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Abstract
This study examines audience perception of the impact of social media as platforms for shaping political opinions. With the rise of digital communication, platforms such as Facebook, Twitter, Instagram, and WhatsApp have become significant channels through which political information is disseminated and discussed. The research investigates how users interact with political content, the extent to which social media influences their political views, and whether these platforms serve as tools for political awareness or manipulation. A survey method was adopted, using structured questionnaires to gather data from a sample population of social media users. Findings reveal that a majority of respondents perceive social media as a powerful influence on political attitudes and decision-making, citing accessibility to diverse viewpoints and real-time updates as key factors. However, concerns about misinformation, echo chambers, and biased content were also highlighted. The study concludes that while social media plays a vital role in political opinion formation, its impact is dual-edged, necessitating critical media literacy among users. Recommendations include promoting fact-checking practices and encouraging balanced political discourse online.
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CHAPTER ONE
INTRODUCTION
1.0 BACKGROUND OF THE STUDY
Social media are the channels via which individuals connect with one another to share, trade and comment on content through online communities and networks (Oparaugo, 2021). In order to build highly participatory platforms for individuals and groups to share, create, discuss, and alter user-generated content, social media uses mobile and web-based technology (Oparaugo, 2021).
Through virtual networks, it makes it easier for people to share ideas and information (Dollarhide, 2023). It might manifest as video sharing, social gaming, business networks for professionals, virtual worlds, review sites and more. Social media refers to websites and apps that facilitates communication, participation, information sharing and working together (The Economic Times), social media used by people to maintain contact with their friends, family and neighbors,
Cam and Hayes (2015) defined social media as “Internet-based channels that enable users to opportunistically interact and selectively self-present, either in real-time or asynchronously, with both broad and narrow audiences to derive value from user-generated content and the percept ion of interaction with others” (Oparaugo, 2021) adopted this definition.
Until recently, newspapers, magazines radio, and television, were primarily used for divulging political opinions or less and participation. However, modern mass communication tools, such as new or social media, made possible bythe internet have emerged in our day and age. The way people communicate globally has changed as a result of social media platforms (Erubami, 2020)
In an era where face to face political opinion by giving citizens a platform-to express their opinions and assisting in the development of a consensus position. The main indicator of social media technologies, the free and quick plow of information, has encouraged liberty and improved the realization and man’s unalienable right to freedom of speech and expression (Erubamı, 2020). Citizens can create their own answers to political events and, as a result, participate in the political process when accurate, understandable and extensive knowledge is freely available (Project store, 2022).
Since the turn of century, political use of social media has increased across most of Africa, including Nigeria. For instance, according to Okeke, Chinonye and Obi (2016) Nigeria’s2011 general elections represented a turning point in the country’s usage of social media for political communication inspired by the fact that president Barrack Obarna, the U.S.A. A first black president, used Facebook to his advantage to win the elections (Okeke, C.2016), Nigerian politicians are gradually moving their campaigns online to social networking sites and other online venues.
Social media application has impacted a variety of endeavors including public relations, advertising, strategic communications and political communication. According to this, the popularity of social media, especially in politics may have a favorable impact on political engagement Social media has been used by nations, organizations and people all around the world to attract public attention and increase public political engagement (Erubami 2020).
The ability of social media in Nigeria to promote and amplify political engagement and opinions proved that politicians, political parties, the Independent National Electoral Commission (INEC), and more lately, political movements (Like the Obedient Movement) are expressive and frequently seen participating during general elections frantically attempting to engage with Nigerians via their different social media channels.
Social media has been used to co-ordinate some of the most successful campaigns as people get to share or give out their opinions and the platform has been seen as a space for campaign against perceived failures by governance and drawing our attention to seemingly unimportant issues. There has been a change in the way communication is managed on all fronts, whether they are social, economic, or political as a result of the recent rise of social media as a major force that must be taken into account in all sectors of communication.
Despite the imperative nature of social media in the political arena and electioneering processes in Nigeria, the manner in which people see the impact social media has on molding of political opinions
1.2 STATEMENT OF THE PROBLEM
In recent years, the influence of social media platforms have become increasingly prominent in shaping public discourse, particularly in the political sector. As individuals engage with various social media channels and they are exposed to diverse political content which has shaped their opinions and perspectives and challenge lies in exploring the diverse ways social media influences audience perception of political issues and ideologies.
To carry out the research, political opinions across diverse demographic groups such as age, gender and political affiliations will considered and at a times people find it difficult to contribute to political matters. Source Credibility, it can be difficult to discern reliable sources from misinformation or biased content.
1.3 OBJECTIVES OF THE STUDY
The specific objectives of this study therefore, Include:
1. To examine the nature of political content
2. To assess source credibility and level of exposure to social media political contents.
3. To know the extent at which audience engager with political content on social media platforms.


1.4 RESEARCH QUESTIONS
1. What extent do audience engage and get exposed to political contents on social Media?
2. How do audience perceive these political awareness messages on social media?
3. How do audience perceives the credibility of information related to political messages disseminated through social media?
1.5 SIGNIFICANCE OF THE STUDY
In reality, there is a connection between social media and politics, and it is possible to mobilize and garner support for political causes through social media, (Okeke, C, Kress 2016 &Tunca,2018). The Study address has social media plays a pivotal role in shaping political opinions, and the knowledge is handy for individuals to critically assess vital information and make welfare informed political decisions.
The study “Audience perception of impact of social media as a platform for molding political opinions” is capable of raising and creating awareness among the public about the influence of social media on political opinions. It gives individual opportunity to contribute to democratic processes.
1.6 SCOPE OF THE STUDY
The study of great importance to all as it helps citizens to be involved in politics thereby engaging to drop opinions in aspect that seem not acceptable by all. The study focuses now audience perceive social media impact on political opinion including but not limited to Facebook, X, Instagram and others, where political content is disseminated and consumed.
The study seeks an in-depth analysis of political content that warrants political views shared on social media platforms including the examination of texts, images, graphics, videos and other forms of media. Audience engagement with political content on social media is a key aspect of this study.
1.7 LIMITATIONS OF THE STUDY
Every research work has its limitations, The study may experience limitations related to sampling bias and untruthful data may not be fully represented, such as survey responses of interviews which might be biased as participants or respondent might provide information based on how they perceive it should be acceptable socially or morally rather than expressing and exposing their true opinions or views regarding a matter.




1.8 DEFINITION OF KEY TERMS
1. Social Media: This can be define as technologies that the gorges of interaction, make possible collaboration and enable deliberation scevos stakeholders These technologies include blogs, likes, media (audio, photo, video, texty sharing tools, networking platforms and virtual worlds, Bryer&Zavatarro (2011)
Social media is primarily internet and mobile-based tools for sharing sonoring and discussing information by users. McCarthy and Leylan (2012) describes social medis as the platforms via individuals and community share, co-create, discuss and modities generated content. Social media, as defined by Beyer and Zavataro ans technologies fur facilitates social interaction and build ideological and technological foundations
2. Political opinions: Political opinions are individual expression or beliefsending political issues, polices, campaigns, manifestoes among others. The opinions can be influstcas se triggered by different factors or reasons which include permál experiences or encounter exposure to political information and personal values Political opinions includes mensbenhig of a political party, expressed political, social golitical, or moral antinades and commitment.Political opinions means the opinions of persons relating to govemmest of the conduct of government, thereby giving opinion of any of its activities or innue
3. Audience Perception: Audience perception refers to now individuals intergest and make sense of information presented to them. How an individual feels, understands or comprdiend an information, matter or an issue. Audience perception is all about what a viewer brings is s given piece of media content in order to give it meaning. Wayne discusses how Skeggs and Wood found that audience perception puts you a step ahead as you know what drives them. With provided insight into how to positively engage with them.It is a collective opinions viewed about either person, group, event, seganization or the concept of an ideas based on their beliefs.
4. Impact: This means the effect or influence a thing has on another. This retlers so the ability to have a strong effect on a situation or person, thereby having a direct influence on someone or thing. In the context, impact refers to the expect that social media has on the formation and alteration of political opinions among the audience.








CHAPTER TWO
LITERATURE REVIEW

2.1 CONCEPTUAL FRAMEWORK
2.1.1 EVOLUTION OF SOCIAL MEDIA
To understand social media we need to explore its history. The Internet started out as a massive Bulletin Board System (BBS) that allowed users to exchange software, data, messages, and news with each other (Kaplan & Haenlein, 2010). In 1979, Duke University graduate students Tom Truscott and Jim Ellis teamed up with the idea of networked communication over computers for exchange of information. This idea was executed in 1980 (Kaplan and Haenlein, 2010) and “Usenet” was launched worldwide, which was the first genuine attempt at social networking. Various discussion groups were held covering a wide variety of topics from humanities, sciences, business, politics, computers, and other areas.

The discussion forums on these websites were called “newsgroups” (Goldsborough, 2005), By 1992, Internet became one of the most popular networking tools, which linked researchers and educators. Marc Andreessen headed a team at NSF eenters which successfully developed a browser to develop NCA Mosaic or popularly known as Mosaic. In less than 18 months of its introduction, Mosaic became the browser of choice for almost over a million users. This set off an exponential growth in the area of decentralizing information and connecting people and led to the development of Microsoft’s Internet Explorer (Andreessen, 1993).

Founded in October 1998 by Bruce Ableson and Susan Ableson, “Open Diary” was the next attempt at social networking. This website brought together people from various fields who wrote diaries or blogs, as we now call them, on a common platform to share their views and perspectives on various topics (Kaplan and Haenlein, 2010). As the Internet matured and became more widely available in the late 1990’s, there was an explosion of Social Media websites.

In 1999, social media websites like Blogger and Faceparty appeared, and post-2000, Wikipedia, Picasa, Friendster, Flickr and other sites were created. The number of active monthly users each of these social media sites generates is given below. The social networking site Facebook is currently one of the leaders in social media, with video sharing site YouTube a close second. Growth of social networking, a revolution in social networking came with the advent of newer social networking websites, based on Web 2.0. In 2002, Friendster used the concept of degrees of separation. It promoted the idea of social networking by creating rich bonds among people who knew each other directly or via certain friends and provided a common platform for them for social interaction.

With the success of Friendster, many other social networking sites followed. LinkedIn, launched in 2003, created a professional platform for work-based interaction. It is more than a mere playground for teenagers and classmates. LinkedIn is a serious platform for working people who want to connect with other professionals and to expand their contact networks. As of January 2014, LinkedIn reported 300 million registered users on its website (https://www.linkedin.com/about-us). MySpace, which was also launched in 2003, has almost10 times fewer (36 million as on October 2013) monthly active users than LinkedIn. However, Facebook, launched in 2004 for Harvard students and opened to the general public in 2006, is currently the most frequented social networking website. As of September 2014, Facebook claims 1.35 billion active users (https://newsroom.fb.com/company-info/). To put this number in perspective, if Facebook was a country it would be the second most populous nation, second only to China.
Over the years, many scholars have been able to distinctively define and clarify the concept of social media. In their definition and clarification, the concept of social media has been used interchangeably with social networking site. Likewise, in this section, the word will be used interchangeably.
In defining social media, Kaplan and Haenlein (2010) gave a general definition of social media in consideration of Web 2.0 and user-generated Content. According to them social media is a group of internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allows the creation and exchange of User Generated Content.
Nwanton, Odoemalamn, Orji-Egwu, Nwankwo and Nweze (2013)defines social media as those internet-based tools and services that allow users to engage with each other,generate contents, distribute and search for information online. Parr (2010) defines social media as the use of electronic and Internet tools for the purpose of sharing and discussing information and experiences with other human beings in more efficient ways. On the other hands, Jantsch (2008) considers social media as the use of technology combined with social interaction to create or co-create value.
According to Merriam-Webster dictionary (2017), social media is a form of electronic communication (as websites for social networking and microblogging) through which users create online communities to share information, ideas, personal messages, and other content (as videos) while Dykeman (2008) acknowledged social media as “the means for any person to: publish digital, creative content; provide and obtain real-time feedback via online discussions, commentary and evaluations; and incorporate changes or corrections to the original content” (Dykeman, 2008).
Bryer and Zavatarro (2011) described social media as technologies that smooth the progress of social interaction, make possible collaboration, and enable deliberation across stakeholders. These technologies now include blogs, wikis, media (audio, photo, video, text) sharing tools, networking platforms, and virtual worlds. Social Media Online (2011) defines social media as primarily internet-and mobile-based tools for sharing and discussing information by users.
The term, according to Andreas and Michael (2010), refers to “a group of Internetbased applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content.” Drury (2008) describes social media as online resources that people use to share content: video, photos, images, text, ideas, insight, humor, opinion, gossip, news.
Safko and Brake (2009) further defined social media as “activities, practices, and behaviors among communities of people who gather online to share information, knowledge, and opinions using conversational media. Kietzmannn, Silverstre, McCarthy andLeylan (2012) describes social media as the platform that employs mobile and web based technology to create highly interactive platforms via which individuals and community share, co-create, discuss and modifies user generated content.
Social media, as defined by Bryer and Zavatarro (2011) are technologies that facilitate social interaction, make possible collaboration, and enable deliberation across stakeholders. These technologies now include blogs, wikis, media (audio, photo, video, text) sharing tools, networking platforms, and virtual worlds. Social Media Online (2011) defines social media as primarily internet-and mobile-based tools for sharing and discussing information by users. The term social media, according to Kaplan and Haenlein (2010) refers to “a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content” (p. 61). Web 2.0 was coined by Darcy DiNucci in 1999 to describe interactive social websites which allow users to interact and collaborate with each other in a social media dialogue. Davis, Canche, Deil-Amen and Rios-Aguilar (2012) refer to social media technology (SMT) as web-based and mobile applications that allow individuals and organizations to create, engage, and share new usergenerated or existing content, in digital environments through multi-way communication. Through this platform, individuals and organizations create profiles, share and exchange information on various activities and interests.
An interesting aspect of social media is that, it is not limited to desktop or laptop computers but could be accessed through mobile applications and smart phones making it very accessible and easy to use. Examples of these social media platforms both on the web and mobile application include Facebook, Twitter, YouTube, Whatsapp, Instagram, blogs etc. According to Boyd and Ellison (2007), “social networking sites are web-based service platform that enable individuals to create a public or semi-public profile within a bounded system, articulate a list of other users with whom they share a connection, and view and navigate their list of contacts and those made by others within the system” (p. 21).
These sites are used to interact with friends, peers and others that are found in groups on these sites. The sharing of information ranges from news, debates, gossips, feelings or statement of mind, opinions, research ete. Curtis (2011) affirms that social media appear in many forms including blogs and microblogs, forums and message boards, social networks, wikis, virtual worlds, social bookmarking and video sharing. According to Junco (2012), social media are collections of internet websites, services, and practices that support collaboration, community building, participation, and sharing.
Nwangwa and Omotere (2014) simply regards social media as comprising online applications for social networking sites, social bookmarking and sharing tools, social citation tools, blogging and microblogging tools, virtual worlds, e-conference presentation sharing tools, audio and video tools, e-project management tools, and research and writing collaboration tools; primarily developed to foster user-centered social interaction. Social media can be seen as either web based or application based media of communication that allows registered individual to share ideas, thoughts, and opinions, interact and collaborate with other registered users all over the world. The inclusion of application based media of communication is largely due to the ability to make use of social media on mobile gadgets such as Smartphones, Tablets, i-Phones, symbian and Java phones The scope of social networking sites as information sources have been discussed by different scholars e.g.. (Dugan et al., 2008; Skeels&Grudin, 2009; Steinfield, DiMicco, Ellison, & Lampe, 2009; Morris et al., 2010).
They noted that only humans can provide certain types of information such as opinions, advice and recommendations. The information sources are personally known to the user to a greater or lesser extent, and are therefore trusted sources and have cognitive authority. Users can provide localized (geographically specific) information, and current or time sensitive information. Information provided by users are customized for the requestor. Social contacts can perform intermediary functions of researching, synthesis and packaging of information. Users are able to broadcast a question to a known group of people users can obtain emotional and social support.

TYPE AND CHARACTERISTICS OF SOCIAL MEDIA
Social media are interactive web-based applications that enable users to create and share content, communicate with others, and participate in online communities. Social media can be classified into different types based on their functions and features, such as:
· Social networking sites: These platforms allow users to connect with people who share similar interests, backgrounds, or affiliations. Users can create personal profiles, join groups, send messages, and post updates. Examples of social networking sites are Facebook, LinkedIn, and X (formerly twitter).
· Image-based social media: These platforms focus on visual content, such as photos and videos. Users can upload, edit, and share their images, as well as discover and follow other users’ content. Examples of image-based social media are Instagram, Pinterest, Snapchat, and TikTok (photo mode).
· Discussion forums: These platforms facilitate online discussions and debates among users who have common questions, opinions, or interests. Users can post questions, answers, comments, and votes, as well as browse and search for relevant topics. Examples of discussion forums are Reddit, Quora, and Stack Exchange.
· Content-sharing platforms: These platforms allow users to upload, view, and share various types of content, such as articles, blogs, podcasts, e-books, and presentations. Users can also rate, review, and recommend content to others. Examples of content-sharing platforms are Medium, WordPress, Spotify, and SlideShare.
· Video-sharing platforms: These platforms enable users to upload, watch, and share videos online. Users can also comment, like, subscribe, and create playlists. Examples of video-sharing platforms are YouTube, Vimeo, and TikTok (video mode).
Some of the common characteristics of social media are:
· User-generated content: Social media rely on the content created and shared by users, such as text, images, audio, and video. User-generated content reflects the opinions, preferences, and experiences of users, and can be original or curated from other sources
· Interactivity: Social media allow users to interact with each other and with the content, such as by liking, commenting, sharing, tagging, and messaging. Interactivity enhances the engagement, feedback, and social presence of users on social media
· Personalization: Social media enable users to customize their profiles, settings, and preferences, as well as to filter and tailor the content they see and receive. Personalization allows users to create their own identities, express their individuality, and control their online experiences.
· Virality: Social media facilitate the rapid and widespread diffusion of content among users and networks. Virality refers to the phenomenon of content becoming popular and influential through social sharing and word-of-mouth. Virality can increase the reach, awareness, and impact of social media content.
2.1.2 SOCIAL MEDIA PLATFORMS AS A MEDIUM FOR POLITICAL COMMUNICATION
Social media is a term that encompasses varjeus forms of online communication that allow users to create and share content or to participate in social networking (Investopedia, 2023). Social media platforms, such as Facebook, Twitter, Instagram, YouTube, and Tik Tok, Thave become ubiquitous in the digital age, attracting billions of users across the globe. Social media not only serves as a source of entertainment, information, and connection, but also as powerful tool for political communication. In this paper, we will explore how social media platforms function as a medium for political communication, how they shape public opinion and political discourse, and how they impact the political process and democracy.
Political communication is the process of conveying and exchanging political informatio ideas, and opinions among political actors and the public (McNair). Traditionally, political communication relied on mass media, such as newspapers, radio, television, and magazines. To disseminate political messages and to inform the public about political issues and events.
However, with the advent and proliferation of social media, political communication has undergone a significant transformation. Social media platforms offer new opportunities and challenges for political communication, as they enable direct, interactive, and participunary communication between political entities and the public.
Political entities, such as political parties, candidates, leaders, activists, and organizations, use social media platforms to communicate their political agendas, values, and positions, an mobilize and engage supporters, to solicit feedback and input, to monitor and respond no public sentiment, and to influence and persuade voters (Enli, 2017).
For example, social media platforms have been widely used by political candidates and leaders to conduct online campaigns, to deliver speeches and statements, to announce pollicies and initiatives, to address controversies and criticisms, and to showcase their personality and charisma. Some notable examples of political figures who have successfully utilized social media platforms for political communication include Barack Obama, Donald Trump, Narendra Modi, Justin Trudeau, and Jacinda Ardern.
The public, on the other hand, “use social media platforms to access, consume, and produce political information, to express and exchange their political views and opinions, to participate and collaborate in political activities and movements, to monitor and evaluate political entities and their performance, and to influence and persuade other users (Loader & Mercea, 2012). For example, social media platforms have been widely used by the public to follow and comment on political issues and events, to join and create online political communities and groups, to sign and share online petitions and campaigns, to protest and advocate for social and political causes, and to vote and donate for political candidates and parties. Some notable examples of political movements and events that have been facilitated or amplified by social media platforms include the Arab Spring, the Occupy Wall Street, the Brexit referendum, the Black Lives Matter, and the #MeToo movement.
2.1.3 ROLE OF SOCIAL MEDIA IN SHAPING PUBLIC OPINION AND POLITICAL DISCOURSE
Public opinion is the collective expression of attitudes, beliefs, and values of a population on matters of public interest or concern (Glynn et al., 2015). Political discourse is the use of language to communicate political messages, ideologies, and identities (van Dijk, 1997). Both public opinion and political discourse are crucial for the functioning of democracy, as they reflect and influence the preferences and choices of citizens and policymakers. Social media platforms play a significant role in shaping public opinion and political discourse, as they provide a space for information dissemination, deliberation, and persuasion.
Social media platforms are a source of information for many people, especially the younger generations. According to a Pew Research Center survey, 36% of U.S. adults get news from social media often or sometimes, and 18% do so very often. Social media platforms offer a variety of information sources, such as mainstream media outlets, alternative media outlets, political entities, influencers, and ordinary users. However, the quality and credibility of the information vary widely, and some of the information may be false, misleading, or biased. Therefore, social media users need to exercise critical thinking and media literacy skills to evaluate the information they encounter and to avoid falling prey to misinformation and disinformation.
Social media platforms are also a forum for deliberation, where users can engage in discussions and debates on political issues and events. Deliberation is a process of rational and respectful exchange of arguments and evidence among diverse perspectives, with the aim of reaching a common understanding or agreement (Habermas, 1996). Deliberation is essential for democracy, as it fosters public reasoning, consensus-building, and civic participation. Social media platforms enable users to interact with people from different backgrounds, opinions, and locations, and to expose themselves to a variety of viewpoints and perspectives. However, social media platforms also pose challenges for deliberation, such as polarization, echo chambers, incivility, and trolling. Therefore, social media users need to cultivate a deliberative attitude and practice, and to seek out constructive and civil dialogues with others.
Social media platforms are also a tool for persuasion, where users can influence and be influenced by others on political issues and events. Persuasion is the process of changing or reinforcing attitudes, beliefs, values, or behaviors through communication (Perloff, 2017). Persuasion is important for democracy, as it enables people to form and modify their opinions, to persuade and be persuaded by others, and to participate in collective decision-making. Social media platforms facilitate persuasion by allowing users to share and receive information, opinions, and emotions, to appeal to various types of audiences, and to employ various types of strategies, such as appeals to logic, emotion, or credibility. However, social media platforms also present risks for persuasion, such as manipulation, deception, and coercion. Therefore, social media users need to be aware of the persuasive techniques and tactics used by others, and to be ethical and responsible in their own persuasive communication.
2.1.4 AUDIENCE PERCEPTIONS OF THE INFLUENCE OF SOCIAL MEDIA ON POLITICAL OPINIONS
Media exposure is the extent and frequency of contact with media content, such as news, entertainment, or advertising (Scheufele& Tewksbury, 2007). Media exposure can influence political opinions by providing information, perspectives, and cues that affect the awareness, understanding, and evaluation of political issues and actors. Media exposure can also influence political opinions by affecting the motivation and ability of the audience to process the information, such as arousing interest, curiosity, or emotion, or enhancing or reducing cognitive effort or elaboration (Petty &Cacioppo, 1986).
The previous sections have discussed how social media platforms can shape public opinion and political discourse, and how they can impact the political process and democracy. However, how do the audiences themselves perceive the influence of social media on their political opinions? This is the central focus of this research, as it aims to understand the cognitive and affective processes that underlie the formation and change of political opinions in the context of social media.
To address this research question, this study adopts the theoretical framework of the elaboration likelihood model (ELM) of persuasion (Petty &Cacioppo, 1986). The ELM proposes that there are two routes to persuasion: the central route and the peripheral route. The central route involves a high level of cognitive effort and elaboration, where the audience evaluates the quality and strength of the arguments presented by the source, and forms or changes their opinions based on the merits of the message. The peripheral route involves a low level of cognitive effort and elaboration, where the audience relies on heuristic cues, such as the attractiveness, credibility, or popularity of the source, and forms or changes their opinions based on the superficial features of the message.
The ELM suggests that the route to persuasion depends on the motivation and ability of the audience to process the message. The motivation and ability are influenced by various factors, such as the personal relevance, prior knowledge, mood, distraction, and time pressund of the audience. The ELM also suggests that the route to persuasion affects the outcome and consequences of persuasion. The central route leads to more enduring, consistent, and resistant opinions, while the peripheral route leads to more temporary, variable, and vulnerable opinions.
This study applies the ELM to examine how audiences perceive the influence of social media on their political opinions, and how different factors affect their motivation and ability to process the political information they encounter on social media platforms. The study also explores how the route to persuasion affects the strength and quality of their political opinions, and how their political opinions affect their political behavior and participation.
2.1.5 IMPACT OF SOCIAL MEDIA ON THE POLITICAL PROCESS AND DEMOCRACY
Social media platforms have a profound impact on the political process and democracy, as they affect the way political actors and institutions operate, communicate, and interact with the public. Social media platforms can enhance or undermine the democratic principles and values, such as representation, participation, accountability, transparency, and deliberation.
Social media platforms can enhance the political process and democracy by:
· Enabling more inclusive and diverse political participation and representation. Social media platforms lower the barriers and costs of political engagement, allowing more people, especially the marginalized and underrepresented groups, to voice their opinions, to organize and mobilize for collective action, and to run for office or support candidates (Gil de Zúñiga et al., 2012).
· Increasing the accountability and transparency of political actors and institutions. Social media platforms enable the public to monitor and scrutinize the actions and performance of political actors and institutions, to expose and denounce corruption, and abuse of power, and to demand and receive responses and explanations from them (Bertot et al., 2010).
· Fostering the deliberative quality of the public sphere. Social media platforms provide a space for public deliberation, where diverse and conflicting views and arguments can be exchanged, challenged, and refined, leading to more informed and rational opinions and decisions (Dahlberg, 2001).
Social media platforms can undermine the political process and democracy by:
· Amplifying the polarization and fragmentation of the public. Social media platforms can create echo chambers and filter bubbles, where users are exposed to selective and biased information that confirms their existing beliefs and preferences, and are isolated from alternative and opposing views and perspectives, resulting in more extreme and intolerant attitudes and behaviors (Sunstein, 2017).
· Eroding the trust and credibility of political actors and institutions. Social media platforms can spread misinformation and disinformation, where false, misleading, or manipulated information is intentionally or unintentionally disseminated, creating confusion, uncertainty, and doubt among the public, and undermining the legitimacy and authority of political actors and institutions (Lewandowsky et al., 2018).
· Disrupting the stability and order of the political system. Social media platforms can facilitate the emergence and diffusion of radical and populist movements, ideologies, and narratives that challenge and threaten the established political norms, values, and institutions, and incite violence, unrest, and resistance among the public (Mudde & Kaltwasser, 2017).
2.1.6 INFLUENCE OF SOCIAL MEDIA ON TRADITIONAL MEDIA AND VICE VERSA
Social media and traditional media are not mutually exclusive, but rather interdependent and complementary in the context of political communication. Social media and traditional media influence each other in various ways, such as agenda-setting framing, gatekeeping, and feedback.
Agenda-setting is the process of selecting and prioritizing the issues and topics that are covered and discussed by the media and the publie (McCombs & Shaw, 1972). Social media and traditional media can influence each other’s agenda by generating, amplifying, or suppressing certain political issues and events. For example, social media can bring attention to issues that are neglected or marginalized by traditional media, such as social movements, protests, or scandals, and force traditional media to follow up and report on them (Meraz&Papacharissi, 2013).
Conversely, traditional media can influence the agenda of social media by providing authoritative and credible sources of information, such as official statements, reports, or polls, and shaping the public’s perception and interest in certain issues and events (Neuman et al., 2014). Framing is the process of presenting and interpreting the issues and topics in a certain way that emphasizes some aspects and de-emphasizes others, and thereby influences the public’s understanding and evaluation of them (Entman, 1993).
Social media and traditional media can influence each other’s framing by providing, challenging, or reinforcing certain perspectives, narratives, and interpretations of political issues and events. For example, social media can provide alternative or counter-frames that challenge or contradict the dominant or mainstream frames of traditional media, such as exposing bias, misinformation, or propaganda, and offering diverse and critical viewpoints and opinions (Bennett & Segerberg, 2012). Alternatively, traditional media can influence the framing of social media by providing authoritative and credible frames that guide or constrain the public’s interpretation and evaluation of political issues and events, such as defining the causes, consequences, and solutions of a problem, or endorsing or criticizing a policy or a candidate (Vargo et al., 2018)).
Gatekeeping is the process of controlling the flow and access of information to the public by selecting, filtering, and editing the issues and topics that are covered and discussed by the media (Shoemaker & Vos, 2009). Social media and traditional media can influence each other’s gatekeeping by enabling or limiting the exposure and distribution of information to the public.
For example, social media can bypass or challenge the gatekeeping of traditional media by allowing anyone to produce and share information without the constraints and regulations of traditional media, such as editorial policies, professional norms, or legal frameworks, and thereby increase the diversity and plurality of information sources and voices (Gillmor, 2006).
Conversely, traditional media can influence the gatekeeping of social media by providing authoritative and credible information that is preferred and promoted by the algorithms and platforms of social media, such as trending topics, verified accounts, or fact-checks, and thereby increase the visibility and legitimacy of information Sources and voices (Napoli, 2015).
Feedback is the process of receiving and responding to the reactions and opinions of the public on the issues and topics that are covered and discussed by the media (McQuail, 2010). Social media and traditional media can influence each other’s feedback by facilitating or inhibiting the communication and interaction between the media and the public. For example, social media can enhance of amplify the feedback of traditional media by allowing the public to directly and instantly express and exchange their views and opinions on the Issues and topics covered by traditional media, such as commenting, liking, or sharing, and thereby increase the engagement and participation of the public (Gil de Zúñiga et al., 2012).
Conversely, traditional media can enhance or amplify the feedback of social media by incorporating and acknowledging the views and opinions of the public expressed on social media, such as quoting, interviewing, or featuring, and thereby increase the recognition and representation of the public (Hermida, 2010).
2.1.7 ROLE OF SOCIAL MEDIA INFLUENCERS IN POLITICAL COMMUNICATION
Social media influencers are individuals who have a large and loyal following on social media platforms, and who use their influence to affect the attitudes, beliefs, values, or behaviors of their followers and the public (Abidin, 2016). Social media influencers play an important role in political communication, as they can act as intermediaries, amplifiers, or shapers of political messages and perceptions.
Intermediaries are actors who connect and bridge different sources and audiences of political information, such as political entities, traditional media, and the public (Chadwick, 2017). Social media influencers can act as intermediaries by providing and curating political information for their followers and the public, such as summarizing, explaining, or commenting on political issues and events, and by directing and redirecting their attention and interest to certain sources and platforms of political information, such as linking, tagging, or endorsing (Riedl et al., 2021).
Amplifiers are actors who increase and enhance the reach and impact of political messages and opinions, such as political entities, traditional media, and the public (Woolley & Howard, 2019). Social media influencers can act as amplifiers by spreading and promoting political messages and opinions for their followers and the public, such as sharing, reposting, or recommending political content, and by generating and stimulating engagement and interaction with political messages and opinions, such as inviting, asking, or responding (Lukito et al., 2021).
Shapers are actors who influence and modify the content and tone of political messages and perceptions, such as political entities, traditional media, and the public (Entman, 2007). Social media influencers can act as shapers by framing and interpreting political messages and perceptions for their followers and the public, such as highlighting, emphasizing, or de-emphasizing certain aspects of political issues and events, and by persuading and convincing their followers and the public to adopt or change their political attitudes, beliefs, values, or behaviors, such as appealing, arguing, or demonstrating (Riedl et al., 2020)
2.2 THEORETICAL FRAMEWORK
Theory can be define as set of assumptions (preposition or accepted facts that attempts to prove a plausible or rational explanation of cause and effect relationship among a group or observe phenomenon. Okenwa (2002) theory is a set of pro-position consisting of defined and inter-related construct; it sets out the inter relationships among a set of variables and present a systematic view of the phenomena described by variables.
In order to understand how social media platforms influence political communication and opinion formation, this study employs three prominent theories from the fields of mass communication and public opinion: agenda-setting theory, two-step flow theory, and spiral of silence theory. These theories provide different perspectives and insights on how social media platforms affect the selection, distribution, and interpretation of political information, and how they shape the public’s awareness, perception, and expression of political issues and actors.
2.2.1 AGENDA-SETTING THEORY
Agenda-setting theory, proposed by McCombs and Shaw (1972), suggests that the mass media, through their ability to identify and publicize issues, play a pivotal role in shaping the problems that attract attention from governments and international organizations, and direct public opinion towards specific issues., The theory implies that the media can shape public opinion by determining what issues are given the most attention, and has been widely studied and applied to various forms of media.
According to the theory, the media’s agenda influences the public’s agenda, which in turn influences the policy agenda. The media’s agenda is the set of issues that are covered and emphasized by the media outlets, such as newspapers, television, radio, and online platforms. The public’s agenda is the set of issues that are perceived and discussed by the public, such as individuals, groups, and organizations. The policy agenda is the set of issues that are addressed and acted upon by the policymakers, such as governments, institutions, and agencies.
The theory assumes that the public has a limited capacity to process information, and therefore relies on the media to provide cues and signals on what issues are important and relevant. The theory also assumes that the media have a high degree of autonomy and power to set the agenda, and that the media’s agenda is influenced by various factors, such as news values, organizational routines, ideological biases, and external pressures.
The theory has been developed and refined over time, and has incorporated various concepts and dimensions, such as the following:
· The first level of agenda-setting refers to the transfer of issue salience from the media agenda to the public agenda, that is, the extent to which the public considers an issue to be important or prominent based on the media’s coverage and emphasis of that issue.
· The second level of agenda-setting refers to the transfer of attribute salience from the media agenda to the public agenda, trát is, the extent to which the public considers certain aspects or characteristics of an issue to be important or prominent based on the media’s framing and interpretation of that issue.
· The third level of agenda-setting refers to the transfer of network salience from the media agenda to the public agenda, that is, the extent to which the public considers the associations and connections among issues, attributes, and actors to be important or prominent based on the media’s presentation and organization of that information.
This study applies the agenda-setting theory to examine how social media platforms, as a powerful agenda-setting tool, influence which political issues gain prominence and shape public discourse. The study explores how social media platforms select, prioritize, and present political issues, and how they affect the public’s perception and evaluation of those issues. The study also compares and contrasts the agenda-setting effects of social media platforms with those of traditional media outlets, and analyzes the implications for political communication and democracy.
2.2.2 TWO-STEP FLOW THEORY
Two-step flow theory, proposed by Katz and Lazarsfeld (1955), suggests that interpersonal communication has a far stronger effect on shaping public opinion than mass media outlets. The theory posits that there are two steps in the flow of information and influence from the media to the public: the first step is from the media to the opinion leaders, and the second step is from the opinion leaders to the broader public. The theory implies that opinion leaders act as intermediaries, filtering and interpreting media messages before disseminating them to their social peers.
According to the theory, opinion leaders are individuals who have a high level of interest, involvement, and exposure to media content, and who have a high level of influence, credibility, and respect among their social networks. Opinion leaders are not necessarily celebrities, experts, or authorities, but rather ordinary people who have a high degree of knowledge, experience, or enthusiasm about a certain topic or issue. Opinion leaders play a key role in the two-step flow of communication, as they provide and curate information for their followers and the public, and direct and redirect their attention and interest to certain sources and platforms of information.
The theory assumes that the public has a low level of Interest, involvement, and exposure to media content, and therefore relies on the opinion leaders to provide them with relevant and reliable information. The theory also assumes that the opinion leaders have a high degree of autonomy and power to influence the public, and that the opinion leaders’ agenda is influenced by various factors, such as personal preferences, social contexts, and media exposure.
The theory has been challenged and modified over time, and has incorporated various concepts and dimensions, such as the following: The diffusion of innovations theory focuses on the process and factors of how new ideas, products, or practices spread and are adopted by the public, and identifies the different types of adopters, such as innovators, early adopters, early majority, late majority, and laggards.
This study applies the two-step flow theory to investigate the role of social media in the two-step flow of communication, and examines how political information is disseminated from media to opinion leaders and then to the broader public. The study identifies and characterizes the opinion leaders on social media platforms, and analyzes how they access, consume, and produce political information. The study also explores how the opinion leaders influence and are influenced by their followers and the public, and how they affect the public’s awareness, perception, and expression of political issues and actors.
2.3 EMPIRICAL REVIEW
In this section, we review some of the empirical studies conducted by other researchers. A recent study by Barbera et al. (2023) addressed this question by conducting a large-scale survey experiment in the United States during the 2020 presidential election. The authors randomly assigned participants to three groups: a control group that received no intervention, a treatment group that was asked to use Facebook more frequently for political purposes, and another treatment group that was asked to use Twitter more frequently for political purposes. The authors measured the political opinions of the participants before and after the intervention, using a battery of questions on political knowledge, ideology, issue positions, candidate preferences, and affective polarization.
A landmark study by Bakshy et al. (2015) addressed this question by analyzing the data from a large-scale field experiment conducted by Facebook in 2012. A recent study by Riedl et al. (2023) addressed this question by conducting a qualitative interview study with young people in Germany (16-22 years old). The authors explored the use and perception of social media influencers in the context of political information dissemination, opinion formation, and mobilization. The authors randomly manipulated the ranking algorithm of the news feed for a subset of users, reducing the exposure to either hard news (i.e., news about politics and public affairs) or soft news (i.e., news about entertainment and lifestyle) from their friends and pages. The authors measured the click-through rates of the users on the news stories, as well as their ideological alignment with the sources.
The authors concluded that the ranking algorithm had a small impact on the amount of political information that users see and consume, but not on the diversity of political information that users encounter. They argued that the main factor that limits the exposure to diverse political content is the user’s own choices and preferences, rather than the algorithm’s filtering effects.
A recent study by Nyhan et al. (2023) addressed this question by analyzing the data from a large-scale collaboration between researchers and Facebook, which involved a randomized experiment and a survey of U.S. users during the 2020 presidential election. The authors randomly manipulated the news feed algorithm for a subset of users, reducing the exposure to content from like-minded sources (i.e., sources that agree with the user’s political views). The authors measured the political opinions of the users before and after the intervention, using a battery of questions on affective polarization (i.e., the extent to which the user feels positive towards supporters of their own party and negative towards supporters of the opposing party) and opinion polarization (i.e., the extent to which the user holds extreme or moderate views on various political issues and candidates).
A recent study by Vargo et al. (2023) addressed this question by analyzing the data from a large-scale content analysis of social media and traditional media coverage of the 2016 U.S. presidential election. The authors collected and coded the posts and articles from Facebook, Twitter, and Reddit, and from The New York Times, The Washington Post, and USA Today, respectively, using a combination of automated and manual methods. The authors measured the salience and sentiment of the issues and candidates covered by each media outlet, as well as the inter-media agenda-setting effects, that is, the extent to which the media outlets influence each other’s agenda.

























CHAPTER THREE
RESEARCH METHODOLOGY

3.0 INTRODUCTION
Research methodology describes the techniques and procedures used to identify and analyses information regarding a specific research topic. It is a process where by researchers design their study so that they can achieve their objectives using the selected research instruments.
This chapter describes the research design, population, sample, instrumentation, validity, reliability, data gathering, and data analysis methods used in this study. The purpose of this study is to examine how social media users perceive the influence of political content on their opinions and behavior. To achieve this goal, a quantitative methods, research design was adopted to provide a comprehensive exploration of both numerical data on audience perceptions and in-depth insights from specific instances.
3.1 RESEARCH DESIGN
According to Devaus (2001) research design is an overall schedule or plan that one chooses to mix up the various parts of the research in a coherent and step by step manner thus, ensuring that the problem under the research is well addressed. Research design are basically of two form, the quantitative and the qualitative variants.
Nwana, 1981 define research design as a term used to describe a number of decisions which need to be taken regarding the collection of data before they are collected. The research therefore, adopted the survey method in data collection, it is used to obtain the peoples opinion through questionnaire.
3.2 POPULATION OF THE STUDY
Population of the study is an interdisciplinary field of scientific study that uses various statistical methods and models to analyses, determine, address, and predict population challenges and trends from data collected through various data collection methods such as population census, registration method, sampling, and some other systems of data sources. In the various fields of healthcare, a population study is a study of a group of individuals taken from the general population who share a common characteristic, such as age, sex, or health condition. This group may be studied for different reasons, such as their response to a drug or risk of getting a disease.
The population under consideration for this study consists of social media users across diverse demographics, aiming to capture a broad spectrum of opinions and experiences related to political content on these platforms. Social media users are defined as individuals who use one or more social media platforms (such as Facebook, Twitter, Instagram, YouTube, etc.) for personal or professional purposes. The population of the study will be comprised of 200 respondents within Kwara state, Nigeria.
3.3 SAMPLE SIZE AND SAMPLING TECHNIQUE
Sample size is a portion of a population selected for the study and is the method of selecting samples from a population. Sample size refer to a selected group under a research area which reasonably represents the entire population of concern. The sample size considered for this study was 200 based on the total number of questionnaire administered.
Sampling technique is an approach that gives researchers compile information about a population and is focused on outcome from participaht of the population. A stratified random sampling technique will be employed to select the participants for both the quantitative phases of the study. Stratified random sampling is a probability sampling technique that divides the population into homogeneous groups (or strata) based on a certain criterion, and then selects a random sample from each group.
The population will be divided into four groups. The sample size for the quantitative phase will be determined based on statistical considerations, aiming for both adequacy and diversity. A smaller sample size of 200 will be used, which means that 50 participants will be randomly selected from each group.
3.4 RESEARCH INSTRUMENTATION
It is a tool used to collect, measure and analyses data related to a research work or interest. According to Creswell, 2012 research instrument is a tool for measuring, observing or documenting quantitative data. A structured survey questionnaire will be the primary instrument for quantitative data collection. The survey questionnaire will include questions addressing various aspects of social media use, political engagement, and perceptions of influence. The survey questionnaire will be administered online using a survey platform such as Survey Monkey or goggle forms. The first section will collect demographic information from the participants, such as age, gender, education qualification, income, location, culture,and political affiliation. The second section (B) will entail the research questionnaire containing the research objectives.
3.5 VALIDITY AND RELIABILITY OF THE INSTRUMENT
Validity refers to the extent to which an instrument measures what it was intended to measure, Robson 2011. The survey questionnaire will undergo rigorous pre-testing to establish face validity and identify potential ambiguities. Face validity refers to the extent to which the instrument appears to measure what it is intended to measure, Reliability will be assessed using test-retest reliability measures to verify the consistency of responses over time. Reliability refers to the extent to which the instrument produces stable and consistent results. The pre-testing will involve administering the survey questionnaire to a small sample of 10 social media users from each age group, and soliciting their feedback on the clarity, relevance, and appropriateness of the questions. The feedback will be used to revise and refine the survey questionnaire before the main data collection.
3.6 METHOD OF DATA GATHERING
This methods requires the gathering and estimation of information on targeted variables in a research work with a questionnaire as it instrument and online survey will be considered. Quantitative data will be collected through online surveys distributed across major social media platforms using a goggle forms or survey monkey. Data will be collected using goggle forms.
3.7 METHOD OF DATA ANALYSIS
Data analysis is the manner in which gathered data will be presented, interpreted and analyzed using simple tables, frequency and percentages to ensure that relevant points are lost in research work. Quantitative data will be analyzed using statistical software such as SPSS to derive descriptive statistics, correlation analyses, and inferential statistics where applicable. Descriptive statistics will provide a summary of the demographic characteristics, social media use, political engagement, and perceptions of influence of the participants.

	













CHAPTER 4 
DATA PRESENTATION AND ANALYSIS
-INTRODUCTION
This chapter deals with the analysis and presentation of the data collected by the researcher in the cause of carrying out the research. The research is based on the analysis of questionnaire which was administered to 200 respondents all questions were drawn from the research topic. AUDIENCE PERCEPTION ON IMPACT OFSOCIAL MEDIA AS PLATFORM FOR MOULDIND POLITICAL OPINION
4.1 DATA PRESENTATION
The table presented below contained the result on the analysis of [200] two hundred completed and returned by the respondent. The questionnaire consists of twosection[A and B]which are relevant for this study.

SECTION A
Table 1; Gender. 
RESPONSE		FREQUENCY		PERCENTAGE
FEMALE			186				186%
MALE			14				14%
TOTAL			200				200%

The table shows that 186 are female while 14 are male

TABLE 2; AGE

RESPONSE 		FREQUENCY 	PERCENTAGE
16-20				 190			 190%
21-25 				 10			 10%
26-30

31 and above

Total 200 200%

The table shows that respondents under 16-20 years were 190 while 21-25 were 10
and 31 and above were 0.

TABLE 3; MARITAL STATUS

RESPONSE FREQUENCY PERCENTAGE
SINGLE 196 196%
MARRIED 4 4%
DIVORCED
WIDOW

TOTAL 200 200%

The table shows that 196 respondents were single, 4 percent were married there
was no respondents for divorced and widow.This shows that most respondents were
single.

TABLE 4; EDUCATIONAL QUALIFICATION

RESPONSE FREQUENCY PERCENTAGE
GCE\SSCE 4 4%
ND 10 10%
|HND 184 184%
IJMB 2 2%
TOTAL 200 200%

This shows that 4[4percent] have GCE\SSCE, 10[10] have ND, 184[184] have HND
and 2[2 have IJMB.This indicate that the greater number of the respondent are in
HND students.

TABLE 5; 0CCUPATION LEVEL

RESPONSE FREQUENCY PERCENTAGE
STUDENT 180 180%

EMPLOYED 8%

SELF 10 10%
EMPLOYED

OTHERS 2 2%

TOTAL 200 200%

This table shows that 180 are student while 8 of the respondents were
employed 10 representing self employed and 2 repondents representing 2 picked other
profession

SECTION B

TABLE 6; Do you frequently engage with political content on social media
RESPONSE FREQUENCY PERCENTAGE
YES 164 164%

NO 36 36%

TOTAL 200 200%

)%
0%
nt

n

This table shows that 36 of the respondents frequently engaged with political content
and 36 of the respondents don't frequently engage

TABLE7;Do you think social media is an influential factor in shaping political
opinions

RESPONSE FREQUENCY PERCENTAGE
YES 146 146%
NO 54 54%
TOTAL 200 200%

This table shows that 146[146] of the respondent believe social media is an

influential factor while 54[54] respondent did not believe the statement
TABLE 8; Do you think the influence of social media on political opinions is
positive or negative.

RESPONSE FREQUENCY PERCENTAGE
YES 150 150%
NO 50 50%
TOTAL 200 200%

This table shows that 150[ 150] of the respondent believe the influence of social media
on political opinion is positive or negative while 50[S이] do not support this statement.

TABLE 9;Do you think social media is an effective tool for exposing political

content on the public.

RESPONSE FREQUENCY PERCENTAGE
YES 172 172%
NO 28 28%
TOTAL 200 200%

This table shows that 172[172%이 respondent believe social mcdial is an
effective tools for exposing political content while 28(28%] respondent represent no
to the statement.

TABLE 10; Audience engage with political content on social medial to be
informed.

RESPONSE FREQUENCY PERCENTAGE
Strongly Agree 18 18%
Agree 160 160%
Neutral 20 20%
Disagree 2 2%
Strongly Agree

Total 200 200%

This table shows that 18[18%이 of the respondent strongly agree, 160% of the
respondent agree, while 20[20%] respondent were neutral 2% disagree 0% strongly
disagree to the statement.

TABLE 11; Source credibility matters while disseminating political content on
social media.

RESPONSE FRENQUENCY PETRCENTAGE
Strongly Agree 20 20%
Agree 158 158%
Neutral 16 16%
Disagree 6 6%
Strongly Disagree

Total 200 200%

This table shows 20% of respondent strongly agred, 1 58% respondent agreed,
of the respondent were neutral 6% disagree,0% strongly disagreed that source
credibility matters while disseminating political content on social m



6% disagree
 0% strongly disagreed that source credibility matters while disseminating political content on social media 
TABLE 12; some factors influence audience perception of social media in moulding political opinions 


	RESPONSE 
	FREQUENCY 
	PERCENTAGE 

	Strongly agree 
	24
	24%

	Agree 
	152
	152%

	Neutral 
	20
	20%

	Disagree 
	4
	4%

	Strongly disagree 
	
	

	Total 
	200
	200%




This table shows that 24% of the respondent strongly agree, 152% Agreed, 20% of the respondent were representing neutral,4% disagreed and 0% strongly agreed to the statement that some factors influence audience perception of social media in moulding political opinions 

TABLE 13; Political affliction, groups demographics influence the moulding of political opinions on social media.

	RESPONSE 
	FREQUENCY 
	PERCENTAGE 

	Strong agree
	14
	14%

	Agree 
	140
	140%

	Neutral 
	38
	38%

	Disagree 
	6
	6%

	Strongly disagree 
	2
	2%

	Total 
	200
	200%



This table shows that 14% of the respondent strongly agreed 140% of the respondent agreed 33% were neutral,6% of the respondent represent disagreed and 2% strongly disagreed to this statement 

TABLE 14; Audience are most likely to trust political information shared on social media compared to traditional news source.

	RESPONSE 
	FREQUENCY 
	PERCENTAGE 

	Strongly agree 
	20
	20%

	Agree 
	134
	134%

	Neutral 
	40
	40%

	Disagree 
	4
	4%

	Strongly disagree 
	2
	2%

	Total 
	200
	200%



This table shows that 20% of the respondent believes that audience are more likely to trust political information by representing strongly agreed while 134% agree,40% were neutral 4% disagreed and 2% of the respondent strongly disagreed.

TABLE 15; Audience perceive the credibility and authenticity of information related to political message on social media 

	RESPONSE 
	FREQUENCY 
	PERCENTAGE 

	Strongly agree 
	12
	12%

	Agree 
	132
	132%

	Neutral 
	50
	50%

	Disagree 
	4
	4%

	Strongly disagree 
	2
	2%

	Total 
	200
	200%



This shows that 12% of the respondent strongly agreed while 132% agreed, 50% were neutral 4% disagreed and 2% of the respondent strongly disagreed.

TABLE 16; Audience perceive political awareness message on social media by the political association they belong to  
	RESPONSE 
	FREQUENCY 
	PERCENTAGE 

	Strongly agree 
	14
	14%

	Agree 
	130
	130%

	Neutral 
	50
	50%

	Disagree 
	4
	4%

	Strongly disagree 
	2
	2%

	Total 
	200
	200%



This table shows that 14% strongly agreed that while 130% of the respondent represents agreed, while 50% neutral, 4% disagree to the statement and 2% of the respondent where strongly disagreed.
TABLE 17; Social media platform adequately regulate political content to prevent misinformation and manipulation.

	RESPONSE 
	FREQUENCY 
	PERCENTAGE 

	Strongly agree 
	12
	12%

	Agree 
	132
	132%

	Neutral 
	48
	48%

	Disagree 
	6
	6%

	Strongly disagree 
	2
	2%

	Total 
	200
	200%



This table shows that 12% of the respondent strongly agreed 132% of the respondent agreed,48% were neutral about the statement 6% disagreed and 2% strongly disagreed to the statement.
TABLE 18; Opinion leader and influence play a pivotal role in shaping political opinions on social media.

	RESPONSE 
	FREQUENCY 
	PERCENTAGE 

	Strongly agree 
	14
	14%

	Agree 
	134
	134%

	Neutral 
	46
	46%

	Disagree 
	4
	4%

	Strongly disagree 
	2
	2%

	Total 
	200
	200%



This table shows that 14% of the respondent strongly agreed while 134% agreed, 46% of the respondent represents neutral,4% disagree and 2% strongly disagreed to this statement.
TABLE 19; Audience perceive on social media as a platform that gives room for their voice to be heard .
	RESPONSE 
	FREQUENCY 
	PERCENTAGE 

	Strongly agree 
	16
	16%

	Agree 
	138
	138%

	Neutral 
	44
	44%

	Disagree 
	4
	4%

	Strongly disagree 
	2
	2%

	Total 
	200
	200%



This table shows that 16% of respondent strongly agreed to double up awareness about self medication,138% agreed to the statement 10% of the respondent were neutral 2% represented disagrees and 0% strongly agreed
   4.2    ANALYSIS OF RESEARCH QUESTIONS
  The result obtained from analyzed data of this study was presented in this chapter to answer research question raised in this study.Table and percentage was used while the data was used while the data was run through administration of questionnaire 
  To answer the question posed in this study, two hundred copies of the questionnaire were administrated to the respondent all the copies of the question distributed were returned.
  Research question one: To what extent do audience engage and get exposed to political content on social media?
 The data table 6 answered the question that do you frequently engage with political content on social media?
This shows that 167% of audience engage in political engage in political content on social media.
 Research question two: How do audience perceive these political awareness message on social media?
 The data on table 16 answered the question; Audience perceive political awareness message on social media by the political association they belong to answer were provided based on respondent opinion, this shows that 14% strongly agreed,13% agreed to this statement,50% were neutral 4% disagreed, and 2% strongly disagree that audience perceive awareness message on social media.
 Research question three: How do audience perceive the credibility of information related to political message disseminated through social media?
 The data on table 15: Answers the questions with audience perceive the credibility and authenticity of information related to political message on social media, This shows that 12% strongly agreed,132% agreed,50% neutral,4% disagree,2% strongly disagreed, that audience perceive the credibility of information to political message on social media.
      
4.3 DISCUSSION OF FINDINGS
 This research work”Audience perception on impact of social media a platform for moulding political opinions”found that there's a connection between social media and politics, political parties, candidate, leaders and activities make good use of social media to campaign and canvass for votes from the finding of the study.Its evident that social media space is an influential factor in moulding political opinions online with 14% of the respondent affirming to the statement.
  This study observed  that political groups, affiliations, demographics influence the moulding of political opinion on social media, political actors casily sway their followers or support with strong political views, information shared on social media compared to traditional news outlets, seeing is believing and there's diverse population on the online space and there's no barrier to communication flow as it spread vastly 
 This study found that candidate promotes their political agenda and persuades voters vote for the candidate to party perceived to the in the lead by the opinion polls. The finding of this article demonstrate that theirs a lot of variance in individual level of trust or credibility and authenticity in opinion polls.
  Obviously it may not be out of place to appreciate the tremendous affect of the social media on the moulding of political opinions and it's application in the conduct of social political activisties online. Audience react to political message ages or awareness based on the political association they belong to 30% of the respondent agreed their party influence the way audience perceive their message.
 The finding gathered from this proved that audience perceive social media platform as a space for their voice to be heard, a place where opinions count about political actors, work or activity including the political party they belong to 138% of the respondent agreed that social media is the space for the voiceless to open up. The study also discovered that social media is an actuated venue where people can easily ventilate their opinions about update evolving around the political world.
  Social media as a primary information source most respondent Perceive social media as a major source of political information, often ranking it above traditional medial such as television and newspapers, platform like Facebook, Twitter, (x) and Instagram are cited as places where people encounter political content either directly from politicians or via shared posts from peers. This reflects the growing role of social media in agenda setting and influencing what political issues are pnortized in public discourse.
  A significant portion of the audience believe that social media play a critical role in shaping political opinions, especially among younger demographics users report being exposed to a wide range of political views, which can challenge them, depending on the diversity of their networks.
Many participants express concern about algorithms driven echo chambers where individuals are primarily exposed to contents that aligns with their pre-existing view 
This selective exposure contributes to political polarization, with some audience indicating that it becomes different to engage with differing perspectives in a meaningful way.
 While social media is a powerful tool for political engagement, respondent highlights the prevalence of misinformation as a serious drawback fake news, misleading headlines and unverified claims are frequently encountered leading to a growing mistrust in the authenticity of information some audience regardless of sources,due to this information overload.
  Findings also suggest that political influences both individual and originational play a large role in swaying public opinion. campaigns that leverage memes, short videos and targeted ads are noted to be particularly persuasive among young user.

      
































CHAPTER FIVE
      SUMMARY CONCLUSION AND  RECOMMENDIONS
5.1  SUMMARY 
  Study “Audience perception of impact of social media as a platform for moulding political opinions” concentration was on how social media was used an instrument for moulding political opinions about political actors, messages and their audience. The first chapter gives background details about and political opinions. Social media and emergencies of political views on social media platform 
  The chapter state the problem of the study to be address and the objective of the study which is purposeful the research questions emanated from what the researcher tends to the address,the scope and limitation of the study where covered as well as the significance of what importance is the research topic were define and treated 
  The second chapter of this research study is literature review and section comprises at (3) three framework which are conceptual framework, theoretical framework and empirical framework other cause known as review of empirical studies. The conceptual framework had some concepts reviewed such as the evolution of social media and it's types and characteristics, social media platform as a medium for political communication 
The role of social media in shaping public opinion and political discourse. The impact of social media on the political process audience perception of the influence of social media on political opinions and the role of social media influencers in political communication.
 The theories used were agenda setting theory and two step flow theory and the empirical review was examined with other researcher's works.
  The third chapter is research methodology,this chapter describes the research design, survey was used for this study population of the study. Sample size and sampling technique the sample size for this research is (200) two hundred and stratified random sampling technique was used the research instrument is questionnaire and it was used to measure it's validity and reliability of the research work,data was collected and analyzed using tables and figures.
 The fourth chapter is data presentation and analysis this chapter begins with data presentation, which was presented in tables figures and percentages as the collated data from the respondent were filled into the tables the research work were discussed.
  Tfe fifth chapter is summary conclusion and recommendations. The summary entail the brief detail about the project work and conclusion is the final thought to address on the topic to sum up the whole research work and the researcher's ends the work with recommendation to each key individual or phenomenon in the research topic, it may be an advice for encouragement.
5.2  CONCLUSION 
  It's no doubt that communication platforms such as social media persuasive and often work to change influence opinions regarding political views secular of the abundance of ideas, thought and opinions circulating through the social media platforms.
  Social media is instrumental and had played significant roles in shaping and moulding political opinions by facilitating rapid information sharing, enabling diverse perspective and influencing discussion on various issues. Young individual tend to develop negative perception and attitude towards traditional mass media and may prefer social platform, this should be addressed because they are generations with immense technology and advancement.
 This research work preaches that everyone not just a member of a political party should be at free will to express political or moral attitude about any political affiliations talk or view political opinions should be transcend private or individual interest and must aims at contributing to the formation of every opinion count.
5.3  RECOMMENDATION 
 Based on researcher findings the research recommends that :
1 political actors and political parties should accept all opinions reviewed from their audience and choose which ever they will respond to.
2 Social media application creator should be continue to make the comment box available for all users to share their quota or opinion.
3 Social media platform should enhance their content moderation policies to reduce the dissemination of false information and political propaganda 
4 Government and social media companies should collaborate to develop regulations that balance the freedom and protection of speech with the need to prevent misinformation.
5 Social media users should verify information before sharing and seeking multiple perspective from it, it is everyone responsibility 
6 Social media creator should develop tools that will help detect of information are credible of fake.
7 political opinions of citizens or masser in general should be embrace and not trash to make people feel inferior.
         







REFERENCES
  A Chadwick 2017 the hybrid media system: Politics and power (oxford academic) Abidun 2016, influencers, social media and the communication of everyday life. Akpore, A (2023) Tales on social media and the 2023 elections. This day newspaper. Apuke O.D&Tunca E.A(2018) understanding the complications of social media usage in the electoral processes and campaigns in Nigeria. Global media journal 2018.16:31.
  Bryer, TA; & Zavattaro, S.M(2011). Social media and public administration: The oretical dimensions and introduction to the symposium cass R. Sunsten #Republic; Divided democracy in the age of social media Debang (2022) social media and the 2028 general elections vanguard D ahiberg,l (2001) The internet and democratic disclosure exploring the prospect on online deliberative forums extending the public spheres. Dollartude, M.Gous). Social media: Definition effects and lists of top apps.
Retrieve from investopedia. Ellison et Al.., 2012 online social network site and the concept of social relationships Erubami, A.J.( 2020) public perception of social media contribution to political perception process in Delta state.
   Goldsborough, (2025) social media as a tools for political mobilization in osun state retrieved from research gates jantsch 2008  of social media usage on information behavior of undergraduate students Kaplan and haelein 2010 user of the world unite the challenges and opportunity of social media Katz, E& Lazarsfield, P.F (1955).
Personal influence and the flow of mass communication McCombs and shaw 1972 the Agenda setting functions of Mass media Okeke, C.chinonye, F.& Obi (2016). Social media as a political platform in Nigeria: 10SR journal of humanities Oparaguo.B,(2021)  social media and politics in Nigeria: A conceptual framework international journal of research and scholarly communication volume 4 issues I Safko and Brakes 2009; the social media Bible: Tactics,tools and strategies for business success.
  Shoemaker, P.J, &100,T.(2007) Gatekeeping theory.
Statista 2023 number of internet and social media users.
Riedlet Al . Goal politics influence on social media.

