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CHAPTER ONE
INTRODUCTION
1.1	 BACKGROUND TO THE STUDY
Social media has become an integral part of modern communication, shaping the way Individuals access information, interact, and form opinions. The rise of platforms such as Facebook, Twiner, Instagram, and WhatsApp has transformed how political campaigns are conducted, how voters receive information, and how public opinion is influenced. In the context of elections, social media serves as both a tool for political engagement and a platform for public discourse, enabling citizens to actively participate in democratic processes.
Elections, as a fundamental aspect of democracy, provide citizens with the opportunity to choose their leaders and influence policies. The success of any election largely depends on the level of awareness, participation, and engagement of the electorate. Traditionally, campaigns relied heavily on face-to-face interactions, print media, and television broadcasts to disseminate information. However, with the advent of social media, the dynamics of electioneering have significantly shifted. Candidates and political parties now leverage social media platforms to reach a wider audience, engage directly with voters, and shape public opinion. According to Kaplan and Haenlein (2010), social media allows for interactive and immediate communication, making it a powerful tool for influencing voter perceptions.
The 2023 general election in Nigeria provided a vivid example of how social media influences public opinion during elections. With a youthful population and increasing internet penetration, Nigerians turned to social media platforms to access real-time updates, discuss political issues, and express their preferences. Social media played a crucial role in the mobilization of voters, dissemination of campaign messages, and exposure of electoral
malpractice. For instance, platforms such as Twitter and Facebook were used to fact-check claims, share campaign promises, and organize grassroots movements
As a double-edged sword, social media also posed challenges during the 2023 elections. The rapid spread of misinformation and fake news created confusion among voters, while the prevalence of hate, speech and online harassment heightened political tensions. According to Adryanju and Haruna (2023), social media amplified existing societal divides, as algorithms promoted content that aligned with users' pre-existing blases, further polarizing public opinion. Despite these challenges, the role of social media in shaping public opinion during the 2023 elections cannot be underestimated.
Scholars have argued that social media's influence extends beyond election periods, as it reshapes public discourse and political engagement in the long term. For instance, Shirky (2011) posited that social media fosters collective action by enabling like-minded individuals to collaborate and advocate for change. In the Nigerian context, social media platforms have become a space for citizens to hold leaders accountable, discuss national issues, and demand transparency. However, the extent to which social media shapes public opinion during elections remains a subject of ongoing debate.

1.2 	STATEMENT OF THE PROBLEM
The increasing reliance on social media during elections raises concerns about its impact on public opinion formation. While social media provides opportunities for political participation and engagement, it also presents significant risks, including the spread of misinformation, polarization of public opinion, and manipulation by political actors. In Nigeria's 2023 general election, social media emerged as a dominant force in political communication, but its role in shaping voters' opinions remains underexplored.
The problem lies in understanding how social media influences public opinion in a highly diverse and politically charged environment like Nigeria. Did social media provide a platform for informed decision-making, or did it merely amplify existing biases and misinformation? How did social media shape voter perceptions of candidates and political parties? To what extent did social media impact voter turnout and engagement? These questions highlight the need for a comprehensive study to assess the role of social media in shaping public opinion during elections.

1.3	OBJECTIVES OF THE STUDY
The primary objective of this study is to examine the role of social media in shaping public opinion during the 2023 general election in Nigeria. The specific objectives are:
i. To explore how social media platforms were used by political parties and candidates to influence public opinion.
ii. To analyze the impact of social media on voter awareness, engagement, and turnout.
iii. To identify the challenges associated with the use of social media during elections, including the spread of misinformation and hate speech.
iv. To assess the effectiveness of social media in promoting transparency and accountability during the election process.

1.4 RESEARCH QUESTIONS
To achieve the objectives of the study, the following research questions will be addressed:
i. How did political parties and candidates utilize social media to influence public opinio during the 2023 general election?
ii. What was the impact of social media on voter awareness, engagement, and participation in the election?
iii. What challenges were associated with the use of social media during the election period?
iv. To what extent did social media promote transparency and accountability in the electoral process?

1.5 	SIGNIFICANCE OF THE STUDY
This study is significant for several reasons. First, it contributes to the growing body of literature on the role of social media in political communication, particularly in developing democracies like Nigeria. By focusing on the 2023 general election, the study provides insights into how social media shapes public opinion in a digitally connected world.
Second, the findings of this study will benefit political actors, policymakers, and electoral bodies by highlighting the opportunities and challenges associated with the use of social media during elections. Understanding the influence of social media can inform strategies for improving political communication, combating misinformation, and enhancing voter education.
Finally, this study will serve as a reference for future research on the intersection of social media, public opinion, and electoral processes. It will provide valuable data for scholars, students, and researchers interested in exploring the dynamics of social media in political contexts.

1.6 	SCOPE OF THE STUDY
This study focuses on the role of social media in shaping public opinion during the 2023 general election in Nigeria. It examines the use of popular social media platforms such as Facebook, Twitter, Instagram, and WhatsApp by political parties, candidates, and voters. The study also explores the challenges and opportunities associated with social media use during the election period. Geographically, the study covers selected states in Nigeria, with a focus on areas with high social media activity.
1.7	 LIMITATIONS OF THE STUDY
The study is subject to certain limitations. First, the reliance on secondary data and self-reported information from social media users may introduce bias. Second, the dynamic and rapidly evolving nature of social media makes it difficult to capture all relevant trends and activities during the election period. Finally, the study's focus on the 2023 general election may limit the generalizability of its findings to other elections and contexts.

1.8 	DEFINITION OF TERMS
Social Media: Digital platforms and tools that enable users to create, share, and interact with content online, including Facebook, Twitter, Instagram, and WhatsApp.
Public Opinion: The collective attitudes, beliefs, and views of a population on a specific issue o topic.
Elections: The process by which citizens vote to choose their leaders and representatives in democratic system.
Misinformation: False or misleading information spread intentionally or unintentionally.
Political Engagement: Active participation in political activities, including voting, campaignin and discussing political issues.







CHAPTER TWO
LITERATURE REVIEW
2.1	INTRODUCTION
This chapter reviews relevant literature on the role of social media in shaping public opinion during elections, focusing on Nigeria's 2023 general elections. It explores key concepts such as social media, public opinion, and election dynamics, examining their relationships and implications. The theoretical framework includes agenda-setting theory, two-step flow theory. and uses and gratifications theory, which offer a foundation for understanding the influence of social media platforms. Empirical reviews of past studies provide insights into how social media has shaped election outcomes in Nigeria and other democracies. By synthesizing these perspectives, the chapter establishes a foundation for understanding the dynamics of social media's role in shaping voter perceptions and political engagement.

2.2	CONCEPTUAL FRAMEWORK
2.2.1	Concept of Social Media
Social media encompasses online platforms that facilitate the creation, sharing, and interaction with user-generated content in real-time. Examples include Facebook, Twitter, Instagram, WhatsApp, and TikTok, which have become integral tools for communication, information dissemination, and social interaction. Kaplan and Haenlein (2010) describe social media as internet-based applications built on Web 2.0 technology, enabling collaborative communication. These platforms are characterized by their ability to bypass traditional gatekeepers of information, giving users the power to shape discourse and influence narratives.
In the context of elections, social media serves as a tool for political campaigns, voter education, and civic engagement. Political actors leverage these platforms to promote their agendas, counter opponents, and connect directly with constituents. Furthermore, citizens use social media to share opinions, debate issues, and hold political leaders accountable. This decentralized nature of information flow makes social media a significant factor in shaping public opinion during elections
2.2.2 	Concept of Public Opinion
Public opinion refers to the collective attitudes, beliefs, and perceptions of individuals on specific issues, policies, or events. Walter Lippmann (1922) conceptualized it as the "pictures in our heads," emphasizing the role of media in shaping societal views. Public opinion is a dynamic phenomenon influenced by multiple factors, including cultural values, personal experiences, media content, and political discourse.
During elections, public opinion plays a crucial role in determining voter preferences and influencing campaign strategies. Social media has redefined how public opinion is formed by providing a platform for real-time interaction and participation. Unlike traditional media, which offers one-way communication, social media facilitates two-way conversations, enabling users to engage with and shape political narratives. The impact of social media on public opinion is evident in its ability to amplify voices, mobilize voters, and highlight key issues that resonate with the electorate.
2.2.3 Social Media and Political Campaigns
Social media has become a critical tool for political campaigns, offering a cost-effective and far-reaching medium for candidates to communicate with voters. Platforms like Facebook and Twitter allow politicians to bypass traditional media channels, directly reaching their target audience. Social media also enables the personalization of campaign messages, as algorithms tailor content based on users' preferences and behaviors.
In the Nigerian context, the 2023 general elections highlighted the importance of social media in driving political engagement. Candidates and political parties used platforms like WhatsApp and Instagram to share campaign upstates, promote their manifestos, and counter misinformation. Additionally, the use of hashtags and viral content helped shape the electoral narrative, drawing attention to critical issues such as governance, economic reforms, and security.
2.2.4 Social Media as a Platform for Civic Engagement
Social media has transformed civic engagement by providing citizens with tools to participate in political discourse actively. Platforms like Twitter and Facebook enable users to share opinions, debate policies, and hold leaders accountable. Social media campaigns, such as #EndSARS and #PVCRegistration, have demonstrated the power of digital activism in mobilizing voters and driving political change.
During elections, social media serves as a forum for discussing candidates' policies, analyzing their performance, and scrutinizing their promises. This participatory nature of social media fosters transparency and accountability, empowering citizens to make informed decisions. Furthermore, social media's ability to aggregate and amplify diverse voices makes it an essential tool for promoting democratic values.
2.2.5 Social Media and the Spread of Misinformation
While social media has democratized information flow, it has also facilitated the rapid spread of misinformation and fake news. During elections, misinformation can influence voter perceptions and undermine electoral integrity. Platforms like WhatsApp and Facebook have been criticized for enabling the unchecked dissemination of false information, which can polarize the electorate and erode trust in democratic institutions.
In the 2023 Nigerian elections, misinformation campaigns were prevalent, with false claims abent candidates, voter suppression tactics, and fabricated election results circulating widely. Efforts by fact-checking organizations and social media platforms to counter misinformation highlighted the need for greater regulation and media literacy. Addressing this challenge requires a collaborative approach involving governments, tech companies, and civil society organizations.
2.2.6 Conceptual Model
The conceptual model for this study illustrates the relationship between social media usage. public opinion formation, and electoral outcomes. It highlights the role of social media platforms as intermediaries that influence voters' perceptions through exposure to campaign messages, news, and user-generated content. The model also emphasizes the bidirectional nature of social media, where users not only consume content but also contribute to shaping the discourse. By visualizing these interactions, the conceptual model provides a framework for analyzing the impact of social media on public opinion during Nigeria's 2023 general elections.
(Insert diagram of the conceptual model here)

2.3 THEORETICAL FRAMEWORK
2.3.1 Agenda-Setting Theory
The agenda-setting theory posits that media outlets influence the public agenda by emphasizing specific issues, shaping what people think about. McCombs and Shaw (1972) argued that while the media does not dictate how people think, it significantly affects what they think about. Social media platforms extend this theory by allowing users to amplify topics through hashtags, trending discussions, and viral content. During Nigeria's 2023 elections, the prominence of issues such as insecurity, economic hardship, and youth empowerment was
largely driven by social media conversations. This theory underscores the importance of media in shaping the electoral narrative and prioritizing voters' concerns.

2.3.2 Two-Step Flow Theory
The two-step flow theory highlights the role of opinion leaders in mediating the influence of media on the wider public. Lazarsfeld, Berelson, and Gaudet (1944) observed that information flows first to opinion leaders, who then interpret and pass it on to others. On social media, influencers, activists, and political figures act as opinion leaders, shaping public discourse through their posts and interactions. During the 2023 elections, prominent Nigerian influencers and activists used platforms like Twitter to advocate for transparency, mobilize voters, and address electoral malpractices. This theory provides insights into how social media facilitates the spread of information and the formation of public opinion.
2.3.3 Uses and Gratifications Theory
The uses and gratifications theory focuses on how individuals actively seek media content to fulfill specific needs, such as information, entertainment, or social interaction. Katz, Blumler, and Gurevitch (1974) emphasized that media users are not passive consumers but active participants who choose content that aligns with their interests and values. Social media platforms cater to these needs by offering diverse content, interactive features, and personalized experiences. During elections, voters use social media to stay informed, engage in discussions, and express their views. This theory highlights the participatory nature of social media and its role in empowering citizens during elections.

2.4 	EMPIRICAL REVIEW
Several studies have examined the role of social media in shaping public opinion during elections:
Nigeria's 2015 Elections: Olatunji and Adegbola (2016) highlighted the role of Twitter and Facebook in mobilizing youth participation, noting that social media increased political awareness and engagement.
Kenya's 2017 Elections: Gathara (2018) explored the dual role of social media in promoting political discourse and spreading misinformation, emphasizing the need for regulation and fact-checking
United States 2020 Elections: Smith and Anderson (2021) found that Facebook and Twitter influenced voter perceptions through targeted ads and viral content, shaping narratives around key issues.
Nigeria's 2019 Elections: Eze (2020) focused on WhatsApp's role in grassroots campaigns. noting its effectiveness in disseminating messages and coordinating activities.
India's 2019 Elections: Sharma (2019) examined how political parties used Instagram to engage young voters, finding that visual content was instrumental in shaping public opinion.
These studies underscore the transformative role of social media in elections, highlighting its potential and challenges.

2.5 SUMMARY OF LITERATURE REVIEW
This chapter reviewed key concepts, theories, and empirical studies related to the role of social media in shaping public opinion during elections. It highlighted how platforms like Twitter, WhatsApp, and Facebook influence political engagement, voter behavior, and electoral outcomes. Theoretical frameworks such as agenda-setting theory, two-step flow theory, and uses and gratifications theory provided a foundation for understanding these dynamics. While past studies offer valuable insights, this research addresses gaps in understanding the specific mechanisms through which social media influenced public opinion in Nigeria's 2023 elections.


CHAPTER THREE
RESEARCH METHODOLOGY
3.0 	INTRODUCTION 
         This chapter discussed the research methodology, which is the manner in which this research was conducted. A research methodology is essential to project writing as it serves as the blue print on which the conduct and outcome of the research effort would be judged.  

3.1 	RESEARCH DESIGN
        Winner and Dominick (1987) explained that research design is the process of developing a research study. Uyo (2002) added that “communication research, like other research cannot be conducted without a design. 
          For the purpose of this research work, descriptive survey method is adopted. Oloyede and Adejare (2012) explained survey method to mean a research method which is usually adopted when handling a large population especially on issues of the moment that involves the systematic collection of data. 

3.2 	POPULATION OF THE STUDY
            Issa (2012) defines population as all members or elements of a particular group of people, animals or things in a defined area. The population of this study are residents of Offa Kwara State Residents of Offa with a total population of 208,000 as gathered and retrieved from the city population.

3.3 	SAMPLE AND SAMPLING TECHNIQUES
          Sampling, as explained by Oloyede and Adejare (2012), is the act of taking members of a given population as representative of that population. The sampling procedure that is adopted for this study is purposive sampling. Purposive sampling is a sampling technique in which the researcher, based on his knowledge and understanding of the population, handpicks certain groups or individuals for their relevance to the subject of investigation (Issa, 2012). Some residents of Offa, Kwara State will be chosen as respondents for this study.

3.4 SAMPLE SIZE
          Issa, (2012) says sample, in a research, refers to that group of study’s population from which necessary data for its conduct would be obtained. According to Taro Yamane‘s formula for researchers in determining the sample size from a given population. It was adopted in this study. Taro Yamane‘s formula is:Therefore, the sample for this study will be determined using the Taro Yamen’s formula for drawing sample, According to Nwankwo 2006,
 n =N
1+N(e)2
Where:
n=   sample size 
N= Population size 
e= level of significance usually 0.08
n= 208,000
1+208,000 (0.05)2
n= 12,603
1+208,000 (0.0025)
n= 208,000
1+ 520
n= 208,000
521
= 399            
Sample size is = 399 respondents

3.5	INSTRUMENTS FOR DATA COLLECTION 
         In this study, the data collection instruments used is questionnaire. The questionnaire is simple, structured and will be self-administered. 
 
3.6	RELIABILITY AND VALIDITY OF INSTRUMENT
       This refers to the degree or extent or quality to which a research instrument for data collection is suitable for the purpose it is meant for. Therefore any generalization that may be arrived at with the use of questionnaire in this study will be regarded as accurate and genuine.

3.7	METHOD OF DATA COLLECTION
           Three Hundred and Seventy two (372) copies of questionnaire will be distributed to the respondents directly by the researchers. The copies of questionnaire will be distributed to the residents of Offa.

3.8	METHOD OF DATA ANALYSIS
         Data analysis is defined by Tejumaiye (2003) as the transformation of the observation gathered from the field into a system of categories and translation of these categories into codes that could be quantitatively analyzed. The method used in the presentation/analysis and interpretation of data collected is statistical methods which are the use of frequency tables and simple percentage.
CHAPTER FOUR
PRESENTATION, ANALYSIS AND INTERPRETATION OF DATA
4.1 INTRODUCTION
This chapter presents the findings from the data collected through questionnaires distributed to 399 respondents. The data is presented in tables followed by detailed interpretation. The analysis is structured according to the sections of the questionnaire: Demographic Information and Social Media Usage During the 2023 General Elections.

4.2 PRESENTATION OF FINDINGS
SECTION A: Demographic Information
Table 1: Age Distribution of the Respondents
	Age Range
	Number of Respondents
	Percentage (%)

	18 – 25
	36
	9

	26 – 30
	187
	47

	31 – 40
	40
	10

	41 and above
	136
	34

	Total
	399
	100

	Source: Field Survey, 2025
	
	


The table reveals that 36 (9%) of the respondents are between 18-25 years, 187 (47%) are between 26-30 years, 40 (10%) are between 31-40 years, while 136 (34%) are 41 years and above. This indicates the majority of respondents fall within the 26-30 years age group.




Table 2: Gender Distribution of the Respondents
	Gender
	Number of Respondents
	Percentage (%)

	Male
	205
	51

	Female
	194
	49

	Total
	399
	100

	Source: Field Survey, 2025
	
	


The table shows that 205 (51%) respondents are male while 194 (49%) are female, indicating a fairly balanced gender distribution.

Table 3: Highest Educational Qualification
	Qualification
	Number of Respondents
	Percentage (%)

	O’Level
	59
	15

	ND/NCE
	98
	25

	HND/BSc
	186
	47

	MSc/PhD
	56
	14

	Total
	399
	100

	Source: Field Survey, 2025
	
	


The data shows that 59 (15%) respondents have O’Level certificates, 98 (25%) have ND/NCE, 186 (47%) have HND/BSc, while 56 (14%) hold MSc/PhD degrees.






Table 4: Marital Status Distribution
	Marital Status
	Number of Respondents
	Percentage (%)

	Single
	168
	42

	Married
	186
	47

	Divorced
	10
	3

	Widow/Widower
	35
	8

	Total
	399
	100

	Source: Field Survey, 2025
	
	


The majority of respondents are married 186 (47%), followed by singles 168 (42%), widow/widower 35 (8%), and divorced 10 (3%).

Table 5: Occupation of Respondents
	Occupation
	Number of Respondents
	Percentage (%)

	Civil Servant
	168
	42

	Private Sector
	186
	47

	Self-employed
	25
	6

	Student
	15
	4

	Others
	5
	1

	Total
	399
	100

	Source: Field Survey, 2025
	
	


Most respondents are employed in the private sector (47%), followed by civil servants (42%), with fewer self-employed (6%), students (4%), and others (1%).


SECTION B: Social Media Usage During 2023 General Elections
Table 6: Are you active on any social media platform?
	Response
	Number of Respondents
	Percentage (%)

	Yes
	358
	90

	No
	41
	10

	Total
	399
	100

	Source: Field Survey, 2025
	
	


Majority of respondents (90%) are active on social media platforms.

Table 7: Most Used Social Media Platform for Election Content
	Platform
	Number of Respondents
	Percentage (%)

	Facebook
	80
	20

	Twitter
	134
	34

	WhatsApp
	68
	17

	Instagram
	50
	13

	TikTok
	30
	7

	YouTube
	37
	9

	Total
	399
	100

	Source: Field Survey, 2025
	
	


Twitter is the most used platform (34%) for election-related content, followed by Facebook (20%) and WhatsApp (17%).



Table 8: Frequency of Accessing Election-Related Information on Social Media
	Frequency
	Number of Respondents
	Percentage (%)

	Very Frequently
	115
	29

	Frequently
	150
	38

	Occasionally
	80
	20

	Rarely
	40
	10

	Never
	14
	3

	Total
	399
	100

	Source: Field Survey, 2025
	
	


Most respondents accessed election information on social media very frequently (29%) or frequently (38%).

Table 9: Influence of Social Media on Opinion about Political Party/Candidate
	Response
	Number of Respondents
	Percentage (%)

	Strongly Agree
	125
	31

	Agree
	199
	50

	Neutral
	40
	10

	Disagree
	20
	5

	Strongly Disagree
	15
	4

	Total
	399
	100

	Source: Field Survey, 2025
	
	


Majority (81%) of respondents agreed or strongly agreed that social media influenced their opinion about political parties or candidates.


Table 10: Credibility of Social Media Reports During 2023 Elections
	Response
	Number of Respondents
	Percentage (%)

	Strongly Agree
	95
	24

	Agree
	199
	50

	Neutral
	50
	13

	Disagree
	35
	9

	Strongly Disagree
	20
	5

	Total
	399
	100

	Source: Field Survey, 2025
	
	


Majority (74%) believe that social media reports during the election were credible.

Table 11: Exposure to Fake News or Misinformation on Social Media During Elections
	Response
	Number of Respondents
	Percentage (%)

	Yes
	160
	40

	No
	150
	38

	Not Sure
	89
	22

	Total
	399
	100

	Source: Field Survey, 2025
	
	


40% of respondents reported exposure to fake news during the elections.






Table 12: Verification Methods for Authenticity of Election Information on Social Media
	Method
	Number of Respondents
	Percentage (%)

	Cross-check with TV/Radio
	140
	35

	Verify with Official Sources
	120
	30

	Check Comments/Discussions
	70
	18

	Did Not Verify
	50
	12

	Others
	19
	5

	Total
	399
	100

	Source: Field Survey, 2025
	
	


Most respondents verified information through cross-checking with traditional media or official sources.

Table 13: Social Media Debates and Trends Shape Perception of Election Process
	Response
	Number of Respondents
	Percentage (%)

	Strongly Agree
	110
	28

	Agree
	200
	50

	Neutral
	50
	13

	Disagree
	25
	6

	Strongly Disagree
	14
	3

	Total
	399
	100

	Source: Field Survey, 2025
	
	


Majority (78%) agree that social media debates and trends shaped their perception of the election process.

4.3 	DISCUSSION OF FINDINGS
The data analyzed reveals several important insights regarding social media's role in shaping public opinion during the 2023 general elections.
Firstly, the demographic spread shows a youthful and educated sample, which is consistent with Nigeria's youthful population and increasing internet penetration. The fairly balanced gender representation ensures inclusivity in views.
Secondly, social media usage was very high among respondents (90%), with Twitter emerging as the leading platform for election-related content. This aligns with current trends where Twitter is widely used for political discourse in Nigeria.
Frequency of accessing election news on social media was high, with 67% accessing information frequently or very frequently. This suggests social media’s growing importance as a source of political news.
Most respondents (81%) acknowledged that social media influenced their opinion about political parties and candidates. This confirms the role of social media in shaping electoral views and possibly voting behavior.
Credibility of social media reports was rated positively by 74% of respondents. However, a significant 40% reported exposure to fake news or misinformation, indicating challenges in information reliability. Respondents coped by verifying through traditional media or official sources, reflecting media literacy.
Finally, social media debates and trends had a strong impact on perceptions of the election process, with 78% agreeing it shaped their views. This demonstrates social media's power in framing public discourse around elections.

4.4 	SUMMARY
This chapter presented and analyzed data from 399 respondents on the role of social media in shaping public opinion during elections. The findings underscore the dominance of social media as a political information source, its influence on public opinion, the challenge of misinformation, and the importance of verification. These insights set the foundation for recommendations in the next chapter.

















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 SUMMARY
This study was conducted to investigate the role of social media in shaping public opinion during elections. The findings reveal that social media platforms serve as a major source of political information for the electorate, significantly influencing voters' perceptions and opinions about candidates and electoral processes. The research showed that social media helps disseminate election-related news quickly and broadly, making it a powerful tool in election campaigns. The study also found that social media facilitates political engagement by providing a platform for discussion and debate, while also contributing to the formation of political attitudes and voting intentions. However, it was observed that social media can also be a source of misinformation and propaganda, which may distort public opinion. Despite this, the majority of respondents agreed that social media has positively shaped their understanding of political events during elections.

5.2 CONCLUSION
Based on the research findings, the study concludes that social media plays a crucial role in shaping public opinion during elections. It effectively disseminates political information, influences voter behavior, and increases political participation. The credibility of information on social media, although sometimes questioned, largely affects how the public perceives candidates and electoral outcomes. Social media platforms empower users to engage in political discussions, which helps form collective opinions and sometimes mobilizes voters. Nonetheless, the potential for misinformation remains a challenge, emphasizing the need for users to critically evaluate the content they consume. Overall, social media has transformed the electoral landscape by becoming a key driver in molding public opinion.
5.3 	RECOMMENDATIONS
Based on the findings and conclusion of this study, the following recommendations are made:
1. Promote Media Literacy: Governments and civil society organizations should implement programs that educate the public on how to critically assess political information on social media to reduce the spread and impact of misinformation.
2. Enhance Social Media Regulation: Social media companies should strengthen policies that monitor and control false information and hate speech during elections to ensure a fair and credible electoral process.
3. Encourage Responsible Use: Political parties and candidates should use social media responsibly, ensuring transparency and truthfulness in their online campaigns to foster trust among the electorate.
4. Support Official Channels: Electoral bodies should increase their presence on social media platforms to provide timely, accurate, and official election updates to counterbalance rumors and fake news.
5. Facilitate Digital Inclusion: Efforts should be made to bridge the digital divide so that all segments of the population can access and benefit from political information on social media platforms.

5.4 LIMITATION OF THE STUDY
Although the research methodology adopted for this study was effective in collecting relevant data, several limitations were encountered. Firstly, the sensitive nature of political topics led to some respondents withholding full and honest information due to fear of repercussions or social pressure. Secondly, the study was constrained by time, limiting the sample size and scope of data collection, as the researcher balanced academic responsibilities with fieldwork. Additionally, financial constraints restricted the ability to use more extensive data collection methods such as in-depth interviews or focus groups. Other challenges included intermittent power supply and poor internet connectivity, which affected data gathering from some respondents. Despite these limitations, the researcher made considerable efforts to ensure the reliability and validity of the information presented.
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APPENDIX
QUESTIONNAIRE
DEPARTMENT OF MASS COMMUNICATION
KWARA STATE POLYTECHNIC,
ILORIN,
KWARA STATE.

Dear Respondent,

I am conducting a research study on “The Role of Social Media in Shaping Public Opinion During Elections: A Study of Nigeria’s 2023 General Elections.” The information you provide will be treated with the utmost confidentiality and used solely for academic purposes. Kindly respond sincerely to the questions below.

Thank you.
SECTION A: DEMOGRAPHIC INFORMATION
Age Range:
(   ) 18–25    (   ) 26–30    (   ) 31–40    (   ) 41 and above
Gender:
(   ) Male    (   ) Female    (   ) Prefer not to say
Highest Educational Qualification:
(   ) O’Level    (   ) ND/NCE    (   ) HND/BSc    (   ) MSc/PhD    (   ) Others
Marital Status:
(   ) Single    (   ) Married    (   ) Divorced    (   ) Widow/Widower
Occupation:
(   ) Civil Servant    (   ) Private Sector    (   ) Self-employed    (   ) Student    (   ) Others


SECTION B: SOCIAL MEDIA USAGE DURING 2023 GENERAL ELECTIONS
Are you active on any social media platform?
(   ) Yes    (   ) No
Which of the following platforms did you mostly use for election-related content?
(   ) Facebook    (   ) Twitter (X)    (   ) WhatsApp    (   ) Instagram    (   ) TikTok    (   ) YouTube
How frequently did you access election-related information on social media during the 2023 general elections?
(   ) Very Frequently    (   ) Frequently    (   ) Occasionally    (   ) Rarely    (   ) Never
Did social media influence your opinion about any political party or candidate?
(   ) Strongly Agree    (   ) Agree    (   ) Neutral    (   ) Disagree    (   ) Strongly Disagree
Do you believe social media reports during the 2023 elections were credible?
(   ) Strongly Agree    (   ) Agree    (   ) Neutral    (   ) Disagree    (   ) Strongly Disagree
Were you exposed to fake news or misinformation on social media during the election?
(   ) Yes    (   ) No    (   ) Not Sure
How did you verify the authenticity of election information on social media?
(   ) Cross-check with TV/Radio    (   ) Verify with official sources    (   ) Check comments/discussions    (   ) Did not verify    (   ) Others
Did social media debates and trends shape your perception of the election process?
(   ) Strongly Agree    (   ) Agree    (   ) Neutral    (   ) Disagree    (   ) Strongly Disagree
Do you think social media was more influential than traditional media (TV, radio, newspaper) during the 2023 elections?
(   ) Strongly Agree    (   ) Agree    (   ) Neutral    (   ) Disagree    (   ) Strongly Disagree
Did social media play a role in increasing political awareness among youths in your area?
(   ) Strongly Agree    (   ) Agree    (   ) Neutral    (   ) Disagree    (   ) Strongly Disagree
Did you encounter political advertisements or campaign messages on social media?
(   ) Yes    (   ) No
Did these political messages influence your voting decision?
(   ) Strongly Agree    (   ) Agree    (   ) Neutral    (   ) Disagree    (   ) Strongly Disagree
Did you engage in political discussions or debates on social media?
(   ) Frequently    (   ) Occasionally    (   ) Rarely    (   ) Never
Do you follow political influencers or opinion leaders on social media?
(   ) Yes    (   ) No
Were you satisfied with the way social media covered the 2023 general elections?
(   ) Very Satisfied    (   ) Satisfied    (   ) Neutral    (   ) Dissatisfied    (   ) Very Dissatisfied

