagement (Erubami, 2020). The ability of social media in Nigeria to promote and amplify political engagement as also been amply proved (Erubami, 2020). Politicians, political parties, the Independent national electoral commission (INEC), and more lately, political movements (like the obedient movement), are frequently seen doing general elections frantically attempting to engage with Nigeria via their different social.
1.7.    DEFINITION TERMS
· Candidates:-A person or subject nominated as suitable and credible to run for an election in order to occupy a political position.
·  Election:-This is the process of choosing a person for a political position in government to represent the electorate of their constituency or ward.
· Political Campaign:-This is an organized effort which seeks to influence a decision-making process within a specific group. Political campaigns often refer to electoral campaigns.
· Social Media:-Social media is the term often used to refer to new forms of Media that involve interaction participation. They are internet-mediated technologies that allow people to connect with each other virtually.
· Vote Buying:-Vote Buying is a widespread phenomenon. It is usually viewed as a purely economic exchange in which the voter sells is on her vote to the highest bidder.
· Political Participation:-Political participation refers to voluntary activities undertaken by the mass public to influence public policy, either directly or by affecting the selection of persons who make policies. 
· Voting Behavior:-Voting Behavior pertains to the action of inactions of citizens in respect of participating in the election that take place for member of their local, regional or national governments.
· Politics:-Politics is the set of activities that are associated with making decisions in groups or other forms of power relations between individuals, such as the distribution of resources or status. 
·  Electorate:- This Refers to the people who are eligible to vote in an election, especially their number e.g the term size of the electorate.


Well, it is a knowledge platform that provides the people with an ability to update their views. It is basically an encyclopedia that is online and can be used and updated by anyone. Also there is another example the form of Google Does that enables the    people to edit and share documents and that too online.
You will also be able to download and upload files with the help of these         collaborative tools which is known as social media as enable multiple users to take advantage of a singular platform. Different individuals can collaborate in the most personalized and result driven manner to get the expected outcome.
2.1.3 CONCEPTUAL FRAMEWORK
Concept of Vote-buying in General Elections and Money Politics in Nigeria 	
The essence of vote-buying in general elections is to influence the voting behavior of   electorates and to swing the political pendulum towards the buyers' favour and actualization of the ambition to secure victory in the elections. Vote-buying increases the election enthusiasm and draws massive voter turnout for the money and/or material benefits.     This large turnout of voters for incentives has a significant effect on voting behavior     (Nurdin, Citation2014), not necessarily to vote but to collect the benefits and may      abscond voting. Money is a dominant, determinant factor in Nigeria's politics. The poor are vulnerable segment of voters easily predisposed to be victimized, intimidated, and manipulated by vote-buying because their limited means makes them susceptible to material inducements. including offers of basic commodities or modest amounts of money or job procurements (Abba &Babalola,Citation2017; Onapajo & Babalola, Citation2020). Baidoo et al. (Citation2018,p.3) opine:
Theoretical perspectives have identified three dominant arguments to explain the foundations of vote-buying in elections. First it is argued that socio-economic factors,       especially poverty, unemployment and illiteracy play a major role in promoting the     market for votes in democracies. Second, it is argued that the voting methods in a     particular electoral system may also guarantee the predominance of vote-buying during    elections. The third explanation is predicated upon the belief that vote-buying is a     product of the nature of partisanship and party organization in a particular state.


 rate index revealed that 91,885,874 people in Nigeria live in extreme poverty occasioned by unemployment and insecurity.
Unemployment rate in 2019 was 23.1% and forecast to rise to 33.5% in the year 2020.Nigeria was declared Poverty Capital of the World (World Poverty Clock 2018). Illiteracy is the worst pestilent disease afflicting less educated voters. In 2018,illiteracy rate was 30% of the population, which comprised 65 million Nigerians; and a survey on Nigeria, conducted by the United Nations Children's Fund, indicates that the population of the out-of-school children in Nigeria has risen from 10.5 million to 13.2 million in 2019,the highest in the world(premiumtimesng.com;google.com).
2.1.5 Manifestation of Vote-Buying in Election Periods
Vote-buying has different connotations to different people or countries depending on the people's history, culture, and political experience, and election models. The concept of vote-buying does not have a conventional single universally accepted definition. Etzioni-Halevy (Citation1989,p.287) sees the concept as "the exchange of private material benefits for political support"; while Bryan and Baer (Citation2005,p.4) conceptualized vote-buying as "the use of money and direct benefits to innocence voters". The two definitions emphatically stressed the objective of vote-buying which is to earn direct socio-economic benefits for political support of voters in return. The basic underscore of the abstraction "vote-buying" is the emphasis of exchanging voters' political rights for material benefits. Contextually, the material benefits and political support are more significant and a centerpiece of the objective of vote-buying.
2.1.6 Impact of Social as a Tool Against Vote Buying in an Election
Social media and political decision making young people consider the Internet as a flexible medium for information seeking (Kim & Ellison, 2021), getting political news updates, online political messaging for opinion expression, and political expression   (Saleem et al, 2021).According to (Heiss,2021),social media can help new voters decide whether or not to vote in the general election. (Kim, 2021), on the other hand, emphasizes that increased exposure to bad political topics or media Intern. Political participation among young people, and it may also have an impact on various levels of political participation, whether active or passive. According to (Fucks, 2021), social media has a substantial impact on people's voting behavior in major and
[bookmark: _GoBack]CHAPTER TWO
LITERATURE REVIEW
2.0 INTRODUCTION 
Development is much sought after by nations, especially developing nations like Nigeria. However, this cannot be attained when the democratic process of leadership selection is faulty This submission is premised on the fact that the development of any nation rests on the kind of leadership it has, In other words, leadership is the foundation upon which the success of any nation depends. Therefore, this explains why the selection of people into leadership positions in any society is expected to follow established procedures so that the process will be free from any kind of fraudulent practice. The main reason for this is to ensure that the right people are elected to manage the affairs of such a nation.
This is the reason why democracy has been a tool for combating vote buying in Nigeria for Development Purposes adopted throughout the world, including Nigeria, as the right prentice of determining those who will exercise leadership authority over their nations. Democracy In this regard, is the best practice of leadership selection, because it requires the participation of every citizen (Farrell &Suiter, 2019).Lioba and Abdulahi (2005) democracy is "a system of movement that allows citizens of a country to choose freely their leaders". Odionye (2016)defines democracy as any system of government that is rooted in the notion that ultimate authority in the government of the people rightly belongs to the people, that everyone is entitled to an equitable participation and share in the equal rights and equitable social and economic justice as the birthright of everyone in the society. The basic characteristics of democracy include the existence of the mechanisms for political and economic choice, balanced political structure and stable political system.
2.1 CONCEPT OF SOCIAL MEDIA
Introduction Social media can be broadly defined as the set of interactive Internet applications that facilitate(collaborative or individual) creation, duration, and sharing of user-generated content. Examples of social media platforms are numerous and varied. They include Facebook, Friendster, Wikipedia, dating sites, Craigslist, recipe sharing sites (e.g. all recipes.com).YouTube and Instagram. Social media platforms all share the abovementioned characteristics, but are unique from one another in many respects, In particular, platforms often vary in their architectures, structures, norms, and user bases.
In working to differentiate between different kinds of social media platforms, scholars distinguish and label several subsets of social media, with a particular emphasis on social network sites. Boyd and Ellison (2007) explicitly differentiate social network sites from social networking sites. They argue that social networking implies meeting new people and making new connections, which contrasts with actual user practices. Specifically, social network site users tend to interact with existing rather than new social contacts.  Examples of social network sites include Facebook, My Space, YouTube, and Live J Journal. A second subcategory of social media consists of micro blogging sites. These allow users to distribute short messages to a broad audience, often through links and images, Such sites have explicit limits on the number of characters or amount of content allowed per message. Twitter, the predominant micro blogging site in the United States, and Weibo, China's suite of micro blogging sites, limit each message to140 characters. Vine, Twitter's video application, limits clips to 6 seconds.
In addition to the label of social media, the contemporary Internet characterized by interactivity and user-generated content is also known as "Web 2.0" Some argue that the newest era of digital technologies, characterized by user collaboration and cooperation, can be labeled “Web 3.0” Others, however, contend that Web 1.0,2.0, and 3.0 are better understood as variations in user practice rather than technological capability of particular relevance, social media users, who can engage in participatory and collaborative activities online, also utilize social media platforms to send e-mail type messages, or engage in asynchronous discussions, both of which the characterize the Web 1.0 era (Barassi & Treré,2012).
Researchers at the Pew Internet and American Life Project show that 69% of all US Internet users participate in some form of social media (Brenner,2012),with Facebook, the most popular brand, utilized by 66% of Internet users. Women are significantly more likely than men to participate in social media, with 75% versus 63% participation, respectively. Those who are younger (under 30) are significantly more likely to use social media than those who are older (50and above),and those with either very high or very low incomes have significantly higher social media participation rates than those with middle-range incomes. There are no significant racial differences in social media usage (Brenner,2012).Internationally, social media use among adults is above 50% in Britain, Spain, and the Czech Republic. Usage rates approach these levels in Brazil, France, and Italy. In contrast, Pakistan and India have very low social media use, with less than 10% of the adult population engaging social media platforms. As in the United States, there are strong global variations in social media use by age, with the young (18-29) far more likely to use social media than their older counterparts (50+),For instance,71% of 18-29-year-olds in Japan use social media, as compared with 8% of those 50and older (Pew Research Centre, 2012).
2.1.1 TYPES OF SOCIAL NETWORK
The main aspects of that differentiation social media platforms is the types of content that item
SOCIAL NETWORKING SITES
Social networking sites are mainly used to connect with people you may or may not know. They focus more on person-to-person conversations and knowledge-sharing. These platforms are considered the center of communication and accommodate different content formats, like text. photos and videos.
These sites allow users and businesses to
· Create and share content and thoughts with groups that have similar interests
· Promote products and services and reach a wider and more diverse audience with advertisements
· Reach and influence the right people with specific metrics and demographics by using an immense amount of data
Examples of social networking platforms: 
· Facebook
·  X(formerly Twitter)
· Linkedin
· TikTok
2.  IMAGE-BASED SITES
You might have heard the saying that a picture is worth a thousand words. Well, image-based sites are bringing this phrase to life by allowing users to share content in the form of in fographics, illustrations and images.
a. These platforms inspire creativity. Businesses can encourage their audience to generate unique content to engage with their brand while boosting sales through shoppable posts and images.
b. Some sites like Instagram and Pinterest allow business accounts to post images linked to their shoppable items. These usually pop up in the feed with a shopping link and users can proceed to the merchant store to complete their transaction.
c. Image-based sites are great for businesses dealing in apparel, handicrafts, accessories and similar products.


Here are some popular image-sharing networks:
· Instagram
· Pinterest
· Flickr
· Photobucket
3. VIDEO-HOSTING PLATFORMS
Marketers and businesses see tremendous benefits in using videos, as 91% of consumers want more online video content from brands. It's one of the most captivating and engaging forms of content that aids assimilation and understanding.
1. People usually search for all kinds of things in video content, including "how-tos" and "tutorials."As a brand, you can leverage these platforms to impart information, promote a new product, answer questions or announce new features and packages.
2. Brands can also use paid ads to reach new customers or collaborate with influencers to promote their products. Also, if you don't have a page, profile or social media channel dedicated to your business, you can still advertise on these platforms.
Here are some well-known video-hosting platforms:
· YouTube
· ·TikTok
· ·Snapchat
· .Vimeo
4. DISCUSSION FORUMS
Discussion forums are essential platforms that encourage users to answer each other's questions and share new ideas and news. They're designed to spark conversations based on shared interests or curiosity.
Businesses can use these platforms to better understand how people perceive heir brand and products. You can also start by answering questions correctly to increase your credibility on these forums. This could lead to increased visits to your business or product website. The selection of the right questions to answer is vial here, as it is a chance for you to introduce your products and services without looking like you're directly advertising.
Some of the most-visited discussion forums are:
· Reddit
· Digg
· Quora
· ·Clubhouse
5. BLOG AND COMMUNITY PLATFORMS
Blogging platforms are a great way to provide valuable and educational insights that could be related to your product or business. This way, you'll be informing your audience about specific problems and their solutions as   expand you lately position your productas1better way to go. 
What's more, when relevant and helpful, your blogs can drive more traffic to your website. You can post blogs about using your product creatively or discuss the trending topics in your industry or niche. All of this will also help in building a community around your brand.
Here are some of the renowned blogging and publishing networks:
· Medium
· Tumblr
· Word Press
2.1.2 USES OF SOCIAL MEDIA
The uses of social media are certainly on the rise from individuals, entrepreneurs, and celebrities to startups, small business and big enterprises, social media affect ever one.
Communication: the tools that are used in the communication sectors are basically a very well known from of social media platform. These tools include blogs and websites where you are provided an ability to create articles and blogs to interact, communicate, inform and empower your audiences. The people who read you blogs will be able to comment on it comment on it.
Other uses also include social media sites such as twitter, facebook, and instagram that further increase the chances of communication between individuals with the help of personal details. comments, image, video posts, and a lot more.
With the help of these platforms, individuals are able to build strong personal relationships with each other. Business can communicate with their audience in productive manner.
Collaboration: most of use many different tools that have a social aspect attached to them and we use these tools on a regular basis as well. Let us give you any example. Have you ever heard of Wikipedia?
Well. it is a knowledge platform that provides the people with an ability to update their views. It is basically an encyclopedia that is online and can be used and updated by anyone. Also there is another example the form of Google Does that enables the people to edit and share documents and that too online.
You will also be able to download and upload files with the help of these collaborative tools which is known as social media as enable multiple users to take advantage of a singular platform. Different individuals can collaborate in the most personalized and result driven manner to get the expected outcome.
2.1.3 CONCEPTUAL FRAMEWORK
Concept of Vote-buying in General Elections and Money Politics in Nigeria 
The essence of vote-buying in general elections is to influence the voting behavior of electorates and to swing the political pendulum towards the buyers' favour and actualization of the ambition to secure victory in the elections. Vote-buying increases the election enthusiasm and draws massive voter turnout for the money and/or material benefits. This large turnout of voters for incentives has a significant effect on voting behavior (Nurdin,Citation2014),not necessarily to vote but to collect the benefits and may abscond voting. Money is a dominant, determinant factor in Nigeria's politics. The poor are vulnerable segment of voters easily predisposed to be victimized, intimidated, and manipulated by vote-buying because their limited means makes them susceptible to material inducements. including offers of basic commodities or modest amounts of money or job procurements(Abba &Babalola,Citation2017;Onapajo & Babalola, Citation2020). Baidoo et al.(Citation2018,p.3) opine:
Theoretical perspectives have identified three dominant arguments to explain the foundations of vote-buying in elections. First it is argued that socio-economic factors, especially poverty, unemployment and illiteracy play a major role in promoting the market for votes in democracies. Second, it is argued that the voting methods in a particular electoral system may also guarantee the predominance of vote-buying during elections. The third explanation is predicated upon the belief that vote-buying is a product of the nature of partisanship and party organization in a particular state.
Votes are not bought without considering the category or group of voters the person belongs .Three categories of voters have been identified to include core supporters, swing voters. and opposition backers(Baidoo et al,Citation2018).These three categories are the focus points in every election, they are the target population during vote-buying. Vote-buying proposal often focused on either electoral choices or electoral participation with the intent to convince persons to vote in certain ways, or not to vote in the first place. 
Political parties generate monetary and non-monetary incentives to induce the poor and less educated voters during elections. Figure 2 illustrates the characteristics of voters and their utilization in elections. From the group (poor and less educated),swing voters and core supporters are sieved out as the positive turnout buying. The outcome of the positive turnout buying increases votes for the distributing party and places it at a vantage for victory. The second segment of the poor and less educated voters is filtered out of the population as opposition supporters whose intent and purpose is to execute negative vote-buying to reduce votes for the opposition.
2.1.4 Implications of Vote-Buying on Democratic Development in Nigeria
One of the major implications of vote-buying is that it is capable of sparking off corruption amongst politicians after voting them into power. The danger is that politicians would firstly recoup all the money invested during nomination of candidates, party-primary election and campaigns. This ugly development will definitely result in looting of state treasury. Vote-buying attached to materials or cash incentives, apart from increasing financial burden on politicians, has its consequences on good governance in Nigeria. 
It serves as a springboard to catapult unsalable, incompetent elements and unsuitable political parties to public elective offices. Vote-buying enslaves vulnerable voters who are paid to support candidates of a particular party, it restricts their freedom of choice and blurred their rationale decision-making skill. The viral nature of vote-buying in 2019 general elections stimulates genuine concern about the leadership quality, capability of service delivery, and effectiveness of emerging democratic institutions; and ensuing results of the despicable elections conducted in Nigeria (Baidoo et al., Citation2018;Sarkanyau et al., Citation2015).
The populace is wittingly being starved to death through incompetence and leadership gaps’. Therefore, a vigorous government - driven poverty reduction initiative is a appealing strategy as a palatable option to curb vote-buying and fight poverty in the country. 2019 poverty  rate index revealed that 91.885,874 people in Nigeria live in extreme poverty occasioned by unemployment and insecurity
Unemployment rate in 2019 was 23.1% and forecast to rise to 33.5% in the year2020 Nigeria was declared Poverty Capital of the World (World Poverty Clock 2018). Literacy is the worst pestilent disease afflicting less educated voters. In 2018, illiteracy rate was 30% of the population, which comprised 65 million Nigerians: and a survey on Nigeria. conducted by the United Nations Children's Fund, indicates that the population of the out-of-school children in Nigeria has risen from 10.5 million to 13.2 million in 2019.the highest in the world(premiumtimesng.com:google.com)
2.1.5 Manifestation of Vote-Buying in Election Periods
Vote-buying has different connotations to different people or countries depending on the people’s history, culture, and political experience, and election models. The concept of vote-buying does not have a conventional single universally accepted definition. Etzioni-Halevy (Citation1989,p.287) sees the concept as "the exchange of private material benefits for political support";while Bryan and Baer(Citation2005,p.4) conceptualized vote-buying as "the use of money and direct benefits to innocence voters". The two definitions emphatically stressed the objective of vote-buying which is to earn direct socio-economic benefits for political support of voters in return .The basic underscore of the abstraction "vote-buying" is the emphasis of exchanging voters' political rights for material benefits. Contextually, the material benefits and political support are more significant and a centerpiece of the objective of vote-buying.
2.1.6 Impact of Social as a Tool Against Vote Buying in an Election
Social media and political decision making young people consider the Internet as a flexible medium for information seeking (Kim&Ellison,2021),getting political news updates, online political messaging for opinion expression, and political expression (Saleem et al. 2021).According to (Heiss,201),social media can help new voters decide whether or not to vote in the general election.(Kim,2021),on the other hand, emphasizes that increased exposure to bad political topics or media Intern. Political participation among young people, and it may also have an impact on various levels of political participation, whether active or passive. According to (Fucks,2021),social media has a substantial impact on people's voting behavior in major and political participation a person has, the better their self-efficacy, Internal efficacy has been used to explain political participation in a variety of ways while self efficacy and involvement of citizens were found to predict trust in the government and parliament, as well as contentment with democracy (Prats &Meunier 2021).According to new studies, (Gastil et al,2017:Knobloch et al.,2019)found that voters who were better informed about the assemblies' design were more likely to vote in accordance with their recommendations, implying that understanding the process gave voters confidence in their fellow citizens' decision-making abilities.
External Political Efficacy: external political effectiveness refers to how much a person believes he or she can influence the political process and how receptive political systems are to their requests(Geurkink et al.,2020).External efficacy is the notion that government officials listen to the public and that there are legal means to influence decisions made by the government (Priyanto et al.,2021).
2.1.7 Bad governance, Vote-buying in General Elections, and Money Politics in Nigeria
Vote-buying in 2019 general elections went viral as APC-led government rolled out its intimidating public resources and massive arsenal of coercion to harass and subdue oppositions and their supporters. The National Leader of APC, Bola Tinubu, drove two bullion-vans into his residence on 22February 2019 during the presidential election from where money was being recklessly dished out in large quantum to party agents for vote-trading. The picture of the bullion-vans (Figure 3) and crowd of prospective vote-sellers went viral in the social media but neither the security agents, Economic and Financial Crimes Commission (EFCC), Independent Corrupt Practices, and other related offences.
Commission(ICPC)nor the INEC(the regulatory agency)investigated the matter. The INEC chairman and members of the Management Board from the six geopolitical zones, the EFCC chairman, ICPC chairman, Inspector-General of Police, the Service Chiefs, and heads of paramilitary agents are appointees of the president as provided in the 1999 Constitution. These organizations are mere appendages of the presidency, and they brazenly serve the interest of the party in power, not the society. The abuse of utilization of the security agents, including the military, paramilitary personnel. the police, and their unwelcomed activities which disrupted polling units, collation centers, and the forceful confiscation of the election materials, collated results and unlawful arrest and detention of INEC officials by the military to pervert the elections results in favour of their principles, overwhelmed voters to avoid polling stations. INE Confirmed that collation centers were fiercely invaded by military personnel and armed gangs with the trail of intimidation and unlawful arrest of INEC officials in effort to subvert the will of the electorates. The European Union Election Observation Mission in Nigeria,2019,the NDI, the NDI, Centre for Democracy and Development, and Integrity Friends for Truth and Peace Initiative jointly condemned the involvement of the military personnel in 2019 general elections in Nigeria (Bassey,Citation2019;WANEP-West Africa Network for Peace Building.Citation2019).
2.1.8 Factors Militating Against Political Development
Vote-buying is one of the factors militating against political development and sustainability of democracy in Nigeria. The country is practicing a "patronage democracy", a carrot and stick relationship between vote-buyers and vote-sellers in-consolidation of commercialization of the polity. The quantum of money in circulation during election barraged political development. Vote-buying is prevalent in Nigeria because an average voter in the country is poor and cannot resist the charming effects of uncontainable electoral bribes in cash or kind, and tantalization of voters with job opportunities purported to exist; and the political elites disposition to capitalize on the weak-voters' unity in vulnerability to exploit the situation to render them politically feeble to control their rights to vote for candidates of their individual choice. Poverty, unemployment, and illiteracy-have been identified by scholars as the major causes of vote-buying. 
The study argues that electoral fraud is fundamentally a derivative of vote-buying. Vote-buying is the origin of bad governance, facilitator of imposition of wrong and inept group of unsalable persons to find spaces in governance. Insecurity of lives and properties, disunity amongst ethnic groups, secessionists' agitations from various ethnic associations, the massive blood-letting in all parts of the country, and enormous deficit of infrastructures are the products of vote-buying. The plague generates inept leadership and ineptitude yields poverty. unemployment, and illiteracy. Therefore, emphasis should be located on fierce wrestling against vote -buying and the capacity to institute legal suits against the culprits. CSOs, sp ND Ited citizens, and other stakeholders should operate beyond heroics and take proactive actions against political parties, politicians, or their agents and any delinquent anti-graft agency identified to have been involved in vote-buying or aiding and abetting vote-trading to face the wrath of the law. The "Independent "National Electoral Commission would exhibit proficiency only when it is constitutionally independent: when unbiased appointment of the chairman would be competitive through electoral process.
The utilization of functional card readers in accrediting eligible voters must be sustained to curb electoral irregularities. The precept of ballot secrecy needs functional election legislation to ensure secret voting is not only a right on voters' part but an absolute obligation that must be observed during election periods. Secret ballot is important to sustain the electoral integrity, and one of the primary devices being applied to restrain vote-buying.
2.1.9 The strength of Internet and Social Media towards the Development of Political Activity
The Internet and social media have created forums for people to discuss politics via online groups, pages, and accounts. Karakaya and Glazier (2019) emphasized the relevance of new media in providing a platform for political participation, and Jamil (2018) found that social media users represent active policy dialogue and involvement. Additionally, Chae, Lee, and Kim(2019) and their study looked at the influence of the Internet on people's political participation. paying particular attention to how the Internet shapes people's perceptions of politics. Alargan (2021)also did a study looking into the connections between social media, political efficacy, and political involvement at Jordan's Al al-Bayt University. The significance of social media in influencing political efficacy and participation, as well as the function of political engagement in influencing political efficacy, is supported by empirical evidence. Intern, Journal of Profess. Bus. Political Participation (Lebanon-Case Study).
Online petitions and commenting on politicians' tweets are only two examples of completely new types of action and connection that social media has given rise to (Sloam 2014).Young adults frequently seek non-institutionalized and horizontal modes of participation, which social networks provide(Sloam,2014).Such political participation is only possible via social media; hence it must be considered a different sub dimension of political participation. In general, the various kinds of participation can be divided into institutionalized (such as voting) and no institutionalized categories(e.g., protest behavior). People are disproportionately more likely to participate through non-institutionalized means, so this distinction is important, in particular in the interest environment (Weiss,2020). 
According to Quantifier (2007),"in practically every election, young people are the least likely to vote, and their participation percentages are steadily dropping."Scholars have lamented a participation gap between younger and older people for decades (Quintelier.2007).For instance, despite the fact that young people in Austria can vole at age 16,their turnout is still fairly low (Binder et al., 2021).Findings from other nations like wise imply that young people have poor political trust and rather negative attitudes of politics(Quintelier,2007; Binder et al., 2021).
2.1.10 Social Media and Political Decision Making
Young people consider the Internet as a flexible medium for information seeking (Kim &Ellison,2021),getting political news updates, online political messaging for opinion expression, and political expression (Saleem et al., 2021).According to (Heiss,2021),social media can help new voters decide whether or not to vote in the general election.(Kim,2021),on the other hand, emphasizes that increased exposure to bad political topics or media Intern. The Impact of Social Media on Political Efficacy and Real-Life Netizens Political Participation (Lebanon-Case Study)dissatisfaction might alter participants' cynicism, and that political apathy leads to lesser political involvement among young people, and it may also have an impact on various levels of political participation, whether active or passive. According to (Fucks, 2021), social media has a substantial impact on people's voting behavior in major and semi-urban locations. 
Through the employment of appealing adverts, social media plays an important role in the voting behavior of young voters, particularly among students. It has the ability to not only catch people's attention. but also to influence their voting behavior. The research also discovered that people who utilize social media frequently make decisions depending on the political content they read. Social media enhances public awareness and acts as a motivator for people to vote and turn out (Priyanto et al.,2021).
According to (Fujiwara et al, 2022),social media has a significant impact on voter turnout in elections. Facebook has been discovered to be a digital platform with a significant level of political sentiment among its users. This is because to its feature that allows users to comment on each other's status, audio, and graphics. They can-also communicate and participate in the current public debate environment. Furthermore, social media sites such as Facebook and Twitter have a significant role in student political conduct (Priyanto et al., 2021).Plus, the decision to vote in an election is one of the most understandable political behaviors so that the importance of people's issues like as growing prices of products and gasoline, corruption, and the marketability of graduates' influence voting behavior (Hamedan et al.,2019).
2.1.11 Political Efficacy and Media
The findings demonstrated that political message propagation on social media has a favorable and significant association with young voters' political participation, political awareness, and political efficacy. Overall, the data suggested that the usage of social media could improve political engagement, particularly among young voters (Gogoi,2020;Dankwah et al,2021)Online political efficacy is proposed as a mechanism relating social media use and political participation in this article. We argue that (1) the effect of information-oriented social media use on political involvement is positively mediated by the user's online political efficacy, and (2) this mediation effect is only significant for online political participation. (Bandura, 1986; Chadwick, 2006; Halpern et al,017;Chen et al,2019) Political efficacy had no effect on offline political participation and was not found to be a mediator between online and offline political participation (Tariq et al,2022).
2.2THEORETICAL FRAMEWORK
2.2.1Reciprocal Determinism Theory
This theory is adopted as the theoretical framework of analysis for the study. Reciprocal determinism postulates that the individual's behavior influences and is being influenced by both the personal characteristics and the social world. The theory is a model built around three major characteristics that influence behavior the environment, the individual, and the behavior. The model explains the interwoven nature of the three factors which made them be interdependently working together to produce reflective responses. As the environment influences individual behavior, the individual's reactions as well as influence the environment. Thus, the theory investigates the part our behavior plays in the environment. This theory was firstly propounded by a psychologist, Albert Bandura (Singh,Citation2018)Other proponents that expounded on the theory were Judith Rich Harris(1998). Akoul Gregory M.(1998), Akoul gave details on the earlier propositions of a child who implies that children were inactive receivers of environmental influences which conveyed that the children were easily molded or shaped in what so ever method the parents or school teachers and other caregivers select to work
The theory of reciprocal determinism holds the view that infants display more practical and interactive roles in the environment as the environment influences them. With difficulty would they react as an effect of learned associations or reinforcements, considering that their characteristics, feelings ,thoughts, and behaviors impact how they interact with and respond to the environment (Cherry, Citation 2018;Singh, Citation2018). The focus of this theory is the assumption that a relationship exists between the environment and behavior of persons, in which the environment influences the behavior of the people. 
In other words, the environmental factors which produce very poor conduct of elected public office holders, abysmal performance of the government in power to provide good governance, weak public service delivery capacity. Absence of infrastructural facilities and welfare of the public which is paramount in governance. poor legislation and a disservice to the people, the ineptitude of government functionaries, and individual experiences of voters fanned their sense of judgment to react the way they considered beneficial. For instance, the lack of genuine electoral processes, transparency, and accountability in governance formed the mindset of voters to respond to the environment by selling their votes in exchange for money and/or materials. Reciprocal determinism translates to how the environment produces effects on individual characteristics. Cherry (Citation2018,p.2) stresses:
2.2.2 Persuasion Theory
Persuasion Theory is a mass communication theory that deals with messages aimed at subtly changing the attitudes of receivers. The researcher(Vale 2019)sees this theory as a theory that indicates that campaign messages have a significant influence on people's attitude toward electioneering. The concept of persuasion originated with studies in the 1940s and 1950s aimed at defining the optimal persuasive effectiveness of propaganda, Researches on Persuasion Theory turned their focus to the audiences and the content of messages. In justifying the fact that persuasion theory can be used in politics, hence, the theory can be applied to the project research topic. Political campaigns are persuasive in its form as it tends to influence the electorates choice of candidates. 43 However. messages are successful only if they embed the same opinions of the receivers. Therefore, the focus of any campaign has to be on individual psychological factors.
Carol S. Lilly, in "power and persuasion, ideology and rhetoric in communist Yugoslavia: 19441953" concluded, persuasion is most effective when a communicator (campaigner) builds on existing values and beliefs. Attempting to change people's values or create new ones (thus changing culture) has proven to be highly inflective Those who don't take part in media communications are less likely to be persuaded. In other words, electorates who don't take part in social media political campaigns are less likely to be influenced on their choice of candidate.
2.3 Empirical Review
The Internet and social media have created forums for people to discuss politics via online groups, pages, and accounts. Karakaya and Glazier (2019) emphasized the relevance of new media in providing a platform for political participation and emphasize on vote-buying during election, and Jamil (2018) found that social media users represent active policy dialogue and involvement. Additionally, Chae, Lee, and Kim (2019) and their study looked at the influence of the Internet on people's political participation, paying particular attention to how the Internet shapes people's perceptions of politics. Alarqan (2021) also did a study looking into the connections between social media, political efficacy, and political involvement at Jordan's  Alal-Bayt University.
Vote-buying is a contentious issue in contemporary discourse on the sustainability of democratic development in Nigeria. This menace is gradually crippling electoral processes and undermining the efforts of the electoral umpire in conducting competitive, free, fair, and credible elections for the sustenance of democratic development in Nigeria. The study, therefore, investigates the effects of vote-buying on the sustainability of democratic development and good governance in Nigeria. It argues that vote-buying compromises the well-being of the populace by entrenching bad governance and poor service delivery. The study adopts reciprocal determinism theory to illustrate how the political environment and bad governance are stimuli to consolidating the commercialization of Nigerian electoral processes. The study adopts the documentary method for gathering data from secondary sources and recommends institutionalization of a strong electoral management body to enforce a stiff penalty for commercialization of the electoral system in Nigeria. The significance of social media in influencing political efficacy and participation, as well as the function of political engagement in documentary method for gathering data from secondary sources and recommends institutionalization of a strong electoral management body to enforce a stiff penalty for commercialization of the electoral system in Nigeria. The significance of social media in influencing political efficacy and participation, as well as the function of political engagement in influencing political efficacy, is supported by empirical evidence. Intern. The Impact of social media on political efficacy Political Participation (Lebanon-Case Study) online petitions and commenting on politicians' tweets are only two examples of completely new types of action and connection that social media has given rise to (Sloam 2014). Young adults frequently seek non-institutionalized and horizontal modes of participation, which social networks provide (Sloam,2014).Such political participation is only possible via social media; hence it must be considered a different sub dimension of political participation. In general, the various kinds of participation can be divided into institutionalized (such as voting) and non-institutionalized categories (e.g., protest behavior).People are disproportionately more likely to participate through non-institutionalized means, so this distinction is important, in particular in the interest environment (Weiss,2020).According to Quintelier (2007),"in practically every election, young people are the least likely to vote, and their participation percentages are steadily dropping." Scholars have lamented a participation gap between younger and older people for decades (Quintelier,2007).
Canare et al. (Citation2018) carried out empirical study on vote-buying to investigate the patterns of vote-buying among poor voters in Nigeria. The study revealed that although vote-buying is prevalent in the Nigeria, but it is unrestrained in most developing democracies. Vote buying incidences are frequent among African countries than in Latin American nations asillustrated1.The study harps on the consequences of vote-buying: it causes huge costs to society, weakens accountability in governance, and impedes institutional growth required for democracy. Voters in the Nigeria sees elections periods as viable opportunities for making money, Aspirants offer free medical care, scholarships, food, and subsidization of funeral bills to voters( Felongco, Citation 2019;Sch ffer,2002).Vote-buying is correlated with high-profile corruption and inefficiency in government institutions. A similar study also disclosed evidence of votes selling being prevalent among poor voters in Argentina, Egypt and Nigeria (Stokes, Citation 2005).
Nicaragua's municipal elections in 2008 recorded incidence of vote-buying, where by food stamps, rice, beans. and 25,000 stores were distributed to eligible voters to earn their votes (Gonzalez-Ocantos et.al,Citation2010), In India, voting was invalidated in a constituency in the southern state of Tamil Nadu in the 2019 general elections where the 100 million rupees meant for vote-buying was seized. The rate of vote-buying per family was estimated to range between75 and 100 (Aljazeera, Citation 2019;Bari, Citation2018), Sanni's (Citation2019) study revealed that the prevalence of vote-buying and perception that votes were actually purchased from voters placed south-south zone highest with24% prevalence and (76%) perception of vote-buying in Nigeria's 2019 general elections; north-west 23%(53%);north-central 21%(64%); southeast 19%(73%); southwest 19% (71%); and northeast 18%(52%), respectively.
According to Jesten and Justesen (Citation2014),vote-buying has emerged, with the spread of democracy, as an integral part of election campaign in the developing world. In Pakistan, election period is perceived as an opportunity to demand for their own electoral benevolence which includes money, digging wells to provide water, distribution of solar panels, paving of streets, fans, donation of huge money to shrine, mosques, seminaries, welfare organizations, other religious institutions, and bankrolling faithful to Mecca for pilgrimage (Ali,Citation2018;Kramon,Citation2016).
In a similar empirical study carried out on vote-buying in Kenya, Kramon (Citation2009)disclosed that vote-buying is a ubiquitous phenomenon, as he argues that from the roman republic to nineteenth-century Britain and the United States to such newer democracies as the Philippines and Argentina, and to such African countries as Sao Tome Principe and Nigeria. the practice of vote-buying has been common place in political campaigns. It is evident that the nineteenth-century laws providing for the secret ballot in both the United States and Great Britain were largely accountable for the reduction of vote-buying in those countries.





CHAPTER THREE
RESEARCH METHODOLOGY
3.0 INTRODUCTION
     Research methodology could be seen as a way of explaining how your researcher intends to carry out their research. It's a logical, systematic plan to resolve a research problem. A methodology details a researcher's approach to the research to ensure reliable, valid results that address their aims and objectives. 
   This study is designed to find out assessment of the impact of social media as a tools for the campaign against vote-buying. This goal cannot be achieved unless to research work is orderly imagination, logical and accurate. Hence, this chapter center on the research used in carrying out the work, which method is appropriate for the project. 
 3.1 RESEARCH DESIGN  
Research design is a framework for action that serves as a bridge between research questions and their execution of a research strategy. 
 According to Jenkins smith et al (2017) defined research design as the set of steps taken to collect an analyze research data. Saunders, et al. (2012) Divine research design as a plan hint at answering a specific research question. Polit et al. (2001) Defines research design as the "research investigation in a logical and systematic way".
     	Design acceptance fact that research design is the basis plan that guide data connection and the analysis phrase of any research work. The design of a research can be regarded as the framework which specific the types of information to be gathered including the source of data and the procedure used in collecting them. Research can be divine as an attempt to discover something design however, refers to the whole method of technique used in gathering data. Research design therefore entails to framework or general arrangement that is used in collecting an analysis a set of data.
     	Therefore, on the basis of this study, the research design used for collecting the required information is survey. Barble 1983-83 divine survey research as a research method used by social scientists in collecting data for describing a population with large access of directly; Osuala (1990.22) says "survey research focuses on their feature factors on people their future facts, believe opinions, attitude motivation and behavior. He describe it as a non-experimental description method. Moreso, the analysis of the data collected is based on descriptive and inferential statistically tools formation data.
    The primary and secondary data are source of information on influence of foreign television on a dressing, habit of Nigeria youth. 
3.2.   POPULATION OF     THE STUDY 	   
Population is the entire group of people that the research is interested in, and to whom the research results can be generalized. (Polit and Hungler (1999) et al,. According to Creswell (2018) defines population as a group of individuals, objects or items that are used to measure the sample. The study population chosen for this research was 204,310 in Ilorin East L.G Electorate, Kwara State. There are  12 wards in Ilorin L.G, they are : Agbeyangi, Gbadamu/Osi , Gambari I, Balogun Gambari ii, Marafa/People, Maya/Ile-Apa, Oke-oye/Oke, Ose/ Alalubosa, Zango. The people chosen were those that are eligible to vote during elections. Participants were only qualified if their age are 18 to 21. 
3.3   SAMPLE SIZE AND SAMPLING TECHNIQUE 
   Sample size refers to the number of a participants or observations included in a study. This number is usually percentage by n. The size of a sample influences two statistical properties: 1) the precision of our estimates and 2) the power of the study to draw conclusions. 
     	Example size therefore, is 100, the sample consists of both male and female in order to get appropriate results, the respondents we are selected on the basis of their department. The researcher two sample random sampling chooses representative from the population and making the whole sample size.
3.4.   RESEARCH INSTRUMENT
        Research instruments classes are designed to help students develop the ability to locate, evaluate, and use information effectively.
        According to CC Crawford defines research instruments "it starts with a problem, collect data or fact, analysis these critically and beaches decisions based on the actual evidence.
       According to "Martinez" research is a scientific process of critical selection of data, investigation and analysis of such to gain new knowledge or to compliment an existing one.
 3.5   VALIDITY AND RESEARCH OF THE INSTRUMENT 
       Validity involves the appropriateness, meaningfulness, and usefulness of inferences made by the researcher on the basis of the data connection ( Walllen & Fraenkel, 2001). Validity and research of the study can be often be through of the instruments explain how well the connected data covers the actual area of investigation ( Ghauri and Gronhaug, 2005).
      The research techniques was adopted in ascertaining validity and reliability of the research questionnaire. The research work was checked, validated and reliable from supervisor. Therefore, the reason for the method chosen was to allow the participants to be able to express themselves, give me the researcher the leverage of understanding what sort of mobilization they are exposed to. Also, a comparison was being made between the findings generated from the quantitative and qualitative study. It also created a wave of trust as the participants we see this as a platform to express their opinion concerning the general election in Nigeria.
3.6. DATA COLLECTION METHOD 
      Data collection method is a systematic approach used to gather information or data for research, analysis or decision-making purposes. It involves selecting appropriate techniques and procedures to collect data from various sources and in different formats. 
       According to creswell (2014) data collection methods are the procedures, techniques, and tools used by researchers to gather empirical evidence in a systematic and organized manner to answer research questions or test hypothesis.
     According to kothari (2004) Data collection methods refer to the techniques or tools used in gathering the necessary information or data for a research study, ensuring that the data is accurate and relevant to the research objectives.


3.7   METHOD OF DATA ANALYSIS 
      According to creswell (2014) method of data analysis is the process of interpreting the data and drawing conclusions.
      This area covers diagnostic tests, conceptual models and analytical models. Tables were used to present data.SPPSS version 2.1 to analyze the data. The researcher used a diagnostic test as a statistical measure to test data accuracy. The analysis was what the researchers used to eventually draw copy conclusion on the assessment of the impact of social media as a tools for the campaign against vote-buying.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0 INTRODUCTION 
This chapter focuses on data presentation observed from the distributed questionnaire. The institutional characteristics and background of respondent to the questionnaire would be considered. However, explanation of the element under consideration is grouped on the basis of gender, age, marital status, education level, and occupation. The analysis is based on the response of the respondents which contain reliable information on “assessment of the impact of social media as a tool for the campaign against vote buying. The respondent of the questionnaire are Ilorin East Local Government Electorate.
4.1 DATE PRESENTATION
According to okoro and NWafor (2013) data presentation is the process of organizing, summarizing and usually representing data in a way that is easily understandable and meaningful to the audience. It also refers to the organization and presentation of data into table graph, chart etc. in Ilorin east local government electoral and it was distributed to 100 numbers of people. The questionnaire consists of three of sectors ( A, B, and  C) of 20 questions which are relevant to this study.
Section A: ANALYSIS OF DEMOGRAPHIC SEGMENT
Table 1: Sex Distribution of respondent
	Gender
	Number of respondent 
	Percentages

	Male
	31
	31%

	Female
	69
	69%

	Total
	100%
	100%


Source: research survey, 2025
Table 1 show that 31 respondents representing 31% are made while 69 respondents representing 69% were female. This table shows that majority of the respondent are female.


Table 2: Age Distribution of respondent
	Age
	Number of respondent 
	Percentages

	18-25years
	62
	62%

	26-36 years
	38
	38%

	Total
	100%
	100%


Source: research survey, 2025
Table 2 show that 62 respondent representing 62% fall within 18-25 years, 38 respondents representing 38% fall within 26-35 years. This table shows that majority of the respondents are within 18-25 years
Table 3: Occupation of the Respondent
	Occupation 
	Number of respondent 
	percentages

	Student
	71
	71%

	Civil servant
	14
	14%

	Self employed
	15
	15%

	Total
	100%
	100%


Source: research survey, 2025
Table 3 shows that 71 respondents representing 71% are students, 14 respondents representing 14% are will servant while 15 respondents representing 15% were self employed. This table shows that majority of respondents are student.
Table 4: Marital Status of the Respondent 
	Married status
	Number of respondent 
	percentages

	Single
	70
	70%

	Married
	29
	29%

	Divorced
	1
	1%

	Total
	100%
	100%


Source: research survey, 2025
Table 4 shows that 70 respondents representing 70% are single, 29 respondnets representing 29% while 1 respondent 1% is divorced. This shows that majority of the respondent were single.
Table 5: Religion of the Respondent
	Religion 
	Number of respondent 
	percentages

	Islam
	31
	31%

	Christian
	69
	69%

	Other
	-
	-

	Total
	100%
	100%


Source: research survey, 2025
Table 5 show that 75 respondent representing 75% are Islam while 25 respondent representing 25% are Christian. This table shows that majority of the respondent are Islam.
Table 6: Education Qualification of the Respondent
	Educational Qualification of the Respondent 
	Number of Respondent 
	Percentages

	SSCE/WAEC
	40
	40%

	NCE/OND
	21
	21%

	B.SC/HND
	39
	39%

	TOTAL 
	100
	100%


Source: research survey, 2025
Table 6 shows that 40 respondent 21% are NCE/OND while 39 respondents representing 39% are B.sc/HND. This table shows that majority of the respondents are SSCE/WAEC
Section B: RESEARCH QUESTIONS
Table 7: How frequently do you use social media?
	Responses
	Frequency 
	Percentages

	Multiple times a day 
	69
	69%

	Once a day
	23
	23%

	A few times a week 
	8
	8%

	Total
	100%
	100%


Source: research survey, 2025
Table of shows that 69 respondents representing 69% are multiple times a day,  23 respondent representing 23% are once a day while 8 respondents representing 8% are a few times a week. This table shows that 69 respondents representing 69% usually use social media. 
Table 8: How much time do you spend Social Media per day on average?
	Responses
	Frequency 
	Percentages

	Less than 30 minutes 
	32
	32%

	30 minutes to 1 hours
	15
	15%

	1 to 2 hours
	38
	38%

	Total
	100%
	100%


Source: research survey, 2025
Table 8 shows that 32 respondent representing 32% are less than 30 minutes to 1 hour, 38 respondent representing 38% 1 to 2 hours while 15 respondents representing 15% were more than 2 hours. This table shows that 38 respondents representing 38% dout mostly spend much on social media per day on average. 
Table 9: Do you think social media content influences campaign against vote buying?
	Responses
	Frequency 
	Percentages

	Yes significantly 
	77
	77%

	Yes, to some extent
	23
	23%

	No, not at all
	-
	-

	Not sure
	-
	-

	Total
	100%
	100%


Source: research survey, 2025
Table 9 shows that 77 respondents representing 77% say yes, significantly while 23 respondents representing 23% say yes, to some extent. This table shows that majority 77 respondents representing 77% say yes, significantly. 




Table 10: Have you come across social media content on vote buying?
	Responses
	Frequency 
	percentages

	Yes, frequently 
	63
	63%

	Yes, occasionally
	35
	35%

	No, never 
	2
	2%

	Total
	100%
	100%


Source: research survey, 2025
Table 11: Do you believe social media handles contribute to the special of vote buying in politics?
	Responses
	Frequency 
	percentages

	Yes, definitely 
	68
	68%

	Yes, to some extent 
	32
	32%

	No not at all
	-
	-

	Not sure 
	-
	-

	Total
	100%
	100%


Source: research survey, 2025
Table 11 shows that 68 respondents representing 68% say yes, definitely while 32 respondents representing 32% say yes, to some extent. The table shows that the majority of the respondents were 72 respondents were 72 respondent who say yes, definitely. 
SECTION C:
TABLE 12: social media has emerged as a powerful tool in the campaign against vote buying
	Responses
	Frequency 
	Percentages

	Strongly agreed 
	48
	48%

	Agreed 
	52
	52

	Neutral 
	-
	-

	Disagree 
	-
	-

	Strongly disagree
	-
	-

	Total
	100%
	100%


Source: research survey, 2025
Table 12 shows that 52 respondents representing 52% agreed while 48 respondents representing 48% 0 strongly agreed. This means that majority of the respondents agreed that social media was emerged as a powerful tools in the campaign against vote buying
Table 13: Social Media enables the public to hold politicians, candidates, and electoral processes accountable by exposing instances of vote buying    
	Responses
	Frequency 
	Percentages

	Strongly agreed 
	44
	44%

	Agreed 
	52
	52%

	Neutral 
	4
	4%

	Disagree 
	-
	-

	Strongly disagree
	-
	-

	Total
	100%
	100%


Source: research survey, 2025
Table 13 shows that 44 respondents representing 44% strongly agreed, 52 respondents representing 52% agreed while of respondents representing 4% were neutral. The table shows that majority of the respondents agreed that social enables the public to hold politicians, candidates, and electoral processes accountable by exposing instance of vote buying.
Table 14: Social media platforms provide a space for grassroots activities civil society organization and concerned citizen to connect, collaborate and mobilize against vote buying
	Responses
	Frequency 
	Percentages

	Strongly agreed 
	46
	46%

	Agreed 
	52
	52

	Neutral 
	2
	2%

	Disagree 
	-
	-

	Strongly disagree
	-
	-

	Total
	100%
	100%


Source: research survey, 2025
Table 14 shows that 46 respondent representing 46% strongly agreed, 52 respondents representing 52% agreed while 2 respondents representing 2% neutral. This means majority of the respondents agreed that social media plant forms provide a space for grassroots activates, civil society organizations, and concerned citizens to connect, collaborate and mobilize against vote buying.
Table 15: social media empowers citizen journalists, capturing and sharing evidence of vote buying attempts or incidents.
	Responses
	Frequency 
	Percentages

	Strongly agreed 
	39
	39%

	Agreed 
	55
	55%

	Neutral 
	6
	6%

	Disagree 
	-
	-

	Strongly disagree
	-
	-

	Total
	100%
	100%


Source: research survey, 2025
Table 15 shows that 39 respondents representing 55% agreed. While 6 respondents representing 6% are neutral. This table shows that majority of the respondent agreed that social media empowers citizen to become citizen journalist, capturing and sharing evidence of vote buying attempt or incident 
Table 16: social media has the potential to engage and mobilize a broader range of citizens; including young voters who are active on digital platforms.
	Responses
	Frequency 
	Percentages

	Strongly agreed 
	47
	47%

	Agreed 
	53
	53%

	Neutral 
	-
	-

	Disagree 
	-
	-

	Strongly disagree
	-
	-

	Total
	100%
	100%


Source: research survey, 2025
Table 16 shows that 47 respondents presenting 47% strongly agreed, while 53 respondents representing 47% strongly agreed. This table shows majority respondents agreed that, media has the potential to engage and mobilize a broader range of citizen including young voters who are active on digital platforms.
Table 17: Social Media serves as a powerful tool for sharing information, resources and education content related to vote buying.
	Responses
	Frequency 
	percentages

	Strongly agreed 
	54
	54%

	Agreed 
	46
	46

	Neutral 
	-
	-

	Disagree 
	-
	-

	Strongly disagree
	-
	-

	Total
	100%
	100%


Source: research survey, 2025
Table 17 shows that 54 respondents representing 46% agreed. This table shows that the majority of the respondents strongly agreed that social media serves as a powerful tool for sharing information, resources and education content related to vote buying 
Table 18: Social Media platforms facilitates digital activism initiative such as online petition awareness campaign and the use of hash tags to support the campaign against vote buying. 
	Responses
	Frequency 
	percentages

	Strongly agreed 
	54
	54%

	Agreed 
	44
	44%

	Neutral 
	2
	2

	Disagree 
	-
	-

	Strongly disagree
	-
	-

	Total
	100%
	100%


Source: research survey, 2025
Table 18 shows that 54 respondents representing 54% strongly agreed, respondents representing 44% agreed while 2 respondents representing 2% were neutral. 
The majority of the respondents strongly agreed that social media platforms facilitate digital activism initiatives such as online petitions, awareness campaigns and the use of hashtag to support the campaign against vote buying 
Table 19 : Social Media can serve as a monitoring tools, allowing users to report instances of vote buying or suspicious electoral activities.
	Responses
	Frequency 
	percentages

	Strongly agreed 
	49
	49%

	Agreed 
	51
	51

	Neutral 
	-
	-

	Disagree 
	-
	-

	Strongly disagree
	-
	-

	Total
	100%
	100%


Source: research survey, 2025
Table 19, shows that 49 respondents representing 51% agreed. The majority of the respondents agreed that social media can serve as a monitoring tools, allowing users to report instances of vote buying or suspicious electoral activities.
Table 20: The spread of misinformation and disinformation on social media poses a challenge to the campaign against vote buying .
	Responses
	Frequency 
	percentages

	Strongly agreed 
	47
	47%

	Agreed 
	53
	53%

	Neutral 
	-
	-

	Disagree 
	-
	-

	Strongly disagree
	-
	-

	Total
	100%
	100%


Source: research survey, 2025
Table 20 shows that 47 respondents representing 44% strongly agreed, while 53 respondents representing 53% agreed. The majority of the respondent agreed that there is a perception that social media may in advertently exacerbate the digital divide, which can limit its effectiveness as a mobilization tool for all youth. 
4.2	ANALYSIS OF RESEARCH QUESTIONS
These are the analysis of research questions used in the research work that produces the expected outcome of the work done.
RESEARCH QUESTION ONE
What are the effectiveness of social media campaigns in creating awareness about the consequence of vote buying? In relation to table 12 it shows that 52 respondent representing (52%) agreed while 48 respondent representing (48%) strongly agreed. This means that majority of the respondents agreed that social media has emerged as a powerful tools in the campaign against vote buying and also confined the effectiveness of social media campaign against vote buying.
RESEARCH QUESTION TWO
What are the role of social media in mobilizing communities against vote buying? In relation to table 14 it shows that vote buying? In relation to table 14 it shows that 52 representing (46%) Strongly agreed while 2 respondents representing (2%) are Neutral. This actually explained that majority of the respondents agreed that social media platforms provide a space grassroots activities, civil society organization and concerned citizens to connect, collaborate, and mobilize against vote buying.
RESEARCH QUESTION THREE
What are the impact of social media in fostering a sense of civil respondent and accountability? Table 19 explained the fostering of civil responsibility of electoral activities, 49 respondents representing (49%) strongly agreed while 51 respondent representing (51%) agreed. 
The majority of the respondents agreed that social media can served as a monitor tool, allowing users to report instances of vote buying or luscious electoral activities.
RESEARCH QUESTION FOUR
How social media can be employed as a powerful instrument in the campaign against vote buying? In relation to stable 11 shows that 68 respondents representing (68%) say yes, definitely while 32 respondents representing (32%) say yes, to some extent. The table shows that the majority of the respondents were 68 respondents representing (32%) say yes, to some extent. The table shows that two majority of the respondents were 68 respondents who say yes, because they believe that social media platforms facilitate digital activities initiatives, such as online petitions, awareness campaigns, and the use of hash tags to support the campaign against vote buying.
4.3	DISCUSSION OF FINDINGS
The purpose of this study is to examine assessment of the impact of social media as a tool for the campaign against vote buying. The result obtained in the statistical analysis was used to provide an answer to this research study to provide an answer to this study. Definite question were asked in the questionnaire to generate answer each of the question passed in this study. Hundred (100) questionnaire were administrated to the respondents and all the copies of the questionnaire were returned.
The first research question show in table 12, what are the effectiveness of social media campaigns in creating awareness about the consequences of vote buying? In relation to table 12 it shows 52 respondents representing 52% agreed while 48 respondent representing (52%) agreed. This means that majority of the respondents agreed that social media has emerged as a powerful tool in the campaign against vote buying and also confirmed the effectiveness of social media campaign against vote buying.
The second research question show in table 14. What are the role of social media in mobilizing communities against vote buying? In relation to table 14 its shows that 52 respondents representing (52%) agreed, 46 respondents representing (46%) strongly agreed while 2 respondents representing (2%) are neutral. This actually explained that majority of the respondents agreed that social media platforms provide a space for grassroots activities, civil society organizations, and concerned citizens to connect collaborate, and mobilize against vote buying. 
The analysis finding in table it shows that 69 respondents representing (69%) multiple times a day 23 respondents representing (23%) are once a day while 8 respondents representing (8%) are a few times a week. This table shows 69 respondent representing 69% usually use social media. The third research question show in table 19 what are the impact of social media in fostering a sense of civic responsibility and accountability? Table 19 explained the fostering of civic responsibility of electoral activities, 49 respondent representing (51%) agreed. The majority of the respondents agreed that social media can serve as a monitoring tool, allowing users to report instances of vote buying or suspicious electoral activities.
The fourth research questions convey information in table 11 shows 68 respondents representing 68% say yes, definitely while 32 respondent representing 32% say yes, to some extent. The table shows that the majority of the respondents were 68 respondents who say yes, because they believe that social media platforms facilitate digital activities initiatives, such as online petitions, awareness campaigns, and the use of hash tags to support the campaign against vote buying. Table 15 shows that 39 respondents representing 39 % strongly agreed 55 respondents representing 55% agreed, while 6 respondents representing 6% are Neutral. The majority of the respondents agreed that social media empowers citizens to become citizen journalist, capturing and sharing evidence of vote buying attempts or incidents.
The consequence of these findings is that the social media has changed the landscape of citizenship and leadership, mobilization, governance and politics and the way people can bold their leaders accountable. This conforms to Olley and Ekwaraefo (2023, p.46). assertion that “ Nigerian government and political office holders must be conscious of the corporeity of the people to galvanize themselves into action using social media tools’. Youths, who engage actively in social media, have moved from the level of just entertainment and interaction with family and friends, to that of involving actively in issues relation to polities, governance leadership, corruption and security.
	The social media’s where potentials provide for great freedom of expression, submission of ideas, surveillance of the political/governance sphere to identify those who are being involved in negative acts and through public outery, expose them. Many times outery against public office holders has led to such cases being investigated and offenders sanctioned in different ways. Another important findings from the research is the fact that though, many people can get involved in live demonstrations or activities remains a powerful tool for political participation. This potential to participate in societal issues through the social media of course, may only be applicable to those who have access to communication facilitates. That is, the issue of digital divide still exists, and youth in the rural areas may still be passing through situations that the social media may have no impact on because they lack the access and empowerment. Given the ever changing nature of internet communication it is necessary to conduct more research in this area to find out it affects the dynamics of the society in different ways. In relation to and socio-political issue and vote buying, there is still need to see how more people can be made to move their campaign from the internet, and on to the street. 


CHAPTER FIVE
SUNMARY, CONCLUSION AND RECOMMENDATIONS
5.1 SUMMARY 
One aspect to recognize social media is the potential to reach and mobilize a large number of People through civic engagement. Social media platforms provide a space for political campaigns, candidates, and activists to connect with people, who are often active users of these platforms. The ability to share information, rally support, and organize events quickly and easily has made social media an attractive tool for political mobilization. 
Furthermore, social media has also been credited with democratizing the political process by giving a Notice to marginalized groups and allowing them to express their opinions and concerns against vote buying. This has empowered people who may have traditionally felt excluded from the political sphere to actively participate and engage in political discussions. The immediacy and accessibility of social media have made it easier for young people to stay informed about elections, candidates, and key issues. However, assessment of the impact of social media as a tool for the campaign against vote buying is not universally positive. Critics argue that social media can be a double-edged sword, as it can also contribute to the spread of misinformation, echo chambers, and polarization.
 The rapid dissemination of unverified information through social media platforms can lead to the formation of biased opinions and the manipulation of public sentiment. Additionally, concerns about data privacy, algorithmic bias, and the influence of social media platforms on political campaigns have raised questions about the integrity and transparency of the electoral process against vote buying. These concerns can impact the audience's trust in social media as a reliable  source of political information and may discourage some individuals from actively engaging in political discussions or participating in elections. 
In summary, assessment of the impact of social media as a tool for the campaign against vote buying is a mixed bag. While it has the potential to empower and engage people, it also comes with challenges such as misinformation and privacy concerns. Understanding and addressing these challenges are crucial to maximizing social media's positive impact on youth mobilization and ensuring a fair and informed electoral process. 

5.2 CONCLUSION 
Vote-buying is one of the factors militating against political development and sustainability of democracy in Nigeria. The country is practicing a “patronage democracy”, a carrot and stick relationship between vote-buyers and vote-sellers in consolidation of commercialization of the polity. The quantum of money in circulation during election barraged political development. Vote-buying is prevalent in Nigeria because an average voter in the country is poor and cannot resist the charming effects of uncontainable electoral bribes in cash or kind, and tantalization of voters with job opportunities purported to exist; and the political elites’ disposition to capitalize on the weak-voters’ unity in vulnerability to exploit the situation to render them politically feeble to control their rights to vote for candidates of their individual choice.
Poverty, unemployment, and illiteracy have been identified by scholars as the major Causes of, ° buying. The study argues that electoral fraud is fundamentally a derivative of vote-buying. Vote-buying " the origin of bad governance, facilitator of imposition of wrong and inept group of unsalable persons to find spaces in governance. Insecurity of lives and properties, disunity amongst ethnic groups, Secessionists’ agitations from various ethnic associations, the massive blood-letting in all parts of the country, and enormous deficit of infrastructures are the products of vote-buying. 	
Therefore, emphasis should be located on fierce wrestling against vote-buying and the capacity to institute legal suits against the culprits. CSOs, spNDIted citizens, and other stakeholders should operate beyond rhetorics and take proactive actions against political parties, politicians, or their agents and any delinquent anti-graft agency identified to have been involved in vote-buying or aiding and abetting vote trading to face the wrath of the law. The “Independent” National Electoral Commission would exhibit proficiency only when it is constitutionally independent; when unbiased appointment of the chairman would be competitive through electoral process. 
5.3 RECOMMENDATIONS 
Based on the findings, the researcher recommends the following: 
1. Stakeholders should work towards ensuring that social media serves as an inclusive and responsible tool for the campaign against vote buying 
2. Social media platforms should engage in meaningful collaborations with political parties, candidates, and electoral authorities. 
3. Social media should be recognized as a veritable tool for aggregating public opinion by public office holders, and should encourage free expression therein, and let such views guide their activities.
 4. Government should address echo chambers and polarization; efforts should be made to encourage diverse participation and viewpoints on social media. 
5. Social media platforms should prioritize transparency and accountability in their algorithms and content moderation practices.
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