ASSESSING SOCIAL MEDIA AND ITS IMPACT ON 2019 ELECTION OUTCOMES IN NIGERIA
Abstract
Social media networks over the years has proven to be a great source of information and communication in a large scale leading to a vast amount of diverse datasets.  This capability makes it possible to analyse large  amounts of data virtually on any topic from online users. Organisations, media houses, politicians, artists, entertainers, among others, utilise social media to engage with a broader audience. Social media platforms play an instrumental role in election campaigns and other political debates, as reported in past studies. Despite the growing number of studies concerning the impact of social media in elections, little attention has been paid to Africa’s largest democracy (Nigeria); this motivates our study. For the study, we collected a large number of tweets based on the Twitter handles of the political parties and presidential candidates. We measured the online activities of political parties and candidates and analyzed users’ opinions to understand their sentiments.  We apply a novel method of reverse engineering of Twitter accounts to understand the online campaign strategies of the parties. It was found out that twitter was mostly used by the parties and their candidates to put across campaign promises and canvas vote from the public, the civil society used twitter for engagements and discussing the available candidates thereby leading to availability of much information about them, creating awareness for the wide array of social media users. Finally, compared to the actual election outcome, our Twitter analysis correctly predicts the winner  in  24  states  out  of  the 37 states (including the Federal Capital Territory). Our findings provide insight into the 2019 Nigerian election from social media perspectives and encourage further research about the country using data from social media.
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CHAPTER ONE

 INTRODUCTION

1.1 BACKGROUND OF STUDY
This research examines the impact of social media on election outcomes in Nigeria with special consideration on the 2023 general elections. In the last two decades, democracy has spread across the globe in unprecedented ways. Democracies increased from 48 in 1989 to 95 today (Monty and Benjamin, 2011). After the end of cold war democracy began to spread like wide fire which led to the end of dictatorial rule in many African countries. Presently, Democratic activists and ordinary citizens throughout the world have over and over again proved that democracy is a universal value and make democracy become a global desire in the modern world. According to Global Commission Report on democracy and security (2012) the Arab Awakening confirmed that the popular demand for democracy is not bound by region, ethnicity, culture, or religion. Perhaps the most compelling evidence that democracy is a universal value comes from the many authoritarian governments that seek to wrap themselves in the veneer of democratic legitimacy. 

The re-election of Muhammadu Buhari as president of  Nigeria has been remarked internationally as a swift power play in Africa’s most populous nation with social media playing greater role or influenced the fairness of the election. Social media with all their flaws had the power of immediacy. They’re also very participatory. In an election where you have citizens who are participating, they were also providing the news and information surrounding the elections. It was an empowerment of people through their votes, and also through their ability to disseminate information. That is not to say that traditional media didn’t play a role. But the social media role was central. The world is becoming increasingly connected via the power of the Internet; Facebook launched internet.org an initiative to gain even the most remote parts of society access to the World Wide Web. Political movements have begun to see social media as a major organizing and recruiting tool and the reverse can be said for society. Social media (done right) gives you all this because it’s inherently a two-way communication system. Rather than getting brand messages, you get recommendations from friends in the form of re-shares and recommended posts, which de commercializes the brand message.

Social media is that space, the many tools helping to amplify the voices of average Nigerians, taking ordinary voice sand making them extraordinary by bringing them to homes, offices, and places most of them would have probably never reached under different circumstances. It started out as a playground for mostly young jobless people. Today, it has become the battle ground of what would arguably be the most competitive election in Nigeria‘s history.

The advent of internet and technology has exposed majority of the global population to different interactive platforms on which different kind of information is exchanged which might significantly have effect on human behavior, decision and judgment (CES,2012). Social media are new information network and information technology using a form of communication utilizing interactive and user-produced content, and interpersonal relationships are created and maintained.

According to Eugene (2019) the popularity of getting political news from social media platforms is greatly increasing. A 2014 study showed that 62% of web users turn to Facebook to find political news. This social phenomenon allows for political information, true or not, spreading quickly and easily among peer networks. Furthermore, social media sites are now encouraging political involvement by uniting like-minded people, reminding users to vote in elections, and analyzing users‗ political affiliation data to find cultural similarities and differences. As social media gains more popularity and scope, its impact on voters‘ political and cultural perceptions cannot be underestimated as social media practically influences the way users interact, communicate and make decisions on social, cultural, and political issues in today‘s world.

The social media has become a powerful medium which may affect voting behavior because of its potential to provide direct and cheap access to the production and consumption of current information at any part of the world without editorial filtering (Sunstein, 2001). Not only do social media provide information about political affiliations, candidates and their party manifestoes, it also provides a platform through which voters across cultural divides can relate and interact with themselves on issues about these candidates. Social media can help taint the reputation of political figures fairly quickly with information that may or may not be true. Information spreads like wildfire and before a politician can even get an opportunity to address the information, either to confirm, deny, or explain, the public has already formed an opinion about the politician based on that information. However, when conducted on purpose, the spread of information on social media for political means can help campaigns immensely. Open forums online have also been the root of negative and positive effects in the political sphere. Some politicians have made the mistake of using open forums to try and reach a broader audience and thus more potential voters. What they forgot to account for was that the forums would be open to everyone, including those in opposition. Having no control the comments being posted, negative included, has been damaging for some with unfortunate oversight. Additionally, a constraint of social media as a tool for public political discourse is that if oppressive governments recognize the ability social media has to cause change.

Today‘s social media has made the world a global village, with the quick transfer of information overriding the challenges of time and distance (Friedman, 2007). Social media has gradually become one of the important means of influencing the society and this influence is based exclusively on its social aspects of interaction and participation. Social media has become powerful enough to influence voters choices, as information on the candidates are spread across for easy access and choice making.

1.2 STATEMENT OF THE PROBLEM

Sources of information available to a voter vary widely including the traditional media, TV, radio and newspapers. However, with the advent of online social media forum, most voters can access information, debate on the information and also give feedback on his/her own views, opinions and expectations from the party and candidate. Although the social media had helped in increasing the awareness about 2019 general election. Rumors, falsehood, propaganda and derogatory information about individual candidates or parties are commonplace online and spread faster than anticipated, often with disastrous outcomes. This is largely attributed to the lack of editorial filtering, and the anonymity of most online users. The internet encourages anonymity of its users, which means that those who write and comment often use nicknames or aliases. This has a huge influence on voter behavior, as most voters who read stories online have a tendency to believe such stories without crosschecking facts and take decisions based on this propaganda. This is a widely known fact among political parties and they use it to their advantage in bringing down their opponents.

Previous research has found that it is possible to influence a person' attitudes toward a political candidate using carefully crafted information about such candidate online, which in turn may influence the voter‘s behavior towards the candidate. Social media can also be used by various parties to propagate false news and propaganda about the opposition in order to disfavor such party or candidate in the eyes of the electorates while exonerating theirs. This has a huge influence on voter behavior as many voters make decisions based on such news they read online.

Furthermore, social media has made voters privy to any kind of information about 2019 general election as there are no longer any isolated places or hiding holes. The private and public lives of society‘s most influential figures including politicians have been made public online. This is because in today‘s world, once a politician declares for a post, his entire life including his educational background, his family, his job and any past mistakes or excesses are made public on social media platforms for people to comment, discuss and publicly judge. Many politicians have been found in compromising positions with their words or phrase taken out of context and magnified to huge proportions by opposition parties in order to discredit them. Many a times, people go to the extent of record phone conversations with another candidates and make the recorded audio or video public on various social media platforms such as Facebook, Whatsapp and Twitter quickly, with a view to elicit response and vicious backlash from voters and other online users. The belief is that it will go a long way in influencing voter‘s behavior and turning such voter against the candidate since the voter can now judgmentally make decisions about the candidate based on what he said, did or other information about him or her. 

Social media, as in the case of twitter and Facebook, are open spaces where voters come together virtually and discuss the polity of the nation, campaigns and candidate’s credibility.

This research work is set to uncover elections and election campaign in Nigeria, particularly, the 2019 presidential election, and the role of social media in influencing voting patterns of the masses.

1.3 OBJECTIVES OF STUDY

The aim of the study is to find out the impact of social media in the 2019 general election outcome.  Hence the specific objectives are as follow:

To find out the extent in which social media was used as a political tool during the 2019 election.

To identify the online campaign strategies used by candidates and political parties in the 2019 general election.

To find out the correlation between social media campaigns and election outcomes
1.4 RESEARCH QUESTIONS

What was the extent of use of social media as a political tool during the 2019 elections?

What were the online campaign strategies used by candidates and political parties?

   What is the correlation between social media campaigns and election outcomes?
1.5 SIGNIFICANCE OF THE STUDY

This study will shine a light on the impact of social media on elections, election campaigns and voting patterns, based on the information available on Facebook, Whatsapp and Twitter. It will also enlighten relevant stakeholders such as political parties, candidates, and the the civil society on how social media can bring about awareness and campaign opportunities if properly utilized.

This research study will help stakeholders understand that maintaining a good and healthy profile online with a cordial relationship between the party and voters can positively influence voter‘s behavior. Lastly, this research work will add to the body of knowledge on the already existing scholarly materials on the impact of social media in creating awareness for the masses on their society.

1.6 SCOPE AND LIMITATIONS OF STUDY

The study was limited to the 2019 general elections in Nigeria, it covers the campaigns, voting and the outcome of the result. Twitter and Facebook were the social media in close consideration.

1.7 RESEARCH METHODOLOGY
1.7.1 Research design 

The method used in this study is mainly of doctrinal or library research in nature. The theory-based teaching methodology will allow the researcher to consult, address, examine, study and fill in the gaps in the authors’ work contained in textbooks, magazines and the Internet. The data collected through library research, which the researcher reads, writes and collects relevant information about this project. When seeking information from related documents, such as books, scientific journals and others that consider the main problem of this subject of study, the researcher tries to draw conclusions from examining various views. 

1.7.2 Population of study

The target population for this study comprised of  reports from INEC on the 2019 general elections, campaign posts on social media from political parties and candidates.

1.7.3 Area of study

The study focused on the social media space in Nigeria and 2019 national electioneering in Nigeria, located in West African.

1.7.4 Sample Size and Sampling Technique

In view of the researcher’s inability to reach out to the entire population the research used sample cases from tweet engagements of Muhammadu Buhari, Atiku Abubakar, Fela Durotoye and Sowore. 

1.7.5 Data collection techniques

The data we collected through library research in which the researcher reads, writes and gathers pertinent information related to the topic of this project. After collating information from related documents such as international legal instrument, books, scientific journals, and others regarding the main problem as the object of this research, then the researcher tries to make conclusion.

1.7.6 Data processing and Analysis

In this study, the researcher uses qualitative prescriptive analysis in which the researcher analyzes, interprets, or discusses the topic based on relevant previous researches conducted.

1.8
Organization of the study

This study is reported in five different but related chapters. The first chapter highlights the research problem, its focus and the research process/methodology. In the second chapter, some literatures were reviewed. These literatures helped in expanding the horizon of the study. In the third chapter we gave an overview of the impact of social media on elections outcome with specifics on the ethnographic analysis of Nigerian elections, we further gave an overview of the social media network. In the fourth chapter, adopting the doctrinal method analysis, we provided answers to the research questions while in the fifth chapter, we drew a conclusion and a summary. 

CHAPTER TWO

LITERATURE REVIEW AND THEORETICAL FRAMEWORK
2.1 CONCEPTUAL REVIEW

2.1.1 Concept of social media
The term Social Media‘ has been defined in different ways by its users, ICT experts, and authors. Kaplan and Haenlein (2010) define social media as a group of internet based applications that build on the ideological and technological foundations of Web 2.0 and that allow the creation and exchange of user-generated content‖. It includes web-based and mobile based technologies that are used to turn communication into interactive dialogue among individuals, organizations, and communities. Typical examples  of  social  media  platforms  include  websites  such  as  Facebook, Twitter, Flickr,  Youtube  and  the  interactive  options  on  these  websites,  such  as  the  re tweeting option on Twitter. These instruments are referred to as media because they are tools which can also be used for the storage and dissemination of information, however unlike the traditional media like Television and Radio, most of the social media tools allow their users to interact as re twitting‖ on Twitter and comment options on Facebook illustrate.

Looking at social media from a more practical point of view, Sweetser and Lariscy (2008)  define  social  media  as  a  read write  Web,  where  the  online  audience  moves beyond passive viewing of Web content to actually contributing to the content‖. One thing that is common in most definitions of social media is the point that it is based on user-generated participation. The opportunity to enjoy user-to-user interaction distinguishes social media from the traditional media which is characterized by top- down news dissemination arrangement (Clark and Aufderheide 2009). Another attribute of the social media which distinguishes it from the traditional media is the choice it accords to its users. Choice enables people to access the information they like to learn about through the social media, eliminating the gatekeeper role of traditional media. On one hand, the choice offered by social media reduces the shared experience that viewers of particular traditional media channels usually have; on the other hand, it creates a network of individuals with like interests and similar preferences.

Two primary tools that have enabled people to socialize and connect with each other online are social networking sites and electronic messaging. More than half of America‘s teens and young adults send electronic messages and use social networking sites, and more than one third of all internet users engage in these activities (Jones and Fox 2009). In Nigeria, over 3 million people have Facebook accounts, while about 60,000 people are on Twitter (Asuni and Farris 2011). Most people who use social media tools access them mainly through computers and mobile devices such as phones and Tablet PCs. Analysts suggest that majority of phone purchases in the coming years will be more for using online networks rather than making phone calls (Baekdal 2008). Thus, phone communication is now tending toward oneto-many sharing rather than the usual one-to-one conversation.

Social media technologies take on different forms including magazines, internet forums, weblogs, social blogs, podcasts, pictures, and video. Considering that social media come in diverse forms, Kaplan and Haenlein (2010) tried to classify social media into six distinct categories:

Collaborative projects (e.g. Wikipedia)

Blogs and microblogs (e.g. Twitter)

Content communities (e.g. YouTube)

Social networking sites (e.g. Facebook)

Virtual game worlds (e.g. World of Warcraft)

Virtual social worlds (e.g. Second Life)

Out of these six categories of social media tools, three categories (blogs and micro blogs, content communities, and social networking sites) are the ones that are most relevant to the application of social media in the electoral process. In the process of political communication, there has been strong intermediation between the traditional media and the three categories of social media mentioned above. Traditional media channels, particularly television and newspapers, try to expand their reach by using social media platforms for news broadcast. In Nigeria for example, many newspapers like Guardian, Vanguard, Daily Trust, and This Day as well as television stations like Channels, have Facebook and Twitter accounts. A common trend among traditional media houses, especially the television stations, is to have i-reporters. I-reporters are individuals without professional experience of journalism, but who can utilize their dexterity in the use of social media tools to broadcast messages about events taking place around them through the traditional media. I-reporters share pictures and videos of events with the public through the television. In this way, the traditional media rely on users of social media for news, information and leads, the same way that social media utilize news and information emanating from newspapers, radio and television channels.

Social media has shaped political communication in four major ways. Firstly, it has deepened segmentation of audience triggered by the rise of network television channels and specialized magazines and websites. Segmentation of audience is a product of two main elements of the social media: diversification of coverage and selective exposure (that is, finding information that aligns with the predispositions of individuals) (Stroud 2008). Social media makes it possible for its users to read and discuss specific issues and then connect with other individuals who share their beliefs. This has the possibility of creating individual voters that are fixated on specific issues and who may not be able to relate with the wider issues that are part of a general election. The existence of different media and brands of information platform can slit political communication into different segments - all addressing the same issues from different perspectives.

The second way social media has shaped political communication is by weakening the gatekeeping capacity of the traditional media. Before the emergence of social media, the traditional media played a key role in deciding what is sufficiently important to be aired to the public. This gatekeeper role of the traditional media enables it to set the agenda of public discourse. In the 1970s, (McCombs and Shaw, 1972) asserted that the  mass  media  force  attention  to  certain  issues.  They  build  up  public  images  of political figures. They are constantly presenting objects suggesting what individuals  in the mass should think about, know about, [and] have feelings about‖. McCombs and Shaw insist that a small number of mass media news producers dominate the market, and therefore, audiences only get information about what the media decides is important enough to be covered. By presenting politicians with a platform to speak directly to their constituents and potential voters without the traditional media intermediary, the social media has largely curtailed the agenda setting role of the traditional media (Gillin, 2008).

Social media outlets have a responsibility to develop and implement social networking guidelines for their users.

Finally, social media has emerged as the new influencer in social, economic and political settings. Research has shown that increasing use of social media for political communication has led to declining newspaper readership and television viewership in many countries (Australian Media and Communication Authority 2007). Under this circumstance, the social media may likely continue to dominate political communication, and to serve as a tool for gathering and disseminating political messages.

2.1.2 Concept of political participation
Lawrence (1975) discusses two concepts of political participation. The first concept is “participation as interaction”, focusing on the way the individual identifies and engages with the interests of the community and works with others to achieve a common goal (1975: 454- 5). The second concept is “participation as instrumental action”, which Lawrence argues is related to the idea of influence and power and advancing individual interests while attempting to “influence the distribution of power” (ibid: 455). Interactional participation is defined by the process of political communication between citizens and groups “especially those organised around interests or issues that are general to the community”. This communication is carried out through “speech, through political argument and persuasion” (ibid: 456). Considering the potential contribution of social media to this kind of participation, it is possible to see how using social networking sites, such as Facebook, for example, could allow for the expansion of this kind of communication into the online arena. Users are able to create Facebook groups based on specific interests and carry out discussion and debate and organise themselves to then bring their ideas out into the wider political arena.

The second concept of participation, instrumental action, concerns itself with “gaining influence with elites” and exercising citizenship through the deployment of power and this kind of participation is linked to “self-interest and the need for legitimacy” (Lawrence, 1975: 459). Voting can be seen as an example of this kind of participation, as citizens exercise their right to determine the distribution of power, selecting a party or candidate on the basis of their own interests (ibid: 459). This kind of instrumental power is particularly relevant for  this project as the focus is on electoral campaigns and how social media is used to try and influence the way people vote. Voting is seen as the most important form of participation around election time, and not only are parties and politicians encouraging people to get registered and to go out on polling day, they are also trying to convince voters that their policies would best suit their individual interests.

Brady et al. (1995) discuss a resource model of participation, listing the main resources that determine participation as “time to take part in political activity, money to make contributions, and civic skills (i.e., the communications and organisational skills that facilitate effective participation)” (1995: 271). Time and money are seen as the two “prime resources” - time can be used through volunteering with a campaign or attending a meeting, while money refers to donating to political campaigns, candidates, parties or organisations (ibid: 273). In terms of civic skills, the authors argue that “citizens who can speak or write well or who are comfortable organising and taking part in meetings are likely to be more effective when they get involved in politics” and the places where people are expected to learn these civic skills are those arenas of early political socialisation - the home and school (ibid: 273). Later in life, adults can develop civic skills further in work, by volunteering, or through religious associations like the church (ibid: 273). An example of how social media can help to develop civic skills was found in Vitak et al. (2011) in which the authors suggest that use of Facebook for political activity allows young people to practise their civic skills, which may lead to more political participation, “with a minimal commitment of time and effort” (2011: 112). This finding justifies the need to look further into the relationship between political participation and social media if it leads to a positive outcome for users.

2.1.3 concept of electoral campaigns
Brady et al. (2006) provide an overview of the study of electoral campaigns, beginning with a definition of a campaign. They provide two approaches to looking at campaigns institutional/quasi-institutional conditions or “campaigns as periods of uncommon intensity in the political order” which determines how long the campaign will last (2006: 1-2). Institutional conditions include knowing the date of the election, who the candidates are, and candidates dedicating all their time to the campaign, with rules around what they can and cannot do while campaigning. Knowing a date for an election determines both when a campaign should have started, and when the campaign will end (ibid: 2). The intensity approach, however, suggests that a campaign starts when candidates and parties start to put more effort into the campaign, begin to engage more with the media and become involved in political discussion. It can also be determined by how much attention the mass media affords to the campaign (ibid: 2-3).

The difference between these two approaches is that the institutional definition suggests a campaign only exists when an election date exists. Otherwise, there is no campaign. However, the intensity approach suggests that campaigns can fluctuate in terms of intensity and will move from ones that “barely exist to those that consume voters, parties, and the media” (Brady et al., 2006: 3). With the rise in social media use for electoral campaigning, it is possible that the intensity approach will be more common as politicians can carry out a continuous campaign without needing to know the date of the next election, and depending on external factors such as what is being talked about in the media, the level of campaigning that goes on online can vary. Therefore, social media lends itself more to the intensity approach.

The European Parliamentary Research Service (EPRS) (2014) provided a briefing on social media in election campaigning. The potential uses of social media in election campaigning would be of particular interest to the European Union considering “decreasing voter turnout, declining party membership and a lack of interest in the EU” (2014: 2). The report argues that social media use could be of particular importance to new parties who may find they are bypassed by traditional media outlets and can use social media as a way of communicating with the electorate (ibid: 3). In term of campaign strategy, social media can be useful for targeting young voters, for arranging and promoting ‘offline’ events, or for the “personalisation” of the candidate, placing emphasis on the individual politician and their personality (2014: 4-6). However, the report also warns about “the capacity of social media  to undermine serious deliberation” (2014: 7). If social media is only being used as a means of broadcasting messages to a wider audience with little room for interaction, then debate  cannot flourish online. This project will help to shed some light on how these tools are being used and whether or not there is space for deliberation of Irish politics online.

2.2 ROLE OF SOCIAL MEDIA IN DEMOCRACY

In recent times, world politics have witnessed lot of events, where social media  played a significant role. Social media led to major overhauling of the world politics. On one side long standing regimes of dictators got buried under the weight of revolutions, spearheaded by internet connectivity and on the other hand voters got influenced by the campaigns on social media. (Surjit and Manpreet, 2013). As the Internet has become ever-present, quicker, and ever more accessible to non-technical communities, social networking and mutual services have grown rapidly, enabling people to communicate and share interests in many more ways. (Oyesomi, et al. 2014). Modern inclinations and advancement in modern technologies seem to be eroding the glory of the mainstream media. Social Media mirrors the real world and is all about conversations. Social media facilitate the interactive web by engaging users to participate in, comment on and create content as means of communicating with social graph, other users and the public. (Surjit and Manpreet, 2013). This implies that, social media has emerged as a major tool where citizens are able to talk about the issues of day to day life and also of national importance. In 21st century, Facebook, and Twitter are not just innovations in the internet world, but are fast emerging as influencers and opinion creators. The use of social media in politics has continued to grow in recent times. Since Barack Obama broke the world record in the history of social media use for political purpose during the 2008 US presidential elections, many nations and politicians across the globe have continued to embrace the platform to mobilize their citizens and candidates towards active participation in the political process. The tactics employed by Barrack Obama in his presidential election campaign in the 2008 US elections has changed the rules of political communication and since then electoral campaigns have been more about social networking; using the existing and emerging social media platforms than the conventional approach which emphasized more of one-way communication with limited chances to generate feedbacks. (Okoro, and Kenneth, 2013). This singular event brought social networks into limelight especially Facebook which has now been turned to an advertising medium especially for Nigerian politicians.

2.2.1 ROLE OF SOCIAL MEDIA IN CREATING AWARENESS DURING ELECTION IN THE USA

A closer look at the presidential campaigns of Barack Obama will reveal the role of social media in his elections. The 2008 Obama Presidential campaign made history. Not only was Obama the first African American to be elected president, but he was also the first presidential candidate to effectively use social media as a major campaign strategy, Facebook and Twitter in particular. In 2008, his campaign managers used social media effectively by sending voting reminders on Twitter and interacting with people on Facebook. When Obama announced his candidacy in 2007, Twitter had only just started and there wasn‘t even an iPhone yet. He was quick to pick up an innovative media to make his presence felt and effectively marketed himself. In 2012, the scenario was totally different in United States of America, with 69 % adult social network users and 66% of social media users actively engage in political activism online. President Obama maintained a significant lead in both Facebook likes and Twitter followers over his rival Governor Romney during his election promotion. At the end of the campaign, Obama had 22.7 million followers and 32.2 million likes, compared to Romney‘s 1.8 million followers and 12.1 million likes (Foulger, 2012). This huge difference in online followers was translated into a historic win for Barack Obama. He won the elections despite bleak economic conditions, weak dollar and high unemployment rate.

2.2.2 ROLE OF SOCIAL MEDIA IN CREATING AWARENESS DURING ELECTION IN THE UNITED KINGDOM

The 2010 UK election was billed as the internet election, the social media election with much attention focused on how campaigners, commentators and voters have responded to ground-breaking digital campaigns elsewhere; notably in the United States. From Twitter to Facebook, through viral crowd sourced ads, sentiment tracking and internet polling, technology appeared to offer political parties and mainstream media organizations powerful new ways to engage voters and audiences. (Newman, 2009). There were high hopes that new forms of personal expression through blogs and social networks would widen participation and the range of democratic voices. Indeed, 2010 election did mark another significant milestone in the onward march of the internet, with unprecedented levels of participation and new techniques providing extra layers of information, context and real-time feedback, which complemented and enriched more traditional forms of media.

According to Reuters Institute of study of Journalism, Oxford University, 2010. There are six core conclusions from this study which should be noted by politicians and media practitioners alike:

Social and digital media increased political engagement and appear to have contributed to higher turnout particularly amongst the 18–24 group (+7% on 2005). This paper contains evidence of ways in which young people used social media to engage in political discussion and debate. One in four posted election related comments through social networking sites such as Facebook and Twitter – 81% felt engaged in the election, the highest of any demographic group. New records were set for use of – and engagement with – the websites of broadcasters and newspapers.

Social software helped political parties organize their activists more efficiently with political parties reporting three times more compared to face-to-face contacts as a result of US imported virtual phone banks and party-based online social networks.

Twitter cemented its place as a core tool of communication amongst political and media elites. It reached critical mass during this campaign and became an essential source of real-time information for journalists and politicians alike. 600 candidates engaged with Twitter during the campaign, alongside hundreds of journalists, party workers and spin doctors. 198 members of the new parliament are active, including five members of the cabinet.

Newspapers and broadcasters have normalized their use of social media as source material, filtering the best for a mass audience and developing new skills and roles for accurate or networked journalism‘ in the process. Through the use of live blogs, digital correspondents and republication/retransmission, this study demonstrates how the mainstream media helped amplify the impact of social media tools like Twitter and Facebook.

While television remained the dominant medium for many in this election, young people in particular got much of their news via online social recommendation and this in turn has increased the importance of online news sources at the expense of printed newspapers and broadcast news. Online news sites were the most important source of election news for 18–24 year olds, ahead of television and printed newspapers.

Social media and internet activity provided new routes to transparency during this election. This study includes a number of examples of how social and digital media have improved the way in which politicians and the media are held to account, contributing to a new and more open political climate. The issues and conclusions are framed within a wider international debate about the importance of these developments to the changing shape of mainstream media organizations, to levels of civic engagement, debates about quality, trust and accuracy, and to discussions about the practice and future of journalism.

2.2.3 Impact of social media on electoral campaigns in Nigeria

Enli and Skogerbø (2013) look at the ways politicians use social media in Norway. The findings of their study suggest three main motives for using social media during an election campaign: marketing, mobilisation and dialogue (ibid: 763-4). The first motive, around marketing, was to highlight their candidacies as well as the positions of their parties in the public sphere. However on politicians’ personal accounts, this marketing becomes more personal as they keep followers updated on their lives as well as on politics (ibid: 763). Mobilisation refers to the use of social media to encourage followers to take part in something, usually to attend rallies, meetings, and to persuade people to vote for them (ibid: 763; 766). Lastly, in terms of dialogue, social media presented an opportunity to connect and engage with voters in discussion, as well as receive feedback on political issues (ibid: 764). However, it really depended on the politician as to what degree of dialogue, if any, they would engage in (ibid: 768). This project will look at the use of social media by Irish candidates and parties in relation to these motives.

Graham et al. (2013) expand on the notion of broadcasting messages vs interaction with voters, focusing on the 2010 UK general election campaign. They described Twitter as a “core communication tool” throughout the general election (2013: 693). The authors see social media as having the potential to increase interest in participation and for politicians to build a more meaningful connection with citizens (ibid: 694). They base this argument on the concept of ‘direct representation’, developed by Coleman (2005). There are three essential conditions for direct representation: first, two way communication between representatives and citizen; second, “this conversation has to be of an on-going and permanent nature”; and third, politicians should regularly hold themselves accountable, not only when challenged, but instead by “regularly justifying their decisions to the public” (Coleman, 2005, as cited in Grahem et al., 2013: 692). Social media provides the means of fulfilling all three of these conditions. However, the authors state that politicians often use sites like Twitter as a means of broadcasting their message, rather than for interaction (ibid: 695). Their findings suggest that “social media has provided a toolkit of political communication with an invaluable add- on to establish on-going communication” (ibid: 708). Most of the campaigning carried out online reflected the kind of campaigning that is carried out offline (ibid: 708). However, even if politicians were using Twitter primarily as a means of broadcasting messages, this platform still gives a greater degree of autonomy over what those messages say (ibid: 708-9). Therefore this article stresses the communication and broadcasting aspect of social media as a means of allowing politicians to broadcast their views rather than as a tool for interaction.

Brun and Highfield (2013) discuss the use of social media during election campaigns in Australia, speculating that a growth in social media use across Australia is more than likely to result in social media becoming present in political campaigns (2013: 668). They note the way social media is often used by traditional media outlets, as Twitter has now become a common way to report breaking news in real-time and to garner how people react to these kinds of events (ibid: 669-70). A benefit of more politicians beginning to use social media is “the potential to increase the interactions between citizens and politicians, raising the level of participation in public debate, by putting these different voices in the same space” (ibid: 671). However, this does not necessarily mean debate between politicians and citizens will take place - a lot of politicians use websites like Twitter simply as a means of broadcasting messages, rather than a means of engaging with people (ibid: 672). It should also be considered whether or not a politician tweets from their own account, or if a member of their staff posts messages on their behalf instead (ibid: 674).

Brun and Highfield also point out that the position of parties is important in how they use social media  “while major parties are essentially guaranteed mainstream media coverage, smaller parties may choose to adopt social media as a key tool for publicising their messages, in order to make up for their more limited mainstream media presence” (Brun and Highfield, 2013: 672). Christensen (2013) focused on the way minority “third parties” used Twitter during the 2012 US elections, focusing on the Libertarian Party, Green Party, Constitution Party and Justice Party. He makes the point that while Twitter may not be shaping politics in any useful way, by examining what minority parties are tweeting about, and which of these tweets gain the most attention, it can “shed light upon issues which the mainstream media, and their mainstream political counterparts, tend to miss or wilfully ignore” (2013: 664). Brun and Highfield's work suggests social media is primarily a broadcasting tool rather than for two way communication, though they also see the potential of social media for promoting interaction between politicians and the electorate. Christiansen also sees social media as allowing minority parties to broadcast their views and as shedding light on issues, but makes less of an argument for social media as an interactive space.

2.3 REVIEW OF RELATED THEORIES
2.3.1 RELATED THEORY

"This approach to the analysis of media impacts on audiences was pioneered by Blumler and Katz (1974, and Katz, 1959) and reversed the traditional research agenda by asking why people used the media rather than inquiring into what effects, if any, the media might have on audiences. In Katz's own words, the research question was not what do the media do to people but what do people do  with the media?‘ (Katz, 1959)"

It is clear from the above scenario that some media scholars got carried away by the new  perspectives  on  media  effects the  findings  that  the  media  were  not  all powerful‖. They (the scholars) now more or less asserted that the media had very little (if any) effect on their audiences. Hence about the only significant theory that emerged during the period, Uses and Gratification theory, shied away from discussing effects but rather concentrated on reception functions. In this study we are using users gratification theory as related theory, this is because the theory perceives the consumer of media fare as actively influencing the consumption or reception, since he/she selectively chooses, pays attention to, interprets, and retains the media messages on the basis of his/her needs, beliefs or even his/her whims and caprices. The focus was thus shifted from media production and transmission functions to media reception and consumption functions. Instead of asking “What kinds of effects occur under what conditions?”the question became, “Who uses which contents from which media, for which reasons and under which conditions?”To the scholars concerned, the question of effects became tangential. The new scenario ran thus:

An individual has some communication or information need,

(ii) He/she selectively picks the medium or media that appear(s) likely to meet his/her need,

He/she selectively consumes the content. What about effect? (iv) Well, an effect may or may not occur!

Two weaknesses of the theory, which critics are usually quick to point out, are:

Needs are usually simply listed (entertainment, information, knowledge, relaxation, etc.) without being classified or operationalised.

Needs are often defined in a circular way: the needs are identified from behavior, which is in turn explained in terms of needs.

2.3.2 THE TECHNOLOGICAL DETERMINISM THEORY

The study is anchored on the interpretations of Technological Determinism which stated that media technology shapes how we as individuals in a society think, feel, act, and how society are operates as we move from one technological age to another (Tribal- Literate- Print- Electronic). This is to say that: We learn and feel and think the way we do because of the messages we receive through the current technology that is available. The radio required us to only listen and develop our sense of hearing. On the other hand, television engages both our hearing and visual senses.

We then transfer those developed senses into our everyday lives and we want to use them again. The medium is then our message. Humans do not have much free will at all. Whatever society as a whole is using to communicate, they too will use to communicate. Therefore they will adapt to the medium they are using so that they  can send and receive messages like everyone else.

We know that there is one truth by observing what has happened over time. As the medium changes so does society's way of communicating. People can only use the medium for which it was created (phone for talking over lines or electronic mail for talking via computer). If the medium is impersonal (television) then the message too is impersonal.

This theory is objective in that everyone will act and feel the same no matter what the medium they are using provided that they are using the same medium. Values are not involved because evidence is seen strictly through observation.

2.3.3 DEVELOPMENT OF THE THEORY

(Sparks, 2002) noted that: The development of technology itself follows a predictable, traceable path largely beyond cultural or political influence, and that technology in turn has "effects" on societies that are inherent, rather than socially conditioned or produced because that society organizes itself to support and further develop a technology once it has been introduced.

(Marshall, 1982) posited that ―societies have always been shaped more by nature of the media with which people communicate than by the content of the communication‖. In summary, Marshall was of the opinion that ―the medium is the message‖. This statement could be used as a peg for the reason why most youth surf the net or join the social networks. According to Wikipedia 2019: there is Hard and Soft Determinism, they further go saying that: In examining determinism Hard determinism can be contrasted with Soft determinism. A compatibilist says that it is possible for free will and determinism to exist in the world together while an in compatibilist would say that they cannot and there must be one or the other. Those who support determinism can be further divided.

Hard determinists would view technology as developing independent from social concerns. They would say that technology creates a set of powerful forces acting to regulate our social activity and its meaning. According to this view of determinism we organize ourselves to meet the needs of technology and the outcome of this organization is beyond our control or we do not have the freedom to make a choice regarding the outcome (Autonomous Technology). The 20th century French philosopher and social theorist Jacques Ellul could be said to be a hard determinist and proponent of autonomous technique (technology). In his 1954 work The Technological Society, Ellul essentially posits that technology, by virtue of its power through efficiency, determines which social aspects are best suited for its own development through a process of natural selection. A social system's values, morals, philosophy etc. that are most conducive to the advancement of technology allow that social system to enhance its power and spread at the expense of those social systems whose values, morals, philosophy etc. are less promoting of technology. Theodore J. Kaczynski (the Unabomber) can be essentially thought of as a hard determinist. According to Kaczynski, "objective" material factors in the human environment are the principle determining factors in the evolution of social systems. Whereas geography, climate, and other "natural" factors largely determined the parameters of social conditions for most of human history, technology has recently become the dominant objective factor (largely due to forces unleashed by the industrial revolution) and it has been the principal objective and determining factor.

Soft Determinism, as the name suggests, is a more passive view of the way technology interacts with socio-political situations. Soft determinists still subscribe to the fact that technology is the guiding force in our evolution, but would maintain that we have       a chance to make decisions regarding the outcomes of a situation. This is not to say that free will exists but it is the possibility for us to roll the dice and see what the outcome is. A slightly different variant of soft determinism is the 1922 technology- driven theory of social change proposed by William Fielding Ogburn, in which society must adjust to the consequences of major inventions, but often does so only after a period of cultural lag.
2.3.4 BASIC ASSUMPTION OF THE THEORY

The basic assumptions of the theory are:

All technology is communication, an extension of ourselves that allows us to reach further through time and/or space. The sacrifice we make for this enhancement is an unnoticed auto-amputation that combined with and Narcissistic desire and a bit of virtual phantom limb syndrome, forces us to both marvel at our feat and simultaneous experience strong senses of detachment and, eventually, conflict. Every new technology necessitates a new war,‖ said McLuhan.

These extensions mirror the human body: vehicles extend our feet, machines extend our hands, radio extends our voices, etc. Electricity began a new age, wherein humanity stopped simulating without and began replicating that which is within the central nervous system. Computers are a great example of this, as they (much like our brains) take basic inputs and, in parallel structuring, create complex patterns of understanding and interaction.

All  media  is,  to  some  degree, hot or cool. This  temperature-based metaphor applies to the level of audience/user interactivity with a given medium. Hot media are very hands off‖; people cannot touch them (they‘re hot!) and experiencing them makes a person more or less a passive audience member. Most television and film easily fall into this category. However, something like animation is a bit cooler because it takes imagination to bridge the gap between abstract lines and some  version of reality… and, of course, a medium like video games is practically ice-cool as it approaches pure interactivity between the user and the content, between the user and the medium and, in multiplayer games, between each user.

No one can fully understand a medium until it is no longer than dominant medium, and is seen through the lens of the new dominant medium. It is only once a new medium usurps the previous dominant medium that we are able to examine the older medium‘s  patterns and  effects.  And  it  is  only on  those  terms,  standing aside from any structure or medium, that its principles and lines of force can be discerned.

CHAPTER THREE

OVERVIEW OF THE IMPACT OF SOCIAL MEDIA ON ELECTIONS OUTCOME

3.1 ETHNOGRAPHIC ANALYSIS OF NIGERIAN ELECTIONS
Election in Nigeria in terms of origin was introduced by the colonialists. Infact, election was unheard of in Africa until the advent of colonial rule. It was argued that electoral violence in the Nigerian body polity was traceable to the colonialists who resorted to the manipulation of elections on the basis of ethnic lines. For instance, in 1951 election in Kano, the colonial administration made frantic effort to frustrate northern allies of southerners opposed to the candidates of Emirs. These allies suffered various forms of discriminations as they were not given free hand to hold public meetings; intimidation and victimization of the highest order were meted out to them (Abah and Nwokwu, 2015:36).

Political Parties in  2015 Election

Nigeria has been a country characterized by great history and great people of divergent culture and traditional values. These have initially been adopted to maintain unity in diversity and a strong federal constitution. But one major obstacle that has been in Nigerian federation is ethnicity, tribalism, regionalism and strong religious affiliations that embedded the political system, democratic processes, the civil service and even the economic sphere of the country (Ibrahim et al., 2015:8).

Despite the fact that Nigeria is composed of over 450 ethnic groupings, there are three dominant ethnic groups, these are the Hausa/Fulani, Ibo and Yoruba with the Hausa Fulani dominating the Northern part of the country; the Ibo in the Eastern part and the Yoruba in the Western part of the country. The 1996 state creation and reorganization of the state structure in Nigeria saw these ethnic groupings being reorganized into six geo-political zones with the Hausa-Fulani comprising majorly the North-East, North-West and North-Central; the Ibo in the South-East; the Yoruba in the South-West; while the Niger Delta people comprise the South-South (Musasiru, 2015). Furthermore, Ibrahim et al., (2015:8) were of the viewit is pertinent to look at the nature of political orientation, parties and participation during the first republic. Political parties functioned along the lines of regional divide, having ethnic or regional connotations. For instance- the Northern People‟s Congress (NPC) the Action Group (AG) and the National Council for Nigeria and the Cameroon (NCNC). The first was clearly for Northern Nigeria, the second for Western Nigeria and the third for Eastern Nigeria respectively. This regional political culture and orientation was fully given to all people of Nigeria as political participation and voting behavior was conditioned by regional politics.

Since the advent of the fourth republic in 1999, there have been four presidential elections with the 2015 election as the fifth. Though the multi-party system was adopted, three major political parties contested the election. These were the People‟s Democratic Party (PDP), the All Nigerian Peoples Party (APP) and the Alliance for Democracy (AD). Apart from the AD that had its base in the South-West, the PDP and the APP were actually national parties (Egobueze and Ojirika, 2017:28).

In the build up to the elections which were rescheduled to hold on 28th March and 11th April, 2015, all the candidates of political parties contesting the presidential election signed a peace pact committing themselves, their followers and parties to a code of conduct contained in the Nigerian Electoral Act of 2010. It was the expectation of every Nigerian that they would remain peaceful in all their activities before, during and after the elections. In addition, a National Peace Committee was constituted headed by His Excellency, General Abdulsalami Abubakar (Rtd). It has been argued that the committee was critical in mediating differences between the political parties as well as building confidence in the electoral processes. The committee persuaded presidential candidates to sign two peace accords in the build up to the polls. The aspirants made pledges to shun violence and ethnic based campaigns and also promised to accept the results of the election (Abah and Nwokwu, 2015:38-39).

Over view of the social media network

It is difficult to study social media without encountering the phrase social networking. Therefore, both concepts are discussed in this article. The Merriam-Webster dictionary defines social media as “forms of electronic communication (as Web sites for social networking and blogging) through which users create online communities to share information, ideas, personal messages, and other content (as videos).” The same source defines networking as “the exchange of information or services among individuals, groups, or institutions; specifically: the cultivation of productive relationships for employment or business.”

There are many ideas about the first occurrence of social media. “Throughout much of human history, we‟ve developed technologies that make it easier for us to communicate with each other” (Carton, 2009). The earliest information encountered by the writers of this article referred to 1792 and the use of the telegraph to transmit and receive messages over long distances (Ritholz, 2010). Emile Durkheim, a French sociologist known by many as the father of sociology, and Ferdinand Tonnies, a German sociologist, are considered pioneers of social networks during the late 1800s. Tonnies believed that social groups could exist because members shared values and beliefs or because shared conflict. His theory dealt with the social contract conceptions of society. Durkheim combined empirical research with sociological theory. Also, in the late 1800s, the radio and telephone were used for social interaction, albeit one-way with the radio (Rimskii, 2011, Wren, 2004).

Social networks have evolved over the years to the modern-day variety which uses digital media. However, the social media isn‟t that new. In addition, it didn‟t start with the computer but instead the telephone. During the 1950s, phone phreaking, the term used for the rogue searching of the telephone network, began. This process was accomplished through the use of homemade electronic devices that facilitated unauthorized access to the telephone system to make free calls. Phreaks were able to find telephone company test lines and conference circuits to complete their task. Brett Borders stated phreaks were able to hack into corporate unused voice mailboxes to host the first blogs and podcasts (Borders, 2010).

During the 1960s, the public saw the advent of email (Borders, 2010). However, the internet was not available to the public until 1991. Email was originally a method to exchange messages from one computer to another, but both computers were required to be online. Today, email servers will accept and store messages which allow recipients to access the email at their convenience. In 1969, ARPANET, created by Advanced Research Projects Agency (ARPA), a U.S. government agency, was developed. ARPANET was an “early network of time-sharing computers that formed the basis of the internet.” CompuServe, the third development of the 1960s, was also created in 1969 with a mission to provide time-sharing services by renting time on its computers. With very high fees, this service was too expensive for many (Rimskii, 2011; Ritholz, 2010).

Computer Technologies

Social media was further developed during the 1970s. MUD, originally known as Multi- User Dungeon, Multi-User Dimension, or Multi-User Domain, was a real-time virtual world with role-playing games, interactive fiction, and online chat. MUD is primarily text based which requires users to type commands using a natural language. BBS was created in 1978, the same year as MUD. BBS is a synonym for bulletin board system. Users log in to the system to upload and download software, read news, or exchange messages with others. In the early years, bulletin boards were accessed via a modem through a telephone line by one person at a time. Early on, bulletin boards did not have color or graphics. Bulletin boards were the predecessors of the World Wide Web. Conceived in 1979 and established in 1980, the Usenet is similar to a BBS. Usenet is a system to post articles or news. The difference from a BBS is that Usenet does not have a central server or devoted administrator—messages are forwarded to various servers via news feeds (Ritholz, 2010). As a professor at Murray State University in Murray, Kentucky, a project was initiated to work with a BBS to meet area educators‟ needs (Shirky, 2011).

With the 1980s came the introduction of The WELL, GEnie, Listserv, and IRC. The WELL, which originally began as a BBS, is short for the Whole Earth „Lectronic Link. It was founded in Sausalito, California by Stewart Brand and Larry Brilliant and is one of the oldest continuously operating virtual communities. GEnie is the acronym for General Electric Network for Information Exchange. It was an online service using the ASCII language and was considered competition for CompuServe. General Electric Information Services (GEIS) ran GEnie on the time-sharing mainframe computers during non-peak hours. GEIS initially refused to expand the network to allow GEnie to grow. Listserv, launched in 1986, was the first electronic mailing list software application. Prior to its creation, email lists had to be managed manually. The software allows the sender to send one email to reach several people. Originally, Listserv was freeware but is now sold commercially. A free version is available for a limit of ten lists with no more than 500 subscribers. IRC, Internet Relay Chat, is designed for group communication. It is a form of real-time chat, also known as internet text messaging, or synchronous conferencing. IRC‟s main purpose is for group communication, but it allows private messages, chat, and data transfers between two users (Ritholz, 2010).

Social Networking

Many social networking sites were created in the 1990s. Some examples include Six Degrees, BlackPlanet, Asian Avenue, and Move on. These are, or have been, online niche social sites where people can interact, including sites for public policy advocacy and a social network based on a web of contacts model. In addition, blogging services such as Blogger and Epinions were created. Epinions is a site where consumers can read or create reviews of products.

ThirdVoice and Napster were two software applications created in the 90s that have since been removed from the market. ThirdVoice was a free plug-in that allowed users to post comments on webpages. Opponents of the software argued that comments were often vulgar or slanderous.

Napster was a software application that allowed peer-to-peer file sharing. Users were allowed to share music files bypassing normal distribution methods, which in the end was determined to be a violation of copyright laws (Ritholz, 2010).

In 2000 social media received a great boost with the witnessing of many social networking sites springing up. This highly boosted and transformed the interaction of individuals and organizations who share common interest in music, education, movies, and friendship, based on social networking. Among those that were launched included LunarStorm, six degrees, cyworld, ryze, and Wikipedia. In 2001, fotolog, sky blog and Friendster were launched, and in 2003, MySpace, LinkedIn, lastFM, tribe.net, Hi5 etc. In 2004, popular names like Facebook Harvard, Dogster and Mixi evolved. During 2005, big names like Yahoo!360, YouTube, cyword, and Black planet all emerged (Junco, Heibergert, & Loken, 2011).

3.2 INTRODUCTION OF SOCIAL MEDIA INTO NIGERIA’S POLITICAL SPHERE
THE SOCIAL MEDIA AND THE 2015 NIGERIAN PRESIDENTIAL ELECTIONS

The use of the social media for election purposes in Nigeria can be traced to the April 2011 general elections. The social media was deduced to have been a popular emerging medium for the electioneering; however, it took a direct cue from the Obama 2008 United States Presidential election that popularized the influence of the social media on electioneering and elections. INEC officials had toward the beginning of March 2011 received the help of public society volunteers with its Facebook and Twitter accounts and another new media circumstance room which got input from people in general and later started to give ongoing data and addressed constituent inquiries (Nnanyelugo & Nwafor, 2013). 

Nnanyelugo & Nwafor (2013:36) pointed out that “Nigerian politicians actively utilized social media in their campaigns. They sent bulk text and voice messages in unprecedented numbers. They made massive use of Facebook pages and other social media platforms to win supports and canvass for votes. President Jonathan declared his intention to run for the presidency on Facebook and subsequently became the second most “liked” head of state in the world after US President Barack Obama.” They further said that organisations like WangoNet, Enough is Enough, Reclaim Naija, and IamLagos set up stages empowering residents to report race related rates with pictures, recordings, instant messages, and phone message. In the meantime, conventional media houses, for example AIT, Channels Television, Punch daily paper, utilized social media (new media) to disperse data and assemble criticism from watchers.

The 2015 presidential elections had two major candidates; Muhammadu Buhari of the APC and the incumbent Goodluck Jonathan of the PDP, the former wielding a slogan of ‘change’ while the later ‘transformation’. Despite the fact that the social media platforms did not choose the votes in the midst of all the sentiment surveys facilitated by various media platforms, it impacted the perception, expectations, and an ultimatum of straightforwardness from the masses. Oluwatola (2015) posits that one of the arena in which elections in Nigeria is contested is on social media. Due to the growing infiltration of smartphones, traditional barriers like access to broadband internet are eliminated and a zealous populace are ready to air their opinions via the social media about various issues such as the purchase of presidential jets, fuel subsidy and mismanagement of public funds. He added that while contents are paid for on traditional media, the social media is a combination of pure citizen participation and monetary interests. In Nigeria just as a good number of electorates were paid to vote with cash, bags of rice, clothing materials and other gestures, people were or are also paid to provide contents on social media.

The 2015 presidential elections saw a large participation of users on Twitter, Facebook, Blogs and online news platforms. A few of the pro Jonathan and pro Buhari twitter handles and hash(#) tags are outlined below;

Buhari Jonathan

#febuhari #forwardnigeria

#thisisbuhari #gejvictory2015

#GMB15 #goodlucknigeria

#ichooseGMB #gejnigeria

@profosibanjo @presidentGEJ

@buhariosibanjo @GEJ_Nigeria

Omojuwa (2015) while emphasising on the use of Social media in the 2015 Nigeria presidential election campaign said that: In May 2011 President Jonathan had a twitter page @presgoodluck that had 25,000 followers with 32 tweets however, it was abandoned. One can only imagine what four years of tweeting would have done to the president's social media image. However, Gen. Muhammadu Buhari his opponent joined Twitter in December 2014 and gathered over 117,00 followers with 900 tweets, and has since been verified by Twitter along with his running mate Prof. Yemi Osinbajo who, nearly has 80,000 followers with some 430 tweets.

He further added that whereas the APC’s presence on social media was mostly lively, the PDP’s was very lifeless and sometimes ridiculed on the social media platforms. He pointed out a situation where about 200 Twitter handles express their grievances with regard to Buhari’s use of the same words at the same time during interviews. This was classified as robotic actions and they were termed ineffective in the social media due to the humanistic nature of the social media. In Omojuwa’s word, “Elections may not be won on social media but perceptions are shaped here. More often than not, these perceptions even influence the so-called “legacy media”.”

Although the Nigerian Broadcasting Code in Article 3.3.3 states that, “all sides to any issue of public interest shall be equitably presented to ensure fairness.” However, the issue for the media observers was the outright disregard for the directives of the NBC and engagements of parties and their candidates in the use of vulgar language, offensive words, inciting confrontational and highly divisive comments during live broadcast and camp demonstrations that will then make its way into the social media. The social media with a reach of mostly young people, that are usually unchecked, unguarded and unmonitored had the release and publishing of contents which were not verified or verifiable, but targeted deceits and purposeful misinformation peddled for the gains of their favorite candidates. Issues such as the misappropriation of public funds, presidential fleet of aircrafts, wasting of taxpayers’ funds on unnecessary trips abroad were all peddled against the incumbent president. Whereas, his opponent’s age, role in past military coup, economic downturn in previously led administration and non-presentation of secondary school certificates were some of the popular allegations against his opponent and eventful winner of the 2015 elections.

The rights of the social media as a major means of electioneering cannot be downplayed because over the years, countries have inculcated it during various electioneering activities. Wolfensohn (2002) posits, “A free press is not a luxury. It is at the core of equitable development. The social media can expose corruption, keep a check on government actions, and let the people voice diverse opinions on governance and help build public consensus to bring about change” (cited in Obot 2013:4).

3.3 HOW SOCIAL MEDIA PROMOTES POLITICAL PARTICIPATION IN NIGERIA:
As it has been aptly captured in the foregoing, it can be deduced that the internet has provided a “society” inside the society wherein we live. Individuals “live” in the internet the same way they live in the society.

This factor has its numerous advantages which includes the following:

The internet provides a platform through which all individuals irrespective of tribe, religion, sex, educational background, etc can be reached without sentiment or discrimination.

The internet makes it possible for a large number of audience, scattered all over the country and even beyond to be reached at the same time without geographical

limit or boundaries.

The internet provides a platform for the target audience to be reached at almost zero cost. The huge sum that is usually spent in mobilization is reduced.

These advantages as listed have their significant impact in enhancing political mobilization. It entails therefore that politician, through the normal grassroot level, should endeavour to also take their campaign to the internet world, which exist on its own. The internet provides a larger scale for mobilization and campaign.

Politicians should harness the avalanche platform provided by the internet, especially social media platforms like Twitter and Facebook to market their manifesto and also gain support from the populace. This is done by gathering large number of followers on social media platforms and intimating them on planned policies and programmes.

Beyond politicians, individuals that want to pursue a genuine cause can be sure of mobilizing the youths to support that cause through social media. The Arab spring that swept through the Arab countries was mobilized on twitter, facebook, etc. Severally individuals shared videos and pictures that tend to promote the cause they want to pursue and in so doing the support of the public is gotten.

Government can utilize this attribute of the internet to mobilize the support of the public on their planned policies and programmes or even executed programmes. Such support will help quail the tension such politics could cause in the society especially when the intention is not well understood. Religious organisations, NGO’s and corporate bodies should maximize the internet in mobilizing followership, support and membership.

CHAPTER FOUR

DATA ANALYSIS AND INTERPRETATION

4.1 WHAT WAS THE EXTENT OF USE OF SOCIAL MEDIA AS A POLITICAL TOOL DURING THE 2019 ELECTIONS
Three major issues underline the tremendous use of social media tools during the 2019 general elections. Firstly, it reflects a global trend towards “internet elections” or “e-electioneering”. Around the world, rapidly expanding access to the internet, increased availability of internet ready smart phones and other communication devices, as well as the evolution of web-based new media personal websites, social networking sites, blogs, e-newsletters, have redefined methods of political communication, leading to a significant shift towards the use of social media in the electoral process. Previously, network television and newspapers dominated coverage of electioneering and were the primary sites of election-related information. But today, the social media has become a major election information sharing platform globally. Because of its ease of use, speed, and reach, social media is revolutionizing the efficiency of election administration, coverage and reporting.

The second issue that underlines the use of social media in Nigeria’s 2019 elections is the tendency of some Nigerian politicians to tap the opportunities offered by the social media for on-line campaigning. During the 2019 general elections, many politicians, particularly the presidential aspirants, used social media tools to connect with voters and constituents. Facebook and Twitter appear to be the most widely used social media platforms by the politicians. Presidential aspirants like Atiku Abubakar, Tony Moghalu, Oby Ezekwesili, Sola Sowore, among others all had Twitter and other social media accounts. Political parties also maintained Facebook accounts. Social media offered politicians and their parties the opportunity to broadcast messages and recruit a huge number of volunteers to support their campaign. 

The third issue that underscores the use of social media in Nigeria’s 2019 general elections is the tendency of the Nigerian civil society and the electorate to take up social media as a tool for improving the efficiency of election observation. Prior to the conduct of the 2019 elections, elections in Nigeria had been largely flawed by vote rigging and other electoral malpractices. The 2019 general elections offered a unique context and opportunity to examine the use of social media in elections, especially the usefulness and applicability of social media in the electoral environment. Although it seems obvious that social media contributed in no small measure to the success of the 2019 elections, it is pertinent to understand specifically how particular stakeholders in the 2019 elections, like INEC, politicians/political parties, the electorate, and Civil Society Organizations (CSOs) used the social media during the elections and the impacts these had on the elections. 

4.2 WHAT WERE THE ONLINE CAMPAIGN STRATEGIES USED BY CANDIDATES AND POLITICAL PARTIES
Online activity and engagement

To measure online engagement, we need  to  know  the  level of activity for each political party and the presidential candidate. For brevity, we focus on the results from the parties and candidates showing significant activity.

Online activity: We measure the online activity of an account as the number of tweets produced during the peak period of the election campaign (4 December 2019 to 12 February 2019). We use the  cumulative  number  of  tweets for the whole period rather than daily or weekly numbers because our analysis shows that the number of tweets produced daily and weekly depend on offline campaign schedules. From Fig.1, we can observe that one of the strongest opposition candidate (@atiku) has higher activity in comparison to his main challenger, the incumbent president (@MBuhari). Other presidential candidates – @Sowore2019, @feladurotoye all have higher online activities than the incumbent. Following   in the list are @obyezeks (apparently declined to run), @tope- fasua and @SFB2019.

Similarly, Fig.2 shows the online activity of various political parties in the country. It is interesting to note how newly registered political parties actively engage with online space. The ruling party (@OfficialAPCNg) and one of the most active opposition parties (@OfficialPDPNig) show minimal online activity in comparison to parties associated with the follow- ing Twitter handles: @ng patriots, @Our DA,@KOWANGR, @YPPNational, @ADPng, and @AbundantNigeria. The fol- lowing Twitter handle @obyezeks also featured in the candi- date list and is considered as the likely representative of the party. A plausible explanation for the observed high activity can be the changing environment and financial burden, because these new parties may not have adequate means to engage with all the citizens physically, hence resort to reaching out online.
User Engagement: Next, we measure the level of at- tention or engagement the  content  by  a  candidate  receives in terms of the content’s sharing (retweet count) and likes (favourite count) by online users. In the engagement results 
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Fig. 2: Online activity level of political parties

(Fig.3), there is a marginal proportion of favourite counts that suggests how agreeable the content is to users. It is evident how the candidates from the major parties in the country stood out, and from the perspective of online interaction, this can be seen as a proxy for a decisive election between the two.
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Fig. 3: Online users’ engagements with tweets produced by presiden- 

4.3 WHAT IS THE CORRELATION BETWEEN SOCIAL MEDIA CAMPAIGNS AND ELECTION OUTCOMES
In this section, we describe how we computed the election results across various states of the country using Twitter analysis and compared it to the actual election results. This     is to understand the extent to which online analysis could pre- dict election outcomes in Nigeria. To ensure a representative outcome, our analysis is based on replicating the ideal of one- citizen, one-vote. Therefore, for each state, we aggregate all the tweets from each user and compute the overall sentiment of the user concerning the two major candidates – @tiku and @MBuhari. For instance, if the overall sentiment is positive  in favour of any of the contestants, the user is assumed to vote for that candidate. For each state, we sum up the overall votes for each candidate and return the candidate with the highest positive sentiment as the winner. Fig. 10a shows the actual  election outcomes which were announced by the authorised electoral body (INEC) and Fig. 10b shows the prediction based on our analysis using tweets. The states won by the opposition party’s candidate (Atiku of PDP) are highlighted in red colour and the states won by the incumbent (Buhari of APC) are highlighted in green.

Comparing the actual election results shown in Fig. 10a with those of our analysis  shown  in  Fig.  10b,  the  analy-  sis result correctly predicts 64.8% of the states. In other  words, out of the 37 states (including the Federal Capital Territory), the predicted results of 24 states reflect the actual results of the election. The states that contradict the actual results  –  Jigawa,  Niger,  Kwara,  Ekiti,  Osun,  Ogun,  Lagos
– were won by @MBuhari  but  were  predicted  to  be  won by the opposition candidate, @atiku. Other states comprising of Plateau, Benue, Ebonyi, Abia, Imo, Oyo were won by @atiku (marked green in our result, red in the actual result) not @MBuhari. Furthermore, we compute the overall online result, including users whose location is Nigeria, but without any particular state, we found that @atiku received 51.64% and @MBuhari 48.36% votes. However, in the actual election result, @MBuhari received 55.6% of the votes while @atiku received 41.2% of the votes. The result of this analysis is indeed surprising, noting the volume of the analysed online content and the degree to which the predictions match reality. Despite the fact that many Nigerians are not using Twitter, and the number of users in this study is just 6.9% of the total votes cast in the actual election, it is evident that we can get a sample of Twitter users from each state of the country to conduct more comprehensive analysis that will improve prediction accuracy in future elections.

CHAPTER FIVE

SUMMARY CONCLUSION AND RECOMMENDATION

5.1 SUMMARY

The study tried to explain, describe and analyze the way and maneuver in which the social media influenced the 2019 Nigerian general election through the Facebook and twitter and to explain the extent to which the Facebook and twitter inform, educate, and enlighten people during the election period for the propose filing the knowledge gap to the researcher as well as exposes the result and findings to the body of knowledge and general public,

The study review the related works done by scholars from 2011 general election to the 2019 general election, also look to various angle of related topic across the globe from Barack Obama to the Middle East revolution.

Related theory were discuss that technological determinisms and user gratification theory was aim toward explain the study.

Finally, the study finds out the role of social media in creating awareness during 2019 Nigeria general elections positive and encouraging.

5.2 CONCLUSION

Facebook and Twitter serve as tool of engaging and interacting with the public, organizing and mobilizing supporters, gathering voter, campaigns data, reaching the youth vote, how to vote, the use of card readers and others electoral devices.

While the use of new media in 2019 general elections clearly provides important advantages to candidates, citizens and the public sphere also benefit by having an easy method of acquiring diverse information on the election, a platform for organizing  and gaining resources for meaningful participation in democracy, and a means to engage in public dialogue and interact with candidates. However, citizens should remain conscious of candidates‘ underlying motive for using Facebook and Twitter:  to ultimately gain enough votes in order to win the presidential election.

Facebook and Twitter have impacted on political communication and has provided a whole effective means for political mobilization. This study was conducted to assess the extent to which Facebook and Twitter fared as a tool of creating awareness in 2019 General Election in Nigeria. The study was guided by five objectives. Findings showed that Facebook and twitter played a major role in mobilizing the support of the electorate. It was however found that mobilization by Facebook and Twitter was limited to the people who had internet access or smart phones with internet applications.

This study contends that the significant use of social media during the 2019 general elections in Nigeria was a result of three key factors, namely:

The tendency of election stakeholders in Nigeria to follow the global trends in the use social media as a political communication tool.

The tendency of Nigerian politicians and political parties to tap into the opportunities offered by social media to reach and engage their constituents and voters, and

The tendency to use of social media tools to improve the efficiency of election observation. The study argues that the four key stakeholders in the Nigerian electoral process (the Independent National Electoral Commission (INEC), politicians/political parties, the electorate, and Civil Society Organizations) made extensive use of social media during the 2019 elections. Each of these stakeholders used the social media to achieve a number of interrelated objectives. INEC used social media basically to broadcast messages on the elections and receive feedbacks from the public on their experience with the process. Politicians/political parties used the social media to reach out to the voters and canvass for support. The electorates used social media to report their experiences and receive election related information, while the CSOs used the social media to mobilize and educate the electorate as well as to cover and report their observation of the electoral process.

5.3 RECOMMENDATIONS

Based on the challenges and opportunities of the use of social media particularly Facebook and Twitter in 2019 general elections, we recommend as follows:

The benefits of the use of social media outweigh its risks, as such the civil society should plan to use and equally encourage other election stakeholders to use social media in the subsequent elections in Nigeria.

INEC should establish guidelines for the use of social media as a political communication tool in Nigeria. Modalities should be established to systematically verify information reported by citizen observers through the social media.

INEC should establish a social media tracking center to monitor, collate, and interpret trends and reports during elections.

Development partners should support domestic observer groups to utilize social media as a means of improving election observation in Nigeria.

Credibility of social media should be encouraged because presently, most political stories obtained on the web are mere gossips and rumors which most times are baseless. A little bit of caution should be exhibited by those who post comments on social media sites. This is because; some of these comments are derogatory and appalling.
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