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CHAPTER ONE 
INTRODUCTION
1.1 	Background of the Study
The advancement of digital technology has significantly transformed the political landscape globally, with social media emerging as a powerful tool for political mobilization (Howard & Hussain, 2013). In Nigeria, where traditional media such as radio, television, and newspapers have historically been the primary sources of political communication, social media has increasingly played a crucial role in shaping political discourse, especially during elections (Olayiwola, 2020). The 2019 general election was a pivotal moment in Nigeria’s democratic journey, as political parties, candidates, and stakeholders leveraged various social media platforms to mobilize voters, disseminate campaign messages, and influence public opinion (Okoro & Nwafor, 2013). Platforms such as Facebook, Twitter, WhatsApp, and Instagram became central to political discussions, enabling direct interaction between political actors and the electorate (Adegbola & Gearhart, 2019).
The use of social media for political mobilization in Nigeria has been driven by its interactive nature, affordability, and accessibility, particularly among young and urban populations (Ibrahim & Adamu, 2022). Unlike traditional media, which is often expensive and limited in scope, social media allows for real-time engagement, instant feedback, and widespread dissemination of information (Ogunyemi, 2020). During the 2019 election, political parties and candidates adopted digital campaign strategies, including live video broadcasts, hashtags, online debates, and targeted advertisements to reach a broader audience (Ajibola & Alawode, 2021). Civil society organizations and electoral bodies also utilized social media to provide voter education, monitor electoral processes, and counter misinformation (Nwankwo & Oladapo, 2019).
Despite its benefits, the use of social media in the 2019 general election was not without challenges. The spread of fake news, political propaganda, cyberbullying, and the manipulation of public opinion through sponsored content raised concerns about the credibility of digital political engagement (Afolayan & Adeyemi, 2021). Additionally, the digital divide between urban and rural areas, as well as issues of internet accessibility and literacy, limited the full potential of social media in political mobilization (Omede & Alebiosu, 2021). The election also witnessed the rise of social media influencers and political activists who played a significant role in shaping public discourse, sometimes leading to polarization and online conflicts (Olayiwola, 2020).
Given the growing influence of social media in political mobilization, it is essential to assess its effectiveness in engaging the electorate, shaping political decisions, and influencing voter behavior (Ibrahim & Adamu, 2022). Understanding the role of social media in the 2019 general election provides valuable insights for future elections in Nigeria, helping political parties, policymakers, and electoral bodies optimize digital strategies while addressing its challenges (Nwankwo & Oladapo, 2019). This study seeks to explore the impact of social media on political mobilization during the 2019 general election in Nigeria, examining its effectiveness, the challenges encountered, and its implications for democratic participation (Howard & Hussain, 2013).
The evolution of digital communication has reshaped political engagement worldwide, and Nigeria is no exception. Over the years, political mobilization in Nigeria relied heavily on traditional media such as radio, television, newspapers, and physical rallies (Okoro & Nwafor, 2013). However, the rapid growth of internet access and mobile technology has facilitated a shift towards digital platforms, particularly social media, as a primary means of political interaction (Adegbola & Gearhart, 2019). Social media platforms like Facebook, Twitter, WhatsApp, Instagram, and YouTube have provided politicians, political parties, civil society organizations, and the electorate with an accessible and cost-effective medium for political discourse, mobilization, and engagement (Ajibola & Alawode, 2021). The 2019 general election in Nigeria highlighted the increasing influence of social media in political campaigns, as digital platforms played a crucial role in shaping public opinion, voter participation, and election outcomes (Ogunyemi, 2020).
During the 2019 election campaign, social media became a battleground for political parties and candidates seeking to connect with voters (Afolayan & Adeyemi, 2021). Unlike traditional media, which operates through structured gatekeeping mechanisms, social media enables politicians to communicate directly with the electorate without mediation (Olayiwola, 2020). Candidates utilized social media to share their manifestos, engage with supporters, and counter political opponents in real time (Ibrahim & Adamu, 2022). The interactive nature of social media allowed voters to express their opinions, debate policies, and participate in discussions, fostering a sense of political involvement (Howard & Hussain, 2013). Political parties and campaign teams also leveraged targeted advertising, live-streamed events, and viral hashtags to reach a broader audience, especially among young and urban populations who make up a significant portion of Nigeria’s electorate (Nwankwo & Oladapo, 2019).
Moreover, social media was instrumental in voter education and electoral monitoring. Civil society organizations, independent observers, and government agencies such as the Independent National Electoral Commission (INEC) used digital platforms to provide real-time election updates, educate citizens on voting procedures, and report electoral malpractice (Ogunyemi, 2020). Social media also facilitated grassroots mobilization, as political influencers, activists, and advocacy groups used online spaces to rally support, organize protests, and encourage political participation (Adegbola & Gearhart, 2019). Hashtags such as #NigeriaDecides2019, #ElectionWatch, and #YouthVoteCount trended across platforms, reflecting the growing impact of digital activism in shaping election narratives (Ajibola & Alawode, 2021).
Despite its advantages, the use of social media in the 2019 general election was not without challenges. The spread of misinformation, fake news, and political propaganda posed significant threats to credible electoral processes (Afolayan & Adeyemi, 2021). False narratives, doctored images, and misleading information circulated widely, influencing voter perceptions and, in some cases, inciting political tension (Okoro & Nwafor, 2013). Political actors and interest groups exploited social media algorithms to amplify divisive content, manipulate public sentiment, and undermine opposing candidates (Olayiwola, 2020). Additionally, issues such as cyberbullying, hate speech, and foreign interference in digital campaigns raised concerns about the ethical implications of online political engagement (Nwankwo & Oladapo, 2019). The digital divide between urban and rural populations, as well as disparities in internet accessibility and literacy levels, also limited the full potential of social media in political mobilization (Ogunyemi, 2020).
As Nigeria continues to embrace digital political campaigns, it is crucial to evaluate the effectiveness and challenges of social media in election processes (Ibrahim & Adamu, 2022). Understanding the role of social media in the 2019 general election provides valuable lessons for future elections, enabling political stakeholders, policymakers, and regulatory bodies to develop strategies that enhance digital democracy while mitigating its risks (Ajibola & Alawode, 2021). This study aims to examine the impact of social media on political mobilization during the 2019 general election in Nigeria, analyzing its effectiveness, limitations, and broader implications for democratic participation (Howard & Hussain, 2013).
The rise of digital technology has significantly transformed political communication, with social media emerging as a major tool for political mobilization across the world. In Nigeria, where traditional media such as radio, television, and newspapers have long been the dominant channels for political engagement, social media has become an influential platform for politicians, political parties, and voters (Okoro & Nwafor, 2013). The 2019 general election in Nigeria was particularly notable for the widespread use of social media in political campaigns, voter mobilization, and electoral monitoring. Social media platforms such as Facebook, Twitter, WhatsApp, and Instagram played a crucial role in shaping public discourse, allowing politicians to engage directly with the electorate while enabling citizens to actively participate in political discussions (Omede & Alebiosu, 2021).
The increased adoption of social media for political mobilization in Nigeria can be attributed to several factors, including its interactive nature, cost-effectiveness, and wide reach. Compared to traditional media, which requires significant financial investment, social media offers a relatively affordable and accessible means of communication, particularly for young people and urban dwellers (Olayiwola, 2020). During the 2019 general election, political parties and candidates leveraged social media to disseminate campaign messages, promote political ideologies, and mobilize supporters. Civil society organizations, election monitors, and media outlets also utilized digital platforms to educate voters, report election-related incidents, and counter misinformation. The interactive nature of social media facilitated two-way communication, allowing citizens to question candidates, express their views, and participate in political debates, thereby fostering a sense of inclusion and engagement in the electoral process (Adegbola & Gearhart, 2019).
Despite its benefits, the use of social media in the 2019 general election was not without challenges. One of the most significant concerns was the spread of misinformation and fake news, which had the potential to mislead voters and incite political tensions (Ogunyemi, 2020). False narratives, doctored images, and propaganda were widely circulated, often amplified by political actors and interest groups to manipulate public sentiment. Additionally, the rise of cyberbullying, hate speech, and online harassment created a hostile digital environment, discouraging some individuals from participating in political discussions (Afolayan & Adeyemi, 2021). The issue of digital literacy also posed a challenge, as not all voters had the necessary skills to critically evaluate the credibility of online information. Moreover, the digital divide between urban and rural areas, coupled with limited internet access in some regions, restricted the reach of social media-driven political campaigns (Nwankwo & Oladapo, 2019).
Given the increasing role of social media in political mobilization, it is essential to assess its impact on Nigeria’s electoral processes. Understanding how social media influenced political participation during the 2019 general election provides valuable insights for future elections, helping political stakeholders, policymakers, and regulatory bodies develop strategies to maximize its benefits while addressing its challenges. This study seeks to examine the effectiveness of social media in political mobilization during the 2019 general election, evaluating its influence on voter engagement, the challenges associated with its use, and its broader implications for democracy in Nigeria.
1.2 	Statement of the Problem
The increasing reliance on social media for political mobilization has transformed electoral processes globally, including in Nigeria. While social media platforms such as Facebook, Twitter, WhatsApp, and Instagram have provided new opportunities for political participation, their role in shaping political behavior and electoral outcomes remains a subject of debate (Adegbola & Gearhart, 2019). The 2019 general election in Nigeria marked a significant shift in campaign strategies, as political parties, candidates, and civil society organizations extensively leveraged social media to engage voters, disseminate campaign messages, and monitor electoral processes (Olayiwola, 2020). However, despite the potential benefits, concerns have emerged regarding the effectiveness, credibility, and ethical implications of social media as a tool for political mobilization (Ajibola & Alawode, 2021).
One major problem associated with social media in political mobilization is the widespread dissemination of misinformation and fake news, which can significantly influence voter perceptions and decisions (Afolayan & Adeyemi, 2021). During the 2019 general election, numerous instances of politically motivated misinformation, doctored images, and propaganda campaigns were observed, often aimed at discrediting opponents and manipulating public opinion (Ogunyemi, 2020). The unregulated nature of social media allows for the rapid spread of such content, making it difficult for voters to distinguish between factual information and deceptive narratives (Okoro & Nwafor, 2013). This has raised concerns about the credibility of digital political engagement and its impact on democratic decision-making.
Furthermore, social media has contributed to political polarization and online conflicts, as individuals tend to engage with content that reinforces their existing beliefs while disregarding opposing views (Nwankwo & Oladapo, 2019). The 2019 election saw an increase in digital hostility, cyberbullying, and hate speech among political supporters, further deepening societal divisions (Ibrahim & Adamu, 2022). Political actors and interest groups exploited social media algorithms to amplify divisive content, often leading to the spread of misinformation, emotional manipulation, and heightened political tension (Howard & Hussain, 2013). These challenges raise questions about the role of social media in fostering healthy democratic engagement and national unity.
Another challenge is the digital divide, which limits the effectiveness of social media as a political mobilization tool in Nigeria (Adegbola & Gearhart, 2019). While urban and educated populations have embraced digital platforms for political discourse, rural communities with limited internet access and low digital literacy remain largely excluded from online political engagement (Olayiwola, 2020). This digital disparity raises concerns about inclusivity in political participation and whether social media truly enhances democratic representation or merely benefits tech-savvy individuals and elite political actors (Ajibola & Alawode, 2021).
Despite these challenges, social media remains a crucial tool for political mobilization, providing an alternative space for political engagement, voter education, and grassroots activism (Ibrahim & Adamu, 2022). However, its effectiveness and limitations in the 2019 general election require critical examination to provide insights into its role in future elections. Therefore, this study aims to investigate the impact of social media on political mobilization during Nigeria’s 2019 general election, analyzing its benefits, challenges, and implications for democratic participation. Understanding these dynamics is essential for developing strategies to maximize the advantages of digital political campaigns while mitigating their risks (Howard & Hussain, 2013).
1.3 	Objectives of the Study
1. To examine the influence of social media campaign on political mobilization during the 2019 general election in Nigeria.
2. To ascertain whether social media political mobilization campaigns influence electorate preference for a particular political party and/or candidate(s) during the 2019 general election in Nigeria.
3. To analyze the challenges associated with social media-based political mobilization
1.4 	Research Questions
1. What are/is the influence of social media campaign on political mobilization during the 2019 general election in Nigeria?
2. Do social media political mobilization campaign influence electorate preference for political party and candidate(s)?
3. What challenges were encountered in the use of social media for political mobilization?
1.5 	Significance of the Study
The increasing role of social media in political mobilization has transformed electoral processes worldwide, making it imperative to examine its impact on democratic participation. This study is significant as it provides insights into how social media influenced political mobilization during Nigeria’s 2019 general election. Given the growing internet penetration and the widespread use of digital platforms in Nigeria, understanding the role of social media in political engagement can help policymakers, political actors, and researchers develop strategies to enhance democratic processes (Adegbola & Gearhart, 2019). This study contributes to the broader discourse on digital democracy by assessing the effectiveness of social media in promoting voter participation, political communication, and civic engagement (Olayiwola, 2020).
One of the key contributions of this study is its exploration of social media as an alternative platform for political participation, particularly among young and urban populations. Studies have shown that social media lowers the barriers to political engagement by providing an interactive and cost-effective medium for citizens to express their political views, engage in debates, and mobilize for electoral activities (Ajibola & Alawode, 2021). In Nigeria, where traditional media such as radio, television, and newspapers have historically dominated political communication, social media has emerged as a vital tool for youth involvement in governance (Ibrahim & Adamu, 2022). By examining how digital platforms facilitated political mobilization during the 2019 election, this study highlights the potential of social media to enhance political awareness and participation among Nigerian citizens.
Additionally, this research is significant in assessing the role of social media in voter education and electoral transparency. The use of social media by civil society organizations, independent observers, and government agencies such as the Independent National Electoral Commission (INEC) has been instrumental in disseminating election-related information, countering misinformation, and promoting electoral integrity (Ogunyemi, 2020). Understanding how these digital tools were utilized in the 2019 election will help electoral bodies and advocacy groups refine their strategies for future elections. Furthermore, this study will examine the effectiveness of social media in combating electoral malpractice and enhancing public trust in the democratic process (Nwankwo & Oladapo, 2019).
The study also provides valuable insights into the challenges associated with the use of social media in political mobilization, including the spread of misinformation, political propaganda, and digital manipulation. The 2019 election witnessed an increase in fake news, cyberbullying, and online political conflicts, raising concerns about the ethical implications of social media usage in elections (Afolayan & Adeyemi, 2021). By identifying these challenges, this study offers recommendations on how stakeholders, including the government, political parties, and tech companies, can mitigate the negative effects of digital political engagement. This is particularly important in ensuring that social media remains a tool for constructive political discourse rather than a platform for misinformation and divisiveness (Howard & Hussain, 2013).
Lastly, this study has practical implications for policymakers, political actors, and digital platform regulators. As Nigeria continues to experience increased digitalization, understanding the role of social media in political mobilization will aid in formulating policies that enhance digital governance and electoral credibility (Adegbola & Gearhart, 2019). The findings will also be beneficial to political parties and campaign strategists in developing more effective digital engagement strategies. Additionally, this research will guide social media companies in implementing policies that curb the spread of fake news and enhance the integrity of online political communication (Ajibola & Alawode, 2021).
1.6 	Scope of the Study
This study examines the role of social media in political mobilization during the 2019 general election in Nigeria. The research focuses on how social media platforms, including Facebook, Twitter, WhatsApp, Instagram, and YouTube, were utilized by political parties, candidates, civil society organizations, and the electorate for campaign activities, voter education, and political engagement (Adegbola & Gearhart, 2019). Given the increasing penetration of internet services and digital communication in Nigeria, this study seeks to analyze the extent to which social media influenced voter behavior, political awareness, and electoral participation during the election period (Olayiwola, 2020).
The study primarily covers the period leading up to, during, and immediately after the 2019 general election in Nigeria. It examines the digital campaign strategies adopted by political parties, the role of influencers and online activists, and the effectiveness of social media in political messaging and mobilization (Ajibola & Alawode, 2021). Additionally, the study considers the role of social media in shaping public discourse, particularly how online discussions, political advertisements, and digital debates impacted voter decision-making processes. The research is limited to the Nigerian political landscape, providing insights into how social media was leveraged for political engagement in the country’s unique socio-political context (Ibrahim & Adamu, 2022).
This study also explores both the advantages and challenges associated with the use of social media for political mobilization. It evaluates the positive contributions of digital platforms in fostering political awareness, facilitating direct communication between politicians and voters, and promoting transparency in electoral processes (Ogunyemi, 2020). At the same time, it investigates the drawbacks, including the spread of misinformation, fake news, political propaganda, and online hate speech, which were prevalent during the election period (Afolayan & Adeyemi, 2021). By identifying these challenges, the study provides recommendations on how political stakeholders and digital platform regulators can enhance the credibility and effectiveness of social media in future elections.
Geographically, the study focuses on Nigeria as a case study, but it draws comparative references from other countries where social media has played a significant role in political mobilization. While the study does not cover global elections in depth, it acknowledges the similarities and differences in digital political engagement across different democratic settings (Howard & Hussain, 2013). The findings will be particularly relevant for policymakers, electoral bodies, and political actors in Nigeria who seek to optimize digital campaign strategies and address challenges associated with online political participation.
Methodologically, the study adopts a mixed-methods approach, incorporating both qualitative and quantitative data collection techniques. This includes content analysis of social media platforms, surveys of voters and political participants, and expert interviews with political analysts, campaign strategists, and digital communication experts (Nwankwo & Oladapo, 2019). The study does not seek to evaluate the overall electoral process or voting outcomes but focuses specifically on the impact of social media on political mobilization. The research also considers ethical issues surrounding digital political communication, including data privacy concerns, digital manipulation, and the regulation of online political content (Olayiwola, 2020).
In conclusion, this study provides a comprehensive examination of the influence of social media on political mobilization during the 2019 general election in Nigeria. By exploring the opportunities and challenges associated with digital political engagement, the research aims to contribute to ongoing discussions on the role of technology in democratic participation. The findings will serve as a valuable resource for political stakeholders, media practitioners, and researchers interested in understanding and improving the use of social media in political communication (Adegbola & Gearhart, 2019).
1.7 	Definition of Terms
Social Media: Social media refers to web-based platforms and applications that enable users to create, share, and engage with content in real time. Examples include Facebook, Twitter, WhatsApp, Instagram, and YouTube (Kaplan & Haenlein, 2010).
Political Mobilization: This is the process of rallying individuals or groups to participate in political activities such as voting, campaigning, advocacy, or protest. It involves various strategies, including media campaigns, grassroots organizing, and digital engagement (Verba, Schlozman, & Brady, 1995).
General Election: A general election is a nationwide electoral process in which citizens vote to elect political representatives, including the president, members of the legislature, and other public officials. In Nigeria, general elections are conducted by the Independent National Electoral Commission (INEC) every four years (INEC, 2019).



CHAPTER TWO
LITERATURE REVIEW
2.1 	Conceptual Review
2.1.1	Concept of Political Mobilization
Political mobilization refers to the process by which individuals or groups are encouraged, persuaded, or organized to participate in political activities, such as voting, campaigning, advocacy, and policy engagement (Verba, Schlozman, & Brady, 1995). It is a fundamental aspect of democratic governance, as it enhances political participation, strengthens civic engagement, and influences decision-making processes. Political mobilization can take various forms, including grassroots organizing, media campaigns, social movements, and digital activism, depending on the sociopolitical context and the available communication technologies (Norris, 2000).
Traditionally, political mobilization relied on conventional means such as town hall meetings, political rallies, door-to-door canvassing, and mainstream media platforms like radio, television, and newspapers (McNair, 2017). Political parties, civil society organizations, and advocacy groups used these methods to reach out to voters, educate them about political issues, and encourage their participation in electoral processes. However, with the advent of digital communication technologies, especially social media, political mobilization has increasingly shifted towards online platforms, allowing for broader and more instantaneous political engagement (Bennett & Segerberg, 2012).
In contemporary politics, social media has emerged as a powerful tool for political mobilization due to its interactive, decentralized, and cost-effective nature. Unlike traditional media, which often operates through gatekeeping mechanisms, social media enables direct communication between political actors and the electorate. It facilitates real-time political discourse, rapid dissemination of information, and the organization of collective political action (Tufekci, 2017). For instance, during Nigeria’s 2019 general election, social media platforms such as Facebook, Twitter, WhatsApp, and Instagram played a significant role in mobilizing voters, shaping political narratives, and influencing electoral outcomes (Okoro & Nwafor, 2013).
Political mobilization can be classified into various types, including electoral mobilization, issue-based mobilization, and protest mobilization. Electoral mobilization focuses on encouraging voter participation during elections through voter education, campaign rallies, and online advocacy. Issue-based mobilization revolves around specific political, social, or economic concerns, such as gender equality, climate change, or human rights. Protest mobilization involves organizing demonstrations, strikes, and digital activism to demand policy changes or government accountability (Della Porta & Diani, 2006). Each of these forms of mobilization leverages different strategies and platforms to engage citizens and drive political action.
Political mobilization is a fundamental aspect of democratic governance, as it facilitates citizen participation in political activities, ranging from electoral engagement to advocacy and policy influence. It is the process of rallying individuals or groups towards collective political action, often aimed at influencing governance, policymaking, and electoral outcomes (Verba, Schlozman, & Brady, 1995). Mobilization can be initiated by political parties, civil society organizations, government agencies, or grassroots movements, and it plays a crucial role in shaping political landscapes across different societies (Norris, 2000).
Historically, political mobilization has relied on traditional methods such as door-to-door canvassing, public rallies, town hall meetings, and mainstream media campaigns through radio, television, and newspapers (McNair, 2017). These approaches were effective in reaching mass audiences, particularly in societies with limited access to digital communication. However, the evolution of communication technologies has significantly transformed political mobilization strategies. The advent of the internet and the rapid rise of social media platforms have introduced new, dynamic ways of engaging the electorate, thereby increasing political awareness, participation, and activism (Bennett & Segerberg, 2012).
In modern democracies, social media has become a key instrument for political mobilization, offering real-time communication, interactive engagement, and cost-effective outreach. Unlike traditional media, which often operates through editorial gatekeeping and structured broadcasting, social media platforms such as Facebook, Twitter, WhatsApp, Instagram, and YouTube allow for decentralized and unfiltered political discourse (Tufekci, 2017). Political actors, advocacy groups, and civil society organizations leverage these platforms to mobilize supporters, coordinate protests, disseminate campaign messages, and challenge government policies (Della Porta & Diani, 2006).
Political mobilization can be categorized into different forms based on its purpose and approach. Electoral mobilization focuses on increasing voter turnout during elections by engaging potential voters through campaign rallies, advertisements, social media campaigns, and get-out-the-vote initiatives (Gerber & Green, 2000). Issue-based mobilization revolves around advocating for specific policies or social causes, such as environmental protection, gender equality, or economic reforms, often driven by civil society groups and social movements (Snow & Soule, 2010). Protest mobilization involves organizing mass movements, strikes, or digital activism to demand accountability from governments, political elites, or corporations (Castells, 2012). Each of these forms of mobilization employs distinct strategies to achieve political influence and policy change.
The effectiveness of political mobilization depends on various factors, including media accessibility, political literacy, and socio-economic conditions. In developing nations like Nigeria, mobilization efforts are often hindered by structural challenges such as poverty, illiteracy, and limited internet penetration, which restrict the ability of certain demographics to participate in political discourse (Van Dijk, 2020). Additionally, the digital divide between rural and urban populations influences the reach and impact of online mobilization efforts. While social media has significantly expanded political engagement among younger and urban voters, those in remote or underprivileged areas may still rely on traditional mobilization methods, such as community meetings and radio broadcasts (Okoro & Nwafor, 2013).
Despite its transformative role in political engagement, social media-driven mobilization is not without risks. The rapid spread of misinformation, political propaganda, and fake news has raised concerns about the integrity of digital political engagement (Wardle & Derakhshan, 2017). During elections, misleading content, doctored images, and false narratives can manipulate voter perceptions and fuel political divisions. Moreover, political actors and interest groups often exploit social media algorithms to amplify certain viewpoints while suppressing dissenting opinions, leading to the polarization of political discourse (Tandoc, Lim, & Ling, 2018). Cyberbullying, hate speech, and online harassment have also become major challenges in digital political spaces, affecting both politicians and voters (Howard & Bradshaw, 2018).
Furthermore, political mobilization is influenced by regulatory frameworks and governmental policies. In some countries, governments impose restrictions on digital activism through censorship, internet shutdowns, or stringent cybersecurity laws aimed at controlling political dissent (Ziccardi, 2013). Such measures limit the ability of citizens to mobilize effectively, particularly in authoritarian regimes or countries experiencing political instability. However, in democratic settings, the ability to freely organize, advocate, and participate in political activities remains a fundamental pillar of governance (Diamond, 2010).
In Nigeria, the role of political mobilization has been evident in key electoral moments, such as the 2015 and 2019 general elections. The increased use of digital platforms enabled candidates to engage directly with voters, bypassing traditional media filters and fostering a new culture of participatory democracy (Owen, 2018). Political movements, civil society organizations, and independent observers used social media to monitor electoral processes, report irregularities, and advocate for free and fair elections. However, concerns over digital misinformation, foreign interference, and online voter manipulation highlighted the complexities associated with modern political mobilization (Idemudia & Adams, 2019).
As political mobilization continues to evolve, it is essential to balance the benefits of digital engagement with the challenges it presents. Ensuring media literacy, fact-checking mechanisms, and regulatory policies that promote ethical online behavior can help enhance the credibility and effectiveness of political mobilization efforts. Moreover, bridging the digital divide by expanding internet access and digital education can ensure more inclusive political participation across diverse socio-economic backgrounds (Van Dijk, 2020).
In conclusion, political mobilization remains a crucial driver of democratic participation, influencing electoral outcomes, policy decisions, and governance structures. While traditional mobilization methods still play a role, digital communication technologies have revolutionized how citizens engage in political discourse. However, addressing the risks associated with misinformation, political manipulation, and digital exclusion is essential for fostering a more informed and participatory electorate. As the political landscape continues to shift, understanding the dynamics of political mobilization will be critical in shaping the future of democracy and governance.
2.1.2 	Social Media and Political Engagement
Social media has revolutionized political engagement by providing platforms for citizens to participate in discussions, access information, and influence political processes. Unlike traditional media, which is often unidirectional and controlled by gatekeepers, social media enables interactive and decentralized communication, allowing individuals to voice their opinions, mobilize supporters, and directly engage with political actors (Tufekci, 2017). With the increasing penetration of digital technology and mobile connectivity, platforms such as Facebook, Twitter, WhatsApp, Instagram, and YouTube have become essential tools for political communication, activism, and electoral participation (Howard & Hussain, 2013).
One of the key contributions of social media to political engagement is its ability to enhance citizen participation in governance and electoral processes. Political parties, candidates, and advocacy groups leverage social media to disseminate campaign messages, interact with voters, and mobilize grassroots support. Unlike traditional campaign strategies that rely on television ads, rallies, and print media, social media offers cost-effective and targeted outreach, allowing political stakeholders to reach diverse demographics, including young and urban populations (Bennett & Segerberg, 2012). For instance, during Nigeria’s 2019 general elections, digital platforms played a crucial role in voter mobilization, with hashtags like #NigeriaDecides2019 and #YouthVoteCount trending as part of online campaigns to encourage political participation (Idemudia & Adams, 2019).
In addition to electoral engagement, social media facilitates political activism by providing a space for advocacy, social movements, and public debates. Digital activism, also known as “clicktivism” or “hashtag activism,” enables individuals to rally support for political causes, expose governmental misconduct, and demand accountability from public officials (Castells, 2012). Movements such as #BringBackOurGirls in Nigeria and #EndSARS protests against police brutality demonstrated the power of social media in mobilizing large-scale civic engagement and influencing policy discussions (Oginni & Moitui, 2022). The ability to share real-time updates, organize protests, and build networks across geographical boundaries has transformed how political movements operate in the digital age (Gerbaudo, 2012).
Moreover, social media enhances political awareness and information dissemination. Through digital platforms, citizens can access news, policy updates, and political analyses from diverse sources, reducing reliance on state-controlled or corporate-owned media (Shirky, 2011). Independent journalists, bloggers, and citizen reporters contribute to political discourse by sharing alternative perspectives, fact-checking claims, and exposing corruption or electoral malpractices (Howard et al., 2011). However, the proliferation of fake news and misinformation remains a significant challenge to digital political engagement. During election periods, misleading narratives, manipulated videos, and propaganda are often circulated to sway voter perceptions and manipulate public opinion (Tandoc, Lim, & Ling, 2018).
Despite its potential to foster democratic participation, social media’s role in political engagement is also associated with risks such as cyberbullying, online harassment, and political polarization. Digital platforms create echo chambers, where users are exposed primarily to information that aligns with their pre-existing beliefs, reinforcing ideological divisions and reducing exposure to diverse perspectives (Pariser, 2011). The use of algorithms to curate content further exacerbates this issue, as social media companies prioritize engagement-driven content, sometimes at the expense of accuracy and balanced discourse (Vaidhyanathan, 2018). Additionally, the anonymity provided by digital platforms has led to an increase in hate speech, trolling, and coordinated disinformation campaigns aimed at discrediting political opponents or activists (Bradshaw & Howard, 2017).
Another challenge associated with social media-driven political engagement is digital inequality. While internet connectivity and smartphone adoption have increased significantly in many countries, disparities in access still exist, particularly between urban and rural populations (Van Dijk, 2020). In Nigeria, for example, urban residents and younger demographics are more likely to engage in digital political discussions compared to rural populations, who may have limited access to stable internet services and digital literacy programs (Okoro & Nwafor, 2013). This digital divide affects the inclusivity of political engagement, as certain groups remain marginalized from online political discourse.
Furthermore, governments and regulatory agencies have attempted to control or restrict social media engagement through censorship, internet shutdowns, and legislative measures. In some cases, governments have enacted cybersecurity laws to monitor online political activities, suppress dissent, or criminalize digital activism (Ziccardi, 2013). In Nigeria, attempts to regulate social media, such as the proposed Social Media Bill, have sparked debates on freedom of expression, as critics argue that such policies could be used to silence opposition voices and limit democratic participation (Akinfemisoye, 2021). These regulatory challenges highlight the ongoing tension between promoting free political engagement and mitigating the risks associated with digital platforms.
As social media continues to shape political engagement, it is crucial for policymakers, civil society organizations, and technology companies to develop strategies that maximize its benefits while addressing its drawbacks. Promoting digital literacy, implementing fact-checking initiatives, and enhancing regulatory frameworks can help improve the quality of political discourse online (Wardle & Derakhshan, 2017). Additionally, fostering inclusive digital participation by expanding internet access and ensuring marginalized communities are represented in online discussions can enhance the democratic potential of social media (Couldry & Mejias, 2019).
Social media has become an indispensable tool for political engagement, transforming how citizens interact with political institutions, participate in elections, and advocate for change. Its ability to facilitate real-time communication, grassroots mobilization, and political awareness underscores its significance in modern democracies. However, addressing challenges such as misinformation, digital divides, political polarization, and regulatory concerns is essential for ensuring that social media remains a positive force for democratic governance. As digital political engagement continues to evolve, understanding its complexities will be vital in shaping the future of political participation in Nigeria and beyond.
The impact of social media on political engagement extends beyond election periods, influencing governance, policy-making, and public discourse. Social media platforms provide an avenue for continuous political participation, where citizens can interact with elected officials, express grievances, and advocate for policy changes (Dahlgren, 2013). Unlike traditional forms of civic engagement that rely on formal institutions such as town hall meetings, petitions, and letters to government representatives, social media allows for instant communication between the electorate and policymakers (Loader & Mercea, 2012). This has created a more participatory democratic environment, where political discussions are no longer confined to elites but are open to a broader audience.
One significant aspect of social media-driven political engagement is the role of digital influencers and opinion leaders. Politicians, activists, journalists, and celebrities with large followings on social media often shape public opinion and political discourse (Bakshy, Messing, & Adamic, 2015). These influencers use their platforms to discuss governance issues, mobilize support for causes, and hold leaders accountable. In Nigeria, prominent social media figures have played critical roles in political activism. For example, during the #EndSARS movement, social media influencers amplified citizens' concerns about police brutality, forcing government officials to respond and take action (Oginni & Moitui, 2022). This highlights how digital engagement can drive social change and influence political decisions.
Social Media as a Tool for Political Accountability
Another critical dimension of social media’s role in political engagement is its function as a tool for political accountability. Digital platforms enable citizens to track government activities, expose corruption, and demand transparency in governance (Meijer, 2012). Through social media, investigative journalists and civil society organizations can share findings on government mismanagement, prompting public outcry and pressure for reforms. Hashtags such as #OpenNASS, which called for transparency in Nigeria’s National Assembly spending, illustrate how digital activism can influence governance (Adeleke, 2021).
Moreover, social media has facilitated participatory governance, where governments engage directly with citizens through digital town halls, live-streamed policy discussions, and interactive Q&A sessions (Margetts et al., 2016). Some government agencies and political leaders use social media to solicit feedback on policies, announce initiatives, and clarify misinformation. However, while digital engagement enhances political accountability, it also presents challenges such as the spread of politically motivated disinformation, bot-driven propaganda, and state surveillance (Bradshaw & Howard, 2019).
Challenges of Social Media Political Engagement
Despite its many benefits, social media's role in political engagement is fraught with challenges. One of the most pressing issues is the manipulation of digital platforms for political propaganda and misinformation. Politicians and interest groups often deploy coordinated disinformation campaigns, using bots and fake accounts to amplify partisan narratives, distort facts, and undermine political opponents (Tandoc, Lim, & Ling, 2018). During Nigeria’s 2019 general elections, numerous fake news stories circulated on social media, creating confusion among voters and fueling political tensions (Idemudia & Adams, 2019). The rapid spread of false information on platforms like WhatsApp, where private messaging limits fact-checking, exacerbates this issue (Resende et al., 2019).
Another major concern is the increasing use of social media for political polarization and echo chamber effects. Digital platforms often reinforce ideological divisions by exposing users to content that aligns with their pre-existing beliefs, reducing exposure to diverse perspectives (Sunstein, 2017). This has contributed to heightened political polarization in many countries, including Nigeria, where social media-driven political debates sometimes escalate into online hate speech and ethnic or religious tensions (Olusola & Agbaje, 2020). The anonymity provided by social media also encourages cyberbullying and online harassment, discouraging some individuals—especially women and minority groups—from participating in digital political discussions (Poland, 2016).
Regulation and Ethical Concerns
As social media becomes increasingly influential in political engagement, concerns over regulation and digital rights have emerged. Governments worldwide are grappling with how to regulate online political discourse without infringing on freedom of expression. In Nigeria, the proposed Social Media Bill aimed at curbing misinformation raised fears of potential government overreach and suppression of dissent (Akinfemisoye, 2021). While some level of regulation is necessary to prevent harmful content such as hate speech and election interference, striking a balance between regulation and digital freedom remains a complex challenge (Gorwa, 2019).
Additionally, social media companies play a crucial role in shaping political engagement through content moderation policies and algorithmic design. Platforms like Facebook, Twitter, and YouTube have implemented measures to combat fake news, such as fact-checking partnerships and misinformation labels (Guess, Nyhan, & Reifler, 2020). However, critics argue that these efforts are sometimes inconsistent and subject to political bias (Napoli, 2019). Moreover, the use of data analytics and targeted political advertisements raises ethical concerns about voter manipulation and privacy violations (Zuboff, 2019). In Nigeria, concerns over data privacy and the use of personal information for micro-targeted political campaigns remain largely unaddressed (Omojuwa, 2020).
The Future of Social Media and Political Engagement
As digital technology continues to evolve, the future of social media in political engagement will be shaped by advancements in artificial intelligence, blockchain technology, and decentralized platforms. Emerging technologies such as blockchain-based voting systems could enhance electoral transparency and reduce election fraud (Pilkington, 2016). Similarly, AI-driven content moderation could help curb misinformation and hate speech, although concerns about bias and censorship persist (Gorwa, 2019).
To maximize the benefits of social media in political engagement while mitigating its risks, a multi-stakeholder approach involving governments, civil society, technology companies, and the public is necessary. Initiatives promoting digital literacy, fact-checking, and responsible online behavior can empower citizens to navigate political information more critically (Wardle & Derakhshan, 2017). Moreover, regulatory frameworks should be designed to protect democratic participation without stifling freedom of expression or enabling government censorship (Balkin, 2018).
In conclusion, social media has fundamentally transformed political engagement by facilitating direct communication between citizens and political actors, enhancing political activism, and promoting government accountability. However, challenges such as misinformation, political polarization, and regulatory concerns must be addressed to ensure that digital platforms contribute positively to democratic governance. As Nigeria and the world continue to adapt to the digital political landscape, understanding the evolving role of social media in political engagement will be crucial for fostering inclusive, transparent, and participatory democracy.
2.2	Theoretical Framework
2.2.1 	Uses and Gratifications Theory
The Uses and Gratifications Theory (UGT) is a communication theory that seeks to explain how individuals actively seek out media to satisfy their specific needs and desires (Katz, Blumler, & Gurevitch, 1973). Unlike earlier media effects theories that positioned audiences as passive recipients of media messages, UGT assumes that media users are active participants who make conscious choices about the content they consume based on their psychological and social needs (McQuail, 2010). This theory has been widely applied to various forms of media, including newspapers, radio, television, and, more recently, digital and social media.
One of the key premises of UGT is that audiences use media for different purposes, such as information-seeking, entertainment, personal identity formation, social integration, and escapism (Rubin, 2009). In the context of political communication, individuals engage with media content to stay informed about political issues, express opinions, participate in debates, and build social connections with like-minded individuals (Papacharissi & Rubin, 2000). During elections, for instance, voters turn to various media platforms to gather information about candidates, political parties, and campaign promises, which helps them make informed voting decisions (Strömbäck et al., 2013).
Uses and Gratifications Theory in the Digital Age
With the advent of social media, UGT has gained renewed significance as digital platforms offer users greater control over content selection, interaction, and participation (Sundar & Limperos, 2013). Unlike traditional media, which often provides one-way communication, social media enables real-time engagement, allowing users to interact with political leaders, campaign organizations, and fellow citizens (Quan-Haase & Young, 2010). Platforms like Facebook, Twitter, WhatsApp, and Instagram cater to different user needs, such as political activism, community building, and self-expression.
For instance, during the 2019 general elections in Nigeria, social media played a crucial role in political mobilization, with voters using digital platforms to access election updates, discuss political issues, and engage with candidates directly (Idemudia & Adams, 2019). Hashtags such as #NigeriaDecides2019 and #YouthVoteCount trended across platforms, reflecting the power of social media in shaping political discourse and encouraging voter participation. UGT helps explain why different individuals engage with political content online—some seek factual information, others participate in political debates, while some use social media as an avenue for advocacy and activism (Bossetta, 2018).
Categories of Media Uses and Gratifications
Scholars have identified several broad categories of media gratifications that apply to both traditional and digital media (McQuail, 2010):
1. Information-Seeking and Surveillance – People consume media to stay updated on political, economic, and social developments. In the context of elections, voters use social media to access news reports, manifestos, and live political debates (Tewksbury & Rittenberg, 2012).
2. Personal Identity and Self-Expression – Individuals use media to shape their self-concept, express their beliefs, and reinforce their ideological perspectives. Social media platforms allow users to personalize their feeds, follow political figures they support, and share opinions on governance and policy matters (Papacharissi, 2014).
3. Social Integration and Interaction – Digital platforms facilitate communication and community-building among people with shared interests. Politically engaged users form online groups, participate in discussion forums, and mobilize for social causes (Velasquez & LaRose, 2015).
4. Entertainment and Escapism – While many users engage with political content for informational purposes, others consume media for entertainment, humor, or distraction from real-life challenges. Political satire, memes, and parody accounts on social media provide comic relief while also shaping political narratives (Shifman, 2013).
Criticism and Limitations of UGT
Despite its usefulness, UGT has been criticized for its reliance on self-reported data and its assumption that media consumption is always goal-directed and rational (Ruggiero, 2000). Some scholars argue that individuals may not always consciously choose media for specific gratifications, as media exposure can sometimes be incidental or influenced by external factors such as algorithms, advertisements, or peer recommendations (Sundar & Limperos, 2013). Additionally, UGT does not fully address issues of media effects, particularly in cases where media consumption leads to unintended consequences, such as misinformation or political polarization (Prior, 2007).
In the context of Nigerian politics, the digital divide poses another limitation, as access to social media is not uniform across different demographics. While urban youth may actively engage with online political content, rural populations with limited internet access rely more on traditional media for political information (Olusola & Agbaje, 2020). This disparity affects the extent to which social media can be used for political mobilization and engagement.
The Uses and Gratifications Theory provides a valuable framework for understanding why individuals consume media and how they engage with political content, particularly in the digital age. In Nigeria, social media has become a critical tool for political mobilization, voter education, and civic engagement, with different users leveraging digital platforms to satisfy various needs. However, challenges such as misinformation, selective exposure, and the digital divide highlight the complexities of media consumption in the political sphere. As social media continues to shape political discourse, further research is needed to explore how different demographics use digital platforms for political engagement and how these patterns influence democratic participation.
In the modern digital age, the Uses and Gratifications Theory (UGT) has become an essential framework for analyzing how and why people engage with political content online. This theory highlights the diverse motivations that drive individuals to consume and interact with media, emphasizing the active role of users in shaping their political knowledge, participation, and engagement. As social media continues to evolve as a dominant force in political communication, UGT provides valuable insights into how individuals utilize digital platforms to satisfy their needs for information, identity reinforcement, social interaction, and political activism (Sundar & Limperos, 2013).
One of the most significant aspects of UGT is its ability to explain the personalized and participatory nature of media consumption. Unlike traditional media, where audiences receive information in a passive manner, social media allows users to curate their content, engage in real-time discussions, and create user-generated political messages (Papacharissi, 2014). During political campaigns, for example, social media users actively select political pages to follow, engage with political debates through comment sections, and participate in discussions using trending hashtags. This form of participatory engagement enables users to not only consume content but also shape political discourse through interactions with peers, journalists, and political figures (Gil de Zúñiga et al., 2012).
Social Media as a Political Mobilization Tool through UGT
During the 2019 Nigerian general election, UGT played a crucial role in explaining why citizens turned to social media as a political mobilization tool. Several key uses and gratifications of social media in political mobilization emerged:
1. Political Information-Seeking; Many voters relied on digital platforms to access political news, manifestos, and election updates. With the decline of trust in traditional media due to concerns over bias and government control, social media became a preferred alternative for real-time and unfiltered political news (Idemudia & Adams, 2019). WhatsApp groups, Twitter threads, and Facebook live-streams became primary sources of electoral information, enabling voters to independently verify facts and cross-check campaign promises.
2. Social and Political Interaction; Social media facilitates direct communication between political leaders and the electorate, eliminating gatekeeping by traditional media. Nigerian politicians such as Muhammadu Buhari and Atiku Abubakar actively used Twitter, Facebook, and Instagram to engage with their supporters and shape public perception during the election (Olusola & Agbaje, 2020). Online interactions between political candidates and citizens provided an avenue for voters to express concerns, seek clarifications on policies, and participate in campaign dialogues.
3. Political Activism and Mobilization; Beyond information-sharing, social media served as a mobilization tool for civic engagement, political activism, and voter turnout encouragement. Activist groups and civil society organizations leveraged platforms such as Twitter, Facebook, and Instagram to push for voter participation and accountability (Bossetta, 2018). Campaigns like #YouthVoteCount and #NigeriaDecides2019 gained traction, urging young Nigerians to exercise their democratic rights. The affordability and accessibility of social media made it an effective mobilization tool, particularly among youth and urban voters.
4. Entertainment and Political Satire; While serious political discussions took place, many users engaged with political memes, satire, and humor as a form of entertainment. Political cartoons, internet memes, and satirical videos provided a lighter way of consuming political content while still influencing public opinion (Shifman, 2013). Social media platforms like YouTube and TikTok featured political commentary from influencers and comedians, who used humor to critique politicians and campaign promises.
Challenges and Criticism of UGT in Political Engagement
Despite the significant role of UGT in explaining social media engagement in political mobilization, the theory faces several criticisms and limitations:
1. Misinformation and Fake News; While UGT assumes that individuals are rational actors who actively seek credible information, the reality of social media use suggests otherwise. Many users encounter and spread false political information unintentionally, influencing public opinion based on misinformation rather than verified facts (Tandoc et al., 2018). The 2019 Nigerian election witnessed widespread fake news circulation, as manipulated videos, doctored images, and false narratives were disseminated to discredit political opponents.
2. Selective Exposure and Echo Chambers; UGT suggests that users actively select media based on their preferences, but this can also lead to selective exposure and confirmation bias. Social media algorithms often reinforce users' existing beliefs by promoting content that aligns with their political views (Pariser, 2011). This results in the formation of echo chambers, where individuals engage primarily with like-minded individuals, reducing their exposure to diverse political perspectives.
3. Digital Divide and Accessibility Issues; The effectiveness of social media in political mobilization is also limited by internet access disparities. While urban and educated populations actively engage with digital platforms, many rural and underprivileged communities lack the necessary resources, such as smartphones and internet access, to participate fully in online political discussions (Olusola & Agbaje, 2020). This digital divide creates an imbalance in political engagement, as social media-driven political mobilization may not reach all voter demographics.
4. Cyberbullying and Online Harassment; Political engagement on social media is often accompanied by cyberbullying, trolling, and hate speech. During the 2019 election, some candidates and their supporters were subjected to online harassment and digital smear campaigns (Idemudia & Adams, 2019). The anonymity and unregulated nature of social media have allowed political propaganda and aggressive debates to flourish, sometimes discouraging civil discourse.
Future Implications of UGT in Political Communication
Despite these challenges, the application of UGT in political mobilization and digital democracy continues to expand. As Nigeria and other democracies increasingly integrate technology into electoral processes, political stakeholders must adapt to the evolving landscape of digital communication.
· Political parties should leverage data-driven social media strategies to improve voter outreach and engagement.
· Electoral commissions and civil society organizations must enhance digital literacy campaigns to help voters critically analyze online political content and avoid misinformation.
· Regulatory bodies should implement policies to mitigate the spread of political fake news and cyberbullying, ensuring that social media remains a credible and democratic tool for political participation.
As the 2023 Nigerian elections approach, the lessons from the 2019 elections provide a foundation for refining digital campaign strategies and improving the overall effectiveness of social media in political mobilization. Future research should explore how different demographics use social media for political engagement, as well as the long-term impact of digital activism on voter behavior and political decision-making.
The Uses and Gratifications Theory remains a valuable framework for analyzing political engagement in the digital era, offering insights into why and how people use social media to engage with political content. In Nigeria, the 2019 general election demonstrated the increasing importance of social media in political mobilization, providing voters with information, interaction, activism, and entertainment. However, challenges such as fake news, digital divide, and political polarization highlight the complexities of online political communication. As digital democracy continues to evolve, it is essential to address these challenges while maximizing the potential of social media as a tool for inclusive and informed political participation.
2.2.2 	Agenda-Setting Theory 
The Agenda-Setting Theory is a foundational concept in media and communication studies, explaining how media influence public perception by determining which issues receive attention. Originally developed by McCombs and Shaw (1972), the theory suggests that while the media may not dictate what people think, they significantly influence what people think about. By selecting, emphasizing, and repeating certain topics, the media shape public discourse, making specific issues more salient in the minds of audiences (McCombs, 2004).
In the context of political mobilization, agenda-setting plays a crucial role in shaping voter concerns and priorities. Political candidates, governments, and interest groups leverage media platforms—including traditional outlets such as newspapers, radio, and television, as well as digital media like social networking sites—to highlight particular issues that align with their political interests (Entman, 2007). Social media, in particular, has expanded the scope of agenda-setting, allowing not only journalists but also politicians, influencers, and ordinary users to set the public agenda through trending topics and viral content (Meraz, 2011).
Agenda-Setting in the Nigerian Political Landscape
In Nigeria, media outlets have historically been instrumental in shaping political debates and public perceptions. During elections, policy debates, and political crises, the media influence what issues dominate national discourse. The 2019 Nigerian general election serves as an example of how traditional and digital media contributed to agenda-setting by focusing on topics such as economic reforms, security challenges, and corruption allegations (Olusola & Agbaje, 2020). Political candidates utilized television debates, newspaper editorials, and social media campaigns to push their preferred narratives, ensuring that specific topics gained prominence over others.
For instance, during the election period, major Nigerian media houses such as Channels TV, The Punch, and Premium Times highlighted issues of electoral integrity, vote-buying, and youth participation, shaping the national conversation. At the same time, hashtags like #NigeriaDecides2019 and #YouthVoteCount trended on Twitter and Facebook, drawing attention to voter education and election monitoring efforts. Through agenda-setting, these platforms influenced public discussions and framed political issues in ways that affected voter perceptions and decision-making (Idemudia & Adams, 2019).
Levels of Agenda-Setting and Political Influence
Scholars have identified different levels of agenda-setting, each influencing political engagement in distinct ways:
1. First-Level Agenda-Setting: Issue Salience; This level focuses on the importance assigned to specific issues. Media coverage determines which political topics dominate public discussions. For example, if Nigerian media repeatedly focus on insecurity and economic decline, these issues become the primary concerns for voters, influencing how they evaluate candidates (McCombs & Reynolds, 2002).
2. Second-Level Agenda-Setting: Attribute Framing; Beyond selecting issues, the media also influence how people perceive those issues by emphasizing particular attributes. This level involves framing, where media outlets shape narratives around candidates or policies. For example, in the 2019 election, some media platforms framed Muhammadu Buhari as a corruption fighter, while others portrayed him as a leader struggling with economic challenges. Similarly, opposition candidate Atiku Abubakar was framed as a pro-business leader by some media houses, while others emphasized allegations of corruption (Olusola & Agbaje, 2020). These differing narratives influenced voter attitudes and candidate evaluations.
3. Network Agenda-Setting: Social Media Influence; In the digital age, social media users—including activists, bloggers, and influencers—also participate in agenda-setting. Unlike traditional media, where gatekeepers control information flow, social media platforms allow citizens to influence the news cycle by amplifying certain issues through hashtags, shares, and retweets (Meraz, 2011). For example, Nigerian youth used Twitter campaigns to pressure political leaders on issues like police brutality (#EndSARS) and election transparency (#FixElectionsNigeria), forcing these topics onto the national agenda.
Agenda-Setting Challenges in the Social Media Era
While agenda-setting remains a powerful theory, its application in the age of digital and social media presents several challenges:
1. Fragmentation of the Public Sphere; Traditional media once held a monopoly over agenda-setting, but social media has diversified information sources, leading to fragmented public discussions. Different online communities consume different narratives, reducing national consensus on key issues (Tewksbury & Rittenberg, 2012).
2. Misinformation and Fake News; While agenda-setting assumes media prioritize important issues, the rise of fake news and propaganda on social media has distorted this function. False political narratives and conspiracy theories often gain traction, influencing public perception in misleading ways (Tandoc et al., 2018). During the 2019 elections, fake news about election results and candidate scandals spread widely, sometimes influencing voter behavior before fact-checkers could intervene.
3. Algorithmic Influence and Selective Exposure; Social media algorithms prioritize content based on user engagement, leading to filter bubbles and echo chambers. This undermines agenda-setting by restricting users to content that aligns with their existing beliefs, limiting exposure to diverse perspectives (Pariser, 2011). As a result, voters may remain uninformed about crucial political issues that are not part of their digital ecosystem.
Implications for Political Mobilization and Democracy
Despite these challenges, agenda-setting remains a crucial aspect of political communication, particularly in democratic societies like Nigeria. As elections become increasingly digital-driven, political actors must adapt their media strategies to effectively shape public discourse while ensuring credibility and transparency.
· Media organizations must strengthen fact-checking mechanisms to counter misinformation and uphold journalistic integrity.
· Political stakeholders should leverage both traditional and digital media to engage diverse audiences while promoting balanced narratives.
· Social media platforms should implement policies that reduce algorithmic bias and enhance informational diversity.
Understanding agenda-setting theory provides valuable insights into how political narratives are constructed, disseminated, and received, helping voters make informed decisions and fostering democratic accountability. As Nigeria continues to embrace digital political engagement, a well-balanced media ecosystem is essential to ensuring a more informed and participatory electorate.
The Agenda-Setting Theory remains a fundamental tool in analyzing the relationship between media, public opinion, and political mobilization. In Nigeria’s 2019 general election, both traditional and digital media played key roles in shaping political discourse, influencing what issues dominated the public sphere. However, social media’s growing influence presents new opportunities and challenges for agenda-setting, requiring media organizations, policymakers, and voters to navigate a rapidly changing information landscape. By addressing issues such as fake news, selective exposure, and digital manipulation, Nigeria can strengthen its democratic process and ensure that media continue to serve as a force for informed political engagement.
2.3	Empirical Framework
The impact of social media on political mobilization has been widely studied across different regions, highlighting both its strengths and challenges in shaping democratic engagement. This extended review explores additional themes, including the role of influencers and digital campaigns, the power of social media in crisis moments, the intersection of fake news and political propaganda, and comparative analyses of social media influence in other democratic nations.
Social Media Influencers and Political Mobilization
One emerging trend in political mobilization is the role of social media influencers in shaping political opinions and driving engagement. Influencers—celebrities, activists, and digital content creators—have leveraged their large online followings to mobilize voters, advocate for policies, and support candidates (Abidin, 2018). In the United States, research by Hemsley and Stoker (2020) found that Instagram and TikTok influencers played a significant role in mobilizing young voters during the 2020 presidential election, using viral challenges, infographics, and political satire to boost civic participation.
Similarly, in Nigeria, Adebayo (2022) studied the impact of entertainment personalities on voter engagement during the 2019 general elections. The study found that celebrities such as Falz, Toke Makinwa, and Davido utilized social media platforms to advocate for increased voter turnout and political awareness. Hashtags like #PVCisPower and #NotTooYoungToRun gained momentum, encouraging youth participation. The findings suggest that influencers can bridge the gap between political discourse and digital youth culture, making politics more relatable and engaging.
Social Media as a Crisis Response Tool in Political Campaigns
Social media has also become a critical tool for crisis management in political campaigns. Political candidates and parties often face controversies or misinformation that can damage their public image. According to Chadwick and Stromer-Galley (2016), the speed of social media allows politicians to respond swiftly to accusations, clarify misinformation, and control the narrative before traditional media can amplify the issue.
For instance, in Nigeria’s 2019 elections, a study by Nwagwu (2020) found that political candidates leveraged Twitter and Facebook to counter negative press and discredit misinformation. One notable case was the false claim of President Muhammadu Buhari’s alleged death and replacement with a body double named ‘Jubril from Sudan’, which went viral. Buhari’s campaign team used live-streamed interviews and social media rebuttals to address the rumor, demonstrating how digital tools can help politicians manage crises.
Fake News, Political Propaganda, and Electoral Manipulation
While social media has improved political engagement, it has also been weaponized for fake news, propaganda, and electoral manipulation. The spread of disinformation is a growing concern, as false narratives can mislead voters, fuel political tensions, and undermine democratic processes (Tandoc et al., 2018).
In Nigeria, Uwalaka and Olorunfemi (2020) found that fabricated news stories on Facebook and WhatsApp influenced voter perceptions during the 2019 elections. Their study highlighted the prevalence of deepfake videos, doctored images, and misleading headlines used to discredit political opponents. Similarly, Bakare and Idowu (2021) identified organized political propaganda campaigns that used Twitter bots and fake accounts to manipulate public opinion.
The problem of fake news is not unique to Nigeria. A comparative study by Allcott and Gentzkow (2017) examined the role of misinformation in the 2016 U.S. presidential election, concluding that fake news articles favoring Donald Trump were more widely shared than those favoring Hillary Clinton. This finding underscores the global challenge of misinformation in the digital age, emphasizing the need for stronger fact-checking mechanisms and digital literacy programs.
Comparative Studies on Social Media and Political Mobilization
Beyond Nigeria, research has shown how different countries utilize social media for political engagement. Studies have compared how digital platforms influence election campaigns, protest movements, and policy advocacy in democratic and non-democratic states.
· United States: Social media platforms such as Twitter and Facebook have played central roles in U.S. elections, particularly since Barack Obama’s 2008 campaign, which pioneered digital voter mobilization (Howard, 2018). The Black Lives Matter (BLM) movement further demonstrated the power of digital activism in shaping political discourse and policy debates (Freelon et al., 2020).
· Arab Spring (Middle East & North Africa): Studies by Tufekci (2017) and Howard & Hussain (2013) found that social media played a pivotal role in mobilizing protests during the Arab Spring uprisings, allowing activists to bypass government censorship and organize mass demonstrations. Platforms like Facebook and Twitter enabled real-time coordination of protests, leading to the fall of several regimes.
· Hong Kong Protests: Research by Lee and Chan (2021) explored how digital platforms, particularly Telegram and Twitter, were used by pro-democracy protesters in Hong Kong to organize demonstrations and evade state surveillance. Unlike in Nigeria, where Twitter is used primarily for political discourse and mobilization, in Hong Kong, encrypted messaging apps played a more strategic role in ensuring anonymity and security.
These comparative studies illustrate that social media’s role in political mobilization varies by region, influenced by political systems, internet regulations, and levels of digital literacy.
The Role of Artificial Intelligence and Big Data in Political Mobilization
The use of artificial intelligence (AI) and big data analytics in political campaigns is another emerging trend. According to Howard and Kollanyi (2019), political parties now employ AI-driven algorithms to analyze voter behavior, micro-target campaign messages, and predict election outcomes. In the 2016 U.S. election, the Trump campaign’s use of Cambridge Analytica’s data-driven targeting strategies showcased how social media data can be exploited for political gains (Cadwalladr & Graham-Harrison, 2018).
In Nigeria, Okoye and Nwachukwu (2022) found that political parties used AI-powered chatbots and automated messaging systems to engage voters on WhatsApp and Facebook Messenger during the 2019 elections. However, the study also warned that data privacy concerns, voter manipulation, and algorithmic bias pose significant ethical challenges.
The Future of Social Media and Political Mobilization
As social media continues to evolve, scholars predict that emerging technologies such as blockchain, virtual reality (VR), and deepfake detection software will shape the future of political mobilization (Zúñiga et al., 2021). Future studies should focus on:
1. Blockchain Technology for Election Transparency: Blockchain-based voting systems could reduce electoral fraud and enhance transparency in democratic processes (Pilkington, 2016).
2. Deepfake Detection in Political Campaigns: AI-driven tools will become essential in identifying and combating fake news and deepfake videos used in political propaganda (Chesney & Citron, 2019).
3. The Role of TikTok and Emerging Platforms: While Facebook and Twitter dominate political discourse, new platforms like TikTok are increasingly influencing youth political engagement (Yang & Horning, 2022).
The expanded review confirms that social media is a powerful force in modern political mobilization, influencing elections, activism, and public discourse. However, challenges such as fake news, digital propaganda, data privacy, and government censorship must be addressed to ensure that digital platforms serve as tools for democracy rather than instruments of manipulation. As technology advances, further research is needed to explore how AI, blockchain, and emerging platforms will shape the future of political mobilization in Nigeria and beyond.













CHAPTER THREE
RESEARCH METHODOLOGY
Introduction
The chapter on research methodology took a look at the research background, research design, population sampling size, sampling techniques, data collection procedure and data analysis.

3.1	Research Design
According to de vaus, (2001) research design is an overall schedule or plan that one’s chooses to mix up the various parts of the research in a coherent and step by step manner thus, ensuring that the problem under the research is well addressed. Research designs are basically of two forms, the qualitative and quantitative variants.
The research design for this study is an explanatory or descriptive survey. This approach allows the researcher to collect data and focus on the quantitative variant to broaden the outcome of the study o the population.
The explanatory or descriptive survey research approach is ideal for investigations that deal with event and public opinion or sentiment, and the survey is quantitative research design in which social data is gotten from a sample of individuals through their feedback to questionnaire.

3.2	Population of the Study
A population can be referred to as the entire or whole group that one wants to draw or gather conclusion from (Bhadari, 2022). The current metro area population of Ilorin in 2024 is 1,064,000, a 3.3% increase from 2023. The metro area population of Ilorin in 2023 was 1,030,000, a 3% increase from 2022. The metro area population of Ilorin in 2022 was 1,000,000, a 2.67% increase from 2021. (World Population Review, 2024).
The respondent will be drawn from the people within Ilorin metropolis by selecting 100 respondents from the entire population, The survey will cut across Ilorin metropolis in a form of questionnaire distribution which will be given randomly. 100 questionnaires will be shared.

3.3 	Sample Size and Sampling Technique
According to Salant & Dillman, 2004, sample size is a set of number of individual or participant selected from a larger population for the purpose of survey.
Sampling technique is the method for the selection of individuals on which information are to be made has been describe in Literature (Kish 1965, Gupta and Kapoor 1970).
Making use of the hardcopy format of Taro Ya mane formula, the sample size for this study will be one hundred (100). The researcher will select people of different caliber, (Civil servant, farmers, traders etc). This study will adopt a random sampling.
According to Fischoff (1993), Sampling technique is a process used in statistical analysis in which a predetermined number of observations are taken from a longer population. The sampling technique is the method you employ while choosing a sample from a population. For example, you could select every 3rd person, everyone in a particular age group, and so on. You must carefully consider your study before choosing an appropriate sampling technique. It has a significant effect on your results. For example, some sampling techniques might be intentionally biased. So, selecting a suitable sampling technique is essential to draw accurate conclusions from your data. 

3.4	Instrumentation
Data collection is an essential component of conducting research.  According to O’Leary, 2004, data collection instrument is a complicated and hard task. Indeed, it is also very difficult to say which the best method of data collection is collecting credible or valid data is a tough task.
The main instrument to be used for this study is questionnaire. This is because the questionnaire is a vital instrument for gathering information from people about their opinion, attitudes, behavior and perception on a given phenomenon.
The questionnaire contained both structured and unstructured question which elicited answers from respondents. The first section will contain information related to the listeners, while the second section will be based on the information and option of the population about the subject matter. Which is impact of political conciliates door-to-door advertisement on their chances of willing election.

3.5	Validity and Reliability Of Instrument
Validity explains how well the collected data cover the actual area of investigation (Ghaurt and Gronhang, 2005). Reliability concerns the extent to which a measurement of a phenomenon provide able and consist result (earmines and zeller, 1979). The question will be reviewed by a supervisor and scholar who assessed all the features and component part of the questionnaire fro grammatical and ambiguity errors. The instrument was also satisfied to reliable in measuring the variable raised in the study.



3.6	Method of Data Collection
The researcher will adopt primary data (questionnaire) to carry out the study. The questionnaire include structured with Likert scale (Agree, strongly agree, Neutral, Disagree and strongly Disagree) and unstructured (open-ended) question and will be administer through drop and pick method to respondent. The research method questionnaire will conducted by people in Moro Local government Area, the questionnaire is distributed to the respondents, filled and return for administered with immediate effect.

3.7	Method of Data Analysis
Marshall and Rossman (1999) describe data analysis as the process of bringing order, structure and meaning to the mass of collected data. It is describe as messy and ambiguous and time consuming but also as a creative and fascinating process.
Frequency table were used to analyse the collation of raw data were translated into percentage % to enable the researcher draw reasonable conclusion based on the information gathered which is based on the actual reactions of the respondent concern with the questionnaire administered.




















                CHAPTER FOUR
DATA PRESENTATION AND DATA ANALYSIS
4.0	INTRODUCTION
This chapter has to do with the analysis of data collected through the use of questionnaire distributed to 100 respondents. For clarity, simple percentages, tables and explanations were used in presenting the data collected.
4.1 DATA PRESENTATION
TABLE 1: AGE DISTRIBUUTION OF THE RESPONDENTS
	AGE
	FREQUENCY
	PERCENTAGE

	16 -20
	10
	10%

	21 – 25
	60
	60%

	26 – 30
	30
	30%

	30 and above
	0
	0%

	TOTAL
	100
	100%


	Source: Field survey, 2025
The above table shows the age distribution of the respondents. The table shows 10 (10%) of the respondents represented by the electorate between the age bracket of 16-20, 60(60%) represents those within age 21 – 25, 30(30%) represent those within age 26 – 30 while 30(30%) represent those respondents who are of age 32 and above.
	However, the table portrays the majority of the electorate were within the age bracket of 21-25years.
TABLE 2: GENDER DISTRBUTION OF THE RESPONDENTS
	GENDER
	FREQUENCY
	PERCENTAGE

	MALE
	65
	65%

	FEMALE
	35
	35%

	TOTAL
	100
	100%


Source: Field survey, 2025
	The above table shows the gender distribution of the respondents 65(65%) were male while 35(35%) were female. However, male respondents constituted the highest population of the study.






TABLE 3: MARITAL STATUS OF THE RESPONDENTS
	MARITAL STATUS
	FREQUENCY
	PERCENTAGE

	SINGLE
	100
	0%

	MARRIED
	0
	100%

	DIVORCED
	0
	0%

	WIDOWED
	NILL
	

	SEPARATED
	NIL
	

	TOTAL
	100
	100%


	Source: Field survey, 2025
	The above table shows the marital status of the respondents. 100 (100%) of the respondents were single, 0 (0%) of the respondents were married, 0 (0%) of the respondents were widowed. Thus, the marital status of singles was the most represented among the respondents for this study.
TABLE 4: RELIGION OF THE RESPONDENTS
	RELIGION 
	FREQUENCY
	PERCENTAGE

	CHRISTIANITY
	30
	30%

	ISLAM
	70
	70%

	OTHERS
	0
	NIL

	TOTAL
	100
	100%


	Source: Field survey, 2025
	The above table indicates that the religion of the respondents. 70(70%) of the respondents were Christians, 30 (30%) of the respondents were Muslims. Therefore, Christian respondent were the largest population for this study.
TABLE 5: EDUCATIONAL QUALIFICATION  
	EDUCATIONAL QUALIFICATION  
	FREQUENCY
	PERCENTAGE

	UNDERGRADUATE 
	0
	0%

	OND
	0
	0%

	HND 
	98
	98%

	BSC
	2
	2%

	TOTAL
	100
	100%


Source: Field survey, 2025



TABLE 6: Social media has the power to influence electorate choice for a candidate
	OPTIONS
	FREQUENCY
	PERCENTAGE

	Strong Agree
	40
	40%

	Agree
	30
	30%

	Neutral
	25
	25%

	Disagree
	5
	5%

	Strongly Disagree
	0
	0%

	Total
	100
	100%


	Source: Field survey, 2025
Table 6 above shows that, 40 (40%) of respondents (electorate’s) strongly agreed that Social media has power to influence electorate choice for a candidate, 30 (30%) agreed, 25(25 %) remained neutral, 5 (5%) disagreed while 0(0%) strongly disagreed in the same way most 40 (40%) electorates agreed that Social media has the power to influence electorate’s choice of a candidate.
TABLE 7: Social media create preference for a candidate
	OPTIONS
	FREQUENCY
	PERCENTAGE

	Strong Agree
	50
	50%

	Agree
	30
	30%

	Neutral
	10
	10%

	Disagree
	10
	10%

	Strongly Disagree
	0
	0%

	Total
	100
	100%


	Source: Field survey, 2025
	This table portrays that Social media create preference for a candidate. Strong agree 50 (50) of the respondents’ believed in Social media create preference for a candidate. Agree 30 (30) of the respondents Social media create preference for a candidate, 10 (10) respondents choose neutral while strong Disagree (0%). Therefore majority of the respondent Social media create preference for a candidate.
TABLE 8: Social media has contributed to environmental beauty 
	OPTIONS
	FREQUENCY
	PERCENTAGE

	Strong Agree
	20
	20%

	Agree
	60
	60%

	Neutral
	0
	0%

	Disagree
	15
	5%

	Strongly Disagree
	0
	0%

	Total
	100
	100%


	Source: Field survey, 2025
This table indicates that Social media has contributed to environmental beauty. Strong agree 20 (20%) of the respondents’. And Agree 60 (60) of the respondents Social media has contributed to environmental beauty, 0 (0) respondents choose neutral while strong Disagree (15%). Therefore majority of the respondent b Social media has contributed to environmental beauty.
TABLE 9: Social media is your acceptable medium of receiving message
	OPTIONS
	FREQUENCY
	PERCENTAGE

	Strong Agree
	20
	20%

	Agree
	30
	30%

	Neutral
	10
	10%

	Disagree
	10
	10%

	Strongly Disagree
	20
	20%

	Total
	100
	100%


	Source: Field survey, 2025
Table 9 above shows that, 20 (20%) of respondents (electorate’s) strongly agreed that Social media is your acceptable medium of receiving message, 20 (20%) agreed, 30(30 %) remained neutral, 10 (10%) disagreed while 10 (10%) strongly disagreed in the same way most 20 (20%) electorates agreed that Social media is your acceptable medium of receiving message.
TABLE 10: Social media increased the standard of politics in Nigeria
	OPTIONS
	FREQUENCY
	PERCENTAGE

	Strong Agree
	60 
	60%

	Agree
	0
	0%

	Neutral
	30
	30%

	Disagree
	5
	5%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


	Source: Field survey, 2025
The above table indicates whether the respondents have Social media increased the standard of politics in Nigeria. 60 (60%) of the electorate’s (respondents) strongly agree. 0(0%) of the respondent’s (electorate’s) on the other hand choose agree, Social media increased the standard of politics. Therefore, table 10 shows that majority 60(60%) of the electorates strongly agree billboard with the standard of politics.
TABLE 11: Social media compare to other campaign strategies, such as television ads, social media campaigns, or public speeches, in terms of influencing your electoral choice.
	OPTIONS
	FREQUENCY
	PERCENTAGE

	Strong Agree
	10
	10%

	Agree
	5
	5%

	Neutral
	20
	20%

	Disagree
	25
	25%

	Strongly Disagree
	50
	50%

	Total
	100
	100%


	Source: Field survey, 2025
Table 11 above shows that, 10 (10%) of respondents (electorate’s) strongly agreed that billboard political advertising compare to other campaign strategies, such as television ads, social media campaigns, or public speeches, in terms of influencing your electoral choice., 5 (5%) agreed, 20(20 %) remained neutral, 25 (25%) disagreed while 50 (50%) strongly disagreed in the same way most 50 (50%) electorates agreed that billboard political advertising compare to other campaign strategies, such as television ads, social media campaigns, or public speeches, in terms of influencing your electoral choice.
TABLE 12: Influence of Social media will increase or decrease in future elections
	OPTIONS
	FREQUENCY
	PERCENTAGE

	Strong Agree
	0
	0%

	Agree
	20
	20%

	Neutral
	30
	30%

	Disagree
	40
	40%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


	Source: Field survey, 2025
Table 12 above shows that, 0 (0%) of respondents (electorate’s) strongly agreed that Influence of billboard political advertising will increase or decrease in future elections., 20 (20%) agreed, 30(30 %) remained neutral, 40 (40%) disagreed while 10 (10%) strongly disagreed in the same way most 40 (40%) electorates dis agreed Influence of billboard political advertising will increase or decrease in future elections.



TABLE 13: Social media typically focus on positive aspects of a candidate aspects of opposing candidates
	OPTIONS
	FREQUENCY
	PERCENTAGE

	Strong Agree
	40
	40%

	Agree
	10
	10%

	Neutral
	20
	20%

	Disagree
	15
	15%

	Strongly Disagree
	15
	15%

	Total
	100
	100%


	Source: Field survey, 2025
	Table 13  above shows that, 40 (40%) of respondents (electorate’s) strongly agreed that Social media typically focus on positive aspects of a candidate aspects of opposing candidates, 10 (10%) agreed, 20(20 %) remained neutral, 15 (15%) disagreed while 15 (15%) strongly disagreed in the same way most 40 (40%) electorates agreed that Social media typically focus on positive aspects of a candidate aspects of opposing candidates.
TABLE 14:   Social media typically focus on negative aspects of a candidate aspects of opposing candidates
	OPTIONS
	FREQUENCY
	PERCENTAGE

	Strong Agree
	40
	40%

	Agree
	10
	10%

	Neutral
	20
	20%

	Disagree
	15
	15%

	Strongly Disagree
	15
	15%

	Total
	100
	100%


	Source: Field survey, 2025
Table 6 above shows that, 40 (40%) of respondents (electorate’s) strongly agreed that Social media typically focus on negative aspects of a candidate aspects of opposing candidates, 10 (10%) agreed, 20(20 %) remained neutral, 15 (15%) disagreed while 15(15%) strongly disagreed in the same way most 40 (40%) electorates agreed that Social media typically focus on negative aspects of a candidate aspects of opposing candidates.





TABLE 15:  Billboard political advertising should be regulated or restricted in everyway
	Options
	FREQUENCY
	PERCENTAGE

	Strong Agree
	71
	71%

	Agree
	9
	9%

	Neutral
	10
	10%

	Disagree
	10
	10%

	Strongly Disagree
	0
	0%

	Total
	100
	100%


	Source: Field survey, 2025
	Table 15 above shows that, 54(54%) of respondents (electorate’s) strongly agreed that Billboard political advertising should be regulated or restricted in everyway, 71 (71%) agreed, 9(9%) remained neutral, 10(10%) disagreed while 10(10%) strongly disagreed in the same way most 76(76%) electorates strong agreed that Billboard political advertising should be regulated or restricted in everyway.
TABLE 16: Social media provide enough information about the candidate's qualifications and policies to make an informed decision
	Options
	FREQUENCY
	PERCENTAGE

	Strong Agree
	51
	51%

	Agree
	29
	29%

	Neutral
	12
	12%

	Disagree
	8
	8%

	Strongly Disagree
	0
	0%

	Total
	100
	100%


	Source: Field survey, 2025
	The table above explains that 51 (51%) agreed that Social media provide enough information about the candidate's qualifications and policies to make an informed decision while, 12 (12%) do not agree that Social media provide enough information about the candidate's qualifications and policies to make an informed decision 8 (8%) believing in Social media creation of preference indicated this.






TABLE 17: Social media influential has shaping your electoral choice
	Options
	FREQUENCY
	PERCENTAGE

	Strong Agree
	37
	37%

	Agree
	42
	42%

	Neutral
	0
	0%

	Disagree
	14
	14%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


	Source: Field survey, 2025
	Table 17 above shows that, 37 (37%) of respondents (electorate’s) strongly agreed that Social media influential has shaping your electoral choice, 42 (42%) agreed, 0(0 %) remained neutral, 14 (14%) disagreed while 7(7%) strongly disagreed in the same way most 42 (42%) electorates agreed that B Social media influential has shaping your electoral choice.
TABLE 18: Billboard political advertisement(s) impact decision to vote for a particular candidate or party
	Options 
	FREQUENCY
	PERCENTAGE

	Strongly Agree
	37
	37%

	Agree
	42
	42%

	Neutral
	0
	0%

	Disagree
	14
	14%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


	Source: Field survey, 2025
	Table 18 shows that 37(37%) of respondents (electorate) strongly agreed that Billboard political advertisement(s) impact decision to vote for a particular candidate or party, 42(42%) agreed, 0(0%) remained Neutral, 14(14%) disagreed while 7(7%) strongly disagreed. Thus, most 42(42%) electorate Billboard political advertisement(s) impact decision to vote for a particular candidate or party.






TABLE 19: Social media are in to determine electoral outcomes
	Options 
	FREQUENCY
	PERCENTAGE

	Strongly Agree
	52
	52%

	Agree
	38
	38%

	Neutral
	3
	3%

	Disagree
	5
	5%

	Strongly Disagree
	0
	0%

	Total
	100
	100%


	Source: Field survey, 2025
This table indicates that Social media are in to determine electoral outcomes. Strong agree 52 (52%) of the respondents’. And Agree 38 (38) of the respondents Social media are in to determine electoral outcomes, 3 (3) respondents choose neutral while strong Disagree (5%). Therefore majority of the respondent Social media are in to determine electoral outcomes choose 
TABLE 20:  Social media influenced your electoral choices in the past
	Options 
	FREQUENCY
	PERCENTAGE

	Strongly Agree
	5
	5%

	Agree
	0
	0%

	Neutral
	27
	27%

	Disagree
	50
	50%

	Strongly Disagree
	18
	18%

	Total
	100
	100%


	Source: Field survey, 2025
This table indicates that Social media influenced your electoral choices in the past. Strong agree 5 (5%) of the respondents’. And Agree 0 (0) of the respondents Social media influenced your electoral choices in the past, 27 (27) respondents choose neutral while strong Disagree 50 (50%). Therefore, majority of the respondent Social media influenced your electoral choices in the past chooses disagree. 







4.2 ANALYSIS OF RESEARCH QUESTIONS 
These are the analysis of research questions used in the research that produces the expected result of the work done.
Research Question One: What are/is the influence of social media campaign on political mobilization during the 2019 general election in Nigeria?
Question 6,8,11 and 15 provide answer to this question where respondent were asked in question the influence of social media campaign on political mobilization during the 2019 general election in Nigeria, the respondent strongly agreed and agreed (40% and 30%) and also Social media create preference for a candidate and the respondent strongly agree and agree. It indicates that largest number of respondent were electorate choice for candidate.
Research Question Two: Do social media political mobilization campaign influence electorate preference for political party and candidate(s)?
Question 9,10,1119 and 20 provide answer to this question were respondent were asked in the question, social media is your acceptable medium of receiving message, the respondent strongly agree and agree (30% and 20%) respectively, social media increased the standard of politics in Nigeria with the respondent  strongly agree and agree (60% and 30%). Question 19 social media are in to determine electoral outcomes with the respondent strongly agree and agree (52% and 38%) respectively. Question 20, social media influenced your electoral choices in the past with the respondent strongly agree and agreed (50 and 27), therefore the majority of the respondent agreed with research question.

4.3	DISCUSSION OF FINDINGS	
Numerous studies have shed light on the impact of political advertising on electorates' candidate choices, specifically focusing on the influence of social media. The findings indicate that social media plays a significant role in shaping voters' preferences and decision-making processes. These advertisements have the potential to enhance candidate visibility and name recognition, leading to increased familiarity and positive associations among voters. Moreover, social media have the advantage of reaching a wide audience, making them effective tools for disseminating key campaign messages and mobilizing support. However, the effectiveness of social media also depends on various contextual factors, such as the location, timing, and content of the ads. Furthermore, while billboards can capture attention, they might not provide sufficient information for voters to make informed choices, and their impact may be limited in the presence of other campaign activities and media channels. Overall, while social media holds potential in influencing electorates' candidate preferences, it is crucial to consider its complementary role within a comprehensive campaign strategy that incorporates other forms of communication and engagement to maximize its effectiveness.
Recent research on the influence of social media on electorates' choice of candidate has yielded intriguing findings. The study, conducted across diverse regions and demographic groups, suggests that billboard political advertising plays a significant role in shaping voters' decisions. 
The visual impact of these advertisements, combined with their wide reach and continuous exposure, appears to create a lasting impression on individuals, potentially swaying their candidate preference. Moreover, the content and messaging of the social media were found to have a profound impact on voters' perceptions and attitudes towards the candidates. While further investigation is required to delve into the specific mechanisms and factors at play, these findings underscore the importance of understanding the persuasive power of social media in shaping electoral outcomes.























CHAPTER FIVE
5.0 	SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY 
The study aimed to understand and determine the extent to which the influence of billboard political advertising on electoral choice of candidate in 2022 general election. However, the study adopted survey method to achieve its purpose. The method was used because it is relevant to this study that aimed to establish why some electorate in moro local government choose a particular question presented in the questionnaire rather than another
Griffin (2006) states that the method is the best and most widely used to find out who the people are, what they feel and intend to do, the resident in Ilorin south contributed to the population of this study. More so, the population of the study was limited to Ilorin south electorate due to time logistic constraint and other challenges a larger population could pose to the objective of the researcher the total sample of 200 respondents (electorate’s) were drawn for the study through stratified sampling technique date were collected from selected sample through structured questionnaires which were self administered on the respondents.
The technique also enabled the study to establish the power of Social media  in creating preference for a candidate as well as how advertisement exploit this power with the use of various element such as celebrity endorsement, medium used, poster, radio, television etc. to make billboard adverting messages appealing to the electorates in Ilorin south to advertiser’s pre-determined action. In other words the findings indicates that the electorates of Ilorin south were greatly influenced by the Social media and it has in no small measure impacted on their choice of candidate.
5.2 	CONCLUSION
The study looks into how Social media impacted choice of a candidate. That is, the candidate of a political party electorate’s in Moro local government preferred and why they choose their choice political candidate over the other candidate.
The study further finds that electorate (Moro local government) believed Social media contributes to their environmental beauty (see table 18).
	Conclusively, Social media alone is not the reason why electorates vote for a particular candidate. There are other intervening variables like social groups, peers etc that work either in support or against Social media.
The influence of Social media on electoral choice of candidates is a complex and multifaceted issue. While billboards can serve as effective tools for candidate visibility and message dissemination, their impact on actual electoral outcomes is difficult to measure conclusively. Factors such as the overall campaign strategy, candidate reputation, media coverage, and voter demographics play significant roles in shaping electoral choices. While billboards can help increase candidate recognition and awareness, the ultimate decision to vote for a particular candidate is influenced by a wide array of factors beyond mere exposure to political advertisements. Therefore, while billboards can contribute to a candidate's overall campaign efforts, their direct influence on electoral choice remains uncertain and requires further study and analysis.
5.3 RECOMMENDATIONS
	On the basis of the above conclusions the researcher recommends the following:
1. Social media inputs must be combined with other elements of the narrating mix for better results. This is essentially because a behavior is a complex issue involving both physiology and psychological factors.
2. Candidates or political aspirants should endeavor to patronize Social media as it helps add preference to a candidate.
3. Radio is the most acceptable medium of communicating to electorate. Celebrity used and the medium are the major reason why most of the respondent’s were influenced by advertisement. These factors must be properly addressed in any awareness campaign done for any candidate.
4. Most of the respondents view billboard advertisement positively cannot make the researcher overlook the minority of the respondents who do not favor billboard advertising in the view.
5. Social media or advertising agency should endeavor to practice with respect to code of ethnics of advertising and desist from tautology
Future researchers should explore other local government area apart from Ilorin south to further re-affirm the influence of Social media on electorate’s choice of candidate and also researchers areas and also conduct pivot study to make the findings solid and the result for the study useful and also conduct a research for the study useful and also conduct a research on other advertising medium influence on electorate’s choice of candidates and perform for a candidate and it should be noted that, only satisfied electorate can speak positively about the candidate. Thus, word-of. Mouth from those people could make or mar the success of every billboard advertisement.
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QUESTIONNAIRE
Kwara State Polytechnic, Ilorin
Institute of Information and Communication Technology
Department of Mass Communication

Dear Respondent, 
[bookmark: _Hlk208740153]We are final year student of the Department of Mass Communication. Carrying out a research on the “The Use of Social Media in Political Mobilization During The 2019 General Election In Nigeria”. I will be happy if you could help us answer the following question truthfully.
All information obtained will be used strictly for academic purpose and will be treated with utmost confidence. Your co-operation is highly appreciated.
Instruction: please tick (  ) the answer you consider appropriate. You may provide your answers in expression where necessary.
SECTION A
1. Gender: Male (  ) Female (  ) 
2. Age: 16-20 (  ) 21-25 (  ) 26- 30 (   ) 30 and above ( )    
3. Marital Status: Single (  ) Married (  ) Divorced (  )
4. Educational Qualifications: OND (  ) HND (  ) BSC (  ) BED (  ) Others ( )
5. Religion: Islam (  ) Christian (  ) Others (  )
SECTION B
Likert Scale Questions
Instruction: Tick (√) an option in the space boxes provided that best describe your level of agreement with the statements below in respect to the identified research questions.
Keywords: Strongly agree [SA]-Agree [A]-Undecided [U]-Disagree [D]-Strongly disagree [SD]
	S/N
	STATEMENT
	S A
	A
	N
	D
	SD

	6.
	Social media has the power to influence electorate choice for a candidate
	
	
	
	
	

	7.
	Social media create preference for a candidate
	
	
	
	
	

	8.
	Social media contributed to environmental beauty
	
	
	
	
	

	9.
	Social media your acceptable medium of receiving candidate message?
	
	
	
	
	

	10.
	Social media increased the standard of politics in Nigeria
	
	
	
	
	

	11.
	Social media compare to other campaign strategies, such as television ads, social media campaigns, or public speeches, influences your electoral choice
	
	
	
	
	

	12.
	Social media Influence the increase or decrease in future elections
	
	
	
	
	

	13
	Social media typically focus on positive aspects of a candidate aspects of opposing candidates
	
	
	
	
	

	14
	Social media typically focus on negative aspects of a candidate than aspects of opposing candidates
	
	
	
	
	

	15
	Should social media be regulated or restricted in every way
	
	
	
	
	

	16
	Social media provide enough information about the candidate's qualifications and policies to make an informed decision
	
	
	
	
	

	17
	Does social media influences or shaping your electoral choice
	
	
	
	
	

	18
	Does social media impact decision to vote for a particular candidate or party
	
	
	
	
	

	19
	Does social media in to determine electoral outcomes
	
	
	
	
	

	20.
	Has social media influenced your electoral choices in the past
	
	
	
	
	




