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CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND TO THE STUDY 
Governance relates to the controlling of people in an environment in order to achieve the best result through effective participation of the people. In such democracy from the grassroot, the electorates have the power to elect or remove their representatives. As there are electoral malpractices, insecurity and partiality in appointment, Coker and George-Genyi (2014) as cited by Abah and Ibeogu (2018) stated that “the perception of the present leadership in Nigeria entails a direct contrast of good governance and olden day’s governance where every public office holder and their agent were seen to be credible, and the public had faith in their political activity.” In one of the occasion held in Nigeria during the speech of Patrice Lumumba of Kenya, Lumumba lashed most of the African and Nigerian leaders as calling themselves “honourable members when they are horrible members.” This implies that there is a high rate of dishonesty and corruption in governance now unlike in the First and Second Nigerian Republics from 1960 to 1966 and 1979 to 1983.
The social media is the best method of reaching many layouts in Nigeria than the print and the broadcast media as face-to-face communication is no longer feasible for Nigeria citizen who are not from the same cultural background and state. During the 2023 election in Nigeria, the use of social media became popular through the Labour Party Presidential Candidate-Mr Peter Obi. The social media can instigate or quell crisis, state the affairs of the government and political parties with regard to political participation and good governance. The aspiring and the sit-tight legislators, administrators, electoral umpire and business people have used the social media in many form hence Aronson (2005) submitted that “new communications and information technologies are beginning to enable advances in e-government, e-democracy and e-participation.” Igbashangev, Abdullahi, Azua and Gbasha (2023) added that “before now, the most popular form of sending and receiving information using the internet was the e-mail but now, there has been an upsurge in communication platforms in addition to e-mail.’’ 
The social media can mobilise people in urban cities to participate in governance. Government, most often, insist that all people from 18years and above should have their voters cards and show the evidence of having voted in any election if ever one has to benefit from government. Moreover, there should be an ideal representation of the people in each ward. Such representatives should show compassion to their subjects than being selfish. It is the same idea that Hoffman and Graham (2009) stated that “in fact, increasing political participation is necessary for democracy and the argument for compulsory voting in elections should be taken seriously. It is misleading to argue that democracy involves either direct participation or representation. It involves both.”
Social media platforms are in vogue today for different organisations, ministries, financial institutions and associations for interaction, marketing, political meetings and messages through Linkedin for professionals and Facebook used more by young people. Others are X by politicians and professionals, Google for information and research as well as Instagram for advertisement and crowd pooling of the young ones. We have Flicker that is used to show illustrations such as charts, maps, pictures, statistics, line drawings, photographs, diagrams, images and other visual elements. In spite of the social media to achieve quick goals, terrorists, bandits, kidnappers and insurgents use the social media to show fearful and wicked pictures of their exploits. The study is justifiable because of killing of some of the political opponents and security agents during elections which the social media platforms show immediately the nefarious activities. It is also justifiable because the Ilorin metropolis is a combination of people with different cultural background and states of origin. The audience are living in different layouts coupled with different housing/flat system. It is even noted that people living in the same compound do not know the name of each other except during compound meetings. In some densely populated areas, people also mind their businesses. 
Therefore, the social media platforms rank highest in mobilising the residents during any form of elections than the face-to-face communication. There are different platforms in the social media than the radio and the television news stories that are ephemeral and stationary unlike the smart phones with social media websitess. Again, where to buy copies of the print media is not near in each of the street in each layout of Ilorin metropolis.
1.2 STATEMENT OF THE PROBLEM
Nigeria election had been associated with violence, thuggery, ballot boxes snatching, re-writing of election results and arson. Lateef (2009) in Idowu (2011, p.115) further upheld that “in covering the election, the media reported the drawbacks – ballot snatching, physical attacks, brutalisation of opponents, intimidation of election monitors and journalists.” This later ends at the Supreme Court level with accusations against the judiciary. ljere (2014) therefore, lamented that “bad governance (political, economic and social governance) constitutes the major challenges to socio-economic development in Nigeria.” Some of the honest one do not like to participate in governance as they have branded it as “a dirty game.” That was why Hoffman and Graham (2009) upheld that “the model of elitist democracy, as it has, sometimes, been called, argued the case for a democracy with low participation. It could be argued, however, that low participation undermines democracy.” All electoral malpractices are exposed to the citizens within seconds of the incidents than with the print and the broadcast media. Citizens will reply through Facebook Messenger, WhatsApp Messenger, Spotify, Instagram and YouTube. Other political participants without smart phones with social media platforms rely on face-to-face communication. 
Social media are not easy to define rather it can be stated that there are some websites and platforms that are linked to it. This has eased human interactions, job schedules and business strategies of many active users. Olley and Ekhareafor (2013) affirmed that “social media have become the engine of social movements in the world today. In many countries, citizens are being mobilised through their platforms…’’ However, Nwanne (2015) posited that “many have found deep agony through exposure to the social media. Many have even lost their lives in the process.” As a result, the above scenario prompted the researchers to asses the impact of social media during the 2023 Nigeria’s presidential election from the Enugu urban residents.


1.3 OBJECTIVES OF THE STUDY
The general purpose of this study is to examine the impact of social media in shaping public opinion during the 2023 Nigeria election. Specifically, the study sets out to: 
i. To ascertain the frequency of the use of smart phones and social media platforms during the 2023 elections. 
ii. To verify the social media platforms often used by the Nigeria citizen during the 2023 election. 
iii. To find out whether the information got from various social media platforms influenced their voting pattern.
1.4 RESEARCH QUESTIONS 
The following research questions were asked to guide this study. 
i. To what extent is the frequency of the use of smart phones and social media platforms during the 2023 elections? 
ii. What particular social media platforms were used by the Nigeria citizen during the 2023 election? 
iii. Did the information got from the various social media platforms influence their voting pattern during the election?
1.5 SIGNIFICANCE OF THE STUDY 
This study is of great significance in today's digital age. The findings of this study will provide important insights into the impact of social media in shaping public opinion during the 2023 Nigeria election, which is a critical aspect of academic success.
The significance of the study can be summarized as follows:
1. Understanding the Role of Social Media in Modern Elections: Social media has become a dominant platform for political engagement and discourse in the 21st century. The 2023 Nigerian election saw the increased use of platforms like X, Facebook, WhatsApp, and Instagram in shaping voter attitudes, political campaigns, and public opinion. Understanding how these platforms influence voting behavior is crucial for grasping the evolving nature of political campaigns and democratic processes globally.
2. Influence on Voter Behavior and Mobilization: The study will shed light on how social media contributed to shifts in voter perceptions, particularly among youth and urban populations in Nigeria.
3. Empowering Grassroots Political Movements: The study will assess the extent to which social media empowered underrepresented groups, such as youth, women, and ethnic minorities, to influence the political conversation and demand change.
4. Electoral Transparency and Accountability: The study of will explore how social media impacted electoral transparency, either by increasing scrutiny of election-related practices or by spreading rumors that undermined confidence in the process.
5. Shaping Political Narratives and Candidate Image: The study will examine how political narratives were formed and reshaped through memes, videos, and other viral content on social media, and how these influenced voter decisions.
1.6 SCOPE OF THE STUDY 
The scope of this study covers geographical, conceptual and methodology. Geographical scope of the study is Ilorin metropolis. Thus, the conceptual scope insinuates on the concept of social media and other relevant concept related to the subject matters. However, the researcher adopted the use of two research methods, the in-depth interview and questionnaire. This is because the study was highly interested in analysing the impact of social media in shaping public opinion during the 2023 Nigeria election so to test and validate.
1.7 DEFINITION OF TERMS 
Social media: Social media are interactive forms of media through which users create online communities to share information and personal messages. 
Shaping" refers to the process of influencing or molding something in a particular direction, form, or outcome. It is a term that can be used in various contexts, including personal development, social influence, physical transformation, and the creation of ideas or systems.
Shaping public opinion: refers to the process by which individuals' views, attitudes, and beliefs are influenced or formed through various channels and actors, such as the media, political leaders, social networks, and cultural factors. This concept is central to understanding how people think about social, political, and economic issues and how these thoughts affect public behavior, such as voting or activism.
An election: is a formal process through which people select individuals to hold public office or make decisions about policies, laws, and governance. Elections are a central feature of democratic systems, allowing citizens to participate in the political process by casting their votes to choose representatives, pass or reject laws, or decide on public issues.
Social Movement: Social movements are loosely organized efforts by a large number people to achieve a particular goal, usually one of social or political significance. This may be to carry out, resist or undo a social change. 
Impact: Is having a strong effect or influence on a situation.


















CHAPTER TWO
LITERATURE REVIEW
2.1 INTRODUCTION 
In this chapter, an attempt is made to review the related literature to form the background and conceptual framework for the study. It covers the basic concepts of the study, the theories, and the empirical review of the related literature concerned with the study.
2.2 CONCEPTUAL REVIEW
2.2.1 Concept of Social Media
The term social media refers to the means of interactions through web based technology among people, in which they create and exchange information, ideas and opinions in virtual communities and networks. Social media has become a common source fornews; more than 60% of Nigerian youths read news on social media. Social media use is not limited only to youth‘s daily routines, but is also used for business transactions, advertising, and social movement campaigns. This is ‗a two-way digital system‘ (Biagi, 2013). In other words, an interactive system enables users to give feedback. 
Dollarhide (2021) emphasised that social media is “a computer-based technology that facilitates the sharing of ideas, thoughts, and information through the building of virtual networks and communities.” Nwanne (2015) affirmed that “the internet has made a triumphant entry on the social media circuit, hence the availability and pervasiveness of the social media including, but not limited to Facebook and others.” The social media are internet-based application for purposes of sharing information Nafada (2012) stated that “YouTube was founded in February 2005 by Steve Chen, Chad Hurley and Jawed Karim. X was founded in 2006 by Jack Dorsey. Mark Zuckerberg founded Facebook in 2004.” Other common social media websites named by Nafada (2012) are “MySpace, Netlog, Linkedin, 2go, Badoo, Yahoo Messenger, Blogs, Blackberry Messenger (BBM)…” YouTube is mainly used in sharing messages and conversations among groups. X is a form of micro-blogging site which uses text messages to reach the audience. Facebook is a website used mostly by students, business persons and personalities to persuade their audience in accepting their ideas or seeking for friendship. Hoffman and Graham (2009) submitted that “the internet, video conferencing, the digitization of data, two way computer and television links through cable technology, citizens could remain at home and shape policies rather than rely upon representatives to do so. Clearly, such a technology has tremendous potential to empower citizens.”
Kaplan and Haenlein (2010) define social media as “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”. It includes web-based and mobile based technologies that are used to turn communication into interactive dialogue among individuals, organizations, and communities. Typical examples of social media platforms include websites such as Facebook, X, Instagram, Skype, Zoom, YouTube and the interactive options on these websites, such as the “re-tweeting” option on X. These instruments are referred to as media because they are tools which can also be used for the storage and dissemination of information. However, unlike the traditional media like Television and Radio, most of the social media tools allow their users to interact as “retwitting” on X and “comment” options on Facebook illustrate.
2.2.2 Social Network Sites
Social network sites are defined as web-based services that allow individuals to construct 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 traverse their list of connections and those made by others within the system (Ellison, 2023). What makes social network sites unique is not that they allow individuals to meet strangers, but rather that they enable users to articulate and make visible their social networks. This can result in connections between individuals that would not otherwise be made, but that is often not the goal and these meetings are frequently between „latent ties‟ (Haythornthwaite, 2015) who share some offline connection. Some of the social networking sites are X, YouTube, Facebook, etc.
2.2.3 Social Media Influencers
Social media influencers have been done prior to conduct the primary research. Social media is on rapid increase earlier people used to post their photos or chat through social media but nowadays social media is used as a marketing tool, Pranas and Suryawardani (2020), did a study to find out whether marketing through e commerce affect the shopping decisions of the consumers. The researcher found out that marketing through e-commerce does affect the shopping decision of the consumer. As the quantity of blog posts and bloggers are increasing rapidly, this rapid growth is causing variations in people purchasing habits (Serman and Sims 2020). 
Social networking sites have developed more than just being a communication channels used by individual consumers to create content, allot materials, share ideas, express views. These sites have resulted in authority shift between consumers and more product owners and through these influencers, a vast generation of information has been evolved. The study suggested the importance of clearly understanding the usage of mobile devices and the social networking sites in ways they access and use it (Heinrichs and Lim, 2011). 
Social media influencers can be a influential way to connect with potential customers and increase customer acquisition rate. People are increasingly using social media to gather information so as to make a rational decision on their purchases. Opinion leaders are now the influential members of online groups and they have been proved to be a foundation of guidance for people who are looking for some professionals in terms of their purchasing decision. The result of this paper revealed that opinion leadership is positively affected by apparent originality and uniqueness and it also showed that opinion leadership has a noteworthy influence on the intention to continue interacting in the account, (Casalóa, Carlos et.al. ,2020). 
Donnellan et.al (2020) pointed out that the wonderful growth in Internet usage around the globe during the last ten years, marketing teams now must better understand the impact of social media on consumer buying strategies. With Internet penetration to continue to grow during the next decade, marketing executives will need to prioritize understanding the changes related to consumer buying patterns, this paper concluded at analyzing consumer buying pattern using repetition and theory from the mere revelation effect. Those individuals have built a following around what they are passionate about, on the other hand, are a lot more likely to only promote products they have thoroughly vetted as they’ll lose their following otherwise. This is why their audience trusts them. 
2.2.4 Public Opinion 
 Public opinion refers to the  collective  views,  attitudes, beliefs, and judgements  held  by  a  group  of people towards a particular issue, event, or topic that is relevant in society (Moussaïd et al., 2013). Public opinion is the result of the interaction of individuals in society who share information, experiences and views with each other (Mallinson & Hatemi, 2018). Public opinion can cover various aspects of life, including political, social, economic, cultural, and others. Public opinion plays a central role in the democratic process and decision-making in society. Governments, public institutions, non-governmental organisations, and even companies often take public opinion into account when formulating policies, developing products or services, and as-sessing responses to certain initiatives (Gadzali et al., 2023; Harahap, Kraugusteeliana, et al., 2023). Public opinion also has a bearing on social and political dynamics, as it can influence political choices, policy sup-port and social movements. Here are the factors that influence public opinion:
1. Information: The knowledge and information possessed by individuals greatly influences the formation of public opinion. Accurate, reliable and comprehensive information tends to form a more favourable view. 
2. Media: Mass media, including news media and social media platforms, play an important role in shaping public opinion. The way the news is presented, the narratives used, and the dominating coverage can influence people's perception of an issue. 
3. Social Interaction: Discussions and interactions with friends, family and co-workers also influence public opinion. People tend to influence and be influenced by the views of those around them. 
4. Education and Background: A person's level of education, life experience and cultural background also influence their views on issues. 
5. Personal Experience: A person's personal experience in a particular context can also impact their views on the issue. 
6. Social and Political Context: Current social and political situations in society, such as elections, significant events or policy changes, can influence how people view and respond to issues. 
7. Emotions and Values: Individuals' emotions and values can also influence how they form their views on issues. Emotions such as anger, fear or joy can influence how a person responds to information. 
Public opinion is dynamic and evolves over time. The influence of the above factors can change and influence the way people see the world around them. For this reason, an understanding of public opinion is important in social, political and economic analysis.
2.2.5	Economic Decisions 
Economic decisions refer to a set of choices made by individuals, families, firms, or governments that have an impact on aspects of the economy (Harahap, Sutrisno, et al., 2023). Economic decisions involve the alloca-tion of limited resources, such as money, time, labour, and other factors of production, to meet specific needs and goals (Hosany & Hamilton, 2022). Economic decisions can cover a wide range of aspects, from purchas-ing goods and services to investment, production, spending, and economic policy. The following are the types of economic decisions: 
1. Consumer Decisions: These involve individual or family choices on how to allocate their money to buy goods and services. These decisions include what to buy, when, where, and how the expenditure will be made. 
2. Production Decisions: For firms, production decisions involve determining how many products to produce, how to produce them, and how to utilise the factors of production (such as labour, raw materials, and equipment) efficiently. 
3. Investment Decisions: These relate to a firm's or individual's choice to allocate funds to a particular project or asset in the hope of earning a financial return in the future. Investment decisions may involve investing in stocks, bonds, real estate, or new businesses. 
4. Financial Decisions: These involve the financial organisation of an individual or company, including debt management, savings, retirement planning, and long-term investments. 
5. Economic Policy Decisions: Governments also make economic decisions in the form of economic policies that can affect the economy as a whole. These include fiscal policies (such as taxation and government spending) and monetary policies (such as interest rates and money supply). 
6. International Exchange Decisions: Economic decisions also involve international trade, where countries decide to import or export goods and services to optimise economic benefits and meet domestic needs. 
Economic decisions are based on rational judgement and analysis that includes consideration of costs and benefits. Factors such as personal or organisational goals, market conditions, risks and available infor-mation play an important role in shaping economic decisions. Economic decisions can have both short-term and long-term impacts on the economic condition of a person, a company, and even the country as a whole.
2.2.6	Discussion Forums and Community Boards
Discussion forums and community boards provide spaces for users to engage in focused conversations around specific interests or topics. Reddit, a prime example, is divided into numerous "subreddits," each dedicated to a particular subject. Users can submit posts, comment on others' content, and participate in discussions, fostering a sense of community around shared passions (Gilbert, Karahalios & Sandvig, 2008). 
2.2.7	Video Sharing and Live Streaming Platforms
Beyond traditional media sharing, video sharing platforms like TikTok and live streaming platforms like Twitch have gained immense popularity. TikTok, with its short-form video format, has captured the attention of younger audiences, while Twitch allows gamers and creators to livestream their activities (Hamilton, Garretson & Kerne, 2014). 
2.2.8	Location-Based Social Networks
 Location-based social networks leveragegeolocation data to connect users based on their physical proximity. Foursquare and Yelp, for instance, allows users to check in at various venues, share recommendations, and explore their surroundings virtually. These platforms blend online interactions with real-world experiences (Licoppe & Inada, 2006). 
2.2.9	Live Streaming Platforms 
Live streaming platforms enable real-time broadcasting of video content. Twitch, originally focused on gaming but expanded to other areas, lets users stream themselves playing video games, creating art, or engaging in discussions. Live streaming fosters immediate interactions between content creators and their audiences (Oeldorf-Hirsch, Sundar & Sreenivasan, 2016). 
2.2.10	The Role of Social Media in Information Dissemination
Social media serves as a primary channel for information dissemination during election cycles. Platforms such as Facebook, X, Instagram, and TikTok allow candidates and political parties to communicate directly with voters without traditional media filters. This direct communication can lead to rapid spread of information—both factual and misleading (Isakovic, 2023).
· Speed of Information: Social media enables real-time updates about campaign events, policy announcements, and candidate positions. This immediacy can shape public opinion quickly as users share content within their networks.
· Viral Content: Engaging or controversial posts can go viral, reaching millions of users in a short time frame. This phenomenon can significantly influence perceptions about candidates or issues.
2.2.11	Impact on Voter Perception
The way candidates are portrayed on social media can significantly affect public perception.
· Image Management: Candidates often curate their online presence carefully to project a favorable image. This includes sharing personal stories or engaging with followers directly.
· Public Relations Crises: Conversely, negative coverage or scandals can be amplified through social media channels, leading to rapid shifts in public opinion against a candidate (Akinmiju, 2023).
2.3 THEORETICAL FRAMEWORK 
2.3.1	Public Sphere Theory
Jürgen Habermas’ propounded the theory in his book entitled “The Structural Transformation of the Public Sphere and Democracy’’ in 1962. Kellner further stated that“ the rise of Internet expands the realm for democratic participation and debate and creates new public spaces for political intervention.’’ He further clarified that “broadcast media like radio and television, and now computers, have produced new public sphere and spaces for information debate, and participation that contains both the potential to invigorate democracy.’’
This theory is appropriate for the study because the platforms enlist and can as well delist people who are interested to get information about the presidential election. This is cleared when Sam (2017) emphasised that “the ethnographic data from rural and urban communities in Sierra Leone, showed that mobile phone provides a useful mediated public sphere for the marginalised to negotiate political relation.” Jimada (2019) averred that “the new social media has provided a platform for citizens-state interaction in the public sphere. It provides higher levels of participation for younger people and an avenue for women who have not been very active and vocal with a voice to demand for accountability.” Bibu (2016) summarised them as equality of access, diversity of opinion, reciprocity and quality of participation.”
2.3.2	Uses and Gratification Theory
Katz propounded the theory in 1959, improved by Elihu Katz, Jay Blumler and Michael Gurevitch in 1974. Blumler and McQuail used it in 1969 in the general election in Britain.
The main tenets of the theory indicated that people are attracted to a particular media of information because of the ease of access to the media and the satisfaction derived from the specific programme in that type of media. It also involves selective processes of initiatives by the users in whatever level. Some Enugu residents got such information about the presidential election campaigning and date of voting through the social media platforms of their groups, associations and organisations. In Enugu, we have “Gburu Gburu Update,” Nigerian Institute of Public Relations Enugu State Chapter, the patriots for Dr. Peter Mbah, clubs, associations, market groups etc. This choice is based on individual taste. Hence, Hasan (2013) stressed that the “uses and gratification theory attempts to explain the uses and functions of the media for individuals, groups, and society in general.” Clavio’s (2011) further upheld that “this theory approaches media use from an active and goal-directed perspective, assuming that users, especially audience based such as sports make choice about which media they select based upon how those media satisfy their needs and desires.”
Defleur (2010) also agreed that the Uses and Gratification Theory “opines that people tend to use the media for their advantage more often than the media use them. People vigorously search for media content that supplies them with individual satisfaction. Uses and Gratification Theory belongs to the indirect effect theory.” The selective platforms and the demographic as well as the psychographic variables amount to the uses and gratification theory.  
2.3.3 Platforms focus theory
Companies, in social media marketing, communicate and interact with consumers thanks to marketing and advertising activities in different social media platforms such as Facebook, Youtube, X and Instagram. These platforms are used by different types of people. Facebook is known as the basic platform for everyone and on the other hand, Youtube, X and instagram are popular with a younger generation (Duggan and Smith, 2013). In recent years, Instagram has gained a lot of popularity. Indeed, thanks to the sharing of very visual content, this network gets high levels of user engagement resulting in daily use (Duggan and Smith, 2013). Instagram is based on the sharing of photos and videos by users for their community. Indeed, on Instagram, users subscribe to other accounts and vice versa, these are the followers (Billiot, 2015). Engagement on Instagram translates into likes, comments, shares and save posts of content by followers. Users can also use hashtags under their posts, which boosts visibility and engagement depending on the popularity of it (ibid). The online environment of social networks allows users to share and interact within rich interest-based communities. Interactions are made by liking, commenting and sharing their content (Shamsudeen and Ganeshbabu, 2018). This phenomenon is also applied in influencer marketing. This strategy is based on the use of influencers on networks and on mostly electronic word-of-mouth in order to diffuse information and connect followers with brands (Pophal, 2023). Influencer marketing is very present on Instagram as the platform is very visual and allows influencers to share content and engage with the followers (Jaakonmäki, Müller and Vom Brocke, 2023). One will dig deeper in the influencer marketing later in this chapter.
2.4 EMPIRICAL REVIEW
Opeyemi, et al. (2018) explained that in light of the upcoming general elections in Nigeria, there is need to examine the function of social media with specific reference to X as a vehicle for political mobilisation. Unquestionably, individuals are tweeting, political involvement and participation are increasing, and conversations are starting. The study additionally classified hash tags to the tweets in the dataset and determined the most common terms found there. The study comes to the conclusion that while social media play an important part in political processes, politics is a more complicated process than social media alone. Therefore, it advises that in order to bring about the desired political, economic, social, and developmental reforms, citizens must expand their expression of interest on digital media. 
Bello, et at (2019), online social media platforms like X and Facebook provide a flexible and efficient way for people to communicate on a big scale, producing a huge variety of statistics. This skill enables the analysis of significant volumes of data from internet users on practically any subject. On the basis of the political parties' and candidates' X usernames, the researchers gathered a sizable quantity of tweets. They evaluated users' opinions to comprehend their thoughts and measured political parties' and candidates' internet activity. According to the study, the main opposition party employs a two pronged strategy, promoting its candidates while criticising the ruling party and its nominee, while both the ruling party and minority parties focus on supporting their candidates.
Ahmad, Ersoy, and Dambo (2020), corroborated that the usage of X by political players to communicate information and media coverage have been shown to be causally related by research, according to empirical data. This demonstrates how political tweets may be used to spread information. However, there are clearly no studies on this topic from Sub-Saharan Africa, notably Nigeria. This study aims to close this gap by examining how media coverage of the Nigerian general elections in 2019 was affected by the tweets of two well-known presidential contenders over the course of a four-month period from November 2018 to February 2019. According to the results of our study, there are connections between general issues, security, anticorruption, and the economy in Nigeria's political discourse, presidential candidates' political tweets on these subjects, and how these themes were ranked in media coverage. 
Nkiru and Augustine (2018), raised awareness of X's efficacy in Southeast Nigeria in relation to the two main contenders' 2015 presidential campaigning. In order to determine whether the online platform used by incumbent President Goodluck Jonathan of the Peoples' Democratic Party (PDP) and challenger  Muhammadu Buhari of the All-Progressive Congress (APC), as part of a complementary media strategy, was successful in influencing voter behaviour in that region of the country, research was required. According to the data, X did not significantly change voter interest or influence voting decisions, despite the fact that it let people communicate with political candidates and obtain the information they needed. Due to the passage of time after the election, many were unable to recollect whether they used X to cast their ballot.

















CHAPTER THREE
[bookmark: _bookmark37][bookmark: _bookmark38]RESEARCH METHODOLOGY
3.1 INTRODUCTION 
[bookmark: _Hlk167347031]This chapter focused on the methodology as well as research design for the research study. It also focused on the instrument which the researcher used to gather the necessary data for the study. This chapter also discussed the population and the sample size of the study.
3.2 RESEARCH DESIGN 
According to Kinnear & Taylor (1996) research design is the basic plan which guides the data collection and analysis phases of a research project. It is the framework which specifies the type of information collected and source of data collection procedure. This research uses a descriptive survey. The term survey research‖ refers to the process of gathering information from a group of people by asking them questions. (Check & Schutt, 2012). For the purpose of this research study, the research design for use is the Descriptive survey research design because it is suitable for studies that deal with impact or public perception.
Using the survey method is quite beneficial since it is flexible and can provide valid results which can lead to generalizations for the study. It is important to determine the method and procedure adopted in this research report.
3.4 POPULATION OF THE STUDY 
Wimmer and Dominick (2003) defined population as a collection or class of subjects, factors, ideas or phenomena. The researcher chose Ilorin metropolises as the population. The population for this study was acquired from the National Bureau of statistics at the total of 437,400
3.5 SAMPLING SIZE AND TECHNIQUES
Sampling population is used to avoid possible errors in dealing with population. The population size was narrowed down to determine the sample size. Sample technique is the act of choosing the number of observations that includes a statistical sample. The sampling techniques adopted for this study are Random Cluster sampling technique and Convenience sampling technique In Random cluster sampling technique, the researchers choose any unique range from an area. It is a method of picking geographically dispersed people at random.
Convenience sampling technique as the name implies, entails collecting a sample from a location that is convenient to you: the mall, local school, church etc. Members of the population are selected based on their relative ease of access. The sample size for this study is 400 participants from Kwara State. The researcher selected Ilorin from within the boundaries of Kwara State and chose schools, offices, mosques, churches and shops in the area. A statistical formula was used in determining the sample size. 
Using the Taro Yamane online calculator, the desired sample size derived from it was 399.63, accurately approximated to 400
YaroYamman’s formula is given
As 	n=	N
	      1 + N (e)2
Where 		N = Population of study
		n =  sample size
		e =  level of significance at 5%
		1= constant
Thus substituting for the formula
		n = 	437,400
			1  +437,400 (5%)2
		=	437,400
			1  +437,400(0.0025)
		=	437,400
			1  +1093.5
		=	437,400		
			1094.5
n = 399.6
3.7 DATA COLLECTION INSTRUMENT AND PROCEDURE 
The closed-ended questions were organized by the researcher, and respondents were instructed to choose from a prepared range of replies, such as "yes/no" or multiple-choice questions. Closed-ended questions are commonly used to collect quantitative data from participants. They are simple to answer and are easy to understand. A total of 400 questionnaires were administered. 
The process of gathering data from all pertinent sources in order to find answers to the study problem, questions and evaluate the outcome is known as data collection. The questionnaires were administered amongst youths in Ikeja, Lagos State. The respondent ranged from ages 18 to 35.
3.9 METHOD OF DATA ANALYSIS 
In analyzing the data collected using the questionnaire, the researcher used the simple percentages methods of data analysis. The analysis was represented in tabular forms for easy assimilation and it consist the number of respondents and the corresponding percentage.
This test is based strictly on the primary data gotten from the use of questionnaire.

















CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 INTODUCTION
This chapter is designed to present and analyze data generated from responses to the research questionnaire. It deals with the presentation, analysis and interpretation of the data collected to achieve the objectives of this study. For any research work to be meaningful the data collected must be analyzed and interpreted to facilitate the process of decision making.
4.2 QUESTIONNAIRE RETURN RATE
Table 4.1 Questionnaire Distributed/Returned
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	RETURNED
	341
	85

	NOT RETURNED
	59
	15

	TOTAL
	400
	100


Source: Field study 2025
A total of Four hundred (400) copies of the research questionnaire were sent out. However, three hundred and forty-one (341) copies were returned, representing (85%) used for this study, while 59 copies, representing (15%), were not returned. The questionnaire comprised five sections and data generated will be presented as follows:
4.1.2 DEMOGRAPHIC DISTRIBUTION OF RESPONDENTS
Age Distribution of Respondents
	AGE
	FREQUENCY
	PERCENTAGE%

	18-21years
	100
	29

	22-25years
	120
	35

	26-30years
	52
	15

	31-35years
	69
	20

	TOTAL
	341
	100


Source: Field study 2025
Table 4.1.2 shows that 29% of the respondents are between the ages of 18-21, 35% falls between 22-25years, 15% falls between 26-30years and 20% are between the ages of 31-35. From the analysis, majority of the respondents who are familiar with the impact of social media on shaping public opinion are within the age range of 22-25. Therefore, they are the right people who are knowledgeably enough to know the impact of social media on shaping public opinion.
Table 4.1.3 GENDER DISTRIBUTION OF RESPONDENTS
	GENDER
	FREQUENCY
	PERCENTAGE%

	MALE
	144
	42

	FEMALE
	197
	58

	TOTAL
	341
	100










Source: Field study 2025
The gender distribution table as represented above shows that 42% of the respondents are male, while 58% of them are female. The implication is that both genders were fairly represented. Hence the researcher is able to know their reaction to the study and will make it reliable for decision- making.
Table 4.1.4 RELIGION DISTRIBUTION OF RESPONDENTS
	RELIGION
	FREQUENCY
	PERCENTAGE%

	Christianity
	250
	73

	Islam
	70
	21

	Traditionalist
	19
	6

	Pagan
	1
	0

	Free Thinker
	1
	0

	TOTAL
	341
	100












Source: Field study 2025
The religion distribution table shows that 73% of the respondent are Christians, 21% are Muslims and 6% are traditional worshippers.
4.2 DATA ANALYSIS
4.2.1 The frequency of the use of smart phones and social media platforms during the 2023 elections
Question 5: The smart-phone usage during the 2023 elections increased significantly, with most respondents using their devices to access news, vote information, and participate in discussions.
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	YES
	337
	99

	NO
	4
	1

	TOTAL
	341
	100


Source: Field study 2025
The table above shows that 99% are aware of using of smart phone usage during the 2023 elections. While 1% of the respondents are not aware of the protest.
The implication of this response is that people are clearly aware of using of smart phone usage during the 2023 elections.
Question 6: Smart-phones were frequently used for searching election-related queries, verifying candidate information, and engaging in political debates on messaging apps.
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	YES
	289
	85

	NO
	52
	15

	TOTAL
	341
	100


Source: Field study 2025
The data in table 4.2.2 shows that 85% participated in the 2023 election and 15% did not participate.
The implication of this response is that more percentage of the respondents participated in the 2023 election.
Question 7. Which of the social media platforms were widely used to discuss political issues, share election-related content, and engage with political figures during the 2023 elections.
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	Twitter
	247
	72

	Instagram
	175
	51

	Facebook
	72
	21

	WhatsApps
	149
	43.5

	Youtube
	19
	5.5


Source: Field study 2025
The table above indicates that a total of 247 respondents, representing 72% actively made use of Twitter during the 2023 election, 175 representing 51% were active on Instagram during the 2023 election, 72 representing 21% actively made use of Facebook during the 2023 election, 149 representing 43.5% were active on WhatsApp during the 2023 election and a total of 19 representing 5.5% actively made use of Youtube during the 2023 election.
Question 8. The frequency of social media use was notably higher during peak political events, such as debates, campaign speeches, and key election results announcements
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	Strongly Agree
	95
	28

	Agree
	182
	53

	Strongly Disagree
	34
	10

	Disagree
	30
	9

	TOTAL
	341
	100


Source: Field study 2025
The table above indicates that 28% of the respondents strongly agreed that the frequency of social media use was notably higher during peak political events, such as debates, campaign speeches, and key election results announcements, 53% agreed while 10% strongly disagreed and 9% disagreed on the assertion.
The implication of this assertion is that majority of the respondents agreed on the assertion that the frequency of social media use was notably higher during peak political events, such as debates, campaign speeches, and key election results announcements.
Question 9. The frequency of both smart-phone and social media usage was found to be directly correlated with the intensity of the election period, peaking during important announcements and debates.
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	Strongly Agree
	84
	25

	Agree
	106
	31

	Strongly Disagree
	68
	20

	Disagree
	83
	24

	TOTAL
	341
	100


Source: Field study 2025
The data on table above shows that a total of 56% of the respondents agreed that the frequency of both smart-phone and social media usage was found to be directly correlated with the intensity of the election period, peaking during important announcements and debates while 44% of the respondents disagreed on the opinion
The implication of this statement is that the frequency of both smart-phone and social media usage was found to be directly correlated with the intensity of the election period, peaking during important announcements and debates.
Question 10. A significant portion of respondents reported being active on social media at least several times a day during the election cycle, with many using smart-phones as the primary device for accessing these platforms.
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	Strongly Agree
	71
	21

	Agree
	115
	34

	Strongly Disagree
	106
	31

	Disagree
	49
	14

	TOTAL
	341
	100


Source: Field study 2025
The table above reveals that a total of 55% of the respondents agreed that a significant portion of respondents reported being active on social media at least several times a day during the election cycle, with many using smart-phones as the primary device for accessing these platforms. While 45% did not agree on the assertion.
This indicates that a significant portion of respondents reported being active on social media at least several times a day during the election cycle, with many using smart-phones as the primary device for accessing these platforms.
Question 11. My voting decision was influenced by content I accessed through my smart phone or social media.

	OPTIONS
	FREQUENCY
	PERCENTAGE%

	Strongly Agree
	168
	49

	Agree
	115
	34

	Strongly Disagree
	33
	10

	Disagree
	25
	7

	TOTAL
	341
	100


Source: Field study 2025
The table above reveals that a total of 83% of the respondents agreed that my voting decision was influenced by content I accessed through my smart phone or social media. while 17% disagreed on the opinion
4.2.2 The social media platforms often used by the Nigeria citizen during the 2023 election
Question 11. Do you frequently used Facebook to follow updates about the 2023 elections
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	YES
	178
	53

	NO
	158
	47

	TOTAL
	341
	100


Source: Field study 2025
According to the data on the table above, an average of 53% respondents say yes that they frequently used Facebook to follow updates about the 2023 elections while 47% of the respondents says no.
Question 12. Social media was my primary source of election-related news and updates.
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	Strongly Agree
	84
	25

	Agree
	129
	38

	Strongly Disagree
	61
	18

	Disagree
	67
	19

	TOTAL
	341
	100


Source: Field study 2025
From the table above, 25% of the respondents strongly agreed that Social media was my primary source of election-related news and updates, 38% agreed on this assertion, 18% strongly disagreed and 19% disagreed.
Question 13. Social media helped me make informed decisions about my voting choices
	OPTIONS
	FREQUENY
	PERCENTAGE%

	Strongly Agree
	284
	83

	Agree
	56
	16

	Strongly Disagree
	1
	0.3

	Disagree
	0
	0

	TOTAL
	341
	100


Source: Field study 2025
According to the data on the table above, 83% of the respondents strongly disagreed that Social media helped me make informed decisions about my voting choices, 16% also agreed on the assertion, 0.3% strongly disagreed while 0% disagree.
This indicates that social media made the world know the severity of brutality faced by Nigerians
Question 14. I joined political discussions or debates on social media platforms during the 2023 elections.
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	Strongly Agree
	148
	43

	Agree
	152
	45

	Strongly Disagree
	15
	4

	Disagree
	26
	8

	TOTAL
	341
	100


Source: Field study 2025
The table above indicates that the total of 88% of the respondents agreed that joined political discussions or debates on social media platforms during the 2023 elections, while 12% disagreed on that assertion.
This indicates that joined political discussions or debates on social media platforms during the 2023 elections
Question 15. Used WhatsApp to receive and share political messages or campaign materials
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	Strongly Agree
	212
	62

	Agree
	104
	30

	Strongly Disagree
	13
	4

	Disagree
	12
	4

	TOTAL
	341
	100


Source: Field study 2025
The above certifies that a total of 92% agreed that used WhatsApp to receive and share political messages or campaign materials while the total of 8% disagreed on the opinion.
The implication of this assertion is that used WhatsApp to receive and share political messages or campaign materials
Question 16. I followed political parties or candidates on social media platforms during the elections
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	Strongly Agree
	191
	56

	Agree
	106
	31

	Strongly Disagree
	21
	6

	Disagree
	23
	7

	TOTAL
	341
	100


Source: Field study 2025
The data on the table above shows that 56% of the respondents strongly agreed that I followed political parties or candidates on social media platforms during the elections, 31% agreed on it while 6% strongly disagreed with the assertion and 7% disagreed on the assertion.
4.2.3	The information got from various social media platforms influenced their voting pattern
Question 17. The political information I received on social media was timely and relevant
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	Strongly Agree
	52
	15.2

	Agree
	92
	27

	Strongly Disagree
	148
	43.4

	Disagree
	49
	14.3

	TOTAL
	341
	100


Source: Field study 2025
According to the table 4.2.18, the average of 42.2% respondents agreed that the political information I received on social media was timely and relevant, while 57.7% disagreed on the opinion. This indicates that the political information I received on social media was timely and relevant.
Question 18. The quality of information on social media was better than what I received from traditional media. 
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	Strongly Agree
	75
	22

	Agree
	122
	36

	Strongly Disagree
	58
	17

	Disagree
	86
	25

	TOTAL
	341
	100


Source: Field study 2025
The data on table 4.2.19 shows that a total of 58% of the respondents agreed that the quality of information on social media was better than what I received from traditional media while 42% of the respondents disagreed on the assertion
Question 19. Seeing others express support for a candidate on social media motivated me to vote for that candidate
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	Strongly Agree
	95
	28

	Agree
	182
	53

	Strongly Disagree
	34
	10

	Disagree
	30
	9

	TOTAL
	341
	100


Source: Field study 2025
The table above indicates that 28% of the respondents strongly agreed that seeing others express support for a candidate on social media motivated me to vote for that candidate, 53% agreed while 10% strongly disagreed and 9% disagreed on the assertion.
The implication of this assertion is that majority of the respondents agreed on the assertion that seeing others express support for a candidate on social media motivated me to vote for that candidate.
Question 20. Negative content about a political party or candidate on social media influenced me to change my original voting preference.
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	Strongly Agree
	84
	25

	Agree
	106
	31

	Strongly Disagree
	68
	20

	Disagree
	83
	24

	TOTAL
	341
	100


Source: Field study 2025
The data on table 4.2.21 shows that a total of 56% of the respondents agreed that negative content about a political party or candidate on social media influenced me to change my original voting preference while 44% of the respondents disagreed on the opinion
The implication of this statement is that negative content about a political party or candidate on social media influenced me to change my original voting preference.
Question 21. Political endorsements by influencers or celebrities on social media influenced my voting decision
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	Strongly Agree
	71
	21

	Agree
	115
	34

	Strongly Disagree
	106
	31

	Disagree
	49
	14

	TOTAL
	341
	100


Source: Field study 2025
The table above reveals that a total of 55% of the respondents agreed that political endorsements by influencers or celebrities on social media influenced my voting decision while 45% did not agree on the assertion.
This indicates that political endorsements by influencers or celebrities on social media influenced my voting decision.
Question 22. Social media played a critical role in shaping my overall political awareness
	OPTIONS
	FREQUENCY
	PERCENTAGE%

	Strongly Agree
	168
	49

	Agree
	115
	34

	Strongly Disagree
	33
	10

	Disagree
	25
	7

	TOTAL
	341
	100


Source: Field study 2025
The table above reveals that a total of 83% of the respondents agreed that Social media played a critical role in shaping my overall political awareness while 17% disagreed on the opinion
4.3 DISCUSSION OF FINDINGS
The general data is analyzed using simple percentages. The parts of the questionnaire were drawn from the research questions previously highlighted in chapter one of this study.
In table 4.2.1, Research question 1, To what extent is the frequency of the use of smart phones and social media platforms during the 2023 elections? The researcher asked five different questions to determine the respondent‘s degree of use of smart phones and social media platforms during the 2023 elections. The result showed that 99% are use of smart phones and social media platforms during the 2023 elections while 1% of the respondents are not use of smart phones and social media platforms during the 2023 elections and that 85% use of smart phones and social media platforms during the 2023 elections while 15% did not use smart phones. The implication of this responses is that people are use of smart phones and social media platforms during the 2023 elections.
This is in tandem with Afeez, A. S. & Adeolu O. O (2020) on the ―Impact of Social Media on Police Brutality Awareness in Nigeria‖ that states that Nigerians are use of smart phones and social media platforms
In table 4.2.2, Research question 2, What particular social media platforms were used by the Nigeria citizen during the 2023 election? Table 4.2.7 shows that a greater percentage of the respondents agreed that they used Twitter (X) most during the 2023 election.
It is in line with Afeez, A. S. & Adeolu O. O (2020) on the ―Impact of Social Media on Police Brutality Awareness in Nigeria‖ where they discovered that Twitter was the social media site that the respondents felt (73%) truly aided throughout the online awareness because the hash tag trended every day with millions of likes, retweets, and impressions.
In table 4.2.8, Research question 3, Did the information got from the various social media platforms influence their voting pattern during the election? In this section, the researcher made five different statements to determine the respondents view on the various social media platforms influence their voting pattern. The researcher was able to find out that social media helped the voting of the election, it helped the world know about the severity of brutality faced by Nigerians and the campaign against the election officials spread fast due to social media‘s involvement.
This is in tandem with Kareem, A. M. (2017) in a study titled ―The role of print and social media in social movements: The case of bring back our girls (BBOG) where he found out that social movement campaigners depend on social media to gain public attention so that their voice can be heard.





CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY
This study examined the impact of social media in shaping public opinion during the 2023 Nigerian elections. The research focused on identifying the frequency of social media and smartphone use, the dominant platforms utilized by Nigerian citizens, and whether social media content influenced voters' behavior and decisions.
The study adopted a mixed-methods approach using both qualitative and quantitative data. Data were gathered through surveys, interviews, and secondary analysis of online content during the election period. The findings revealed a significant reliance on social media platforms as tools for political engagement, public discourse, and opinion formation, especially among the youth population.
5.2 CONCLUSION
The study concludes that social media significantly impacted public opinion and electoral behavior during the 2023 Nigerian elections. It served as both a democratizing force and a tool for political manipulation, depending on the context and use. The influence was most pronounced among younger, educated, and urban-based populations, while traditional media remained relevant among rural and older voters.
The 2023 election marked a turning point in Nigeria’s political communication, signaling the growing importance of digital platforms in shaping democratic outcomes.
With the world so engrossed in all things digital, voters are unsure of how to create a platform that encourages genuine human interaction while simultaneously mobilizing the media. Such activities shape voters’ perceptions of their fellow voters and the candidates involved in the process. This study assessed the challenges associated with the social media and its effects on the electorates during the 2023 general elections and revealed that social media political campaign plays a vital role in the persuasion of the electorates during the 2023 general elections. Social media political campaigns are high and the use of social media platforms, especially Twitter, as a major medium for political/electioneering engagements is very effective.
5.3	RECOMMENDATIONS
Based on this knowledge, together with a strong will to guarantee confirmatory evidence on this study, especially in relation to obtaining a higher degree of assurance for probably future generalising needs, the following suggestions were made: 
· For Nigeria’s growth, the federal government should improve its policies and invest in information and communication technology (ICT). Since more Nigerian young people are connecting to the internet on a daily basis, it is critical to ensure that the information flow across the internet is consistent, or rather free. 
· Political parties, legislators, government agencies, and ministries should embrace social media in spreading information and passing on knowledge to young people, especially through social media platforms, since it is believed that the majority of youths in Nigeria trust political news on social media platforms and regard it as real. 
· The government should cease its unnecessary meddling in the media, particularly social media. 
· Since many people will take everything they encounter on social media as gospel truth, the National Information and Technology Development Agency’s government should regulate what appears online. This is because we cannot reward the effects of false or misleading knowledge.
· Government and civil society should increase efforts in promoting digital literacy to help citizens discern credible sources from misinformation.
· While it’s necessary to combat fake news, regulatory frameworks should protect freedom of expression and avoid political suppression.
· Political parties and candidates should invest in meaningful online engagement, not just propaganda, to build trust with the electorate.
· INEC and civil society should collaborate with platforms like Meta, X, and TikTok to combat misinformation and promote credible electoral information.
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APPENDIX
KWARA STATE POLYTECHNIC ILORIN
INSTITUTE OF INFORMATION COMMUNICATION TECHNOLOGY (IICT)
DEPARTMENT OF MASS COMMUNICATION
Dear respondent,
I MICHIEL a student of the Department of Mass Communication, Kwara State Polytechnic, Ilorin, is carrying out a research on the topic: “IMPACT OF SOCIAL MEDIAL IN SHAPING PUBLIC OPINION DURING THE 2023 NIGERIA ELECTION”.
Please kindly supply answers to the following questions to the best of your ability. All information disclosed shall be treated in strict confidence and for research purpose only.

Thanks for your co-operation

QUESTIONNAIRE
INSTRUCTION: Please tick (-) the answer you consider appropriate. The questionnaire will be in two parts section A and section B
SECTION A
1. Sex of respondent: (a) male (    )   (b) female (    )
2. Age of respondent: (a) 18-25 (   )  (b) 25-35 (   ) (c) 35 above (   )
3. Religion: (a) Muslim (   ) (b) Christian (   )
4. Marital Status: (a) single (   ) (b) married (   ) (c) others (  )
5. Occupation: (a) civil servant (   ) (b) trader (   ) (c) student (   )
SECTION B
OPTIONS
SA= Strongly Agree, A= Agree, N= Neutral, D= Disagree, SD= Strongly Disagree
	S/N
	STATEMENT
	SA
	A
	N
	D
	SD

	Obj:1
	The frequency of the use of smart phones and social media platforms during the 2023 elections
	
	
	
	
	

	6
	The smart-phone usage during the 2023 elections increased significantly, with most respondents using their devices to access news, vote information, and participate in discussions
	
	
	
	
	

	7
	Smart-phones were frequently used for searching election-related queries, verifying candidate information, and engaging in political debates on messaging apps
	
	
	
	
	

	8
	The frequency of social media use was notably higher during peak political events, such as debates, campaign speeches, and key election results announcements
	
	
	
	
	

	9
	The frequency of both smart-phone and social media usage was found to be directly correlated with the intensity of the election period, peaking during important announcements and debates
	
	
	
	
	

	10
	A significant portion of respondents reported being active on social media at least several times a day during the election cycle, with many using smart-phones as the primary device for accessing these platforms
	
	
	
	
	

	Obj:2
	The social media platforms often used by the Nigeria citizen during the 2023 election
	
	
	
	
	

	11
	Social media was my primary source of election-related news and updates
	
	
	
	
	

	12
	Social media helped me make informed decisions about my voting choices
	
	
	
	
	

	13
	I joined political discussions or debates on social media platforms during the 2023 elections
	
	
	
	
	

	14
	Used WhatsApp to receive and share political messages or campaign materials
	
	
	
	
	

	15
	I followed political parties or candidates on social media platforms during the elections
	
	
	
	
	

	Obj:3
	The information got from various social media platforms influenced their voting pattern
	
	
	
	
	

	16
	The political information I received on social media was timely and relevant
	
	
	
	
	

	17
	The quality of information on social media was better than what I received from traditional media
	
	
	
	
	

	18
	Seeing others express support for a candidate on social media motivated me to vote for that candidate
	
	
	
	
	

	19
	Negative content about a political party or candidate on social media influenced me to change my original voting preference
	
	
	
	
	

	20
	Political endorsements by influencers or celebrities on social media influenced my voting decision
	
	
	
	
	





