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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF THE STUDY
In recent years, social media has emerged as a powerful tool influencing various aspects of human interaction, including political participation. Social media platforms such as Facebook, Twitter, Instagram, and WhatsApp have revolutionized communication by providing individuals with real-time access to information and an avenue for public discourse. Among the youth, who constitute a significant portion of Nigeria’s population, these platforms have become primary sources of news, entertainment, and networking.
The increasing penetration of smartphones and affordable internet access has further accelerated social media adoption in Nigeria. As of 2023, about 60% of Nigeria's youth were reported to be active on social media, making it a critical channel for engagement and mobilization during elections (Statista, 2023). Social media platforms have played an instrumental role in shaping political awareness, promoting civic education, and enabling youth to express their opinions on governance and leadership issues.
Youth involvement in elections has traditionally been limited by factors such as apathy, lack of trust in political systems, and inadequate voter education (Iyengar, 2018). However, the advent of social media has created new opportunities for youth to engage in the electoral process. Through hashtags, viral campaigns, and live updates, young people are increasingly participating in political conversations and organizing grassroots movements. For instance, during the EndSARS protests in Nigeria, social media was pivotal in mobilizing young Nigerians and amplifying their voices on issues of governance and police brutality (Egbunike, 2021).  
Despite its potential, social media also poses significant challenges. The spread of misinformation, echo chambers, and the prevalence of hate speech can undermine meaningful engagement and polarize communities. These issues have been observed in Ilorin West Local Government Area, Kwara State, where youth have shown varying levels of involvement in political activities, often influenced by the nature of content consumed online.
The youth demographic in Nigeria, characterized by vibrancy and dynamism, holds immense potential for shaping the political landscape. However, the historical underrepresentation of young people in electoral activities has been a recurring challenge. Traditional media outlets such as radio, television, and newspapers have been the primary sources of political information, but these often fail to engage young audiences effectively. Social media, on the other hand, provides a more interactive platform, allowing youth not only to consume information but also to create and disseminate content.
In Ilorin West Local Government Area, social media platforms have significantly changed how youth perceive and engage in political activities. Political parties and candidates now recognize the influence of these platforms and actively use them to campaign, share manifestos, and interact with constituents. For instance, during the 2019 general elections in Nigeria, many candidates in Kwara State leveraged Facebook and WhatsApp to connect with younger voters. This shift demonstrated the growing importance of digital communication in modern political campaigns (Adegoke, 2020).
Moreover, social media has enabled youth in Ilorin West to organize and participate in offline political activities. Virtual spaces such as Facebook groups and WhatsApp forums serve as hubs for discussions, debates, and mobilization efforts. Events like town hall meetings, voter registration drives, and rallies are often planned and coordinated via these platforms, showcasing their role in facilitating civic engagement.
Despite these advancements, challenges persist. The quality of political discourse on social media in Ilorin West is often compromised by the spread of fake news, biased narratives, and sensationalism. Youth, being highly impressionable, are particularly vulnerable to misinformation, which can skew their understanding of political issues and candidates (Oyediran & Afolabi, 2021). The anonymity provided by social media also allows for cyberbullying and the propagation of hate speech, which can discourage meaningful participation and fuel divisions along ethnic or religious lines.
Another critical issue is the digital divide. While many youths in urban centers like Ilorin West have access to smartphones and the internet, others in rural areas may lack such resources. This disparity limits the reach of social media campaigns and exacerbates existing inequalities in political participation. Additionally, the influence of "clicktivism" — where online activism does not translate to real-world actions such as voting — remains a concern.  
1.2	STATEMENT OF THE PROBLEM
Youth participation in the electoral process is crucial for the sustainability of any democracy, as young people represent a significant proportion of the electorate and are often agents of societal change. In Nigeria, where youth make up about 60% of the population, their involvement in elections is particularly vital for fostering inclusive governance and driving political reform. Here are the key problems outlined:
1. Low Youth Engagement in Electoral Activities: Despite representing a significant proportion of the population, youth in Ilorin West Local Government Area demonstrate low levels of involvement in elections, including voter registration, attendance at rallies, and voting.
2. Distrust in Political Institutions: Many young people express apathy and lack trust in political processes, which discourages their active participation in elections.
3. Limited Access to Voter Education: Insufficient voter education contributes to a lack of understanding about the electoral process and the importance of participation.
4. Digital Divide: Socio-economic inequalities and infrastructure limitations create a digital divide, where some youths lack access to smartphones, reliable internet, and digital literacy, hindering their ability to engage in social media campaigns.
5. Proliferation of Misinformation on Social Media: The spread of fake news, propaganda, and politically motivated misinformation distorts political understanding and may lead to disenfranchisement.
6. Slacktivism: Youth often engage in online activism ("likes," shares, and comments) without taking concrete offline actions, such as voting or attending political events.
7. Inadequate Use of Social Media for Effective Mobilization: Political actors and organizations may not fully leverage social media's potential to mobilize youth effectively for meaningful electoral engagement. 
1.3	OBJECTIVES OF THE STUDY
The primary objectives of this study are:
1. To examine the patterns of social media usage among youth in Ilorin West Local Government Area.
2. To evaluate the role of social media in enhancing political awareness and knowledge among youth.
3. To identify the challenges associated with using social media as a tool for youth political engagement, including the effects of misinformation, cyberbullying, and digital divides.
4. To explore the relationship between online political activism and offline electoral participation among youth in Ilorin West.


1.4	RESEARCH QUESTIONS
This study is guided by the following research questions:
1. What are the patterns of social media usage among youth in Ilorin West Local Government Area?  
2. How does social media influence political awareness and knowledge among youth in the study area?
3. What challenges do youth face in using social media for political engagement, including misinformation, cyberbullying, and digital divides?
4. To what extent does online political activism translate into offline electoral participation among youth in Ilorin West?
1.5	SIGNIFICANCE OF THE STUDY
This study is important as it will provide insights into the role of social media in shaping youth political behavior in Nigeria, specifically in Ilorin West. The findings will help policymakers, political parties, and youth organizations understand how social media can be used effectively to encourage responsible political participation. Additionally, the study will contribute to the academic conversation on the relationship between social media and youth engagement in elections.
1.6	SCOPE OF THE STUDY
This study is focused on the youth population (ages 18-35) in Ilorin West Local Government Area, Kwara State. It will examine how their use of social media platforms has influenced their involvement in the electoral process, with particular attention to the 2023 general elections. The research will primarily focus on the interaction between social media and political participation at the local level.
1.7	LIMITATIONS OF THE STUDY
The study is limited to Ilorin West Local Government Area, so its findings may not be applicable to other regions of Nigeria. Additionally, the study will rely on self-reported data, which could be subject to bias or misrepresentation. There is also the possibility of difficulty in obtaining comprehensive data on social media usage patterns, as some participants may be reluctant to disclose their online political activities.
1.8	DEFINITION OF KEY TERMS
1. Social Media: Social media refers to online platforms and applications that enable users to create, share, and exchange information, ideas, and content in virtual communities. Examples include Facebook, Twitter, Instagram, WhatsApp, and TikTok.
2. Youth: Youth refers to individuals aged 18 to 35, as defined by the African Youth Charter and commonly accepted within the Nigerian context.  
3. Elections: Elections are formal processes in which citizens vote to choose individuals or parties to hold public office. In this context, it refers to local, state, and national elections in Nigeria. 
4. Electoral Participation: Electoral participation encompasses activities related to the electoral process, including registering to vote, attending political rallies, discussing political issues, and voting during elections.
5. Political Awareness: Political awareness refers to the level of understanding and knowledge an individual has about political systems, processes, candidates, and issues.
6. Misinformation: Misinformation refers to false or misleading information that is spread, regardless of intent, often through social media or other communication channels.
7. Online Political Activism: It refers to the use of social media platforms and other internet-based tools to promote political causes, share opinions, and mobilize support for electoral participation or political movements.
8. Digital Divide: Digital divide refers to the gap between individuals or communities with access to digital technologies and those without, often caused by socio-economic or infrastructural disparities.  


CHAPTER TWO
LITERATURE REVIEW
2.1	INTRODUCTION
This chapter reviews existing literature on the role of social media in influencing youth involvement in elections. It evaluates how social media platforms impact political engagement, with a particular focus on youth in Ilorin West Local Government Area, Kwara State. The review examines global and local perspectives on the interplay between digital media and electoral participation.
2.1.1 [bookmark: _TOC_250033]History of Social Media
The roots of social media stretch far deeper than we might imagine. Although it seems like a new trend, sites like Facebook are the natural outcome of many centuries of social media development (Drew, 2013).
There are ongoing debates on whether e-mail could be considered a part of social media. The predominant reasons why e-mail is not considered a social medium are because (i) E- mail is a distribution mechanism whereas social media is a collective mechanism and (ii) Mass communication is different from mass collaboration. But e-mail certainly qualifies if we go by the simple definition that “social media is conversations that happen online”. Though the debate goes on, we cannot ignore the fact that the introduction of e-mail marked the beginning to the much more collaborative social media years later. (Sajithra & Patil, 2013).
In the 1990s, the world was evolving rapidly to the connected forefront. Personal computers had evolved in popularity in developed nations, and people started realising the potential that a connected world may have. Hence rose the Internet Relay Chats (IRCs) in 1988 which became popular in 1990. This was a rudimentary form of text messaging and instant communication, and not until 1997 did we see the first full-blown social medium come into being (digit.in, 2019).
Six Degrees was an online platform that allowed users to create their own profiles and ‘friend’ others on it. This was, in the true sense, a precursor of greater days for social media, and the fact that Six Degrees also allowed users to add unregistered people as friends too showed the global impact that social media would eventually have all across the world. The platform was named after the ‘Six Degrees of Separation’ theory.
Originally proposed back in 1929 by Frigyes Karinthy in light of a shrinking world, the theory suggested that everyone in this world is connected and interconnected by no more than six degrees, or individuals, in between. With the advent of social media, the theory took even more profound a meaning, and the world shrunk further (digit.in, 2019).
After the success of IRC, many personal websites, discussion groups and chat groups also became popular. At the beginning of the 90s, internet access was not completely accessible to the public. This situation changed when private Internet service Providers (ISPs) began to start operations in the United States around 1994 or 1995. This gave millions of home users the chance to experience it. The other reason for the initial euphoria was the fact that the content was absolutely free other than the data usage paid to the internet companies. Early internet users were extremely outspoken and opinionated by today’s standards. People were thrilled at the possibility of sharing their opinions and often went overboard in their expressions. The first online social media etiquette standards were proposed, and called netiquette, as a control mechanism. Internet forums grew in popularity by the late 90s and as the primary platform for topical discussions (Sajithra & Patil, 2013).
The modern blog evolved from the online diary. Justin Hall, who began personal blogging in 1994 is generally recognized as one of the earliest bloggers. The other popular blogs are Dave Winer's Scripting News and Wearable Wireless Webcam. Wearable Wireless Webcam was unique in terms of how it combined text, video, and pictures transmitted live from a wearable computer and EyeTap device to a web site in 1994. This practice of semi-automated blogging with live video together with text was referred to as surveillance. Such entries were considered as legal evidence as well. Early blogs were simply updates in common websites. However, the evolution of tools to facilitate the production and maintenance of web articles posted in reverse chronological order made the publishing process feasible to a much larger, less technical, population. Ultimately, this resulted in the distinct class of online publishing that produces blogs we recognize today. For instance, the use of some sort of browser-based software is now a typical aspect of "blogging". Blogs can be hosted by dedicated blog hosting services, or they can be run using blog software, or on regular web hosting services. Blogs are recognized as a separate medium in itself (Sajithra & Patil, 2013).
After the invention of blogging, social media began to explode in popularity. Sites like MySpace and LinkedIn gained prominence in the early 2000s, and sites like Photobucket and Flickr facilitated online photo sharing. YouTube came out in 2005, creating an entirely new way for people to communicate and share with each other across great distances. By 2006, Facebook and Twitter both became available to users throughout the world. These sites remain some of the most popular social networks on the Internet. Other sites like Tumblr, Spotify, Foursquare and Pinterest began popping up to fill specific social networking niches (Drew, 2013).
Today, there is a tremendous variety of social networking sites, and many of them can be linked to allow cross-posting. This creates an environment where users can reach the maximum number of people without sacrificing the intimacy of person-to-person communication (Drew, 2013).
2.2 [bookmark: _TOC_250032]CONCEPTUAL FRAMEWORK
2.2.1 Election Participation
Election participation refers to the involvement of eligible individuals in the electoral process, which often involves voting, running for office, or engaging in campaign activities. It is a fundamental aspect of democratic systems where citizens have the power to influence the direction of their government. Participation can be measured in several ways, such as voter turnout, campaign contributions, and volunteer work for political candidates or causes. Higher rates of participation are seen as a sign of a healthy democracy, reflecting an engaged and active citizenry.
Voter turnout is often considered the most direct indicator of electoral participation. It varies significantly across countries and can be influenced by a range of factors, including the political culture, the competitiveness of the election, the accessibility of voting, and the degree of public trust in political institutions (Lijphart, 1997). For example, countries like Australia and Belgium, which have compulsory voting laws, tend to see higher participation rates compared to countries like the United States, where voting is voluntary (Franklin, 2004). This suggests that institutional arrangements can play a crucial role in encouraging or discouraging participation.
Non-voting forms of participation are also significant. Campaigning and volunteering for political candidates or causes can provide individuals with an opportunity to engage with the political process in a meaningful way. This form of participation can help shape political discourse and foster a sense of community among individuals who share similar political beliefs (Verba, Schlozman, & Brady, 1995). Additionally, some individuals choose to participate through protest movements, petitions, and other forms of civic activism, which can also influence electoral outcomes by bringing attention to key issues that may otherwise be overlooked by mainstream political actors.
Several factors influence the decision to participate in elections, including socioeconomic status, education, age, and ethnicity. Research shows that individuals with higher levels of education, income, and occupational status are more likely to vote and participate in political activities (Verba et al., 1995). Additionally, age is a significant factor, with older individuals generally having higher rates of electoral participation. This age gap in voter turnout has been particularly pronounced in countries like the United States (Niemi & Weisberg, 2017). Ethnicity can also influence participation patterns, with some minority groups facing barriers to voting due to systemic discrimination, language barriers, or lack of access to polling stations (Highton, 2004).
The level of political engagement can also be affected by the type of electoral system in place. For instance, in a proportional representation system, where multiple parties are represented based on the percentage of votes they receive, voters may feel that their vote counts more, leading to higher participation. In contrast, majoritarian systems, where only the candidate with the most votes wins, might discourage participation, especially in areas where voters feel that their candidate has little chance of winning (Rothschild, 2014).
Election participation is also influenced by media coverage and political campaigns. The way elections are framed in the media can shape public perceptions of candidates and issues, thus motivating or discouraging participation. Campaign strategies, such as door-to-door canvassing, televised debates, and social media outreach, are also critical in engaging potential voters and ensuring high turnout. Research has shown that individuals who are more exposed to political information through the media or personal networks are more likely to participate in elections (Delli Carpini & Keeter, 1996).
Barriers to participation, however, remain a challenge in many democracies. These barriers can include restrictive voter ID laws, disenfranchisement of convicted felons, limited access to polling stations, and voter apathy. In many countries, efforts are underway to address these issues, such as the introduction of early voting, absentee ballots, and online voting options. These reforms aim to increase voter access and improve overall participation.
2.2.2 [bookmark: _TOC_250030]Social Media
Social media is the term often used to refer to new forms of media that involve interactive participation. Often the development of media is divided into two different ages, the broadcast age and the interactive age. In the broadcast age, media were almost exclusively centralized where one entity such as a radio or television station, Newspaper Company, or a movie production studio distributed messages to many people. Feedback to media outlets was often indirect, delayed, and impersonal. Mediated communication between individuals typically happened on a much smaller level, usually via personal letters, telephone calls, or sometimes on a slightly larger scale through means such as photocopied family newsletters.
With the rise of digital and mobile technologies, interaction on a large scale became easier for individuals than ever before; and as such, a new media age was born where interactivity was placed at the center of new media functions. One individual could now speak to many, and instant feedback was a possibility. Where citizens and consumers used to have limited and somewhat muted voices but now they could share their opinions with many. The low cost and accessibility of new technology also allowed more options for media consumption than ever before – and so instead of only a few news outlets, individuals now have the ability to seek information from several sources and to dialogue with others via message forums about the information posted. At the core of this ongoing revolution is social media. The characteristics, common forms, and common functions of social media are explored here (Manning, 2014).
2.2.3 [bookmark: _TOC_250029]Social Media and Politics
With every advance in technology comes impact on everyday life. This holds true especially for advances in media technology. While the media is a pervasive aspect of life on a day to day basis, a time when it really becomes important is in regards to government and political information (Baker, 2009). The use of social media in recent elections, worldwide, has significantly intensified, especially among young adults. Of interest for this particular age group is the rise of social media use for political information, creating user-generated content and expressing political views. As answer to the growing political use of social media, researchers have investigated these media’s effects on political behaviour such as political participation (Muntean, 2015).
The popularity of getting political news from social media platforms is greatly increasing. A 2014 study showed that 62% of web users turn to Facebook to find political news. This social phenomenon allows for political information, true or not, spreading quickly and easily among peer networks. Furthermore, social media sites are now encouraging political involvement by uniting like-minded people, reminding users to vote in elections, and analyzing users’ political affiliation data to find cultural similarities and differences (Udoka, 2015). Recent years have seen a decline in non-profit community participation such as political party membership. Also, there are several challenges when it comes to engaging people in party politics. Contrary to popular expectations, the rise of the Internet did not result in increased levels of public participation. On top of that, many political parties are afraid to lose control over their message when they delegate power and authority to the public (Effing, Hillergersberg & Huibers, 2011).
Before the advent of the new media, political campaigns and other electioneering activities blossomed in the traditional media. Prior to this period, political rallies, personal contacts and speeches were popularly used for mobilizing electorates’ support on political issues, and that this was greatly propelled by the mass media force. At that time, political participation was more risky, expensive and required a great deal of investments from individuals willing to engage in political activities. The process was quite demanding as far as time, money, knowledge and information are concerned. The endemic poverty in Africa prevented citizens from attending political meetings, and sometimes, from travelling to exercise their voting rights. A World Bank report of 2005 has it that 50.9% of the population in sub-Saharan Africa lives on less than $1.25 a day. Such financial constraint is capable of preventing citizens from engaging in political activities especially those that require financial investment. Within this context where poverty is extensive, time also becomes an important factor that determines whether citizens would devote time to personal activities that guarantee their immediate survival or to political participation that does not promise an immediate and tangible material outcome for them. With this problem, coupled with that of insecurity and fear of possible outbreak of violence, citizens’ active participation in the political process was/is heavily compromised (Nnanyelugo & Nwafor, 2013). 
Good enough, the coming of social media in the last few years is fast changing the situation as we now have online platforms that serve as a new ‘political capital’ where people now resort to and participate in political discourses. Social media has become a main source of personal orientation, anonymous interactivities and social community on variety of issues that involve politics and political discourse.
In Nigeria, some political parties and politicians maintain a huge social media presence, engaging participants in conversations and disseminating information about their political affairs. The social media has come to stay as a ‘meeting point’ for political parties to engage citizens and influence their opinions.
2.3 [bookmark: _TOC_250027]THEORETICAL FRAMEWORK
2.3.1 [bookmark: _TOC_250026]Agenda-Setting Theory
How do we keep up on news about what is going on in our neighborhood, our city, our state, our nation or around the world? How do we find out about the latest fashions, movies, technology, and diets? We live at a time when a lot is happening everywhere and all at once. Information about products, peers, family, community, state, nation, and the world constantly comes at us from an ever growing array of media. News is created and packaged by an impressive array of sources ranging from journalists to bloggers to YouTube enthusiasts (Baran & Davis, 2012).
The beginning of agenda-setting theory can be traced as far as 1922, when Walter Lippmann expressed his concern on the vital role that mass media can do in influencing the setting of certain image on the public’s mind. In portraying the influence of mass media, Lippmann gives an example of individuals who supposed to be enemies while their countries are at war. Instead of becoming enemies, without having access to information about the war through media, those individuals are able to live harmoniously in a secluded island. Lippmann indicates on how mass media can set a particular agenda which can influence the opinions of the public. However, he never used the term ‘agenda setting theory’ in his book. Nevertheless, he did generate the foundation for the agenda setting theory (Nor, 2014).
Although he did not specifically use the term, Bernard Cohen (1963) is generally credited with refining Lippmann’s ideas into the theory of agenda-setting. “The press is significantly more than a purveyor of information and opinion,” he wrote. “It may not be successful much of the time in telling people what to think, but it is stunningly successful in telling its readers what to think about. And it follows from this that the world looks different to different people, depending not only on their personal interests, but also on the map that is drawn for them by the writers, editors, and publishers of the papers they read”. Parenthetically, it is hard to ignore the limited-effects bias in Cohen’s thinking. He first argued that the press is rarely successful in telling people what to think, but then said that the world looks different to different people depending on what the press offers them. Another way of interpreting this is that Cohen took a mass society perspective and revised it to make it compatible with the limited-effects perspective (Baran & Davis, 2012).
In the latter years, the term ‘agenda-setting theory’ was however popularized. One of the most significant researches which contribute to this theory was written by McCombs and Shaw in 1972. They observe on the capacity of mass media in influencing the voters’ opinion on the United States of America (USA) presidential campaign of 1968. From their research, McCombs and Shaw found out that mass media did have certain percentage on those members of the public who frequently referred to information as provided by the media. Such percentage is increased for those who are driven with the enthusiasm in following up with the presidential campaign’s information (Nor, 2014).
During September and October of the 1968 USA presidential election, these researchers interviewed one hundred registered voters who had not yet committed to either candidate (presumably these people would be more open to media messages). By asking each respondent “to outline the key issues as he [sic] saw them, regardless of what the candidates might be saying at the moment,” they were able to identify and rank by importance just what these people thought were the crucial issues facing them. They then compared these results with a ranking of the time and space accorded to various issues produced by a content analysis of the television news, newspapers, newsmagazines, and editorial pages available to voters in the area where the study was conducted. The results? “The media appear to have exerted a considerable impact on voters’ judgments of what they considered the major issues of the campaign…. The correlation between the major item emphasis on the main campaign issues carried by the media and voters’ independent judgments of what were the important issues was .967,” they wrote. “In short, the data suggest a very strong relationship between the emphasis placed on different campaign issues by the media… and the judgments of voters as to the salience and importance of various campaign topics” (Baran & Davis, 2012).
The power of the news media to set a nation’s agenda, to focus public attention on a few key public issues, is an immense and well-documented influence. Not only do people acquire factual information about public affairs from the news media, readers and viewers also learn how much importance to attach to a topic on the basis of the emphasis placed on it in the news. Newspapers provide a host of cues about the salience of the topics in the daily news – lead story on page one, other front page display, large headlines, etc. Television news also offers numerous cues about salience – the opening story on the newscast, length of time devoted to the story, etc. These cues repeated day after day effectively communicate the importance of each topic. In other words, the news media can set the agenda for the public’s attention to that small group of issues around which public opinion forms (McCombs, 2011).
Agenda-setting, primarily a micro-level effects perspective, has another interesting contemporary articulation as a more macro-level theory: agenda-building, “the often complicated process by which some issues become important in policy making arenas”. Kurt Lang and Gladys Lang (1983, cited in Baran & Davis, 2012) defined agenda- building “as a more apt term than agenda-setting: (as) a collective process in which media, government, and the citizenry reciprocally influence one another” (Baran & Davis, 2012).
Agenda-building presumes cognitive effects (increases in knowledge), an active audience (as seen in the Lang and Lang definition), and societal-level effects (as seen \in both definitions). Its basic premise is that media can profoundly affect how a society (or nation or culture) determines what its important concerns are and therefore can mobilize its various institutions toward meeting them and has allowed this line of inquiry to flourish (Baran & Davis, 2012).
Agenda-setting pioneer McCombs has undertaken an effort to expand and develop the theory by linking it to a broad range of other media theories, for example, Framing Theory. He calls his new theory Second-Order Agenda-Setting. McCombs argues that agenda-setting operates at two levels, or orders: the object level and the attribute level. Conventional agenda-setting research has focused at the object level and has assessed how media coverage could influence the priority assigned to objects (e.g., issues, candidates, events, and problems). In doing this, media told us “what to think about.” But media can also tell us “how to think about” some objects. Media do this by influencing second-order “attribute agendas.” They tell us which object attributes are important and which ones are not (Baran & Davis, 2012).
McCombs argues that second-order agenda-setting and framing share common concerns for attribute agendas (frames), the dynamics of the agenda-setting process (framing process), and agenda-setting influence (framing effects). McCombs believes that the integration of agenda-setting theory with framing theory will help clarify some of the concepts in framing theory. He advocates “explication of a more general theoretical structure describing the frames and attributes that are important to the communication process”. Dietram Scheufele provided an overview of agenda-setting, priming, and framing theories in which he argued that agenda-setting and priming are compatible theories but that framing is quite different because it involves activation of entire interpretive schemas—not merely prioritization of individual objects or attributes. He wrote: Agenda-setting and priming rely on the notion of attitude accessibility. Mass media have the power to increase levels of importance assigned to issues by audience members. They increase the salience of issues or the ease with which these considerations can be retrieved from memory…. Framing, in contrast, is based on the concept of prospect theory; that is, on the assumption that subtle changes in the wording of the description of a situation might affect how audience members interpret this situation. In other words, that framing influences how audiences think about issues, not by making aspects of the issue more salient, but by invoking interpretive schemas that influence the interpretation of incoming information. (Scheufele, 2000, as cited in Baran & Davis, 2012).
The repetition of messages about public issues in the news day after day, along with the pervasiveness of the mass media in our daily lives, constitutes a major source of journalism’s influence on the audience. The incidental nature of this learning, in turn, helps issues to move rather quickly from the media agenda to the public agenda. Although the benchmark for the appearance of agenda-setting effects is one to two months, there are, of course, variations among individuals and across issues. Under conditions of high personal involvement, the timeframe for measurable effects may be very short.
Individual differences in responses to the media agenda are grounded in the psychological concept of need for orientation, the idea that we have an innate curiosity about the world around us. For a wide variety of public affairs, such as evaluating a new presidential candidate or judging different public policy outcomes, the news media provide us with this orientation. The higher our need for orientation, the more we tend to search for information, rely on the media and are predisposed to agenda-setting effects. An individual’s need for orientation in regard to public affairs is defined by two components: relevance and uncertainty. In general, the greater the relevance of a topic to an individual and the greater is the uncertainty about the topic, the higher the need for orientation. Individuals with a low need for orientation in regard to public affairs pay little or no attention to news reports and, at most, demonstrate weak agenda-setting effects. At the other end of the continuum, among individuals for whom both relevance and their uncertainty about a situation are high, their need for orientation is high.
These individuals typically are of the news, and strong agenda-setting found among them. The media, of course, are not our orientation to public affairs. Personal experience, includes communication with our and co-workers, also informs us about For instance, we do not need the media to significant inflation in the economy; routine reveal its presence. However, to learn about topics such as budget deficits, our information, if not the only one, is this case, personal experience is greatly most probably, non-existent. In theory, we do not need the media to alert us about inflation as routine purchases reveal its presence. But to learn about abstract economic topics such as budget deficits, our main –if not only- source of information is the news media issues are obtrusive, that is, they obtrude into our daily lives and are directly experienced, while other issues are unobtrusive, and we encounter them only in the news (Zucker, 1978).
This accurate example of the Agenda-Setting Theory and its effect on society provides the topic with proven credibility and accuracy on how the media’s agenda has been proven to become the public agenda (Adams, Harf & Ford, 2012).
2.4	EMPIRICAL REVIEW 
This section examines previous research and empirical studies related to the influence of social media on youth electoral participation, focusing on themes such as political awareness, electoral engagement, misinformation, and the digital divide.
2.4.1 Social Media and Political Awareness
Social media has significantly influenced political awareness among youth by serving as a platform for information dissemination, political discourse, and education.
· Adegoke (2020): Found that platforms like Facebook and Twitter enhance political awareness by providing real-time updates on political events, candidates, and campaigns, especially during election periods.
· Nwagwu (2018): Observed that social media bridges the gap in access to traditional media, particularly for urban youth in regions such as Ilorin West. The study highlighted that youth rely on these platforms for immediate and diverse perspectives on political matters.
2.4.2	Social Media and Electoral Participation
Research has shown a strong correlation between social media use and increased electoral participation among youth.
· Egbunike (2021): Reported that social media platforms significantly mobilized youth during the 2019 Nigerian general elections, leading to a notable increase in voter turnout among young demographics.
· Oyediran & Afolabi (2021): Highlighted that peer influence on social media encourages youth to participate in political campaigns, rallies, and even volunteer work for political parties.

2.4.3	Misinformation and Negative Effects
While social media serves as a powerful tool for political engagement, it also has drawbacks, including the proliferation of misinformation and sensationalism.
· Oyediran & Afolabi (2021): Noted that misinformation on platforms like WhatsApp and Facebook hinders electoral participation by creating confusion and reducing trust in the electoral process.
· Adewumi (2020): Found that sensationalized and unverified stories often mislead youth, leading to apathy or misdirected activism.
2.4.4	Role of Social Media in Voter Mobilization and Activism
Social media plays a pivotal role in mobilizing voters and fostering activism, especially among young people.
· Mohammed et al. (2019): Highlighted the use of hashtags and viral campaigns to encourage voter registration and turnout. Examples include #NotTooYoungToRun and other grassroots initiatives.
· Nwachukwu (2020): Illustrated how social media was instrumental in the #EndSARS movement, emphasizing its role in organizing protests and amplifying youth voices demanding political reforms.
2.4.5	Digital Divide and Its Impact
The digital divide remains a critical challenge, limiting the impact of social media on electoral participation among disadvantaged groups.
· Ume & Ibe (2019): Found that while urban youth benefit from access to smartphones and reliable internet, rural youth face barriers due to poor infrastructure and financial constraints.
· Adeyemi (2020): Argued that socio-economic inequalities significantly influence how youth engage with social media for political purposes, creating a gap in participation levels.

 
CHAPTER THREE
RESEARCH METHODOLOGY
3.0	INTRODUCTION
This chapter outlines the research methodology employed in this study to examine the effect of social media on youth involvement in elections in Ilorin West Local Government Area, Kwara State. The methodology includes a description of the research design, study area, population, sampling technique, data collection instruments, validation of instruments, data collection procedure, and methods of data analysis.
3.1	RESEARCH DESIGN
The research will adopts a descriptive survey research design, which is appropriate for studying the relationship between social media usage and youth involvement in elections. This design allows for the collection of quantitative data to describe the extent to which social media influences youth participation in elections. Descriptive research is used because it enables the researcher to collect data on the attitudes, opinions, behaviors, and demographics of youth with respect to their engagement in electoral processes through social media.
The study will employ a combination of closed-ended and open-ended questions in the survey instruments to collect both quantitative and qualitative data. The descriptive approach will provide insight into the patterns of social media use, political engagement, and youth behavior related to elections in the local area.
3.2	AREA OF THE STUDY
The study will be conducted in Ilorin West Local Government Area of Kwara State. Ilorin West was chosen because it is one of the most populous and politically active areas in Kwara State, with a large youth demographic that engages with social media platforms. The region's urban and semi-urban nature makes it an ideal setting to explore the role of social media in political engagement, given the relatively high access to mobile devices, internet connectivity, and social media platforms.
3.3	POPULATION OF THE STUDY
The population for this study will consists of youth aged 18 to 35 years in Ilorin West Local Government Area. This group was selected because it represents the eligible voting population that is most active on social media platforms. According to demographic data, youth in this age group make up a significant portion of the electorate in the region, and they are the primary users of platforms like Facebook, Instagram, WhatsApp, and Twitter for political engagement.
The total population of youth in Ilorin West will be obtained from local government records, electoral commission data, and estimates from recent surveys of youth engagement in political activities.
3.4	SAMPLING TECHNIQUE AND SAMPLE SIZE
This study will use a stratified random sampling technique to ensure that all relevant subgroups of youth in Ilorin West are adequately represented. Stratified sampling involves dividing the youth population into distinct strata based on factors such as age, gender, and education level. Then, individuals will be randomly selected from each stratum.
The sample size for the study will be 100 youth, which is statistically significant for a population of this size in Ilorin West. The sample size is based on recommendations for surveys of medium-sized populations in similar research studies (Cohen, Manion, & Morrison, 2017).
3.5	INSTRUMENTS FOR DATA COLLECTION
Data will be collected using a structured questionnaire and interviews. The questionnaire will be designed to gather quantitative data on the frequency and patterns of social media use, political awareness, and electoral participation. It will contain both closed and open-ended questions. The interview will be used to collect qualitative data on youth attitudes and perceptions of the role of social media in elections. 


The questionnaire will consist of sections such as:  
· Demographic information (age, gender, education level, etc.)  
· Social media usage patterns (platforms used, frequency of usage, purposes)  
· Political awareness (sources of political information, knowledge of candidates, political issues)  
· Electoral participation (voter registration, voting behavior, political engagement)  
· Perceived effects of social media (positive and negative impacts on electoral participation)
3.6	VALIDATION AND RELIABILITY OF INSTRUMENTS
The instruments for data collection will be subjected to face validity and content validity to ensure that they measure what they are intended to measure. A panel of experts in the fields of political science, communications, and youth studies will be consulted to evaluate the relevance and clarity of the questionnaire items. Their feedback will be used to refine and adjust the instrument to better capture the key research variables.
To assess the reliability of the instruments, a pilot study will be conducted with a sample of 30 youth in a neighboring local government area. The Cronbach’s alpha coefficient will be calculated to determine the internal consistency of the questionnaire. A reliability coefficient of 0.7 or higher will be considered acceptable (Nunnally, 1978).
3.7	METHODS OF DATA ANALYSIS
The collected data will be analyzed using quantitative methods:
The data from the closed-ended questionnaire items will be analyzed using descriptive statistics, such as frequencies, percentages, and mean scores. These statistical tools will summarize the patterns of social media usage, political awareness, and electoral participation among youth in Ilorin West. A chi-square test will also be conducted to examine the relationship between social media usage and youth electoral participation.

CHAPTER FOUR
DATA PRESENTATION AND DATA ANALYSIS
4.0	INTRODUCTION
This chapter presents the data collected from the field and analyzes the results. The data is organized based on the survey responses and interview findings from the youth in Ilorin West Local Government Area, Kwara State. The chapter also includes a discussion of the findings, interpreting the results in light of the research questions and objectives.
4.1 	DATA PRESENTATION
Data presentation is the process of organizing, summarizing and visually representing data in a way that is easily understandable and meaningful to the audience. It also refers to the organization and presentation of data into table, graphs, chart etc.
In this research project, the instrument for the study were administered to random selected respondent in Kwara State Polytechnic and it was distributed to 100 number of students. The questionnaire consist of two section (A & B) of 15 questions which are relevant to this study.
SECTION A: Analysis of Bio data of respondents
Table 1: Sex of Respondents 
	Gender
	Number of Respondents
	Percentage %

	Male
	58
	58%

	Female
	42
	42%

	Total
	100
	100%


Source: Research Field Survey, 2025
The table above shows that 58 respondents representing 58% are Male while 42 respondents representing 42% are Female. This table shows that majority of the respondents are female.


Table 2: Age of the Respondents 
	Age
	Number of respondents
	Percentage %

	18 – 25 years
	47
	47%

	26-30 years
	28
	28%

	31-35 years 
	15
	15%

	36 and above
	10
	10%

	Total
	100
	100%


Source: Research Field Survey, 2025   		
The table above shows that the respondents who fall within 18-25 are 47 representing 47%, 28 respondents representing 28% are within the age of 26-30, while 15 respondents representing 15% fall within 31-35 and 36 and above are 10 representing 10%.
Table 3: Educational Qualification of the Respondents 
	Level
	Number of Respondents
	Percentage %

	SSCE
	12
	12%

	ND/NCE
	35
	35%

	HND/BSc
	41
	41%

	MSC & above
	12
	12%

	Total
	100
	100%


Source: Research Field Survey, 2025
   	The table above shows the educational level of the respondents. It shows that 12 respondents representing 12% are SSCE students, 35 respondents representing 35 % are ND/NCE students, 41 respondents representing 41% are HND/BSc students, while 12 respondents representing 12% are MSc and above.



Table 4: Employment Status of the Respondents
	Employment Status
	Number of Respondents
	Percentage %

	Student
	46
	46%

	Employed
	30
	30%

	Self-employed
	14
	14%

	Unemployed
	10
	10%

	Total
	100
	100%


Source: Research Field Survey, 2025
    The table above shows that 46 respondents representing 46% are students, 30 respondents representing 30% are employed, 14 respondents representing 14% are Self-employed while 10 respondents representing 10% are Unemployed.
SECTION B
Table 5: Frequently Used Social Media Platforms
	Responses
	Frequency
	Percentage %

	Twitter
	14
	14%

	Instagram
	11
	11%

	WhatsApp
	49
	49%

	TikTok
	18
	18%

	Others
	8
	8%

	Total
	100
	100%


Source: Research Field Survey, 2025
   	The table shows that 14 respondents representing 14% rarely use Twitter, 11 respondents representing 11% occasionally use Instagram, 49 respondents representing 49% regularly use WhatsApp, 18 respondents representing 18% use TikTok while others are 8 respondents representing 8%.


Table 6: Frequency of Access to Political Content
	Responses
	Frequency
	Percentage %

	Very Often
	34
	34%

	Often
	28
	28%

	Rarely
	22
	22%

	Never
	16
	16%

	Total
	100
	100%


Source: Research Field Survey, 2025
   	The table shows that 34 respondents representing 34% choose very often, 28 respondents representing 28% choose often, 22 respondents representing 22% choose rarely while 16 respondents representing 16% choose never.
Table 7: Following Political Candidates/Parties on Social Media
	Responses
	Frequency
	Percentage %

	Yes
	65
	65%

	No
	35
	35%

	Total
	100
	100%


Source: Research Field Survey, 2025
   	The table shows that 65 respondents representing 65% choose Yes, while 35 respondents representing 35% choose No
Table 8: Engagement in Political Discussions on Social Media
	Responses
	Frequency
	Percentage %

	Frequently 
	25
	25%

	Occasionally
	38
			38%

	Rarely
	22
	22%

	Never
	15
	15%

	Total
	100
	100%


Source: Research Field Survey, 2025
   	The table shows that 25 respondents representing 25% choose frequently, 38 respondents representing 38% choose occasionally, 22 respondents representing 22% choose rarely while 15 respondents representing 15% choose never.
Table 9: Influence of Social Media on Voter Decision
	Responses
	Frequency
	Percentage %

	Yes
	61
	61%

	No
	39
	39%

	Total
	100
	100%


Source: Research Field Survey, 2025
   	The table shows that 61 respondents representing 61% choose Yes, while 39 respondents representing 39% choose No
Table 10: Participation in Online Campaigns (e.g., #EndSARS)
	Responses
	Frequency
	Percentage %

	Yes
	58
	58%

	No
	42
	42%

	Total
	100
	100%


Source: Research Field Survey, 2025
   	The table shows that 58 respondents representing 58% choose Yes, while 42 respondents representing 42% choose No
Table 11: Social Media increased your awareness of political events and candidates
	Responses
	Frequency
	Percentage %

	Strongly Agree
	45
	45%

	Agree
	32
	32%

	Neutral
	10
	10%

	Disagree
	8
	8%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Research Field Survey, 2025
   	The table shows that 45 respondents representing 45% Strongly Agree, 32 respondents representing 32% Agree, 10 respondents representing 10% Neutral, 8 respondents representing 8% Disagree while 5 respondents representing 5% Strongly Disagree.
Table 12: Social Media encourages youth Participation in Politics
	Responses
	Frequency
	Percentage %

	Strongly Agree
	41
	41%

	Agree
	36
	36%

	Neutral
	12
	12%

	Disagree
	6
	6%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Research Field Survey, 2025
   	The table shows that 41 respondents representing 41% Strongly Agree, 36 respondents representing 36% Agree, 12 respondents representing 12% Neutral, 6 respondents representing 6% Disagree while 5 respondents representing 5% Strongly Disagree.
Table 13: Fake News on Social Media affects Election Outcomes
	Responses
	Frequency
	Percentage %

	Strongly Agree
	37
	37%

	Agree
	34
	34%

	Neutral
	15
	15%

	Disagree
	10
	10%

	Strongly Disagree
	4
	4%

	Total
	100
	100%


Source: Research Field Survey, 2025
   	The table shows that 37 respondents representing 37% Strongly Agree, 34 respondents representing 34% Agree, 15 respondents representing 15% Neutral, 10 respondents representing 10% Disagree while 4 respondents representing 4% Strongly Disagree.

Table 14: A lot of challenges face when using Social Media for Political Purposes
	Responses
	Frequency
	Percentage %

	Strongly Agree
	29
	29%

	Agree
	33
	33%

	Neutral
	20
	20%

	Disagree
	11
	11%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Source: Research Field Survey, 2025
   	The table shows that 29 respondents representing 29% Strongly Agree, 33 respondents representing 33% Agree, 20 respondents representing 20% Neutral, 11 respondents representing 11% Disagree while 7 respondents representing 7% Strongly Disagree.


4.2	ANALYSIS OF DATA 
This section analyzes the data presented in section 4.1 to identify patterns, trends, and implications of social media usage on youth involvement in elections.
Analysis of Section A: Demographics
From the demographic data, it is evident that:
· 58% of the respondents are male and 42% female. This shows male respondents are slightly more represented in the sample.
· A majority (47%) of respondents are aged 18–25, indicating that most participants are young adults – a key target group for political engagement via social media.
· 76% of respondents hold at least an ND/NCE, showing a relatively high level of education which may influence political awareness.
· The majority (46%) are students, reinforcing that the youth population is central to this study.
Analysis of Section B: Social Media and Political Engagement
· WhatsApp is the most used platform (49%) among respondents, followed by TikTok (18%) and Twitter (14%). This suggests WhatsApp is a key channel for political messaging.
· 62% of respondents access political content either "very often" or "often," which implies high exposure to political messaging on social media.
· 65% of respondents follow political candidates or parties, indicating a significant level of direct political interaction.
· Engagement in political discussions is moderately high: 25% do so frequently, and 38% occasionally.
· 61% of respondents agreed that social media influenced their decision to register and vote in the last election. This reflects a positive effect of social media on voter participation.
· 58% confirmed they had participated in online political campaigns, like #EndSARS.


4.3	DISCUSSION OF FINDINGS
The findings from the data presented and analyzed reveal that social media plays a significant role in influencing youth involvement in elections within Ilorin West Local Government, Kwara State. The demographic data shows that the majority of the respondents are youths aged 18–25, with a considerable level of education and a large number being students. This aligns with the focus of the study on youth political involvement.
The results show that WhatsApp, TikTok, and Twitter are the most frequently used platforms by the respondents. A high percentage of the respondents’ access political content regularly, follow political parties or candidates, and participate in political discussions online. Most notably, over 60% of the respondents indicated that social media influenced their decision to register and vote, and a similar percentage had participated in online political campaigns such as #EndSARS. These findings confirm that social media is a strong tool for political mobilization among the youth.
The Likert-scale responses show that respondents strongly agree that social media increases political awareness and encourages youth participation in politics. Respondents also agree that fake news affects election outcomes, though there are some challenges involved in using social media for political purposes.



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY
This study examined the effect of social media on youth involvement in elections, with a focus on Ilorin West Local Government Area of Kwara State. The research aimed to understand how social media platforms influence political awareness, engagement, and participation among young people.
The study was guided by relevant theories including Media Dependency Theory, Uses and Gratifications Theory, Social Cognitive Theory, and Agenda-Setting Theory. A structured questionnaire was used to collect data from 100 respondents within the target area.
The findings revealed that the majority of youths actively use social media platforms like WhatsApp, Twitter, and TikTok for political purposes. Social media was found to significantly increase political awareness, stimulate discussions, and motivate many youths to register and vote. The study also identified challenges such as misinformation and fake news as major concerns that affect electoral outcomes.
5.2	CONCLUSION
The study concludes that social media has a significant effect on youth involvement in elections in Ilorin West Local Government Area of Kwara State. It serves as an essential platform for political communication, enabling young people to access information, engage in discussions, and participate actively in electoral processes.
Findings from the study show that platforms such as WhatsApp, Twitter, Instagram, and TikTok play a vital role in increasing political awareness and influencing voting behavior among the youth. However, challenges like misinformation, fake news, and unequal access to digital tools remain obstacles to full participation. Social media has become a vital political tool for youth engagement, and when properly managed, it can contribute meaningfully to democratic development and active citizenship in Nigeria.
5.3	RECOMMENDATIONS
Based on the findings of this study, the following recommendations are made:
1. Promote Media Literacy: There is a need for programs that teach youth how to critically evaluate information online, particularly on social media. Educational campaigns should focus on identifying misinformation, fact-checking, and discerning credible sources to ensure that youth make informed political decisions.
2. Encourage Digital Inclusivity: Efforts should be made to bridge the digital divide by improving internet access, especially in rural areas. Government and non-governmental organizations should collaborate to provide affordable internet services and digital devices to underserved communities, ensuring that all youth have equal opportunities to participate in online political discourse.
3. Leverage Social Media for Political Education: Political leaders and organizations should actively use social media to educate youth about the electoral process, the importance of voting, and how to engage in political campaigns. By creating engaging and informative content, social media can serve as a tool for civic education.
4. Strengthen Regulations on Misinformation: Social media platforms should collaborate with governments and fact-checking organizations to combat the spread of false information during election periods. Clear policies and regulations must be put in place to hold platforms accountable for the dissemination of misleading content.
5. Promote Political Campaigns Targeted at Youth: Political parties and organizations should design campaigns that specifically address the concerns and aspirations of youth. Engaging youth through social media platforms with relevant content and participation incentives will enhance their involvement in the electoral process.
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APPENDIX
QUESTIONNAIRE
Kwara State polytechnic, Ilorin,
Institute of Information and
Communication Technology,
Department of Mass Communication,
Dear Respondent,
I am a student of the above-named Institution conducting research on the “The effect of Social Media on Youth Involvement in Elections (A Case Study of Ilorin West Local Government, Kwara State)”. I kindly ask for your since responses. Your identity will remain confidential and the data will only be used for academic purpose.
INSTRUCTION: Please tick () the most appropriate answer. The questionnaire is divided into two sections: Section A and B
SECTION A: DEMOGRAPHIC DATA
1. Gender: (a) Male   (b) Female
2. Age: (a) 18–25   (b) 26–30   (c) 31–35   (d) 36 and above
3. Educational Qualification: (a) SSCE   (b) ND/NCE   (c) HND/BSc   (d) MSc and above
4. Employment Status: (a) Student   (b) Employed   (c) Self-employed   (d) Unemployed
SECTION B: ROLE OF SOCIAL MEDIA IN YOUTH INVOLVEMENT IN ELECTIONS
Which social media platforms do you frequently use? (a) Twitter (b) Instagram, (c) WhatsApp (d) TikTok (d) Others: __________
How often do you use social media to access political content? (a) Very Often   (b) Often   (c) Rarely   (d) Never
Do you follow political candidates or parties on social media? (a) Yes   (b) No 
Do you engage in political discussions on social media? (a) Frequently   (b) Occasionally   (c) Rarely   (d) Never
Did social media influence your decision to register and vote in the last election? (a) Yes   (b) No
Have you ever participated in online political campaigns or movements (e.g., #EndSARS)? (a) Yes   (b) No
	S/N
	STATEMENT
	SA
	A
	N
	D
	SD

	7.
	Social media increased your awareness of political events and candidates
	
	
	
	
	

	8.
	Social media encourages youth participation in politics
	
	
	
	
	

	9.
	Fake news on social media affects election outcomes
	
	
	
	
	

	10.
	A lot of challenges face when using social media for political purposes
	
	
	
	
	




