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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
           Political advertising has become piece of the political culture of most vote based systems and Nigeria as a majority rule country isn't forgotten about. Political advertising is one of the more niche subfields of business and human interaction. More specifically, it's a feature of social
marketing, which includes social advertising. Political, social-cause, philanthropic organization, and private non-profit advertising all fall under the category of social advertising. Political advertising, however, performs a marketing function with similar intentions and goals to product marketing (Suomen, 2012).
 
      Stelzner (2009) points out that canvassing for votes during political elections is a form of
political salesmanship. Today, political parties and politicians contact their audiences through a variety of media, including the news media. News media is a broad term that emerged in the later part of the 20th century to encompass the amalgamation of traditional media such as film, images, music, spoken and written words, with the interactive power of computer and communications technology, computer-enabled consumer devices and most importantly, the Internet.

Bola Ahmed Tunibude's choice to announce his desire to compete for the nation's highest position on Facebook serves to better illustrate the significance placed on news media in the 2023 general elections. On Wednesday, September 15, 2022, Bola Ahmed Tunibu posted a message on Facebook informing his 217,000 followers of his plans; 24 hours later, 4,000 more fans joined his page, and by the day of the election, on 25 February2023, he had over half a million followers. His closest rivals - peter obi of the LP, Atiku Abubakar of the PDP were also among those that made heavy presence on Facebook and other social media platforms.
Nearly every institution involved in Nigeria's elections, including the Independent National Electoral Commission (NEC), political parties, candidates, media outlets, civil society organizations, and even the police, conducted an aggressive social networking outreach in addition to the approximately 3 million Nigerians who have accounts on Facebook and 60,000 on Twitter. Other than the presidential candidates, numerous candidates for governorship, senate, and house of assembly seats from the different states of the federation also aggressively used social media platforms, particularly Facebook, to spread their political messages, win over voters, and rally supporters for the achievement of their objectives.


    One of the important promises of the new media is the democratization of the creation, publishing, distribution and consumption of media content (Wikipedia, 2022). Therefore, this study focuses on the influence of social media political advertising: a study of 2024 local government election in Kwara State.

1.2 Statement of the problem

The social media have transformed into true tools for political campaigns because they cross borders and reach every region of the globe. According to information obtained from the general election results,by (KWSIEC) five Parties presented candidates for the election into the chairmanship and councilorship seat of the states 16 LGAs and 193 wards.the five political parties are APC,APM,PDP,SDP and Accord.The ruling APC emerged victorious in all categories willing all 16 Chairmanship position and 193 Councilorship seat.
 
       People's social, political, and economic values are impacted by the social media. With new media, there is a chance for anywhere, anytime, on any digital device, on-demand access to content as well as interactive user feedback, creative participation, and the emergence of communities around media content. What distinguishes new media from traditional media is not the digitizing of media content into bits, but the dynamic life of the new media content and its interactive relationship with the media consumer. This dynamic life, moves, breathes and flows with pulsing excitement in real time. Simeon (2011). It is against this backdrop therefore, that we investigate the influence of social media in political advertising: a study of 2024 local government election  in Kwara state.

1.3 Objectives Of The Study
    The objectives of the study are:
  1. To measure the influence of social media political advertising in the 2024 local government election in Kwara state 

2. To Determine whether political parties participated in 2024 local government election in Kwara state uses social  media for political campaigns
3.  To Find out the factors (if any), which hinder the effective use of the social media campaign I the 2024 local government election in Kwara state.

1.4 Research questions
  
    Based on the problem and objectives of the study, the following research questions have been drawn to guide the study:

1. What influence do social media political advertising has in he 2024 local government election in Kwara state 

2. Do political parties participate in the 2024 local government election in Kwara state 

3. What are the factors that hinder the use of the social media political campaigns in the 2024 local government election in Kwara state.

1.5. Significance of the study 

       An examination of the influence of social media political advertising will be conducted, focus on the 2024 local government election in Kwara state.      Policymakers will receive recommendations 
from the study that could help them evaluate how well the social media influence people's, political, and economic values. This study will also provide the government with knowledge that will aid in developing, implementing, and carrying out policy trajectories that can be used to reduce the extent to which paid political propaganda undermines democratic development.

The study will also serve as reference material for future and further works on the influence of social media political advertising in Nigeria and its attendant effects on the economy. It will also provide a basis for further comparative studies, in both the developed and less developed economies. The study covers the influence of social media political advertising:in the 2024 local government election in Kwara state.This study is limited to the Nigerian context(Kwara state) and the scope of the study was determined by data availability.

1.6 Scope and Limitations Of The Study
   
        This research will offer thorough research on the influence of social media political advertising,including a study of the 2024 local government election in Kwara state. The most recent
INEC data will be used as the primary and secondary source of information for this study. This research was constrained by a number of factors, such as the difficulty in obtaining data from some pertinent organizations, the lack of data on specific variables, access restrictions to specific online resources, and insufficient funding for the study.Lastly, this study was also constrained by insufficient time on the part of the researcher, since attention had to be given to other course work.

  1.7 Operational Definition of Terms 
  
  Based on the study coverage below are the definitions of terms:
      
            Influencer: refers to the power or ability to affect someone's thoughts, feelings, or actions. It can also refer to the act of shaping or altering someone's opinions, behaviors, or decisions
 
   Social Media: Social media refers to online platforms that allow users to create and share content, participate in discussions, and connect with others in a virtual environment ¹. These platforms have become an integral part of modern life, with billions of people around the world using them daily.
 
  Political advertising: Political advertising refers to the use of paid media, such as television, radio, print, and online platforms, to promote political candidates, parties, or issues. The goal of political advertising is to persuade voters to support a particular candidate or position on an issue.

 Local government: Local government refers to the lowest tier of government, responsible for providing services and making decisions that affect the daily lives of residents within a specific geographic area, such as a city, town, county, or municipality.

 Election: Elections are a crucial part of democratic processes, allowing citizens to choose their leaders and representatives. The most recent election results can be found on various websites, including 270toWin and RealClearPolitics 



CHAPTER TWO
LITERATURE REVIEW
2.1 Introduction
In this chapter, relevant literatures were reviewed under the following sub-headings:
-Media and overview 
- Concept of Social Media
- Concept of Political Advertising
-Social media and politics
-Political Participation
-Social Media and Political Decision Making
-Social Media And Elections In Nigeria, An Overview
-Political Advertising Campaigns in Nigeria

 2.2 Media and overview 

 Media is the very source of mass communication. Media plays the most informative role in our society. It is the main thing of mass communication. It has various forms, such as the internet, through which we can get updated news about the world in our grab just with a click of a finger.

  Concept of Social Media
      According to Wikipedia (2020), the main objective of the social media, or news industry, is to disseminate news to the general public or a target population. Print media (newspapers,magazines), broadcast media (radio, television), and more recently the Internet (online newspapers, news blogs, news videos, live news streaming, etc.) are some of these.
The daily media helps to shape the prevailing cultural, social, and political perception of society by covering news, politics, weather, sports, entertainment, and important events. Independent news outlets have developed outside of the media networks to cover stories that go unnoticed or are related to the big news. The blogosphere has advanced reporting in recent years by focusing on the experiences and perspectives of specific residents. An exponentially growing phenomenon, the blogosphere can be abuzz with news that is overlooked by the press and TV networks. Due to the rise of social media involvement in news, the most common news value has become entertainment in recent years (Harcup, 2017).

2.3 Concept of Political Advertising
Political advertising is a form of political communication that uses the media to advance political causes, parties, candidates, and/or ideas, according to Wiley Online Library (2020).
Typically, advertising messages are carefully created to reach the public and voters directly without being perceived or filtered by the news media or other sources.

2.3.1 Social Media and Politics 
Since the advent of social media, human communication has considerably improved in all respects. Due to its participatory, interactive, and economical nature, the new technology hasn't quite transformed everyone who can use it into a mass communicator. In 1964, Marshal McLuhan prophesied that the world will eventually become a "global village" where happenings would be immediately and simultaneously acknowledged everywhere. This has actually happened. Today, all one needs to do is press a button to interact with the outside world while still in bed and gain access to news, entertainment, and events. Writing on this development, Adibe and Odoemelam (2010) observe that the new media of communication have in no small measure helped human society to be aware of each other. This agrees with the submissions of Baran (1998) that as the media shrink the world, people will become increasingly involved one another's lives, and as people come to know more about others who were hitherto separated from them by distance, they will form new beneficial relationships.
Baran's argument is pertinent to this discussion because it calls attention to the role that social media plays in modern human communication, particularly when it comes to the promotion of relationships and interpersonal connection. In many parts of the world today, individuals, groups, organizations and even nations are taking advantage of the opportunities provided by social media and other e-media platforms to mobilize millions of people to support and advance their course. In the political sphere it has become a veritable tool for interacting and mobilizing citizens towards active participation in the political process and democratic projects. This agrees with the submissions of Olayiwola (2016)that it is through the media that people are able to participate freely in discussions relevant to public good.
Olaitan (2005) notes that the success of President Obama's Presidential campaigns in 2008 and his eventual emergence as first black president of the United States was largely credited to his active use of Facebook to mobilize millions of volunteers, and voters. Politics has indeed greatly evolved in recent decade with the advent of the new technology. With it, information sharing has greatly improved, allowing citizens to discuss ideas, post news, ask questions and share links.
With social media, politicians reach the masses with the aim of assessing the political atmosphere even before venturing into the campaign. Social media is perhaps the best tool to assess the popularity of a candidate especially by the young people and craft the best language to use as a campaign slogan.
Social media also provides a politician with the opportunity to be informally free with the public.
This free connection through social media helps politicians to communicate their humor, indicating their approachability and accessibility to the public. With social media, politicians appeal to citizens; this makes them seem more personable and gives them advantage of keeping in constant contact with their supporters. Social media grants many people the chance to participate actively and get involved fully in the political discourse by adding their voices on issues posted on the social media sites.(Olaitan, 2005)
Thus, advancing the tenets of participatory democracy that sees media as a debate avenue and aids tremendously in actualizing public-sphere journalism. It affords electorates a friendlier avenue of assessing candidates for political offices and promoting transparency in governance.
The 2011 General Elections: Selected Cases of Social Media Use Since 2008 when Barack Obama broke new ground by using social media in his political campaigns in ways never seen before, many nations and politicians have continued to toe along this line. Nigeria had her first real test of social media use for political purpose during the 2011 general elections. The new technology played an unprecedented role in the April 2011 Nigerian General Elections. INEC officials had in early March 2011 welcomed the assistance of civil society volunteers with its Facebook and Twitter accounts as well as a new media situation room which received feedback from the public and later began to provide real time information and answered constituent questions. Nigerian politicians actively utilized social media in their campaigns. They sent bulk text and voice messages in unprecedented numbers. They used Facebook pages and other social media channels extensively to garner support
and solicit votes. President Jonathan as we mentioned earlier declared his intention to run for the
presidency on Facebook and subsequently became the second most "liked" head of state in the world after US President Barack Obama (fanpagelist.com). Organizations like Enough is Enough Nigeria, ReclaimNaija, WangoNet and lamLagos established platforms enabling citizens to report election-related incidences with pictures videos, text messages and voicemail. At the same time, traditional media houses such as Channels Television, 234Next and Punch newspaper used new media to disseminate information and gather feedback from viewers. Obakhedo (2011) further observe that during the elections in Nigeria, many Nigerians were armed with their blackberries and Twitter feeds. One of such Nigerians was Gbenga, a 33 year old IT consultant and an activist. His team had designed a smart phone application called Revoda which allowed voters to instantly upload reports of delayed voting materials and intimidating gangs at their local polling stations to their database; a daily summary was then sent to Nigerian election officials and Western observers as well as posted on their Revoda website; this allowed many people within and outside Nigeria to follow the process. Photos, pictures, details and videos from polling stations were quickly uploaded to Facebook and YouTube. Gbenga puts it succinctly:
We've got one Blackberry Video of a policeman who was evidently drunk and intimidating people for those who want to go to court, they have got a lot of evidence (The Punch, April 17, 2010).
Another group called "Reclaim Naija" compiled a real-time web map of hotspots using text message and email data. Additionally, there were "Twitter activists" whose mission it was to keep an eye out for election tampering and distribute information about explosions at voting places. Aiyede(2007) observed that this massive use of social media culminated in the success of the election acclaimed the freest and fairest in the history of the country. Meanwhile, this disagrees with the observations of Adedeji (2015) who believe that the technology did the nation greater harm than good as it provided avenue to disseminate provocative and inciting messages that eventually precipitated the post-election violence and tensions witnessed in many parts of the country, particularly in the north.

2.4 Social Media and Political Decision Making
Young people regard the Internet as a flexible instrument for knowledge search, according to Agbata (2015). obtaining political news updates, participating in politics, and sending political messages online to express one's thoughts (Akamai, 2021). According to (Buhari, 2015), social media can help first-time voters decide whether or not to cast a ballot in the general election. However, (B&C, 2010) emphasizes that increased exposure to divisive political topics or media unhappiness may alter participants' cynicism, that political apathy causes a decline in young people's political involvement, and that it may also have an impact on various levels of political participation, whether active or passive. (Bakardjieva, 2010) asserts that social media significantly affects how people vote in major cities and semi-urban areas.
Through the employment of appealing adverts, social media plays an important role in the voting behavior of young voters, particularly among students. It has the ability to not only catch people's attention, but also to influence their voting behavior. The research also discovered that people who utilize social media frequently make decisions depending on the political content they read. Social media enhances public awareness and acts as a motivator for people to vote and turn (Bakardjieva, 2010).
According to (Akamai, 2021), social media has a significant impact on voter turnout in elections.
Facebook has been discovered to be a digital platform with a significant level of political sentiment among its users. This is because to its feature that allows users to comment on each other's status, audio, and graphics. They can also communicate and participate in the current public debate environment. Furthermore, social media sites such as Facebook and Twitter have a significant role in student political conduct (Carson, 2022). Plus, the decision to vote in an election is one of the most understandable political behaviors so that the importance of people's issues like as growing prices of products and gasoline, corruption, and the marketability of graduates' influence voting behavior (Ekine, 2010).

2.5 Social Media And Elections In Nigeria, An Overview
A crucial turning point in Nigeria's political history was the 2011 general election. Digital media was used as a political platform throughout the campaign and election process for the first time in the country. As a result, it represented a turning point in Nigeria's political and electoral history and the nation's first use of what is now generally known as "Internet elections" or electioneering." (Ekine, 2010). That is the use of social media in electioneering campaigns and politics made popular by Obama in 2008 for his political campaign. Prior to 2011, elections in Nigeria had been associated with and characterized by malpractices of various kinds: rigging, ballot box snatching at gun points, violence and acrimony, thuggery, boycotts, threats and criminal manipulations of voters' list, brazen falsification of election results, the use of security agencies against political opponents and the intimidation of voters (Carpentier, 2011). As suggested by political pundits, the use of social media in the 2011 elections significantly reduced the various malpractices that plagued the election process in the country and enthroned a more
transparent process. Before the conduct of the 2011 polls, the 2003 and 2007 elections were particularly marked by dissatisfaction by candidates, voters and observers. The flaws that characterized the conduct of the 2007 elections severely dented the integrity of elections in Nigeria, and triggered demands for freer, fairer, and more transparent elections, and perhaps resulted in part to the adoption of the internet elections in 2011 which could also be seen as a
reflection of the global trend towards internet campaign and electioneering.
While the 2011 elections, marked the establishment of digitalization of politics in Nigeria, the
2015 Nigeria general election, further entrenched digital media use as part of Nigerian political culture. In the 2015 elections, results were first announced through the social media before the official announcements from the Independent National Electoral Commission (INEC) -a remarkable departure from previous established practice. This was also evident in the 2017 Anambra gubernatorial polls. Either by twittering, facebooking or whatsapping, Nigerian citizens participated vigorously in these general elections, contributing in part to the political change of baton in the Nigerian democratic terrain. In Ekiti and Osun state gubernatorial elections for instance, three hours after voting commenced, observers and citizens started broadcasting election results announced in their respective voting centres using Twitter, Facebook, BlackBerry Messenger (BBM), WhatsApp, and SMS. As election results in respective voting centres wentviral on social media, political parties, citizens, both local and international observers were monitoring social media, tracking and analyzing these results. Even before INEC announced the official results, Nigerians knew who was leading in the respective polling units and wards, thereby minimizing the incidence of rigging at collation centres. Social media use was not just restricted to announcing and monitoring election results but was vigorously deployed to different use by all the electoral stakeholders before, during and after the elections
serving specific political interest of these stakeholders. As Agbata Inr, (2015) pointed out, the INEC, political parties, candidates, media and Civil Society Organizations (CSOs) all made use of the technology in carrying out their activities during the electoral period.
Since the use of digital media is only possible with the existence of internet connectivity and
access, we argue that the recent increasing use of the social media in Nigeria elections is related
to a high level of Internet connectivity witnessed recently in the country. We turn to statics to
review existing data on internet connectivity in Nigeria to identify the category of Nigerians that have and use social media and critically appraise the extent of social media penetration in Nigeria political landscape.

2.6 Political Advertising Campaigns in Nigeria
Numerous academics and communication experts have persisted to establish the ongoing effect of the mass media in our daily lives, even through advertising. Campaign ads have become a key tool in politics for candidates competing for a range of positions to sway people in their favor. In order to promote political parties and politicians running for various political posts during campaigns, advertising and public relations take center stage (Edozien, 2015). Over the last several decades, political advertising has changed significantly. Carson, (2022) state that, Political advertising is increasingly the main element in political campaigns, rendering party machines and grass -root organizations less important than they were in the past. Diamond and Bates in 1992 also posit that, unlike political campaigns in the past, advances in media technology have streamlined the process, giving candidates more options to reach larger groups of constituents with little effort.
According to boundless.com (2015), the growth of political advertising especially in the United States of America can be attributed to cable television networks and the internet. It states that The growth of cable television networks heavily influenced political advertising in the 1992 election between incumbent President George H. W.
Bush and Governor Bill Clinton, particularly in reaching new target demographics such as women and young voters. The 2004 election saw yet another, and possibly the biggest, change yet in political advertising--the growth of the Internet. Web-based advertising was easily distributed by both incumbent President George W. Bush and Senator John Kerry's campaigns, and both
campaigns hired firms who specialized in the accumulation of personal data.
This resulted in advertisements which were tailored to target specific audiences for the first time (a process known as narrowcasting) In Nigeria, political advertising has grown immensely in the past two decades. This is as a result of the recent awareness by political parties and their candidates on the usefulness of advertising in making the electorates better aware of the candidates as a better brand and in communicating their offerings in form of manifestoes to these same electorates. Elegbede (2015) note that, advertising have become the most commonly used technique to create a favourable image for the candidate and a negative image for the opponent. Before now, political parties and candidates channeled most of their resources into political rallies, speeches and direct contact to gather the support of electorates, as noted by Ekine (2004).
Between Nigerit's presidential and gubermatorial elections in 2007, 2011, and 2015, the use of political advertisement campaigns has expanded beyond mode of delivery, kind of language employed, and forms of media used to disseminate these messages. The 2007 gubernatorial elections in Lagos state witnessed the flood of both traditional and new media with media campaigns of the three strong contenders who were; Babatunde Fashola of AD, Musuliu Obanikoro of PDP and a fresh face, Jimi Agbaje of Accord. Because of the popularity of these three candidates amongst the electorates, campaigns became highly competitive. Each candidate tried to outdo the other using political advert campaigns. They came up with various jingles i.e everybody loves Jimi Agbaje...", slogans like "…Ekoonibaje o" amongst others. Also, according to Nworah (2011), the 2011 presidential election between former president Goodluck Ebele Jonathan of the PDP and General Muhammadu Buhari of the CPC had its peculiarities. In the sense that, Since Goodluck Ebele Jonathan had not been elected president during his first
term, he was saddled with the responsibility of convincing the electorates that he was a better choice than his strongest opponent. This he did by investing a lot of funds into media campaigns which included traditional media and the new media. Even though it is generally agreed by most scholars and marketing professionals that political advertising is important to every election campaiga, yet some scholars and political consultants remain divided on the extent to which political advertising influence voting behaviour. In the past most political campaign researchers agreed that political media campaigns had a great effect on voting behaviour. However, recent studies have shown a better understanding on the effectiveness of political advertising communication in elections.
Enli (2017) came to the conclusion that variations in candidate support during the campaign season are largely attributable to the occurrence of campaign events". Eysenbach (2008) argues that political advertising is convincing and not manipulative, that its messages educate voters about the positions of the candidates, and that they enable voters to establish distinct impressions of the politicians. It's interesting to note that Nigerian voters are being exposed to political advertising far more frequently than in the past, which increases public understanding of political issues before judgments are made. Through the ongoing use of political advertising in election campaigns in Nigeria, electorates are becoming more aware of political information, including information about candidates and their manifestos, party policies, and election guidelines.

Conceptual Review
The emergence of social media platforms has reshaped the dynamics of political communication 
and electoral processes globally, including in Nigeria. This review critically examines the 
multifaceted impact of social media on elections campaigns and voter behavior in the Nigerian 
context (Idowu, F. et al.,2021). By synthesizing existing literature and empirical studies, the review 
provides insights into the various ways social media influences elections in Nigeria, highlighting 
both its opportunities and challenges.
 
Theoretical Foundation
The influence of social media on elections campaigns and voter behavior in Nigeria can be 
understood through the lens of several theoretical frameworks. The Agenda-Setting Theory posits 
that social media platforms shape public discourse by determining the salience of issues and topics 
in the electoral arena (McCombs et al., 1972). Additionally, the Uses and Gratifications Theory 
suggests that voters engage with social media for specific purposes, such as seeking information, 
entertainment, social interaction, and self-expression (Katz, et al., 1973). Social Influence Theory 
posits that social media platforms serve as channels for political communication, enabling 
candidates to reach a wider audience and influence voter opinions (Katz et al., 1955). Selective Exposure Theory suggests that voters tend to seek information that aligns with their beliefs on  social media, leading to echo chambers and filter bubbles that can impact their decision-making process (Stroud, 2008). Two-Step Flow Theory suggest that social media influencers and opinion leaders play a crucial role in disseminating political messages and shaping voter attitudes, acting as intermediaries between candidates and the electorate (Katz et al., 1955). Understanding these theoretical foundations is essential for comprehensively analyzing the impact of social media on  elections in Nigeria.
 
Impact on Election Campaigns
 
Social media allows candidates to engage directly with voters, mobilize support, and amplify their 
campaign messages to a broader audience (Ward et al., 2003). Compared to traditional media, 
social media provides a cost-effective platform for political advertising and communication, 
leveling the playing field for candidates with limited resources (Enli et al., 2013). Candidates can 
receive instant feedback from voters on social media, enabling them to tailor their campaign 
strategies and messages based on public sentiment (Howard & Hussain, 2013). Social media allows for highly targeted messaging, enabling candidates to tailor their communication to specific demographic groups or individuals (Kreiss, 2012). Campaign content on social media has the potential to go viral, spreading rapidly among users and generating significant attention for candidates (Bennett et al., 2012). Social media platforms serve as essential tools for crisis management during campaigns, allowing candidates to respond swiftly to controversies and 
manage their public image (Larsson et al., 2012).
 
 
 
Social media influences voter perceptions by shaping the information they consume, leading to 
changes in attitudes and decision-making processes (Bimber, 2014). Social media enhances voter engagement and participation by providing platforms for political discussions, activism, and 
mobilization, especially among young voters (Vergeer et al., 2013). The spread of misinformation on social media can distort voter perceptions, fuel polarization, and impact electoral outcomes (Tucker et al., 2018). Social media facilitates peer-to-peer communication, where voters are influenced by their social networks, including friends, family, and online communities (Bond et al., 2012). Campaigns on social media often utilize emotional appeals to resonate with voters, eliciting emotional responses that can impact decision-making (Messing et al., 2014). Social media platforms empower voters to engage in digital activism, such as online petitions, boycotts, and protests, which can influence political agendas and outcomes (Bennett et al., 2013).
 
Social Media and Political Communication
Social media platforms have become indispensable tools for political communication in Nigeria. Political candidates and parties utilize platforms like Twitter, Facebook, WhatsApp, and Instagram to disseminate their messages directly to voters, bypassing traditional media channels. 
Additionally, citizens engage in political discourse, share opinions, and access information about 
candidates and electoral processes through social media (Adewunmi, W. 2019). Candidates and 
political parties leverage these platforms to disseminate campaign messages, engage with voters, and mobilize support. For instance, during the general elections, political actors utilized social 
media to connect with millions of Nigerian citizens, thereby amplifying their visibility and influence in the electoral arena (Ogundipe et al., 2020).
 
Campaign Strategies and Mobilization
 
Political campaigns in Nigeria have increasingly relied on social media for outreach and mobilization (Ogundipe, A. et al., 2020). The advent of social media has revolutionized campaign strategies and mobilization efforts in Nigerian elections. Political campaigns now utilize targeted advertising, viral content, and online engagement tactics to reach specific demographic groups and persuade undecided voters. Moreover, the interactive nature of social media enables real-time feedback and data analytics, allowing campaigns to refine their messaging and outreach strategies based on audience responses (Adewunmi, 2019).
 
Voter Engagement and Participation
Social media platforms play a crucial role in enhancing voter engagement and participation in 
Nigerian elections. Citizens use social media to access information about candidates, electoral 
processes, and voting procedures. Social media platforms facilitate voter engagement by providing 
platforms for civic education, voter registration drives, and election monitoring initiatives. 
Additionally, citizens use social media to express grievances, mobilize protests, and hold political 
leaders accountable for their actions. The interactive nature of social media fosters a sense of political empowerment among Nigerian voters (Akande, O. 2018).
 
Disinformation and Misinformation
 
Despite its potential for promoting transparency and accountability, social media also presents 
challenges related to the spread of disinformation and misinformation. False narratives, fake news, 
and propaganda disseminated on social media platforms can distort public perception, manipulate 
voter opinions, and undermine the integrity of elections in Nigeria. Addressing these challenges 
requires collaborative efforts from policymakers, electoral authorities, and civil society 
organizations to promote digital literacy, fact-checking, and responsible online behavior (Idowu 
et al., 2021).
 
Political Advertising on Social Media Platforms.
Political advertising is a form of campaigning that allows candidates to directly convey their message to voters and influence the political debate. By running ads on various types of media, candidates can reach audiences that otherwise may not have been paying attention to the election and build name recognition, highlight important issues, and call attention to the shortcomings of their opponents. 
 
In the past, the vehicles for political ads were newspapers, direct mail, radio, and television. In 2008, Barack Obama became one of the first candidates to use social media advertising in his campaign. That year, 2008, candidates spent a total of $22.25 million on online political ads. Since then, online political advertising on has exploded—in 2016, candidates spent $1.4 billion on them.
In the aftermath of the 2016 presidential election, the public became aware of just how powerful and game changing political advertising on social media could be. Brad Parscale, the Trump campaign’s digital strategist, tweeted that their campaign on Facebook was “100x to 200x” more efficient than the Clinton campaign. The reason for this became clear after whistleblower Christopher Wylie revealed that the Trump campaign’s data analytics team, Cambridge Analytica, “used personal information taken without authorisation in early 2014 to build a system that could profile individual U.S. voters, in order to target them with personalised political advertisements.”
It was also uncovered that some of the ads on social media weren’t coming from candidates at all. A report from the Senate Select Intelligence Committee disclosed that the Russian government spent about $100,000 on Facebook ads in an effort to interfere with the U.S. presidential election. While this might seem like a paltry sum compared to the cost of a television ad, the impact of those ads was amplified by the fact that they were designed to fan division on polarizing issues, such as gun control and race relations, and then targeted toward those most vulnerable to those messages.
As a society, we are still dealing with the fallout from these revelations and trying to determine what kind of controls, if any, should be placed on social media platforms when it comes to political advertising. The debate was reignited in November 2019, when Facebook refused to take down a misleading anti-Biden ad released by President Donald Trump’s reelection campaign. As the 2020 election draws closer, we need to take a look at the policies that social media platforms are implementing for political ads, and what the implications are for our democratic process.
First Amendment and Political Advertising
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As a society, we are still dealing with the fallout from these revelations and trying to determine what kind of controls, if any, should be placed on social media platforms when it comes to political advertising. The debate was reignited in November 2019, when Facebook refused to take down a misleading anti-Biden ad released by President Donald Trump’s reelection campaign. As the 2020 election draws closer, we need to take a look at the policies that social media platforms are implementing for political ads, and what the implications are for our democratic process.
First Amendment and Political Advertising
To understand the challenges of regulating political ads on social media, it’s helpful to look at the history of political advertising in the United States and how it’s been regulated in other forms of media.
There is a long and rich history in our country of candidates lying about their opponents, starting with Thomas Jefferson’s campaign claiming that John Adams was going to take the country to war with France.
Lying in political advertisements is also perfectly legal. This comes as a surprise to some because commercial ads are subject to restrictions that prevent them from making false claims about products or competitors. For example, when Kentucky Fried Chicken tried to claim that fried chicken could be part of an effective diet program in 2004, the Federal Trade Commission (FTC) penalized the company, requiring it to pull the commercials and submit all advertising for FTC review for the next five years.
The same doesn’t hold true for someone running for political office who runs an ad making false claims about their opponent. Why? Because political ads are considered political speech, and First Amendment law protects political speech above all other types of speech. The government has more leeway to penalize or censor commercial speech, but it has very little authority to regulate political ads. The rationale behind this is that voters have a right to uncensored information from candidates, which they can then evaluate themselves before making their decisions at the ballot box.
Because no government agency can impose penalties on a candidate who lies in an ad, the only form of recourse for a victim of a false attack ad is to sue for defamation.
For practical reasons, these lawsuits tend to be rather rare. It’s difficult for candidates for office to succeed in these lawsuits, given that public figures are subject to a higher standard for libel. Just like private plaintiffs, a public figure must establish that false statements of fact were made about them that damaged their reputation. But on top of that, they must prove that the statements were made with “actual malice,” meaning that those who made the ad either knew it was false or didn’t care whether it was true or false. While many candidates might be able to overcome these hurdles and win their suit, for many it may not be worth their time and money, especially when they’re in the midst of running a campaign.
But let’s say a candidate does want to sue for defamation—who can they sue? Obviously, they can go after the individual or organization who created and paid for the ad, but is the media company that actually distributed the ad to the public also liable? Different rules apply to different mediums of communication.
Newspapers are considered publishers and are liable for the ads that they run. A corollary to this is that they have full discretion over the ads they run and have no obligation to run ads that they don’t want to run—in fact, it is their First Amendment right to make their own decisions about what they will print.
In marked contrast, broadcast radio and television stations cannot pick and choose what political ads they air, at least for candidates of the same office. They can either choose not to run any political ads at all or they have to run political ads for all candidates who want them. Why? Because the airwaves that broadcasters use is a scarce resource. There can only be so many broadcast stations on the spectrum, and the resulting scarcity creates the danger that some points of view might never be aired. This danger is why the Federal Communications Commission is authorized to place certain burdens on the First Amendment rights of the broadcasters in order to ensure that the public is being furnished with diverse ideas and information. Because of this, broadcasters are not liable for the ads that they run.
Cable television channels, meanwhile, aren’t subject to the same regulations as broadcast networks. They don’t have the same unique characteristics that broadcast channels do—they’re not limited in number—which means that they have discretion over which political ads they want to run and which ones they don’t. As a result, they’re also liable for any false ads that run and can be sued for libel.
Political Ads on Social Media
As the newest communications medium to enter the fray, social media has several unique qualities that distinguish it from the media that came before it. Like newspapers and cable television stations, practically speaking, there is no limit on how many social media platforms exist. But in practice, there are a few major platforms that dominate the landscape—Facebook (and its subsidiaries WhatsApp and Instagram), Google (and its subsidiary YouTube), and Twitter.
Another quality they have in common with newspapers and cable television stations is that they are under no obligation to run every political ad they receive. Contrary to popular belief, social media platforms do not have to comply with the First Amendment. They are private companies that are free to set their own content policies, and, unlike broadcast stations, there’s no requirement that they offer advertising slots to all candidates.
But unlike newspapers and television stations, social media platforms are not considered publishers at all. They’re considered internet service providers, and because of Section 230 of the Communications Decency Act, they’re not liable for what other people post on them. They can’t be sued for allowing false content on their sites or for running false political ads.
The final and perhaps most crucial difference between social media platforms and the mediums that have come before them is that they allow for a practice called “microtargeting.” Microtargeting can be broadly defined as “a marketing strategy that uses people’s data—about what they like, who they’re connected to, what their demographics are, what they’ve purchased, and more—to segment them into small groups for content targeting.” In the past few years, this practice has become particularly controversial when it comes to targeted political ads.
Each of the major platforms has its own policies when it comes to what political ads they will run and what kind of targeting they will allow for them.
Social Media Policies on Misinformation in Political Ads
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Political Ads on Social Media
As the newest communications medium to enter the fray, social media has several unique qualities that distinguish it from the media that came before it. Like newspapers and cable television stations, practically speaking, there is no limit on how many social media platforms exist. But in practice, there are a few major platforms that dominate the landscape—Facebook (and its subsidiaries WhatsApp and Instagram), Google (and its subsidiary YouTube), and Twitter.
Another quality they have in common with newspapers and cable television stations is that they are under no obligation to run every political ad they receive. Contrary to popular belief, social media platforms do not have to comply with the First Amendment. They are private companies that are free to set their own content policies, and, unlike broadcast stations, there’s no requirement that they offer advertising slots to all candidates.
But unlike newspapers and television stations, social media platforms are not considered publishers at all. They’re considered internet service providers, and because of Section 230 of the Communications Decency Act, they’re not liable for what other people post on them. They can’t be sued for allowing false content on their sites or for running false political ads.
The final and perhaps most crucial difference between social media platforms and the mediums that have come before them is that they allow for a practice called “microtargeting.” Microtargeting can be broadly defined as “a marketing strategy that uses people’s data—about what they like, who they’re connected to, what their demographics are, what they’ve purchased, and more—to segment them into small groups for content targeting.” In the past few years, this practice has become particularly controversial when it comes to targeted political ads.
Each of the major platforms has its own policies when it comes to what political ads they will run and what kind of targeting they will allow for them.
Social Media Policies on Misinformation in Political Ads
In October 2019, President Trump’s reelection campaign released a 30-second video ad accusing former Vice President Joe Biden of promising Ukraine funds for firing a prosecutor investigating a company with ties to Biden’s son, Hunter Biden. The Biden campaign objected to this ad and asked various media outlets and platforms to take it down. The responses to this request have shed light on the different approaches that companies are taking to misinformation in political advertisements.
Some social media platforms, such as Twitter, TikTok, LinkedIn, and Pinterest, have sidestepped the issue by banning political advertisements altogether—but it’s worth noting that political ads were never a prominent feature on any of these platforms. The big players in this space have always been Facebook and Google.
Last year, in anticipation of the 2020 U.S. presidential election, Facebook outlined its plan to combat misinformation on the platform, which included flagging content from state-sponsored media outlets and labeling news stories disputed by third-party factcheckers as “false information.” So, it came as a surprise to many observers when the company refused the Biden campaign’s request to take down the Trump campaign’s ad, and in doing so laid out its rather different approach to misinformation in political ads. “Our approach is grounded in Facebook’s fundamental belief in free expression, respect for the democratic process, and the belief that, in mature democracies with a free press, political speech is already arguably the most scrutinized speech there is,” Facebook’s head of global elections policy, Katie Harbath, wrote in a letter to the Biden campaign. Facebook further explained its position in a blog post: “In the absence of regulation, Facebook and other companies are left to design their own policies. We have based ours on the principle that people should be able to hear from those who wish to lead them, warts and all, and that what they say should be scrutinized and debated in public.”
In contrast, Google has opted for a different approach, explicitly stating that it would not treat ads for politicians any differently from ads for any other product. “Whether you’re running for office or selling office furniture, we apply the same ads policies to everyone; there are no carve-outs. It’s against our policies for any advertiser to make a false claim,” the company stated in an announcement in November 2019.
Nevertheless, the anti-Biden ad can still be found on Google’s subsidiary YouTube. As a Google spokesperson explained, “There’s a difference, in our minds, between what constitutes political hyperbole versus something that could ‘significantly undermine trust in democracy.’ Political hyperbole is not new. There are politicians that exaggerate claims all the time.” While Google’s policy is to remove ads that contain clear and objectively false statements of fact about candidates, the Trump campaign’s ad about Biden is actually filled with false implications. As Wired magazine reported,
If we pull apart the specific claims in the video, it’s not so easy to find one that’s provably false. Maybe Joe Biden didn’t “promise” Ukraine the money, but by his own account, he told Ukraine it was conditioned on firing Shokin—a plan that he says he helped develop. Maybe that wasn’t because of Hunter Biden’s role with Burisma, but Shokin was in charge of the office that had opened an investigation into the company a few years earlier. The insinuation might be dishonest, but the constituent pieces are all at least true-ish.
While Facebook has essentially carved out an exception in its own policies for speech in political ads, Google’s policy toward misinformation in political ads echoes the fundamental principles of libel law, which allows plaintiffs to receive compensatory damages for false statements of fact made about them, but not for opinions or insinuations. Practically speaking, this means that all but the most blatantly fraudulent ads are allowed on the platform, leaving voters to determine which insinuations to believe and which ones to dismiss.
Social Media Policies on Microtargeting Political Ads
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In contrast, Google has opted for a different approach, explicitly stating that it would not treat ads for politicians any differently from ads for any other product. “Whether you’re running for office or selling office furniture, we apply the same ads policies to everyone; there are no carve-outs. It’s against our policies for any advertiser to make a false claim,” the company stated in an announcement in November 2019.
Nevertheless, the anti-Biden ad can still be found on Google’s subsidiary YouTube. As a Google spokesperson explained, “There’s a difference, in our minds, between what constitutes political hyperbole versus something that could ‘significantly undermine trust in democracy.’ Political hyperbole is not new. There are politicians that exaggerate claims all the time.” While Google’s policy is to remove ads that contain clear and objectively false statements of fact about candidates, the Trump campaign’s ad about Biden is actually filled with false implications. As Wired magazine reported,
If we pull apart the specific claims in the video, it’s not so easy to find one that’s provably false. Maybe Joe Biden didn’t “promise” Ukraine the money, but by his own account, he told Ukraine it was conditioned on firing Shokin—a plan that he says he helped develop. Maybe that wasn’t because of Hunter Biden’s role with Burisma, but Shokin was in charge of the office that had opened an investigation into the company a few years earlier. The insinuation might be dishonest, but the constituent pieces are all at least true-ish.
While Facebook has essentially carved out an exception in its own policies for speech in political ads, Google’s policy toward misinformation in political ads echoes the fundamental principles of libel law, which allows plaintiffs to receive compensatory damages for false statements of fact made about them, but not for opinions or insinuations. Practically speaking, this means that all but the most blatantly fraudulent ads are allowed on the platform, leaving voters to determine which insinuations to believe and which ones to dismiss.
Social Media Policies on Microtargeting Political Ads
Leaving voters to make their own decisions about whether or not they believe a politician’s statements isn’t necessarily a bad thing; one could argue that that’s a fundamental part of the democratic process. In an ideal world, the free marketplace of ideas allows the public to access as much information about the candidates as possible, the free press evaluates the candidates’ statements and exposes any falsehoods, and voters discuss the issues among themselves and then make their choices at the ballot box. This is generally how things have played out when it comes to falsehoods in political ads that run in newspapers, on the radio, and on television. Because these ads are pushed out to large and broad audiences, they immediately receive a great deal of public scrutiny.
But social media has a distinctive characteristic that makes it very different from those traditional mediums of communication—it allows for microtargeting. And microtargeting makes it very hard to distinguish real news and fake news. As the chair of the Federal Election Comission, Ellen L. Weintraub, wrote in an op-ed advocating for social media platforms to ban microtargeted political ads, “It is easy to single out susceptible groups and direct political misinformation to them with little accountability, because the public at large never sees the ad.”
As a result, falsehoods in microtargeted political ads may go unchecked—and these falsehoods can have a significant impact on elections.
However, it’s important to note that microtargeting’s impact on democracy isn’t all bad. It allows for smaller and less-well-funded campaigns to reach voters because online ads tend to be much less expensive than TV and radio spots. It also enables candidates to hone in on real and specific issues that matter to their potential constituents, as opposed to the more vague and generic messages that tend to run on traditional media—this, in turn, can increase voter engagement and turnout.
Facebook and Google presumably weighed both the good and the bad when establishing their policies on microtargeting for political ads but came to strikingly different conclusions. Google’s current policy only allows political ads to be targeted to broad categories of zip code, sex, and age. The platform does allow for contextual targeting, meaning that an ad about, say, immigration policy, can be served to a person reading a story about immigration. As Google stated in its announcement of the policy update last November, “this will align our approach to election ads with long- established practices in media such as TV, radio, and print, and result in election ads being more widely seen and available for public discussion.”
Facebook, on the other hand, has taken a much more permissive stance toward microtargeting, opting not to put any limits on how campaigns can target their ads. Instead, it has pledged to offer users more control over how many political ads they see and make its online library of political ads easier to browse—measures that many critics view as doing very little to expose targeted ads to public scrutiny.
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Political advertising is a form of campaigning that allows candidates to directly convey their message to voters and influence the political debate. By running ads on various types of media, candidates can reach audiences that otherwise may not have been paying attention to the election and build name recognition, highlight important issues, and call attention to the shortcomings of their opponents. 
In the aftermath of the 2016 presidential election, the public became aware of just how powerful political advertising on social media could be.
Natanaelginting on Freepik
In the past, the vehicles for political ads were newspapers, direct mail, radio, and television. In 2008, Barack Obama became one of the first candidates to use social media advertising in his campaign. That year, 2008, candidates spent a total of $22.25 million on online political ads. Since then, online political advertising on has exploded—in 2016, candidates spent $1.4 billion on them.
In the aftermath of the 2016 presidential election, the public became aware of just how powerful and game changing political advertising on social media could be. Brad Parscale, the Trump campaign’s digital strategist, tweeted that their campaign on Facebook was “100x to 200x” more efficient than the Clinton campaign. The reason for this became clear after whistleblower Christopher Wylie revealed that the Trump campaign’s data analytics team, Cambridge Analytica, “used personal information taken without authorisation in early 2014 to build a system that could profile individual U.S. voters, in order to target them with personalised political advertisements.”
It was also uncovered that some of the ads on social media weren’t coming from candidates at all. A report from the Senate Select Intelligence Committee disclosed that the Russian government spent about $100,000 on Facebook ads in an effort to interfere with the U.S. presidential election. While this might seem like a paltry sum compared to the cost of a television ad, the impact of those ads was amplified by the fact that they were designed to fan division on polarizing issues, such as gun control and race relations, and then targeted toward those most vulnerable to those messages.
As a society, we are still dealing with the fallout from these revelations and trying to determine what kind of controls, if any, should be placed on social media platforms when it comes to political advertising. The debate was reignited in November 2019, when Facebook refused to take down a misleading anti-Biden ad released by President Donald Trump’s reelection campaign. As the 2020 election draws closer, we need to take a look at the policies that social media platforms are implementing for political ads, and what the implications are for our democratic process.
First Amendment and Political Advertising
To understand the challenges of regulating political ads on social media, it’s helpful to look at the history of political advertising in the United States and how it’s been regulated in other forms of media.
There is a long and rich history in our country of candidates lying about their opponents, starting with Thomas Jefferson’s campaign claiming that John Adams was going to take the country to war with France.
Lying in political advertisements is also perfectly legal. This comes as a surprise to some because commercial ads are subject to restrictions that prevent them from making false claims about products or competitors. For example, when Kentucky Fried Chicken tried to claim that fried chicken could be part of an effective diet program in 2004, the Federal Trade Commission (FTC) penalized the company, requiring it to pull the commercials and submit all advertising for FTC review for the next five years.
The same doesn’t hold true for someone running for political office who runs an ad making false claims about their opponent. Why? Because political ads are considered political speech, and First Amendment law protects political speech above all other types of speech. The government has more leeway to penalize or censor commercial speech, but it has very little authority to regulate political ads. The rationale behind this is that voters have a right to uncensored information from candidates, which they can then evaluate themselves before making their decisions at the ballot box.
Because no government agency can impose penalties on a candidate who lies in an ad, the only form of recourse for a victim of a false attack ad is to sue for defamation.
For practical reasons, these lawsuits tend to be rather rare. It’s difficult for candidates for office to succeed in these lawsuits, given that public figures are subject to a higher standard for libel. Just like private plaintiffs, a public figure must establish that false statements of fact were made about them that damaged their reputation. But on top of that, they must prove that the statements were made with “actual malice,” meaning that those who made the ad either knew it was false or didn’t care whether it was true or false. While many candidates might be able to overcome these hurdles and win their suit, for many it may not be worth their time and money, especially when they’re in the midst of running a campaign.
But let’s say a candidate does want to sue for defamation—who can they sue? Obviously, they can go after the individual or organization who created and paid for the ad, but is the media company that actually distributed the ad to the public also liable? Different rules apply to different mediums of communication.
Newspapers are considered publishers and are liable for the ads that they run. A corollary to this is that they have full discretion over the ads they run and have no obligation to run ads that they don’t want to run—in fact, it is their First Amendment right to make their own decisions about what they will print.
In marked contrast, broadcast radio and television stations cannot pick and choose what political ads they air, at least for candidates of the same office. They can either choose not to run any political ads at all or they have to run political ads for all candidates who want them. Why? Because the airwaves that broadcasters use is a scarce resource. There can only be so many broadcast stations on the spectrum, and the resulting scarcity creates the danger that some points of view might never be aired. This danger is why the Federal Communications Commission is authorized to place certain burdens on the First Amendment rights of the broadcasters in order to ensure that the public is being furnished with diverse ideas and information. Because of this, broadcasters are not liable for the ads that they run.
Cable television channels, meanwhile, aren’t subject to the same regulations as broadcast networks. They don’t have the same unique characteristics that broadcast channels do—they’re not limited in number—which means that they have discretion over which political ads they want to run and which ones they don’t. As a result, they’re also liable for any false ads that run and can be sued for libel.
Political Ads on Social Media
As the newest communications medium to enter the fray, social media has several unique qualities that distinguish it from the media that came before it. Like newspapers and cable television stations, practically speaking, there is no limit on how many social media platforms exist. But in practice, there are a few major platforms that dominate the landscape—Facebook (and its subsidiaries WhatsApp and Instagram), Google (and its subsidiary YouTube), and Twitter.
Another quality they have in common with newspapers and cable television stations is that they are under no obligation to run every political ad they receive. Contrary to popular belief, social media platforms do not have to comply with the First Amendment. They are private companies that are free to set their own content policies, and, unlike broadcast stations, there’s no requirement that they offer advertising slots to all candidates.
But unlike newspapers and television stations, social media platforms are not considered publishers at all. They’re considered internet service providers, and because of Section 230 of the Communications Decency Act, they’re not liable for what other people post on them. They can’t be sued for allowing false content on their sites or for running false political ads.
The final and perhaps most crucial difference between social media platforms and the mediums that have come before them is that they allow for a practice called “microtargeting.” Microtargeting can be broadly defined as “a marketing strategy that uses people’s data—about what they like, who they’re connected to, what their demographics are, what they’ve purchased, and more—to segment them into small groups for content targeting.” In the past few years, this practice has become particularly controversial when it comes to targeted political ads.
Each of the major platforms has its own policies when it comes to what political ads they will run and what kind of targeting they will allow for them.
Social Media Policies on Misinformation in Political Ads
In October 2019, President Trump’s reelection campaign released a 30-second video ad accusing former Vice President Joe Biden of promising Ukraine funds for firing a prosecutor investigating a company with ties to Biden’s son, Hunter Biden. The Biden campaign objected to this ad and asked various media outlets and platforms to take it down. The responses to this request have shed light on the different approaches that companies are taking to misinformation in political advertisements.
Some social media platforms, such as Twitter, TikTok, LinkedIn, and Pinterest, have sidestepped the issue by banning political advertisements altogether—but it’s worth noting that political ads were never a prominent feature on any of these platforms. The big players in this space have always been Facebook and Google.
Last year, in anticipation of the 2020 U.S. presidential election, Facebook outlined its plan to combat misinformation on the platform, which included flagging content from state-sponsored media outlets and labeling news stories disputed by third-party factcheckers as “false information.” So, it came as a surprise to many observers when the company refused the Biden campaign’s request to take down the Trump campaign’s ad, and in doing so laid out its rather different approach to misinformation in political ads. “Our approach is grounded in Facebook’s fundamental belief in free expression, respect for the democratic process, and the belief that, in mature democracies with a free press, political speech is already arguably the most scrutinized speech there is,” Facebook’s head of global elections policy, Katie Harbath, wrote in a letter to the Biden campaign. Facebook further explained its position in a blog post: “In the absence of regulation, Facebook and other companies are left to design their own policies. We have based ours on the principle that people should be able to hear from those who wish to lead them, warts and all, and that what they say should be scrutinized and debated in public.”
In contrast, Google has opted for a different approach, explicitly stating that it would not treat ads for politicians any differently from ads for any other product. “Whether you’re running for office or selling office furniture, we apply the same ads policies to everyone; there are no carve-outs. It’s against our policies for any advertiser to make a false claim,” the company stated in an announcement in November 2019.
Nevertheless, the anti-Biden ad can still be found on Google’s subsidiary YouTube. As a Google spokesperson explained, “There’s a difference, in our minds, between what constitutes political hyperbole versus something that could ‘significantly undermine trust in democracy.’ Political hyperbole is not new. There are politicians that exaggerate claims all the time.” While Google’s policy is to remove ads that contain clear and objectively false statements of fact about candidates, the Trump campaign’s ad about Biden is actually filled with false implications. As Wired magazine reported,
If we pull apart the specific claims in the video, it’s not so easy to find one that’s provably false. Maybe Joe Biden didn’t “promise” Ukraine the money, but by his own account, he told Ukraine it was conditioned on firing Shokin—a plan that he says he helped develop. Maybe that wasn’t because of Hunter Biden’s role with Burisma, but Shokin was in charge of the office that had opened an investigation into the company a few years earlier. The insinuation might be dishonest, but the constituent pieces are all at least true-ish.
While Facebook has essentially carved out an exception in its own policies for speech in political ads, Google’s policy toward misinformation in political ads echoes the fundamental principles of libel law, which allows plaintiffs to receive compensatory damages for false statements of fact made about them, but not for opinions or insinuations. Practically speaking, this means that all but the most blatantly fraudulent ads are allowed on the platform, leaving voters to determine which insinuations to believe and which ones to dismiss.
Social Media Policies on Microtargeting Political Ads
Leaving voters to make their own decisions about whether or not they believe a politician’s statements isn’t necessarily a bad thing; one could argue that that’s a fundamental part of the democratic process. In an ideal world, the free marketplace of ideas allows the public to access as much information about the candidates as possible, the free press evaluates the candidates’ statements and exposes any falsehoods, and voters discuss the issues among themselves and then make their choices at the ballot box. This is generally how things have played out when it comes to falsehoods in political ads that run in newspapers, on the radio, and on television. Because these ads are pushed out to large and broad audiences, they immediately receive a great deal of public scrutiny.
But social media has a distinctive characteristic that makes it very different from those traditional mediums of communication—it allows for microtargeting. And microtargeting makes it very hard to distinguish real news and fake news. As the chair of the Federal Election Comission, Ellen L. Weintraub, wrote in an op-ed advocating for social media platforms to ban microtargeted political ads, “It is easy to single out susceptible groups and direct political misinformation to them with little accountability, because the public at large never sees the ad.”
As a result, falsehoods in microtargeted political ads may go unchecked—and these falsehoods can have a significant impact on elections.
However, it’s important to note that microtargeting’s impact on democracy isn’t all bad. It allows for smaller and less-well-funded campaigns to reach voters because online ads tend to be much less expensive than TV and radio spots. It also enables candidates to hone in on real and specific issues that matter to their potential constituents, as opposed to the more vague and generic messages that tend to run on traditional media—this, in turn, can increase voter engagement and turnout.
Facebook and Google presumably weighed both the good and the bad when establishing their policies on microtargeting for political ads but came to strikingly different conclusions. Google’s current policy only allows political ads to be targeted to broad categories of zip code, sex, and age. The platform does allow for contextual targeting, meaning that an ad about, say, immigration policy, can be served to a person reading a story about immigration. As Google stated in its announcement of the policy update last November, “this will align our approach to election ads with long- established practices in media such as TV, radio, and print, and result in election ads being more widely seen and available for public discussion.”
Facebook, on the other hand, has taken a much more permissive stance toward microtargeting, opting not to put any limits on how campaigns can target their ads. Instead, it has pledged to offer users more control over how many political ads they see and make its online library of political ads easier to browse—measures that many critics view as doing very little to expose targeted ads to public scrutiny.
Conclusion
The way that we choose to regulate a new form of communication must take into account the unique characteristics of the technology behind it. A few decades ago, the U.S. Supreme Court found that radio and television broadcasters could be penalized for allowing profanities on air. While this kind of punishment for speech would clearly violate the First Amendment if it were imposed on a newspaper, the Court noted that unlike the printed word, broadcast media is pervasive and invasive—it can enter someone’s ears even if they had no part in turning it on.
Similarly, social media also possesses very different characteristics from the media that have come before it. Regulation of political ads on social media, whether by the platforms themselves or government actors, needs to take into account that allowing candidates to micro target ads while at the same time refraining from fact checking their statements creates an environment where false information can spread unchecked.
*Theoretical Framework* 
Asemah et al (2011, p.131), notes that "A theory is simply seen as an attempt at synthesizing and integrating empirical data for maximum clarification and unification". While doing researches, theories are quite important. They are important in testing and analysing of hypotheses. According to McQuail, cited in Asemah et al 
(2011), theories are set of ideas of varied status and origin, which may explain or interpret some phenomena". Thus, it can be exerted that theories are important in the prediction of phenomena related to any conducted research.
Theoretical framework helps to determine how any undertaken study is relevant to our general understanding of the process of communication and it also provides the foundation of any study because all researches begin with assumptions, concepts and theories which are either proved or disproved at the end of the study. 
Based on that foundation, this study is anchored on the Media Equation Theory and Vale‟s Persuasion Theory

 *Media Equation Theory* 
The concept “media equation theory” explains the setting of this study. 
According to popular wisdom, humans never relate to a computer or television program in the same way they relate to another being. Or do they? Media equation theory provides a direct answer. The theory was proposed by Byron Reeves and Clifford Nass in 1996. This theory predicts why people respond unconsciously and automatically to communication media as if they were human. The bottom line of the theory is that people treat modern communication media as if they were real social actors. It says that established principles of interpersonal communication also predict human responses to computers and television. This implies that people respond to media using the same rules that govern face-to-face interpersonal interactions with other people beyond intuitions. It is thereby justifiable to conclude that the influence social media campaigns on the choice of candidates, involves the social media campaigner communicating with the people online as if they are real social media actors. That seems to be the only way their choice of candidate can be influenced. 
However, critics say that too much emphasis is based on a psychological perspective of communication as one-way rather than the communication emphasis on two-way interaction focused on shared meanings. 
Thus, the practical implication of the media equation is that once we turn on a television or boot up on computer, we follow all the rules of interpersonal interaction that we have précised throughout life (Griffin, 2000, p. 373, cited in Asemah & Edegoh, 2013; Asemah, 2015). 

 *Vale’s Persuasion Theory* 
Persuasion Theory is a mass communication theory that deals with messages aimed at subtly changing the attitudes of receivers. The researcher sees this theory as a theory that indicates that campaign messages have a significant influence on people‟s attitude towards electioneering. The concept of persuasion originated with studies in the 1940s and 1950s aimed at defining the optimal persuasive effectiveness of propaganda. Researches on Persuasion Theory turned their focus to the audiences and the content of messages. In justifying the fact that persuasion theory can be used in politics, hence, the theory can be applied to the project research topic. Political campaigns are persuasive in its form as it tends to influence the electorates choice of candidates.
However, messages are successful only if they embed the same opinions of the receivers. Therefore, the focus of any campaign has to be on individual psychological  factors.
Carol S. Lilly, in “Power and Persuasion: Ideology and Rhetoric in Communist Yugoslavia: 1944 - 1953”, concluded:
Persuasion is most effective when a communicator (campaigner) builds on existing values and beliefs. Attempting to change people‟s values or create new ones (thus changing culture) has proven to be highly ineffective.
Those who don‟t take part in media communications are less likely to be persuaded. 
In other words, electorates who don‟t take part in social media political campaigns are less likely to be influenced on their choice of candidate.


*Empirical Review* 
The empirical review covers researches that have been made on the subject of this study or relating to it. These include:
Rufai (2019) evaluate “the impact of social media on University of Ilorin undergraduates‟ level of political participation in the 2019 Nigeria general elections” The study was guided by the agenda-setting theory. The research methodology adopted was the survey method with questionnaires as the data collection instrument. 
Findings from the study revealed that social media did have a positive influence on youths‟ participation in the political and electoral process, especially the 2019 Nigeria general elections. Social media influenced youths‟ choice of political candidate and party but, quite amazingly, did not actually guarantee that youths voted for any political candidate just because he or she has a social media account. Youths also regard social media as a credible medium for political discourses and majority also testified to the social media as making them become more politically active. This does not come as a surprise if one considers how often and how much time youths spend on social media daily.
Nnamani and Okafor (2019) study was on the impact of social media on the mobilization of electorates during the 2019 general elections in Lagos and Kano States in Nigeria. The study investigated the impact of social media messages on the electorates of Lagos and Kano States in Nigeria during the 2019 general elections. 
Three research questions were used for the investigation. The survey method was used for the research. The Comrey and Lee (1962) formula was adopted to determine sample size. The formula states that where the populations runs into millions and were infinite, that 250 is good, 300 is very good and 500 is excellent. The sample size of 500 respondents was the population of the research. Copies of 500 questionnaires were distributed but 480 of them were filled and returned. The results show that: first, there was significant exposure to social media messages by the electorates of the two states during the elections; second, the electorates of the two states were significantly influenced by social media messages in their choice of candidates; third, social media messages significantly reduced political problems in Nigeria during the elections. 
Okeke (2016) evaluated social media as a political platform in Nigeria. The  study was anchored on the theoretical frameworks of technological determinism and social judgment theory which suggest that exposure to Political campaigns encourages people to “assimilate” or equate their feelings about related target attitudes. Using electorates in the South-East of Nigeria, the paper explores the extent of youth involvement with the social media for electioneering process. The data generated were analyzed using frequency distribution and simple percentage. The findings indicate that the political campaigns through the new media had significant effect on the electorate‟s decision-making and participation in Nigerian elections. The study therefore recommends the embracing of social media for successive political campaigns that grants the electorate the interactive opportunity with the political candidates.

*Summary* 
The main purpose of the literature review was to survey current knowledge, relevant works and previous studies on the subject matter. In general, the contribution of social media political campaigns towards influencing electorate‟s choice of candidates and ensuring peaceful elections in Nigeria cannot be over-emphasised. This chapter discusses the history of social media in extensively reviews related works about the impact of social media political campaigns on the choice of candidates. It explains the conceptual framework of the study and discusses the theoretical framework related to the study.


[bookmark: _GoBack]CHAPTER THREE
RESEARCH METHODOLOGY
3.1 Research Design
Research design according to Adeagbo (2011), is the blue print or plan which determine the nature and scope study carried out or proposed.
The research design that will be used in this project is descriptive design which seek  to describe the existing status of what is being investigated and it will also help the researcher to know where the variable are gotten and how the objectives could be achieved.
This descriptive approach involves the normal gathering analysis and interpretations or a set of data so as to explain the underling factors that surround the problems that triggered the research.
3.2
Research Method
The method that will be used for this study is the survey method. It is a method that deals with investigation into situational phenomena and suggests solution to such problems.
Therefore, this study will adopt the survey method to arrive at valid, testable and veritable conclusion.
3.3
Population of the Study
All potential cases of interest on a study report are assets, or population. In most circumstances, the target group is the one that the researcher intends to generalize It findings to.
The study population for the 2024 local government election in the 16 Kwara State, includes
INEC employees as well the members of the general public in all local government in Kwara state
3.4
Sample Size
Sample size is defined as a process of selecting a portion of the population for the purposes of generalizing the findings about the sample itself (Adeagbo, 2011). As a result the sample size of 150 electorate shall be used for the project.The sample size will be drawn from the total population of the registered voters in Kwara state.According to INEC the total population of the registered voters in the state is 1.6 million.
3.5
Sampling Technique
A Random sampling technique is the name or other identification of the specific process by the entities of the sample that has been selected. The study used the probability sampling technique. Probability sampling technique gives all respondent equal opportunities of being selected. Random selection will be made across various members of the public, in all local government in Kwara state.
3.6
Data Collection Instrument
The data collection instrument for this research work will be questionnaire, This questionnaire will be structured and designed in such a way that it will afford respondents to to answer the research based questions appropriately and with all sense of belonging. obviously, the questionnaire will comprise two parts: A and B A part is embedded with the respondents' bio-data in order to elicit responses on demographics, section B on the other hand, will be
concern with questions related to the topic under study
3.7
Validity and Reliability of Research Instrument
Since the data collection instrument (questionnaire) is a standard instrument of gathering data, it gives accurate and unbiased data for effective and efficient analysis. Therefore, any generalization arrived will be regarded as accurate and genuine.
3.8
Data collection Process
The method of data collection of this research work will be face to face administration of questionnaire. The researcher will seeks the consent of the selected respondents and distributes the questionnaires for immediate or latter collection depending on respondent's disposition.
 


CHAPPTER FOUR
DATA ANALYSIS AND PRESENTATION OF DATA
4.1 INTRODUCTION
This chapter presents the data collected from the field survey. The data is summarized in tables and figures, showing the demographic characteristics and responses of the participants. This section begins with the demographic profile of the respondents.
4.2 DATA PRESENTATION AND INTERPRETATION
TABLE 1:Sex Distribution of Respondents
	GENDER
	FREQENCY
	PERCENTAGE %

	MALE
	87
	58.0%

	FEMALE
	63
	42.0%

	TOTAL
	150
	100%


From the table above, it can be observed that 87 (58.0%) of the respondents were male, while 63 (42.0%) were female. This indicates a slightly higher participation rate from males compared to females.
Table 2: AGE
	AGE
	FREQUENCY
	PERCENTAGE

	18-25
	126
	84.2%

	25-35
	21
	13.7%

	36-45
	3
	2.1%

	TOTAL
	150
	100%


The table above shows that a significant majority of the respondents (126 out of 150), representing 84.2%, fall within the 18–25 age group. This indicates that most participants in the study are young adults, likely more active and engaged on digital platforms such as social media. Respondents within the 25–35 age bracket make up 13.7% (21 individuals), while only 2.1% (3 individuals) belong to the 36–45 age group.
This distribution suggests that the study predominantly reflects the views and experiences of younger voters. Given that youth are generally more exposed to and influenced by social media, this age composition may have implications for how voter perception and behavior are shaped in the 2024 local government election in Kwara State.
Table 3:Marital Status
	STATUS
	FREQUENCY
	PERCENTAGE

	single
	127
	84.9%

	Married
	13
	8.5%

	Other
	10
	6.6%

	Total
	150
	100%


As shown above, the majority of respondents (127 out of 150), representing 84.9%, are single. Only 8.5% (13 respondents) are married, while 6.6% (10 respondents) fall under the “other” category, such as separated, divorced, or widowed.
This distribution closely aligns with the age range of the sample population, which is mostly between 18 and 25 years. The data suggests that the respondents are predominantly young and unmarried — an important factor when analyzing patterns in social media usage and political engagement.
Table 4:Religion
	Religion
	Frequency
	Percentage

	Islam
	77
	51.4%

	Christianity
	72
	47.9%

	Traditional
	1
	0.7%

	Total
	150
	150%


The table presents the religious affiliation of respondents. The majority, 51.4% (77 respondents), identified as Muslim, while 47.9% (72 respondents) are Christians. A very small proportion, 0.7% (1 respondent), practices Traditional religion.
This distribution indicates that the sample includes a balanced representation of the two major religious groups in Kwara State, with a slight majority of Muslims. Understanding respondents' religious backgrounds may be relevant in interpreting sociopolitical attitudes or media consumption patterns in the context of the 2024 local government elections.
Table 5:Occupation
	Occupation
	Frequency
	Percentage

	Student
	135
	89.7%

	Civil servant
	8
	5.3%

	Self-employed
	7
	5.0%

	Total
	150
	100%


The table above shows that the vast majority of respondents (135 out of 150), representing 89.7%, are students. Civil servants account for 5.3% (8 respondents), while self-employed individuals make up 5.0% (7 respondents).
This distribution suggests that the sample is largely made up of students, which aligns with the earlier findings showing a youthful age demographic. The dominance of students may influence patterns of political engagement, especially on social media platforms, which are typically more popular among younger and more educated individuals.
Table 6: Perception of Social Media Influence on Voting Behavior
	Response
	Frequency
	Percentage

	Yes
	90
	60%

	No
	30
	20%

	Partial
	30
	20%

	Total
	150
	100%


From the table above, a majority of the respondents (60.0%) believe that the use of social media influences voters’ perception and voting behavior in the 2024 local government election in Kwara State. Meanwhile, 20.0% responded "No", and another 20.0% believe it influences behavior only "Partially". This suggests that social media plays a significant role in shaping voter perspectives in the local electoral process.
Table 7: Recognition of Social Media Use by Political Parties
	Response
	Frequency
	Percentage

	Yes
	123
	82.1

	No
	15
	9.7%

	Partially
	12
	8.3%

	Total
	150
	100%


The table reveals that a vast majority of respondents (82.1%, or 123 individuals) believe that political parties in Kwara State recognize and actively use social media as part of their political campaigns. A smaller proportion (9.7%, or 15 respondents) believe political parties do not use social media, while 8.3% (12 respondents) believe it is used only partially.
These findings suggest that digital platforms have become a central tool in political communication strategies within the state, with most of the electorate acknowledging their presence and influence.
Table 8: Common Social Media Platforms for Political Advertising
	Platform
	Frequency
	Percentage

	Twitter
	31
	20.7%

	Facebook
	80
	53.7%

	Instragram
	15
	9.7

	Others
	24
	15.9%

	Total
	150
	100%


The table indicates that Facebook was the most commonly used social media platform for political advertising during the 2024 local government elections in Kwara State, with 53.7% of respondents (80 individuals) naming it. This suggests Facebook’s dominance in digital political campaigning. Twitter (X) ranked second at 20.7% (31 respondents), demonstrating moderate influence. Instagram had a smaller share at 9.7% (15 individuals), indicating its more limited use for political ads. The “Other” category – potentially including platforms like TikTok, WhatsApp, YouTube, or Snapchat – comprised 15.9% (24 respondents).
These findings highlight the trend: Facebook leads political advertising efforts, with Twitter and not-yet-sizable platforms playing smaller, yet notable roles in the electoral communication mix.
Table 9: Extent of Social Media Advertising Use in Electoral Campaigns
	Response
	Frequency
	Percentage

	Very high extent
	37
	24.7%

	High extent
	65
	43.1%

	Low extent
	11
	7.6%

	Average
	37
	24.7%

	Total
	150%
	100%


The table shows respondents’ views on the extent to which social media is used in electoral campaigns in Kwara State. The majority, 43.1% (65 respondents), rated the use of social media as high, while 24.7% each (37 respondents) rated it as very high or average. Only 7.6% (11 respondents) believed the extent of use was low.
This data indicates that most respondents perceive a strong and growing presence of social media advertising in the political space during the 2024 local government elections, reflecting evolving campaign strategies and increasing digital engagement by political actors.
Table 10: Social Media’s Role in Educating and Guiding Voters
	Response
	Frequency
	Percentage

	Yes
	111
	74.0%

	No
	18
	12.3%

	Partially
	21
	13.7%

	Total
	150
	100%


This table shows that a clear majority of respondents (74%, or 111 individuals) agree that social media provided guidelines and educated voters during the 2024 local government elections in Kwara State. Only 12.3% (18 respondents) disagreed, while 13.7% (21 respondents) partially agreed.
This demonstrates that most voters recognize social media as a reliable tool for civic education, suggesting its significant role in informing and preparing the electorate in the digital age.
Table 11:Significance of Social Media in Political Advertising
	Response
	Frequency
	Percentage

	Yes
	127
	84.9%

	No
	13
	8.9%

	Partially
	10
	6.2%

	Total
	150
	100%


This table shows that a substantial majority of respondents (84.9%, or 127 individuals) agree that social media played a significant role in political advertising in Kwara State during the 2024 local government elections. Only 8.9% (13 respondents) disagreed, while 6.2% (10 respondents) partially agreed.
This strongly reinforces the perception that social media has become a powerful communication and mobilization tool in local political campaigns.
Table 12:Extent to Which Social Media Advertising Contributed to Politics
	Response
	Frequency
	Percentage
	 
	 

	Very high Extent
	40
	26.7%
	 
	 

	High extent
	80
	53.4%
	 
	 

	Low extent
	11
	7.6%
	 
	 

	Average
	19
	12.3%
	 
	 

	Total
	150
	100%
	 
	 


The table reveals that  reveals that 53.4% of respondents (80 people) believe that social media contributed to politics to a high extent during the 2024 local government election in Kwara State. Additionally, 26.7% (40 respondents) believe the contribution was to a very high extent. Only 7.6% (11 respondents) felt the impact was low, while 12.3% (19 respondents) rated it as average.
This indicates that a large majority of the electorate recognize the positive political impact of social media advertising, reaffirming its role as a central tool in modern campaign strategies and political engagement.
Table 13:Influence of Social Media Political Advertising on the Electorate
	Response
	Frequency
	Percentage

	Very high extent
	35
	23.3%

	High extent
	81
	54.1%

	Low extent
	12
	8.2%

	Average
	22
	14.4%

	Total
	150
	100%


This table  reveals that the majority of respondents (54.1%, or 81 people) believe that social media political advertising had a high extent of influence on the electorate during the 2024 general election in Kwara State. An additional 23.3% (35 respondents) believe the influence was to a very high extent, while only 8.2% (12 respondents) felt the influence was low. 14.4% (22 respondents) rated the influence as average.
This suggests that over three-quarters of respondents view social media political advertising as a strong influencing force on voters, underscoring its strategic value in electioneering.
Table 14:Extent to Which Political Parties Use Social Media in Campaigns
	Response
	Frequency
	Percentage

	Very high extent
	42
	28.3%

	High extent
	74
	49.0%

	Low extent
	15
	9.7%

	Average
	19
	13.1%

	Total
	150
	100%


This table  indicates that a large portion of respondents (49.0%, or 74 individuals) believe that political parties in Kwara State make high use of social media in their campaigns. Another 28.3% (42 respondents) believe the use is to a very high extent. Only 9.7% (15 respondents) say the usage is low, while 13.1% (19 respondents) rated it as average.
This shows that most respondents perceive political parties in Kwara State as actively engaged in social media-driven campaign strategies, confirming the digital shift in political communication.
Table 15: Factors Hindering Use of Social Media in Political Campaigns
	Response
	Frequency
	Percentage

	Yes
	84
	55.9%

	No
	53
	35.1%

	Partially
	13
	9.0%

	Total
	150
	100%


This table  reveals that a majority of respondents (55.9%, or 84 individuals) believe there are significant factors hindering the use of social media for political campaigns in the 2024 local government election in Kwara State. Conversely, 35.1% (53 respondents) think there are no such hindrances, while 9.0% (13 respondents) are partially in agreement.
This suggests that while social media is widely used, barriers such as poor internet access, misinformation, digital illiteracy, or regulation may still limit its full potential in grassroots political engagement.
4.3 DISCUSSION OF RESEARCH QUESTIONS
This chapter discusses the key findings of the research in relation to the objectives of the study and the responses collected from 150 participants in Kwara State during the 2024 local government election. The discussion is presented under each research objective.
OBJECTIVE 1: TO MEASURE THE INFLUENCE OF SOCIAL MEDIA POLITICAL ADVERTISING IN THE 2024 LOCAL GOVERNMENT ELECTION IN KWARA STATE
The findings from Tables 8, 9, and 10 show that a significant majority of respondents acknowledged the strong influence of social media on their political awareness and voting behavior. Specifically, 84.9% of respondents agreed that social media played a significant role in political advertising. Additionally, 77.4% of respondents rated the influence of social media on the electorate as either high or very high, suggesting that social media platforms were not just tools for outreach but also shaped political perceptions and voter decisions.
This indicates that social media has become a critical channel for political communication, effectively influencing voters through targeted content, engagement, and instant access to campaign messages.
OBJECTIVE 2: TO DETERMINE WHETHER POLITICAL PARTIES THAT PARTICIPATED IN THE 2024 LOCAL GOVERNMENT ELECTION IN KWARA STATE USED SOCIAL MEDIA FOR POLITICAL CAMPAIGNS
The responses from Tables 7, 8, and 13 provide strong evidence that political parties in Kwara State recognized and utilized social media during their campaigns. A total of 82.1% of respondents confirmed that political parties used social media in their campaigns, while 77.3% rated this usage as high or very high.Platforms such as Facebook (53.7%) and Twitter/X (20.7%) were reported as the most commonly used. This suggests that political parties have adapted to the digital landscape and are leveraging platforms with broad reach and interactivity to engage the electorate.
These findings align with global trends, where digital platforms are increasingly used to bypass traditional media and speak directly to voters.
OBJECTIVE 3: TO FIND OUT THE FACTORS (IF ANY) WHICH HINDER THE EFFECTIVE USE OF SOCIAL MEDIA CAMPAIGNS IN THE 2024 LOCAL GOVERNMENT ELECTION IN KWARA STATE
From the data in Table 15, 55.9% of respondents indicated that there are indeed significant factors hindering the effective use of social media in political campaigns. Some of the likely hindrances (though not explicitly listed in the questionnaire) may include:
Poor internet connectivity in rural areas
Digital illiteracy or low technology adoption among some demographics
Lack of funding for smaller political parties to run sustained online campaigns
Misinformation and fake news, which can reduce trust in online political messaging
These limitations indicate that although social media is widely used, its effectiveness is still challenged by infrastructural and socio-economic barriers.
4.4 Summary of Discussion
The discussion shows that social media played a highly influential role in political communication during the 2024 local government elections in Kwara State. Political parties actively used digital platforms, especially Facebook and Twitter, to campaign and engage with voters. However, certain structural and accessibility challenges still affect the full optimization of social media tools for political campaigns                  


CHAPTER FIVE
SUMMARY,CONCLUSION,
RECOMMENDATIONS AND LIMITATIONS
5.1 SUMMARY OF FINDINGS
This study set out to examine the role and impact of social media political advertising during the 2024 local government election in Kwara State. With the rise of digital platforms as critical tools for political engagement globally, the research aimed to explore how these tools were used by political parties, their perceived effectiveness by the electorate, and the challenges encountered in their application.
Data was collected from 150 respondents using a structured questionnaire. The analysis was centered around three major objectives:
1. To measure the influence of social media political advertising during the 2024 local government election;
2. To determine whether political parties in Kwara State utilized social media as part of their campaign strategies;
3. To identify any major factors hindering the effective use of social media in political communication within the state.
Findings revealed that a majority of respondents (over 80%) believed that social media significantly influenced political perception and voting behavior. A high number of participants also acknowledged that political parties made extensive use of platforms such as Facebook (53.7%), Twitter/X (20.7%), and Instagram (9.7%) to promote their agendas.
Despite this growing trend, the study also uncovered some critical barriers. About 55.9% of respondents reported that there were significant hindrances to the effective use of social media in political campaigns. These hindrances include digital illiteracy, limited internet access in rural areas, high data costs, and the spread of misinformation. Overall, while digital campaigning is gaining traction, certain infrastructural and socioeconomic factors still limit its reach and effectiveness.
5.2 CONCLUSION
The findings of this study underscore the fact that social media has become a central element of political engagement in Kwara State, particularly during the 2024 local government elections. The study concludes that:
1.Social media platforms are widely perceived by voters as powerful tools for political communication, mobilization, and education.
2.Political parties have increasingly embraced these platforms not only to reach voters quickly and cost-effectively but also to foster interactive communication that traditional media lacks.
However, the reach and influence of social media are not evenly distributed across the state. Rural dwellers, the elderly, and low-income groups remain largely disconnected from the digital political discourse due to infrastructural and educational constraints.
In essence, the study highlights a digital divide: while urban, educated, and younger voters are actively participating in online political discussions, large segments of the electorate are left behind. Therefore, although the influence of social media is strong and growing, it is yet to achieve its full potential as a tool for inclusive political communication in Kwara State.
5.3 RECOMMENDATIONS
To enhance the effective use of social media for political campaigning and foster greater civic engagement, the following recommendations are proposed:
1. Expand Digital Literacy Programs
There is a pressing need for targeted digital literacy training, especially for rural communities, the elderly, and individuals with limited formal education. NGOs, educational institutions, and electoral bodies should collaborate to develop programs that teach basic social media usage and how to identify credible political information.
2. Improve Internet Infrastructure and Affordability
The government, in partnership with private sector stakeholders (especially telecom companies), should invest in expanding internet coverage and lowering data costs. This will help bridge the digital divide and enable wider access to online political content.
3. Support Political Party Training
Political parties—particularly smaller or less-resourced ones—should be trained on effective digital campaign strategies. Workshops should be organized on creating compelling content, engaging with voters online, and responding to feedback ethically and transparently.
4. Enhance Regulation and Monitoring
The spread of fake news and political propaganda on social media is a major concern. INEC and other regulatory bodies should develop guidelines and monitoring systems to check the misuse of social platforms. Collaboration with tech companies (e.g., Meta, X/Twitter) is essential in flagging harmful or misleading content during election periods.
5. Increase Voter Education via Social Media
Government agencies, civil society organizations, and electoral bodies should intensify their use of social media for voter education. Timely, factual, and engaging content should be shared to educate citizens about the voting process, their rights, and the importance of informed participation in democratic processes.
5.4 LIMITATIONS OF THE STUDY
Despite the relevance and insightfulness of this study, it is important to acknowledge its limitations:
1. Limited Sample Size
The study was conducted with 150 respondents, which, while useful for analysis, may not capture the full spectrum of voter experiences and behaviors across Kwara State. A larger and more diverse sample would yield more generalizable results.
2.Scope of the Study
This study was geographically limited to Kwara State. As such, the findings may not reflect the realities in other parts of Nigeria. Varying degrees of internet access, political culture, and socio-economic development across states could influence different outcomes.
3.Resource
Lack of money and materials
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