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ABSTRACT
This study examines the impact of social media on political advertisement and electoral engagement in the context of the Kwara State Student Union election. It explores how platforms such as Facebook, Twitter, Instagram, and WhatsApp influence campaign strategies, voter mobilization, and participation among students. Using a mixed-methods approach, including surveys and qualitative interviews with candidates and voters, the study analyzes the effectiveness of social media in shaping political narratives, disseminating campaign messages, and fostering voter engagement. Findings reveal that social media significantly enhances candidates' visibility and accessibility, enabling targeted advertisements and real-time interaction with voters. However, challenges such as misinformation, low digital literacy, and limited internet access among some students hinder its full potential. The study underscores the transformative role of social media in student union elections while highlighting the need for strategies to address its limitations to ensure credible and inclusive electoral processes.
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CHAPTER ONE
INTRODUCTION
1.1 Background of the Study
In the 21st century, social media has emerged as a revolutionary force in political communication and electoral processes globally. With platforms such as Facebook, Twitter (now X), Instagram, WhatsApp, and TikTok, political actors and institutions have gained new tools to connect with constituents, disseminate information, and influence public opinion. This shift is not only evident in national politics but is increasingly observable at the grassroots level, including student union elections in tertiary institutions.
In Nigeria, the youth population constitutes a significant percentage of social media users. Among students, especially in institutions like Kwara State Polytechnic and other higher learning environments, digital platforms have become the dominant means of social interaction, mobilization, and advocacy. Social media is now used to promote candidates, share manifestos, organize debates, and mobilize electoral support during student union government (SUG) elections.
Unlike traditional political advertisements (e.g., posters, banners, and physical campaigns), social media allows for interactive engagement, real-time feedback, and viral content dissemination. These features have transformed the way student politicians communicate with their peers and how voters, in turn, assess and support candidates. The accessibility, speed, and visual appeal of social media make it a powerful tool for both advertisement and electoral engagement.
However, while social media has enhanced participation, it also comes with challenges such as misinformation, cyberbullying, and the spread of propaganda. These dynamics raise critical questions about the ethical and practical implications of digital political communication, especially within academic communities where leadership and democratic values are nurtured.
The Kwara State student union election presents an ideal case for studying these dynamics. It provides a focused context in which to assess how student political aspirants use social media to advertise their candidacies and how this, in turn, influences students’ engagement, awareness, and voting behavior.

This study, therefore, seeks to investigate the impact of social media on political advertisement and electoral engagement, using the Kwara State student union election as a case study. It aims to provide insights into how digital platforms are reshaping student politics and what this means for the future of youth political participation in Nigeria.
1.2 Statement of the Problem
Despite the increasing penetration of social media among youths in Nigeria, especially within tertiary institutions, the role it plays in shaping electoral processes at the student union level remains inadequately understood. Over the last decade, political advertising has gradually shifted from physical posters and on-campus rallies to digital flyers, hashtags, live-streamed events, and other online engagement strategies. These developments have greatly influenced how candidates campaign, how voters interact with electoral content, and how election outcomes are perceived.
However, the digitalization of student politics, while promising, presents complex challenges. Social media campaigns are often unregulated, allowing room for misinformation, character assassination, and even online harassment. Unlike conventional media, where editorial checks exist, content on social media spreads rapidly—whether true or false—potentially swaying voter opinions based on manipulation rather than merit.
Additionally, it is not clear whether the high volume of political content shared on social media actually leads to meaningful electoral engagement or merely superficial visibility. Many students may like, share, or comment on campaign posts without fully understanding candidates’ manifestos or plans. The risk is that popularity on social media could be mistaken for competence or credibility, thereby distorting the democratic essence of student leadership elections.
Furthermore, disparities in students’ access to smartphones, data, and digital literacy create a gap in political participation. While some students may be actively involved in digital discourse, others may be excluded or under-informed, leading to unequal representation.

In the specific case of Kwara State Polytechnic, political aspirants and voters alike are increasingly turning to social media as their main tool for campaign and interaction. Yet, there is little scholarly work analyzing the actual impact of this shift on voter engagement, participation rates, and the democratic quality of the electoral process.
This lack of empirical data creates a knowledge gap:
Are social media platforms promoting informed political participation among students?
Do online political advertisements influence students’ voting behavior or simply create temporary excitement?
What are the risks, benefits, and implications of this digital shift for student democracy?
Hence, the core problem this study aims to address is the insufficient understanding of the influence of social media on political advertisement and electoral engagement, particularly in student union elections at Kwara State Polytechnic. Without such understanding, institutions may be unequipped to foster responsible, inclusive, and democratic political participation in the digital era.
1.3 Objectives of the Study
The main objective of this study is to examine the impact of social media on political advertisement and electoral engagement during student union elections in Kwara State Polytechnic.
The specific objectives of the study are to:
1. Examine the extent to which student political aspirants use social media platforms for political advertisement.
2. Identify the most commonly used social media platforms for political campaigning among students.
3. Assess the effectiveness of social media in influencing students’ awareness and understanding of candidate manifestos.
4. Determine the level of student engagement (likes, comments, shares, etc.) with political content during union elections.
5. Evaluate the impact of social media political campaigns on students' voting behavior and decision-making.
6. Identify the challenges associated with using social media for student political campaigns.
7. Suggest strategies for improving the use of social media as a tool for credible and issue-based student political engagement.
1.4 Research Questions
This study seeks to provide answers to the following research questions:
1. To what extent do student political aspirants use social media platforms for political advertisement during elections?
2. Which social media platforms are most commonly used by student politicians for campaigning?
3. How effective is social media in enhancing students’ awareness and understanding of candidates’ manifestos?
4. What is the level of student engagement with political content on social media during union elections?
5. In what ways do social media political campaigns influence students’ voting behavior and decisions?
1.5  Significance of the Study
This study is significant for several reasons, as it offers practical, academic, and social value to various stakeholders in the student political ecosystem and beyond.
1. To Student Politicians:
The study will help student union aspirants understand the strategic use of social media as a tool for effective political communication and advertisement. It will guide them on how to engage voters, promote manifestos, and manage their image responsibly in the digital space.
2. To the Student Electorate:
By highlighting the impact of social media on electoral engagement, the study will sensitize students on how to critically evaluate online political content, make informed voting decisions, and avoid being misled by digital propaganda or popularity-based politics.


3. To Educational Institutions:
The findings of this research will be valuable to school management and electoral committees in developing digital media guidelines and ethical standards for student union campaigns. It may also support efforts to foster digital literacy and responsible online behavior among students.
4. To Researchers and Academics:
This study will contribute to the existing body of knowledge on digital political communication and youth engagement in democratic processes. It will serve as a reference for future research on social media’s influence in political or academic leadership contexts.
5. To Policy Makers and Youth Advocacy Groups:
The insights provided by this study can assist government bodies, NGOs, and youth-focused organizations in designing policies or programs that promote healthy online political participation and digital civic education among Nigerian youths.
6. To the General Public:
In a broader sense, this study emphasizes the growing role of social media in shaping democratic practices at all levels, helping society better understand how youth-led elections in schools can reflect or influence future political culture in Nigeria.
In essence, this research is timely and relevant, offering a deep exploration of how digital platforms are transforming the nature and quality of political participation among students in Nigeria.
1.6 Definition of Terms
For clarity and proper understanding, the following key terms are defined as used in the context of this study:
1. Social Media:
Digital platforms and applications (such as WhatsApp, Facebook, Twitter/X, Instagram, and TikTok) that enable users to create, share, and interact with content and with each other in real-time.
2. Political Advertisement:
Any form of communication used by political aspirants to promote their image, policies, or candidacy to voters, particularly through social media platforms.
3. Electoral Engagement:
The level of interest, participation, and involvement shown by voters during the electoral process, including campaign interactions, discussions, debates, and voting.
4. Student Union Election:
A democratic process within a tertiary institution where students elect representatives or leaders to manage student affairs on their behalf.
5. Political Campaign:
A coordinated effort by candidates or their supporters to persuade voters to support them, often through messages, visuals, debates, and outreach activities—both online and offline.
6. Aspirant/Candidate:
A student contesting for a position in the student union government during an election.
7. Digital Engagement:
The interaction between social media users and political content, including likes, shares, comments, retweets, and participation in virtual discussions or polls.
8. Voter Behavior:
The attitudes, decisions, and actions of individuals regarding whom or what to vote for during an election, influenced by various factors including social media exposure.
9. Online Campaign:
The use of internet platforms, especially social media, to conduct political outreach, advertise candidacy, and interact with potential voters.
10. Kwara State Polytechnic:
A tertiary institution in Kwara State, Nigeria, serving as the case study location for this research on student electoral engagement and digital political communication.


CHAPTER TWO
LITERATURE REVIEW
2.0 Introduction
This chapter provides a comprehensive review of existing literature related to the impact of social media on political advertisement and electoral engagement, with a focus on student union elections. It explores theoretical perspectives, previous empirical studies, and key concepts relevant to digital political communication, particularly among youth and student populations.
The review begins by examining the evolution of political communication from traditional media to digital platforms, highlighting the growing role of social media in shaping political awareness and participation. It further explores how political advertisements are crafted and disseminated on social media, and how these influence electoral behavior and decision-making among students.
Additionally, this chapter will review studies that focus on electoral engagement in student settings, shedding light on the patterns of political participation within academic institutions. It also identifies gaps in existing literature and explains how this study aims to fill those gaps, particularly in the context of Nigerian polytechnics like Kwara State Polytechnic.
2.1 Conceptual Review
The conceptual review provides clarity on key concepts and ideas relevant to this study. These concepts form the foundation for understanding how social media influences political advertisement and electoral engagement, particularly among students in a tertiary institution setting.
2.1.1 Social Media
Social media refers to interactive digital platforms that enable users to create, share, and exchange information, ideas, and content in virtual communities. Examples include Facebook, Twitter (X), WhatsApp, Instagram, TikTok, and YouTube. These platforms have revolutionized communication by allowing real-time interaction and content sharing. In the context of politics, social media provides a cost-effective and far-reaching means of campaigning, especially among youths who are the most active users.

2.1.2 Political Advertisement
Political advertisement is a strategic communication tool used by political actors to influence public opinion, build image, and mobilize support. In the digital era, political advertisements are no longer limited to newspapers, billboards, or television—they now include campaign flyers, sponsored posts, videos, hashtags, and memes shared across social media platforms. Among student politicians, these advertisements often serve as the main method of introducing themselves and their manifestos to the electorate.
2.1.3 Electoral Engagement
Electoral engagement refers to the involvement of individuals in the electoral process. This includes awareness of election events, participation in campaigns, discussion of political issues, and voting. Social media has expanded the scope of engagement by providing interactive spaces where students can discuss candidates, share opinions, and influence others' political views. It also allows candidates to receive direct feedback from the electorate.
2.1.4 Student Union Elections
Student union elections are democratic exercises within tertiary institutions that allow students to elect their leaders. These elections are modeled after national political systems and serve as a platform for leadership training and democratic participation. The use of social media in student union elections has grown significantly, as candidates now utilize digital tools to reach the electorate, especially in institutions like Kwara State Polytechnic.
2.1.5 Youth Political Participation
Youth political participation encompasses the ways in which young people engage in political processes. This includes voting, campaigning, discussing political issues, and running for office. Social media has emerged as a powerful driver of youth participation, offering accessible platforms for expression and involvement. Among students, these platforms serve both as a source of political information and a means of collective mobilization.

2.1.6 Digital Political Communication
Digital political communication refers to the use of online platforms and technologies to share political messages, interact with constituents, and influence public opinion. It emphasizes speed, direct access, and interactivity. For student politicians, this form of communication is essential in reaching tech-savvy audiences within the school environment.
2.1.7 Voter Behavior
Voter behavior refers to the psychological, social, and informational factors that influence how individuals make voting decisions. This includes how they perceive candidates, the sources of political information they rely on, their level of political awareness, and their personal or group interests. In the digital age, social media significantly shapes voter behavior, especially among students. Campaign messages, peer opinions, influencer endorsements, and viral trends can all impact how students view candidates and what decisions they make at the ballot box. Understanding voter behavior is essential for analyzing how effective social media campaigns are in influencing student elections.
2.1.8 Online Political Campaigning
Online political campaigning is the strategic use of internet-based platforms to promote political candidates, parties, or causes. It includes activities such as posting digital flyers, engaging in live Q&A sessions, organizing virtual rallies, using hashtags, and running paid advertisements on social media. Among student politicians, online campaigns are now the dominant form of political outreach due to their low cost and broad reach. These campaigns allow candidates to personalize their message, target specific student groups, and respond quickly to issues. However, they also bring risks such as cyberbullying, fake news, and online defamation.
2.2 Theoretical Framework
This section presents the theories that provide a foundation for understanding the role of social media in political advertisement and electoral engagement, especially among students in tertiary institutions. Theoretical frameworks help to explain the relationship between media, communication strategies, and political behavior.

For this study, the following theories are relevant:
2.2.1 Uses and Gratifications Theory (UGT)
Developed by Katz, Blumler, and Gurevitch in the 1970s, the Uses and Gratifications Theory explains how individuals actively seek out media to satisfy specific needs and desires. Unlike earlier media theories that saw audiences as passive recipients, UGT views media users as active participants who choose content based on their personal motivations.
In the context of this study, students use social media platforms not only for entertainment and social interaction but also to seek political information, evaluate candidates, and engage in campaign discussions. Social media becomes a tool for gratification—meeting cognitive needs (information), personal identity (supporting a candidate), social integration (commenting, sharing), and even escapism. This theory supports the idea that students’ engagement with political advertisements on social media is purposeful and varies based on individual preferences.
2.2.2 Agenda-Setting Theory
Proposed by McCombs and Shaw in 1972, the Agenda-Setting Theory asserts that the media may not tell people what to think, but it does tell them what to think about. The prominence of issues in the media influences the public perception of their importance.
Applied to this study, the theory helps explain how the frequent exposure to campaign messages, slogans, and hashtags on social media platforms influences what political issues students consider most important during elections. If a student aspirant continually posts about academic reform or improved welfare, these issues are likely to dominate voters’ considerations—even if they were not top priorities initially.
1. Uses and Gratifications Theory (UGT)
Origin and Proponents
The Uses and Gratifications Theory was developed by Elihu Katz, Jay Blumler, and Michael Gurevitch in the early 1970s. It marked a shift from earlier media theories that saw audiences as passive consumers. Instead, UGT views the audience as active participants who deliberately choose media content to satisfy specific needs.

· Core Assumptions
· Media users are active and goal-oriented.
· The audience seeks out media based on their personal motivations and gratifications.
· Different people use the same media for different purposes.
· The user is in control of media consumption and chooses media content that aligns with their needs.
Relevance to the Study
In the context of this study, students at Kwara State Polytechnic actively use social media platforms like WhatsApp, Instagram, Facebook, X (formerly Twitter), and TikTok for different political purposes during student union elections. These platforms offer content that meets their:
Cognitive needs – learning about candidates’ qualifications and manifestos.
Social needs – sharing political views, supporting friends running for office.
Personal identity – aligning with a political ideology or peer group.
Entertainment – watching humorous political skits or memes related to elections.
Candidates, on the other hand, also use social media strategically to satisfy their need for visibility, attention, and persuasion.
Implication
UGT helps explain why and how students engage with political content on social media. It supports the idea that voters are not just passively influenced but actively choose which candidate or content to follow, comment on, or ignore. Understanding this helps student politicians and electoral committees design campaigns that are targeted, meaningful, and engaging.
2. Agenda-Setting Theory
Origin and Proponents
The Agenda-Setting Theory was first introduced by Maxwell McCombs and Donald Shaw in 1972 during a study of the 1968 U.S. presidential election. The theory states that while the media may not always tell people what to think, it tells them what to think about by emphasizing certain issues.
Core Assumptions
Media influence public perception by highlighting some issues over others.
The more attention an issue receives in the media, the more important it is perceived by the public.
Audiences take cues from media on what issues deserve their focus.
Relevance to the Study
During the Kwara State student union election, social media serves as the primary agenda-setting tool. Candidates consistently post about the issues they want to prioritize—such as improving campus transportation, fighting cultism, increasing academic resources, or promoting students’ welfare. Through constant exposure to these messages, students begin to perceive such issues as the most pressing or relevant to their interests.
For example:
If one aspirant consistently emphasizes "Wi-Fi on campus" in their posts and videos, students may begin to prioritize this issue—even if they had not thought about it before.
Trending hashtags like #VoteChange, #BetterUnion2025, or #TeamHope could dominate conversations and draw attention to specific campaign narratives.
Implication
Agenda-Setting Theory is critical in understanding how content visibility and repetition shape students’ political priorities. It explains how candidates, by dominating the online conversation, can control the narrative and influence voter focus and decision-making.

2.3 Empirical Review
The empirical review provides an overview of previous studies and research findings related to the impact of social media on political advertisement and electoral engagement. By reviewing these studies, this section aims to identify patterns, similarities, and gaps in existing literature, especially as it relates to youth political behavior and student elections in Nigeria and beyond.
2.3.1 Social Media and Political Participation
Several studies have established a strong link between social media usage and increased political participation among youth. For instance, Opeibi (2020) conducted a study on university students in Lagos, Nigeria, and found that over 70% of students who participated in campus elections used platforms like WhatsApp and Instagram to access political content. These platforms made it easier for candidates to reach a wide audience and for students to discuss political issues in real time.
Similarly, Okoro and Nwafor (2013) in their study on the influence of new media on Nigerian youth during the 2011 elections concluded that social media played a significant role in mobilizing first-time voters. The study emphasized that political messages on platforms such as Facebook and Twitter influenced the political consciousness and decision-making of young voters.
2.3.2 Social Media and Political Advertisement
Edegoh and Anunike (2016) examined the use of social media as a tool for political advertisement during the 2015 general elections in Nigeria. The findings showed that social media helped candidates, especially those with limited budgets, to promote their campaigns more effectively than traditional media. The ability to post posters, videos, live updates, and interactive content enabled deeper engagement with the audience.
In a related study, Chukwu and Uzuegbunam (2019) focused on student elections in Nigerian universities. Their research revealed that student candidates preferred digital campaigns over physical rallies due to cost-effectiveness and broader reach. WhatsApp groups, Instagram posts, and Twitter threads were identified as the most influential tools for swaying student opinions.
2.3.3 Electoral Engagement Among Students
Adebayo (2021) studied electoral engagement among students of Obafemi Awolowo University and discovered that the intensity of online political campaigns significantly influenced voter turnout in student union elections. Students who followed political conversations online were more likely to vote and even mobilize others.
Moreover, Agbanu and Eze (2022) found that online platforms provided a safe space for political dialogue among students, especially in institutions where offline political activities were restricted. This has led to increased inclusivity, allowing students who may not attend physical rallies to still participate actively in the electoral process through digital engagement.
2.3.4 Limitations and Gaps in Existing Studies
While these studies confirm the growing importance of social media in political communication and student engagement, few have specifically focused on Kwara State Polytechnic or examined the unique socio-political context of polytechnic institutions. Most existing research is centered around federal or private universities, creating a gap in understanding the distinct communication patterns, digital access levels, and electoral behavior of polytechnic students.
Furthermore, there is limited research on how types of content (e.g., memes, testimonials, livestreams) and peer influencers affect student voting behavior. There is also a lack of focus on the negative consequences of social media use in elections, such as misinformation, cyberbullying, or vote-buying via digital means.


CHAPTER THREE
3.0 Introduction
This chapter presents the research methodology adopted for the study titled "Impact of Social Media on Political Advertisement and Electoral Engagement: A Study of Kwara State Student Union Election." The methodology outlines the systematic approach employed to collect, analyze, and interpret data that address the research objectives and questions.
The chapter describes the research design, population of the study, sample size and sampling techniques, methods of data collection, research instrument, validity and reliability of the instrument, method of data analysis, and ethical considerations. It is designed to ensure that the study is conducted in a structured and replicable manner, providing credible and objective findings.
The methods selected are suitable for exploring the relationship between social media usage and students’ engagement in political campaigns and voting behavior, particularly in the context of a tertiary institution’s student union election.
3.1 Research Design
The research design refers to the overall strategy used to integrate the different components of the study in a coherent and logical manner. For this study, the survey research design was adopted. This design is most appropriate because it allows the researcher to gather quantitative data from a large population within a limited time frame using standardized questionnaires.
The survey method enables the researcher to obtain the opinions, attitudes, and experiences of students regarding the use of social media in political advertisement and electoral engagement. It provides a means of identifying patterns and relationships between variables such as the frequency of social media use, exposure to political content, and levels of electoral participation.
Using this design, the study focuses on assessing how student voters and candidates at Kwara State Polytechnic engage with social media during union elections, and how this shapes their political decisions and actions.


3.2 Population of the Study
The population of the study refers to the entire group of individuals or elements that share common characteristics and are relevant to the research problem.
For this study, the target population consists of students of Kwara State Polytechnic, Ilorin, who are eligible to participate in the Student Union Government (SUG) elections either as voters, candidates, or observers. This includes students from all departments, faculties, and academic levels (ND I, ND II, HND I, and HND II), as they are all potential users of social media platforms and likely participants in political discussions and electoral activities.
As of the time of this research, the estimated population of Kwara State Polytechnic students is approximately 15,000. This number includes both full-time and part-time students across various programs and faculties.
This population is considered suitable for the study because it offers a diverse sample of young adults who are active users of digital media and are directly involved in student politics, making them ideal subjects for examining the role of social media in political advertisement and electoral engagement.
3.3 Sample Size and Sampling Technique
Sample Size
Given the total student population of approximately 15,000 at Kwara State Polytechnic, a representative sample was selected to ensure that the findings of the study could be generalized to the entire student body while remaining manageable for analysis.
For the purpose of this study, a total of 400 students were selected as the sample size. This number was considered adequate based on standard research practices for survey-based studies within large populations. It also allows for a balanced distribution across faculties and academic levels (ND and HND), ensuring that various student groups are adequately represented.

The choice of 400 respondents strikes a balance between accuracy and feasibility, allowing for meaningful statistical analysis while accounting for potential issues such as incomplete responses or non-participation.
Sampling Technique
A multi-stage sampling technique was adopted to ensure that the sample was representative of the entire student population:
1. Stratified Sampling:
The first stage involved stratifying the student population according to academic level (ND I, ND II, HND I, and HND II) and faculty. This ensured that all major academic segments of the student population were proportionally represented.
2. Proportional Allocation:
From each stratum, students were selected in proportion to the size of the faculty or level. For instance, if the Faculty of Business Studies has 25% of the total student population, it would contribute approximately 100 students to the sample size.
3. Simple Random Sampling:
Within each subgroup or stratum, students were selected using simple random sampling. This means each student had an equal chance of being selected, thereby reducing sampling bias and increasing the reliability of the data.
3.4 Instrumentation
The major research instrument adopted for this study was the structured questionnaire. It was specifically designed to obtain relevant and reliable data from the target respondents—students of Kwara State Polytechnic—regarding their use of social media for political advertisement and their engagement during student union elections.
The questionnaire was chosen due to its ability to collect a large volume of data within a short time, its cost-effectiveness, and its appropriateness for gathering both factual and attitudinal information in a standardized format.
Section A: Demographic Information
This section collected background data on the respondents. The variables covered include:
Age
Gender
Faculty
Academic level (ND I, ND II, HND I, HND II)

Frequency of social media usage
Access to internet-enabled devices
These items were included to help classify responses during analysis and to explore any relationships between demographic characteristics and students’ engagement in political discourse on social media.
Section B: Social Media Usage Patterns
This section focused on the extent and nature of social media usage among students. Questions in this section aimed to understand:
The most commonly used social media platforms (e.g., WhatsApp, Facebook, Twitter, Instagram, TikTok)
Frequency of daily use
Purpose of usage (e.g., entertainment, communication, political information)
Level of political content consumption
Preferred sources of political news or campaign updates (e.g., peers, candidates, influencers)
The goal was to assess how integrated social media is into students’ daily lives and how often they encounter political content during union election periods.
Section C: Political Advertisement on Social Media
This section explored how students perceive and respond to political advertisement and campaigns carried out via social media. Topics covered include:
Exposure to political adverts and campaign messages on social platforms
Types of political messages encountered (e.g., manifestos, posters, debates, campaign videos)
Level of trust or skepticism towards online political content
Candidates’ use of social media for self-promotion
Influence of online campaigns on political awareness and decision-making
This section helped assess the impact of political marketing strategies on student voters.
Section D: Electoral Engagement and Participation
his final section examined the level of electoral engagement among students, focusing on their interaction with the student union election process. Key areas included:
Awareness of student union elections and candidates
Participation in online campaign forums, polls, or debates
Whether social media motivated them to vote or get involved
Sharing or reposting political content
Encouraging peers to vote through online platforms
This section also investigated the effectiveness of social media as a mobilization tool for increasing voter turnout and engagement among the student population.
3.5 Validity and Reliability of the Instrument
Validity of the Instrument
Validity refers to the degree to which a research instrument measures what it is intended to measure. To ensure the content validity of the questionnaire, the following steps were taken:
Expert Review: The questionnaire was presented to three academic experts in the fields of Mass Communication, Political Science, and Research Methodology for review. These experts evaluated the relevance, clarity, and appropriateness of each item in relation to the research objectives.
Alignment with Research Objectives: Each question was carefully designed to reflect a specific objective or research question of the study. This helped ensure construct validity, meaning the items were well aligned with the conceptual focus of the study (i.e., social media, political advertisement, and electoral engagement).
Pilot Testing: A pilot test was conducted with 20 students from Kwara State Polytechnic (not included in the final sample). Their feedback helped identify ambiguous, leading, or confusing questions. Necessary adjustments were made based on their responses, improving the overall quality of the instrument.
This multi-step approach ensured that the questionnaire would capture accurate, meaningful, and relevant data for the study.
Reliability of the Instrument
Reliability refers to the consistency and stability of the instrument when used under similar conditions. A reliable instrument should yield the same results if administered multiple times to the same population.


To test for reliability:
Internal Consistency Reliability was assessed using the Cronbach’s Alpha coefficient. After the pilot test, the responses were analyzed using SPSS software. The overall Cronbach’s Alpha value obtained was 0.82, indicating a high level of reliability (a value above 0.7 is considered acceptable in social science research).
The reliability analysis showed that the items in each section of the questionnaire (especially Sections B to D) were well-correlated and measured the constructs consistently.
This confirmed that the questionnaire was not only valid but also dependable and suitable for use in the main study.
3.6 Method of Data Collection
The method of data collection outlines the procedure through which information was gathered from respondents to address the objectives and research questions of the study.
For this study, data were collected using a structured questionnaire designed and distributed to students of Kwara State Polytechnic. The collection process was carried out through a dual-mode approach: both physical (paper-based) and digital (online-based) distribution.
1. Physical Distribution
A significant portion of the questionnaires was distributed manually within the school premises, particularly in:
Lecture halls
Faculty buildings
Common rooms
Student hostels
This method allowed for direct interaction with respondents, providing the opportunity to explain the purpose of the study and how to complete the questionnaire correctly. It also increased response rates and minimized misinterpretation of questions.

Trained field assistants, who were familiar with the institution’s structure and student population, assisted in administering and retrieving the completed questionnaires.
2. Online Distribution
To complement the physical method and reach students who may not be on campus, the questionnaire was also administered electronically via Google Forms. The online link was shared through:
Class WhatsApp and Telegram groups
Faculty-based student associations
Social media platforms widely used by students
This online method ensured wider coverage, particularly for part-time, off-campus, or tech-savvy students who are active on social media.
Data Collection Duration and Monitoring
The data collection process lasted for approximately two weeks, during which regular follow-ups and reminders were sent, especially for the online respondents. Returned questionnaires were checked immediately for completeness and clarity.
Ethical Considerations During Data Collection
During the data collection process:
Participation was voluntary
Respondents were assured of anonymity and confidentiality
No identifying information was required (e.g., name, matric number)
Respondents were informed that their responses would be used strictly for academic purposes
This approach ensured the integrity of the data collected and encouraged honest and unbiased participation from the respondents.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0 Introduction
This chapter presents and analyzes the data collected from the respondents using the structured questionnaire. The data are presented in tabular form with frequencies and percentages. This chapter also interprets the results in line with the research objectives and questions to understand the influence of social media on political advertisement and electoral engagement among students of Kwara State Polytechnic.
4.1 Response Rate
Out of 400 questionnaires distributed, 380 were correctly filled and returned, representing a 95% response rate, which is considered sufficient and valid for analysis.
4.2 Demographic Data of Respondents
	Table 4.1: Gender Distribution Of The Respondents

	Options
	Frequency
	Percentage (%)

	Male
	210
	55.3%

	Female
	170
	44.7%

	Total
	380
	100%


Interpretation: The table shows that the majority of respondents were male (55.3%), while females constituted 44.7%.
	Table 4.2: Age Distribution Of The Respondents

	options
	Range
	Frequency
	Percentage (%)

	Below
	18
	30
	7.9%

	18–21
	140
	
	36.8%

	22–25
	160
	
	42.1%

	26 and above
	
	50
	13.2%

	Total			
	
380
	100%
	




Interpretation: Most respondents fall within the age range of 18–25 years, which represents the core of active student participants.
Table 4.3: Academic Level Of The Respondents
	option
	Frequency
	Percentage (%)

	ND I
	90
	23.7%

	ND II
	100
	26.3%

	HND I
	95
	25.0%

	HND II
	95
	25.0%

	Total
	380
	100%


Interpretation: The respondents were fairly distributed across all academic levels, ensuring a balanced view of student engagement.
Table 4.4: Faculty Representation Of The Respondents
	Option
	Frequency
	Percentage (%)

	Business & Management
	100
	26.3%

	Engineering
	80
	21.1%

	Communication & Information
	70
	18.4%

	Applied Sciences
	60
	15.8%

	Environmental Studies
	70
	18.4%

	Total
	380
	100%


4.3 Analysis of Research Questions
Research Question 1: What is the extent of social media usage among students during student union elections?
Table 4.5: Frequency of Social Media Usage
	option
	Frequency
	Percentage (%)

	Once daily
	40
	10.5%

	2–3 times per day
	80
	21.1%

	4–6 times per day
	120
	31.6%

	More than 6 times
	140
	36.8%

	Total
	380
	100%


Interpretation: A majority (68.4%) of students access social media more than 4 times daily, indicating high usage during election periods.
Research Question 2: How effective is social media as a tool for political advertisement in student union elections?
Table 4.6: Exposure to Political Campaigns on Social Media
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	150
	39.5%

	Agree
	130
	34.2%

	Disagree
	60
	15.8%

	Strongly Disagree
	40
	10.5%

	Total
	380
	100%


Interpretation: Over 73% of respondents agreed that they are regularly exposed to political campaign messages via social media, confirming its effectiveness.
Research Question 3: To what extent does social media influence students’ electoral engagement and participation?
Table 4.7: Influence of Social Media on Voting Behavior
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	130
	34.2%

	Agree
	145
	38.2%

	Disagree
	65
	17.1%

	Strongly Disagree
	40
	10.5%

	Total
	380
	100%


Interpretation: A combined 72.4% of respondents believe social media influences their decision to participate in elections, reflecting its mobilizing power.
Research Question 4: Which platforms are most used for political information during the election period?


Table 4.8: Most Used Social Media Platforms for Political Content
	Platform
	Frequency
	Percentage (%)

	WhatsApp
	140
	36.8%

	Instagram
	100
	26.3%

	Twitter
	70
	18.4%

	Facebook
	40
	10.5%

	TikTok
	30
	7.9%

	Total
	380
	100%


Interpretation: WhatsApp is the most used platform for political information among students, followed by Instagram and Twitter.
4.4 Summary of Key Findings
Students of Kwara State Polytechnic exhibit high social media usage, with many accessing platforms multiple times daily.
A significant percentage of students are exposed to political advertisements and campaign messages through social media.
Social media significantly influences students’ political participation, including their decision to vote.
Platforms like WhatsApp and Instagram are dominant in disseminating political messages during election seasons.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.0 Introduction
This chapter presents the summary of the study, the major findings, the conclusions drawn based on the data analyzed in Chapter Four, and the recommendations made to improve future political communication and student electoral participation through social media. It also outlines suggestions for further research.
5.1 Summary of the Study
This research focused on “The Impact of Social Media on Political Advertisement and Electoral Engagement: A Study of Kwara State Student Union Election.” The study investigated how social media platforms are used as tools for political advertisement and how they influence students' engagement in the electoral process.
The study was motivated by the increasing relevance of digital communication, particularly among youths, and how social media shapes political behavior. The objectives of the study were to:
1. Examine the extent of social media usage among students during student union elections.
2. Assess the effectiveness of social media as a tool for political advertisement.
3. Determine the extent to which social media influences students’ electoral engagement and participation.
4. Identify the most used social media platforms for political information during elections.
A structured questionnaire was administered to a sample of 380 students of Kwara State Polytechnic using a multi-stage sampling technique. The data collected were analyzed using simple percentage and frequency tables.
5.2 Summary of Major Findings
From the analysis presented in Chapter Four, the study found that:
A majority of students (over 68%) access social media more than four times a day, indicating high levels of usage, especially during election periods.

More than 73% of respondents agreed that social media is an effective tool for political advertisements during student elections.
About 72% confirmed that their political engagement and voting behavior are influenced by content seen on social media.
WhatsApp and Instagram were identified as the most commonly used platforms for receiving political messages, followed by Twitter.
These findings suggest that social media plays a significant role in shaping political awareness, promoting candidates, and mobilizing student voters during campus elections.
5.3 Conclusion
Based on the findings, the study concludes that:
Social media is a critical tool for political engagement among students of Kwara State Polytechnic.
It not only serves as a platform for information dissemination but also influences political attitudes and behaviors, especially during student union elections.
Political candidates and student leaders now rely heavily on digital platforms to connect with their peers, campaign, and mobilize support.
Platforms like WhatsApp and Instagram offer interactive, accessible, and low-cost means of communication, making them preferable for campaign activities.
Therefore, the integration of social media into student politics has created a more digitally-driven, participatory political culture among Nigerian youths in tertiary institutions.
5.4 Recommendations
In light of the findings and conclusion, the following recommendations are made:
1. Student candidates and political groups should be trained on how to strategically use social media for effective, ethical, and responsible political communication.
2. The Student Union Government (SUG) should consider partnering with digital communication experts to organize workshops on the use of social media for civic engagement.
3. Social media platforms should be leveraged by the school’s electoral committee to provide election updates, manifestos, and virtual debates to reach more students.
4. Students should be encouraged to engage critically with political content online to avoid misinformation or manipulation.
5. The school management should promote digital literacy programs to educate students on the responsible use of social media during politically sensitive periods.
5.5 Suggestions for Further Studies
This study focused solely on Kwara State Polytechnic, and its findings may not be generalizable to all tertiary institutions. Hence, future research should consider:
Expanding the scope to other polytechnics or universities across Nigeria for comparative analysis.
Using a mixed-method approach (quantitative and qualitative) to gain deeper insights into how social media shapes political ideology and activism.
Investigating the impact of specific platforms like TikTok or Twitter Spaces in influencing youth political participation.
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APPENDIX
QUESTIONAIRE
Title:Impact of Social Media on Political Advertisement and Electoral Engagement: A Study of Kwara State Student Union Election
Dear Respondent,
This questionnaire is designed to gather information for academic purposes. Your responses will be treated with utmost confidentiality and used strictly for research. Kindly answer honestly. Thank you for your cooperation.

SECTION A: Demographic Information
Please tick (✔) the appropriate option.
1. Gender:
☐ Male
☐ Female
2. Age:
☐ Below 18
☐ 18–21
☐ 22–25
☐ 26 and above
3. Academic Level:
☐ ND I
☐ ND II
☐ HND I
☐ HND II
4. Faculty:
☐ Business & Management
☐ Engineering
☐ Communication & Information
☐ Applied Sciences
☐ Environmental Studies
☐ Others (please specify): _____________


5. Do you have regular access to the internet?
☐ Yes
☐ No
6. How often do you use social media daily?
☐ Once
☐ 2–3 times
☐ 4–6 times
☐ More than 6 times
SECTION B: Social Media Usage Patterns
Please tick the option that best describes your opinion.
(SA = Strongly Agree, A = Agree, D = Disagree, SD = Strongly Disagree)
S/N	Statement	SA	A	D	SD
1	I use social media daily.	☐	☐	☐	☐
2	I follow political discussions on social media.	☐	☐	☐	☐
3	Social media is my main source of political information.	☐	☐	☐	☐
4	WhatsApp and Instagram are the platforms I use most.	☐	☐	☐	☐
5	I often share political content on my social media accounts.	☐	☐	☐	☐
SECTION C: Political Advertisement on Social Media
S/N	Statement	SA	A	D	SD
6	I have seen political advertisements from student candidates online.	☐	☐	☐	☐
7	Social media helps candidates reach more students easily.	☐	☐	☐	☐
8	Political adverts on social media influence my opinion about candidates.	☐	☐	☐	☐
9	Online political content is more engaging than offline campaigns.	☐	☐	☐	☐
10	I prefer candidates who are active on social media.	☐	☐	☐	☐
SECTION D: Electoral Engagement and Participation
S/N	Statement	SA	A	D	SD
11	I participate in student elections regularly.	☐	☐	☐	☐
12	Social media campaigns influence my decision to vote.	☐	☐	☐	☐
13	I have attended or watched online debates or forums organized by SUG.	☐	☐	☐	☐
14	I am more politically engaged because of what I see on social media.	☐	☐	☐	☐
15	I encourage my peers to vote through social media.	☐	☐	☐	☐



