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Abstract 

Political Cyber-Activism has become an important tool for the actualisation of Nigerian youths’ agitation for better 

and participatory governance. In the build-up of the 2023 general elections, the number of activism and 

conversations were quite high on social media hence, it was assumed that many Nigerians especially youth will 

vote in the 2023 elections. Statistics from INEC however showed a decline in the 2023 registration of voters from 

the 2019 general election. Given the fact that the youth constituted a majority in the number of registered voters 

and whereas, previous studies have affirmed the influence of political cyber activism in political participation, the 

study examined how political cyber-activism on Twitter and Facebook affected the intention of youths to vote 

during the 2023 general election. The uses and gratification theory and agenda-setting theory provided theoretical 

justifications. From a population of 50,765 University of Lagos undergraduates, a sample size of 422 was 

calculated while the multi-stage sampling technique was used to get the final respondents. Questionnaire was the 

survey instrument and administration was online through departmental WhatsApp platforms. Findings revealed 

that youths involvement in political issues on social media will not positively influence their intention to vote (β 

= -0.070, t = -1.364, p>0.05). In other words, youths’ involvement in political issues on social media possibly 

cannot be used to determine their intention to vote. It is therefore recommended that political organizers and 

activists who seek to engage and mobilize youths for political engagement through the social media; understand 

the specific needs and motivations of individuals. 

Keywords: Political Cyber-Activism, Youth, Intention to Vote, Social Media, Social Mobilization, Political 

Participation.  

 

INTRODUCTION 

The Nigerian mass media has been used for political activism since her independence in 1960. 

This mass-mediated political activism culture was introduced during the nationalists’ struggle 

for self-rule when Ernest Ikoli and Nnamdi Azikiwe used the mass media (newspaper) to 

engage in political discourse (Uwalaka & Watkins, 2018). Today, Facebook, Twitter, Instagram 

and other social media channels are available for effective social mobilization. Social media 

has developed into a viable instrument for influencing and educating the public on political 

issues according to numerous studies. The use of cyber activism otherwise known as digital 

activism has brought about important changes in the public spheres.  

Oseni (2015) observed that right from the start of the campaign, through voting to the collation 

of results and the subsequent proclamation of winners by the Independent National Electoral 

Commission (INEC), social media were formidable forces in getting the masses involved. This 

suggests a strong relationship between political participation and social media. In the 2015 
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general election in Nigeria, Facebook was employed due to its participatory nature as a 

platform for political campaign and a tool to help political aspirants to disseminate information 

easily as well as mobilize voters (Apuke & Tunca, 2018). It was however observed that the 

number of social media support groups used by influencers for elections doubled in 2023. 

TikTok emerged one of the most important platforms in the run-up to the 2023 elections given 

its ability to catch attention span of people (particularly youth) in just a few seconds. This is in 

addition to the huge roles still played by older social media like WhatsApp and Facebook 

(Daily Trust, 2023).    

The EndSars campaign is one instance where Nigerian youths were spurred into action through 

activism efforts on social media. The protest led many Nigerian youths to resolve to be more 

politically conscious as the next 2023 election approached. Nonetheless, it is yet to be 

established if the level of cyber engagement overtime has affected the people’s intention to 

vote. This is especially because INEC reported that although a large number of people 

registered to vote in the country, many of whom are youth, there is a huge gap in the number 

of registrations that have been completed and Permanent Voters Cards (PVCs) collected (The 

Punch, 2022). This implies that while a lot of activism takes place on social media, the youths 

may not convert their online zeal to physical action of voting during the 2023 general election. 

This concern was affirmed by INEC’s Deputy Director (voter education) who said: “it is votes 

and not social media that would determine the winners of the 2023 general elections” (The 

Punch, 2022). 

The use of micro blogging service (Twitter & Facebook) by politicians in Nigeria is gradually 

increasing with such platforms serving as spaces for holding debates with the aim of gaining 

supporters. Although Twitter is effective for social protests as witnessed in the #EndSars 

campaign as a magnificent and functional tool for creating a strong tie and thick engagement 

during and after the protest, the effect of Twitter is temporal as the ties created may get weak 

daily (Akerele-Popoola, Azeez and Adeniyi, 2022). 

There are concerns that while there are many politically engaged educated youths on social 

media, only a few of them translate their activism into actual participation or voting. Since the 

return of the civil rule, Nigeria has conducted five general elections (1999, 2003, 2007, 2011 

and 2015) and they were all noted for the low levels of youth participation as candidates despite 

their determining role as voters and election administrators (Yiaga Africa, 2020). The 2019 

general elections was different as INEC (2019) revealed that of the 84 million citizens that 

were registered voters, the youths within the age group of 18-35 constituted the highest 

population (51.11%) of Nigerians to vote (The Vanguard, 2023).  

The 2023 voters registration statistics however showed a decline. Despite the constant cyber-

activism on the upcoming 2023 general elections on different social media platforms, INEC’s 

Public Affairs Officer, Adenike Oriowo told the News Agency of Nigeria (NAN) that as of 

October 21, 2022, 37,832 of 60,370 newly printed permanent voters card for new registrants 

were still uncollected, six months after its release. It was also revealed that out of over 10 

million registrants, the youths have the largest number with 6,081,456 which is about 58% of 

those registered in the country for the general elections (The Punch, 2022). INEC Chairman, 
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Mahmood Yakubu further disclosed that of the 93 million eligible voters, 37 million are youths, 

that is, 39.65% of the total population (The Cable, 2023). 

The #EndSars protest may have started an online conversation canvassing youths to come out 

enmasse to vote during the 2023 general election, but there is a drastic drop of 11.46% from 

the number of registered voters in 2019 compared with 2023. Although the electoral body, 

INEC noted an increase in registration for PVC particularly from the youth but there has been 

a significant decrease in the completion of registration and collection of the PVCs (The Punch, 

2022). This begs the question: was the political activism of youths on social media prior to the 

2023 Nigeria’s general election just a social media movement or was there an intention to vote? 

It is therefore crucial to understand and determine how political cyber activism on Twitter & 

Facebook influenced the intention of youths in Nigeria to vote. 

Youth and political participation in West Africa 

The role of youth in the democratisation process of politics has been a subject of debate among 

West African scholars. Many studies revealed the marginalisation of youths in party system 

democracy even when they constitute a larger percentage of the populace. While examining 

the place of youth in the political participation and developmental process in Nigeria from 

official documents of Nigerian government, Sunday and Ekhosuehi (2013) emphasized the 

need for Nigeria to consolidate democracy and attain political maturity through youth-

government collaboration in the political participation and sustainable process. Taiwo (2014) 

observed that the marginalization of West African youths has been a trend from the past which 

has unfortunately been worsened in recent times given the current practice of deploying youths 

as agents of social disorder in the absence of positive engagement.  

Exploring further the need for youth engagement in political process of African nations, Akpan 

(2015), revealed that youths are the central theme of political violence due to the fact that they 

are not given proper and enough attention in the Nigerian project. Among other reasons, he 

noted that the youths are unemployed and underemployed, lack access to basic amenities such 

as food, medical facilities, good education; they are not always consulted in the decision-

making that affects the nation. Hence, they contribute to the insecurity challenges of the nation 

because they themselves are insecure and helpless. This is why they become willing tools for 

thuggery and violence in the hand of “money bag” politicians during elections. The theoretical 

linkage between the negative behavioural tendencies and roles currently played by 

contemporary Nigeria youths in grassroots politics explored by Akinrinde and Omitola (2020), 

showed that the present overarching political culture in the Nigerian system is a major 

determinant of the type of behaviour that are being exhibited by contemporary Nigerian youths 

at the grassroots level. The scholars advocate for the need to put in place the right political 

culture and indoctrinating the Nigerian youths with the process of socialization for positive 

engagements in grassroots politics. 

Philosophising the youth inclusion in Nigerian politics by analysing trends, challenges and 

prospects of youth participation in the political discourses in Nigeria, Ibezim (2019) noted that 

despite the fact that youth account for high proportion (70% and more) of the Nigerian 
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population, they are extremely excluded from socio-economic and political spheres. He added 

that even though some legal protections and advocacies have been attempted by the Nigerian 

youth, most of these youth-related policies and programs are paper values.  

Ahead of the 2023 general elections, Mukhtar (2020) noted that low level participation by the 

citizens has been the trend from 1999 to 2019 elections because of some impediments such as 

insufficient education among citizens, wide spread poverty, elite manipulation of the political 

process, monetisation of the electioneering process, corrupt and inexperienced officials, 

marginalisation, political violence and insecurity in the process that affect the legitimacy of the 

political class.     

Social Media as a tool for Political Participation among Nigerian youths 

According to Ayesha and Ayesha (2016), social media is a contemporary innovation that has 

been adopted by people all over the world as a crucial tool for political activism. Social media 

and democratic principles are increasingly and persistently linked as social media platforms 

have become important channel for political communication. Gilardi (2021) noted that social 

media and democracy now included political mobilization, campaign strategies, public opinion 

polarization, and governance tools and channels began to shift in his most recent research on 

digital democracy.  

According to Park (2013), the opinion leadership on social media specifically on Twitter has a 

great role to play in mobilizing and motivating the social or political expressions of people. In 

both developed and developing nations, including Nigeria, Youth Activists frequently utilize 

social media, particularly Twitter, as a platform to gather supporters and mobilize participation 

in effort to affect societal events, notably politics. Social media has gained so much popularity 

amongst individuals due to its accessible nature of self-expression and communication 

especially with platforms such as Facebook, Twitter, WhatsApp, and Instagram (Oginni and 

Moitui, 2015). Today, social media continue to play an important role in communicating and 

sharing information, exchange ideas, and develop movements that lead to social change.  

Several studies have revealed a high usage of social media among Nigerian youths. Omotola 

and Aiyedogbon (2012) noted that youths majorly used social media to participate in political 

advocacy, political campaigns, communicating with politicians, political discussions, 

monitoring and reporting electoral malpractices, public consultations, joining interest groups 

that engage in lobbying, blogging about political issues, and writing letters to public officials 

respectively. Perceived usefulness, perceived ease of use and computer self-efficacy 

significantly influence the use of social media for political participation.  

Additionally, Dagona et al (2013) explored the connection between youth's political attitudes 

on Facebook and their online political participation. The study concluded that Facebook usage 

allows people with diverse viewpoints to get together and have political conversations. In the 

same vein, Uzoma and Anthony investigated the influence of social media on voting patterns 

of Enugu state youths in the 2015 general election in Nigeria. The study revealed that social 

media enhanced the conduct of the election as it offered the avenue for youths’ engagement in 

political mobilization, electoral campaigns, involvement in political discussion and 
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participation. In addition, exposure to electoral manifestoes and political candidates’ 

interaction with voters as well as monitoring of election results, were believed to have 

contributed to the acceptance of the outcome of the process. However, it was observed that a 

number of traditional political culture and means of political socialization still exert great 

influence on the political behaviour of youths despite the popularity of the social media.  

Rufai (2019) noted in his study on the impact of social media on youths’ political participation 

in the 2019 Nigeria general election that social media did have a positive influence on youths’ 

participation in the political and electoral process. It was revealed that social media influenced 

their choice of candidates although there is no guarantee that the youths voted for any political 

candidate because of their social media presence.  

Morah and Uzochukwu (2019) investigated how young people in three states of Enugu, 

Anambra and Ogun states were politically stimulated to participate during the 2015 Presidential 

Elections due to their social media presence through mobile technologies. It was concluded 

that numerous mobile text messages and social media updates sent by politicians during the 

campaign influenced voting decisions, though with a minimal effect. In another study, Izogo et 

al (2020) examined how millennials’ real-world political participation is influenced by the 

many values encoded in social media, political word-of-mouth (WOM) and citizen 

involvement. The study proved that millennials support activism and are more likely to critique 

the quality of governance. Millennials are more inclined to participate in voluntary efforts to 

establish effective democratic governance during elections. Additionally, millennials are less 

swayed by partisan brand loyalty and are more concerned with what is effective, regardless of 

party affiliation. However, millennials’ political engagement on social media does not closely 

correlate with their actual political engagement or voting behaviour.  

In another study, Uzoma and Anthony (2015) observed that social media offered the avenue for 

youths’ engagement in political mobilization, electoral campaigns, involvement in political 

discussion, exposure to electoral manifestoes and interactions between politicians and the 

voters. Akinyetun (2021), reports that despite the youths being at about 28% of the total 

population (52.2 million), they are still largely marginalized from governance, leaving them 

helpless to counter their continued exclusion. According to one of the prominent activists of 

the #EndSARS and the #GetYourPvc campaign, Rinu Oduala, online spaces have become 

democratised and participatory politics through social media has helped to create a political 

climate in which the agenda-setting voices of young people (Youths) are at the fore front 

(ThePunch, 2022). 

Theoretical Framework 

The uses and gratification theory and the agenda setting theory provided the theoretical 

framework for this study. The uses and gratification theory established the framework for 

understanding the connection between the media and the audience(s) postulating that the 

audience is seen as an active participant in the mass communication process, taking effort to 

link media preferences with personal fulfilment. In other words, media audience who in this 

context   are electorates use the media to source for relevant political information for active 
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participation in the election process. The second theory - Agenda-Setting, describes how the 

media influence the importance attached to a topic is on the public agenda by suggesting a 

significant association between what is believed to be the most crucial election topic and what 

the local media had reported to be the problem. Therefore, this study affirms the argument by 

scholars that the media highlights the topic which the public perceive as significant. Many 

social media platforms now serve as outlets for political advancement and discussions among 

political figures, agencies, aspirants and their followers. Thus, the theory illustrates how 

political agendas such as the importance of getting the permanent voter’s card and also the need 

to vote, can be set as social media agenda during elections.   

 

METHODS 

This study adopted the quantitative survey research method. Data was gathered using a 

structured questionnaire from University of Lagos part-time and full-time undergraduates with 

a population size of 50,765 (University of Lagos, Nigeria 2019/2020 pocket statistics). Using 

the Slovin’s formula, a sample size of 400 was determined. Multi stage sampling technique 

was used to determine the final respondents through a gradual step-by-step approach by first 

selecting 3 of the 12 faculties using the fish bowl method of the simple random sampling 

technique. The 3 faculties selected are Law, Clinical sciences and Management science. One 

department each was selected using the simple random sampling technique at the second stage 

and these include Law, Physiology and Accounting.  Through proportional sampling, 98 

students were selected from the Law department, 92 from Physiology and 227 from accounting. 

Final respondents were purposively determined based on the criteria that they are 300, 400 and 

500 level students of the selected departments who are between the ages of 18-35 years. Since 

they are within the voting age and educated, they are perceived to be more politically aware. 

The instrument was administered online with links sent to the official student WhatsApp group 

platforms for each department. 

A face and content validity tests were performed to gauge the effectiveness of the instrument. 

In addition, construct validity was used to evaluate the extent to which the research instrument 

measured accurately the things the study sought to find. The reliability of the instrument was 

tested through a pilot study among 41 students of another public university - Federal University 

of Agriculture, Abeokuta. The Cronbach's alpha reliability result suggested that all the 

constructs of the study had good internal consistency with a least score of 0.718.  

 

RESULTS  

The study investigated Political Cyber Activism and Intention to vote during the 2023 

Presidential Election. Out of the four hundred and seventeen copies of the questionnaire, three 

hundred and eighty were returned and validated for analysis. Five research questions and one 

hypothesis guided this study. Results are presented and discussed in this section. Most of the 

respondents (57.4%) make use of social media every day.   
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Level of involvement of respondents in political issues on social media 

Table 1: Level of involvement in political issues on social media 

Items 
VH level 

F (%) 

H level 

F (%) 

L level 

F (%) 

VL level 

F (%) 

N level 

F (%) 
Mean 

Standard 

deviation 

 

Twitter (mean=2.79, SD=1.34) 

I access political issues on 

Twitter 

57 

(15.0%) 

53 

(13.9%) 

103 

(27.1%) 

100 

(14.5%) 

63 

(26.3%) 
3.18 1.30 

I contribute to political issues 

on Twitter 

88 

(22.3%) 

81 

(21.3%) 

104 

(27.4%) 

62 

(16.3%) 

45 

(11.8%) 
2.72 1.31 

I engage with politicians on 

Twitter 

86 

(22.6%) 

77 

(20.3%) 

99 

(26.1%) 

75 

(19.7%) 

43 

(11.3%) 
2.77 1.31 

I contribute to security 

discussions on Twitter 

93 

(24.5%) 

78 

(20.5%) 

100 

(26.3%) 

60 

(18.8%) 

49 

(12.9%) 
2.72 1.34 

I discuss the problems of the 

cashless society on Twitter 

93 

(24.5%) 

73 

(19.2%) 

90 

(23.7%) 

66 

(17.4%) 

58 

(15.3%) 
2.80 1.39 

I debate on ways to influence 

the lack of job erections with 

political candidates on Twitter 

101 

(26.6%) 

76 

(20.0%) 

99 

(26.1%) 

56 

(14.7%) 

48 

(12.6%) 
2.67 

1.35 

 

 

I discuss inflation of prices on 

Twitter 

104 

(27.4%) 

71 

(18.7%) 

92 

(24.2%) 

63 

(16.6%) 

50 

(13.2%) 
2.69 1.38 

Facebook(mean=2.33, SD=1.42) 

I access political issues on 

Facebook 

156 

(41.1%) 

62 

(16.3%) 

64 

(16.8%) 

57 

(15.0%) 

41 

(10.8%) 
2.38 1.42 

I contribute to political issues 

on Facebook 

151 

(39.7%) 

72 

(18.9%) 

65 

(17.1%) 

52 

(13.7%) 

40 

(10.5%) 
2.36 1.39 

I engage with politicians on 

Facebook 

162 

(42.6%) 

65 

(17.1%) 

52 

(13.7%) 

59 

(15.5%) 

42 

(11.1%) 
2.35 1.44 

I contribute to security 

discussions on Facebook 

162 

(42.6%) 

81 

(21.3%) 

62 

(16.3%) 

36 

(9.5%) 

39 

(10.3%) 
2.23 1.36 

I discuss the problems of the 

cashless society on Facebook 

159 

(41.8%) 

65 

(17.1%) 

60 

(15.8%) 

53 

(13.9%) 

43 

(11.3%) 
2.36 1.43 

I debate on ways to influence 

the lack of job erections with 

political candidates on 

Facebook 

166 

(43.7%) 

69 

(18.2%) 

56 

(14.7%) 

48 

(12.6%) 

41 

(10.8%) 
2.29 1.41 

I discuss inflation of prices on 

Facebook 

161 

(42.4%) 

66 

(17.4%) 

55 

(14.5%) 

47 

(12.4%) 

51 

(13.4%) 
2.37 1.46 

Average Mean      2.36 1.38 

Key: VHL=Very high level, HL= High level, LL= Low level, VLL= Very low level; NL=No 

level.  Decision rule if mean is: 1-1.49= NL; 1.5-2.49= VLL; 2.5-3.49= LL; 3.5-4.49= HL 4.5-

5.0= VHL 

Respondents to a low level, accessed political issues on Twitter (mean=3.18, SD=1.30), 

contributed to political issues (mean=2.72, SD=1.31), engaged with politicians (mean=2.77, 

SD=1.31), contributed to security issues (mean=2.72, SD=1.31) and discussed the problems of 

cashless society (mean=2.80, SD=1.39). In addition, respondents to a low level debated on 
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ways to influence the lack of jobs erections with the political candidates on Twitter (mean=2.67, 

SD=1.35), they to a low level discussed inflation of prices (mean=2.69, SD=1.38). On 

Facebook, respondents to a very low level accessed political issues (mean=2.38, SD=1.42), 

contributed to political issues (mean=2.36, SD=1.39), engaged with politicians on Facebook 

(mean=2.35, SD=1.44), contributed to security discussions (mean=2.23, SD=1.36), discussed 

the problems of the cashless society (mean=2.36, SD=1.43), debated on ways to influence the 

lack of job erections with political candidates (mean=2.29, SD=1.41) and discussed the 

inflation of prices on Facebook (mean=2.37, SD=1.46). With the average mean of 2.36, it may 

be inferred that there is a low level of involvement in political issues on social media. 

Extent of participation in political issues in real life 

Table 2: Extent of participation in political issues in real life 

Items VH 

Extent F 

(%) 

H 

Extent 

F (%) 

Low 

Extent 

F (%) 

VL 

Extent 

F (%) 

No 

Extent 

F (%) 

Mean Standard 

Deviation 

I discuss politics with 

my friends physically 

44 

(11.6%) 

58 

(15.3%) 

89 

(23.2%) 

112 

(29.5%) 

77 

(20.3%) 
3.32 1.28 

I engage in political 

campaigns and debates 

in real life 

75 

(19.7%) 

67 

(17.6%) 

95 

(25.0%) 

90 

(23.7%) 

53 

(13.9%) 
2.94 1.33 

I joined a political party 

in order to be involved 

in politics 

158 

(41.6%) 

57 

(15.0%) 

77 

(20.3%) 

45 

(11.8%) 

43 

(11.3%) 
2.36 1.41 

I organize educative 

political programmes 

165 

(43.4%) 

62 

(16.3%) 

67 

(17.6%) 

37 

(9.7%) 

49 

(12.9%) 
2.32 1.44 

I organize political 

retreat 

171 

(45.0%) 

55 

(14.5%) 

63 

(16.6%) 

42 

(11.1%) 

49 

(12.9%) 
2.32 1.44 

I organize voters’ 

training 

180 

(47.2%) 

62 

(16.3%) 

48 

(12.6%) 

49 

(12.9%) 

41 

(10.8%) 
2.23 1.43 

Average mean      2.58 1.38 

Key: VHE= Very high extent; HE=High extent; LE=Low extent; VLE=Very low extent; 

NE=No extent 

Decision rule if mean is: 1-1.49= NE; 1.5-2.49= VLE; 2.5-3.49= LE; 3.5-4.49= HE; 4.5-5.0= 

VHE 

The analysis shows the responses of the respondents their level of participation in political 

activities in real life. Respondents discussed politics with friends physically to a low extent 

(mean=3.32,SD=1.28), they engaged in political campaigns and debates in real life to  a low 

extent (mean=2.94, SD=1.33), they however to a very low extent joined a political party in 

order to be involved in politics (mean=2.36, SD=1.41), they also to a very low extent organized 

educative political programs(mean=2.32, SD=1.44), they to  very low extent organized a 

political retreat (mean=2.32, SD=1.44), they to a very low extent organized voters 

training(mean=2.23, SD=1.43). The average mean of 2.58 showed that respondents to a low 

extent participated in political activities in real life. 
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Extent to which respondents were influenced to register to vote via social media 

sensitisation 

Table 3: Extent to which social media sensitisation influenced students to register to vote 

Items 
VH Extent 

F (%) 

H Extent 

F (%) 

Low Extent 

F (%) 

VL Extent 

F (%) 

No extent 

F (%) 
Mean 

Standard 

Deviation 

Social Media sensitization 

prompted me to register to 

vote 

76 

(20.8%) 

58 

(26.4%) 

69 

(18.4%) 

97 

(15.0%) 

80 

(19.4%) 
3.12 1.43 

Social media discussions 

encouraged me to register 

for PVC 

75 

(19.7%) 

71 

(18.7%) 

47 

(12.4%) 

105 

(27.6%) 

82 

(21.6%) 
3.13 1.45 

Political issues on social 

media prompted me to 

collect my PVC 

68 

(17.9%) 

65 

(17.1%) 

70 

(18.4%) 

96 

(25.3%) 

81 

(21.3%) 
3.15 1.41 

Average Mean      1.88 1.43 

Key: VHE= Very high extent; HE=High extent; LE=Low extent; VLE=Very low extent; 

NE=No extent 

Decision rule if mean is: 1-1.49= NE; 1.5-2.49= VLE; 2.5-3.49= LE; 3.5-4.49= HE; 4.5-5.0= 

VHE 

Respondents stated to a low extent that the social media sensitization prompted them to register 

to vote (mean=3.12, SD=1.43), social media discussion encouraged them to register for PVC 

(mean=3.13, SD=1.45), social media prompted them to collect their PVC (mean=3.13, 

SD=1.41). The average mean 1.88 and SD=1.43 show that there was low level of influence to 

register to vote via social media. 

Extent to which exposure to political activism on social media influenced decision to vote 

Table 4: Level of exposure to political activism on social media 

Variable VH level 

F (%) 

H level 

F (%) 

L level 

F (%) 

VL level 

F (%) 

N level 

F (%) 

Mean S.D 

Political activism contents 

on Twitter influenced my 

intention/decision to vote 

88 

(23.2%) 

66 

(17.4%) 

64 

(16.8%) 

86 

(22.6%) 

76 

(22.0%) 
2.99 1.46 

Political activism contents 

on Twitter influenced my 

choice of candidate 

69 

(18.2%) 

72 

(18.9%) 

88 

(23.2%) 

94 

(24.7%) 

57 

(15.0%) 
2.99 1.33 

Political activism contents 

on Twitter impacted my 

involvement in political 

activities 

82 

(22.9%) 

63 

(16.6%) 

69 

(18.2%) 

102 

(26.8%) 

59 

(15.5%) 
2.96 1.41 

Political activism contents 

on Facebook influenced 

my intention/decision to 

vote 

142 

(37.9%) 

78 

(15.5%) 

62 

(17.4%) 

59 

(16.8%) 

39 

(12.4%) 
2.41 1.39 



  
  
 
 

DOI 10.17605/OSF.IO/AVJ97 

2271 | V 1 8 . I 0 7  
  

Political activism contents 

on Facebook influenced 

my choice of candidate 

144 

(12.1%) 

59 

(17.1%) 

66 

(18.1%) 

64 

(14.1%) 

47 

(38.6%) 
2.50 1.45 

Political activism contents 

on Facebook impacted my 

involvement in political 

activities 

144 

(37.9%) 

75 

(19.7%) 

67 

(17.6%) 

60 

(15.8%) 

34 

(8.9%) 
2.38 1.36 

Average Mean      2.71 1.40 

Key: VHL=Very high level, HL= High level, LL= Low level, VLL= Very low level; NL=No 

level.  Decision rule if mean is: 1-1.49= NL; 1.5-2.49= VLL; 2.5-3.49= LL; 3.5-4.49= HL 4.5-

5.0= VHL 

From the analysis of results, respondents stated that political activism on Twitter influenced 

their intention/decision to vote to a low level (mean=2.99, SD=1.46), political activism on 

Twitter influenced their choice of candidate to a low level (mean=2.99, SD=1.33), political 

activism on Twitter impacted their involvement in political activities to a low level, 

(mean=2.96, SD=1.41). To a very low level, political activism on Facebook influenced their 

intention/decision to vote (mean=2.41, SD=1.39), to a low level political activism on Facebook 

influenced their choice of candidate (mean=2.50, SD=1.45) and to a very low level political 

activism on Facebook impacted their involvement in political activities (mean=2.38, SD=1.36). 

The average mean of 2.71 and SD=1.40 shows that to a low level the respondents’ decision to 

vote were influenced through political activism on social media.  

Involvement of respondents in political issues on social media and intention to vote  

From the analysis of results, it is evident that respondents affirmed that they intended to vote 

during the 2023 elections (mean=1.39, SD=.49), they affirmed that Twitter campaigns for the 

2023 elections will influence their intention to vote (mean=1.47, SD=.50) and disagreed that 

Facebook campaigns for 2023 general elections will influence their intention to vote.  

Table 5: Political issues involvement on social media and intention to vote 

Variable 
Yes 

F (%) 

No 

F (%) 
Mean Standard Deviation 

I intend to vote during the 2023 General 

elections 

233 

(53.4%) 

147 

(46.6%) 
1.39 .49 

Twitter campaigns for the 2023 General 

election influenced my intention to vote 

203 

(53.4%) 

177 

(46.6%) 
1.47 .50 

Facebook campaigns for the 2023 General 

election influenced my intention to vote 

124 

(32.6%) 

256 

(67.4%) 
1.67 .47 

Average Mean   1.51 .49 

Decision rule if mean is: 1-1.51 = Negative = 0-3 and Positive = 3.1 - 6 
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Test of hypothesis 

The involvement of youths in political issues on social media will positively influence their 

intention to vote. 

Table 6: Involvement of youths in political issues on social media will positively 

influence their intention to vote 

Model 
Unstandardized Coefficients Standardized Coefficients 

T Sig. 
 

B Std. Error Beta R2 

1 (Constant) 1.701 .134  12.679 .000 .005 

Involvement -.070 .071 -.070 -1.364 .173  

a. Dependent Variable: Intention to vote  

Table 6 shows that involvement of youths in political issues on social media will not positively 

influence their intention to vote (β = -0.070, t = -1.364, p>0.05). Consequently, the null 

hypothesis was rejected. Involvement of youths in political issues on social media was found 

to have a strong positive relationship with no intention to vote (r=.173, p>0.05). Additionally, 

the regression model shows that involvement of youths in political issues on social media 

predicts 0.5% variance in the intention to vote (R2= 0.005). This indicates that their 

involvement in political issues on social media possibly cannot be used to determine their 

intention to vote. 

 

DISCUSSION 

Level of involvement in political issues on social media 

The result shows that respondents had low level of involvement in political issues on social 

media. This finding is consistent with the findings of Mukhtar (2020) who noted that low level 

participation by the citizens has been the trend from 1999 to 2019 general elections due to flaws 

of insufficient education among citizens, wide spread poverty, elite manipulation of the 

political process, monetisation of the electioneering process, corrupt and inexperienced 

officials, marginalisation, political violence and insecurity in the process that affect the 

legitimacy of the political class. This finding is also in keeping with the finding of Ibezim 

(2019) who asserted that despite the fact that youth account for high proportion (70% and more) 

of the Nigerian population are extremely excluded from socio-economic and political spheres 

although some legal protections and advocacies have been attempted by the Nigerian youth, 

most of these youth-related policies and programs are paper values. Also, Akinyetun (2021) 

reports that despite the youths being at about 28% of the total population (52.2 million), they 

are still largely marginalized from governance and helpless to counter their continued 

exclusion.  This is backed up with evidence of the lower percentage of youth that hold political 

and leadership positions in the country.  

Taiwo (2014) corroborates this result by observing that the marginalization of West African 

youths has been part and parcel of history only that their situation has further raised their stake 

as agent of social disorder in the absence of positive engagement in recent times. Umar and Isa 

(2021) assert that short-sighted policymaking fails to properly integrate the youth’s needs. 
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Youths are not involved in political and economic structures; hence they indulge in series of 

agitations and violent acts of political thuggery, armed robbery and other negative vices.  

Extent of participation in political issues in real life 

The study found that respondents to a low extent participated in political activities in real life. 

Teng and Joo (2016) established that political participation in real life can take many different 

forms, ranging from voting and attending political rallies to volunteering for a political 

campaign or running for office. Affirming this stand, Sajid (2015) confirmed that political 

participation in real life include attending political rallies or protests, contacting elected 

officials, and volunteering for political campaigns. While the level of political participation can 

vary depending on factors such as age, income, education, and political affiliation, research 

suggests that these forms of political participation are less common than voting, particularly 

among young people. Uwalaka (2020) noted that voter turnout in the United States has 

historically been lower among young people and minorities. A study by Nwabunze and Okoye 

(2019) affirmed that while young people are more likely than older generations to use social 

media for political purposes, they are less likely to engage in traditional forms of political 

participation such as attending rallies or contacting elected officials.  

Extent to which social media discussions influenced students to register to vote 

The findings show that social media discussions to a low extent influenced respondents to 

register to vote. Although several studies have shown that social media has a significant impact 

on young people's political engagement and participation, including their decision to register 

to vote, the findings of this study negate the Ibrahim’s (2019) position that students who were 

exposed to political content on social media were more likely to register to vote than those who 

were not exposed to such content. It equally contradicts Zepeda-Millán and Karnig’s (2017) 

conclusion that young people who were exposed to political content on social media were more 

likely to register to vote than those who were not exposed to such content. The implication of 

this finding is that social media discussions may just be one of many factors that influence 

political engagement and participation. Hence, other factors such as political interest and 

education may be equally influential.  

Level of exposure of political cyber-activism on social media 

The study shows that the respondents to a low level were exposed to cyber activism on social 

media. A study by the Pew Research Centre found that political content on social media is often 

highly polarized and tends to be shared among like-minded individuals, rather than reaching a 

broad audience. The study found that political content on social media is often dominated by a 

small group of highly active users, who are more likely to share content that aligns with their 

political views. In line with this study, Dagona et al. (2013) found that political cyber activism 

content on social media tends to be more effective when it is shared by trusted sources, such as 

friends and family members. In other words, social media users are more likely to engage with 

political content when it is shared by someone they know and trust. In addition, Banet-Weiser, 

Gill, and Rottenberg (2019) found that the reach of political cyber activism content on social 

media can be limited by algorithms and platform policies. The study found that social media 
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platforms such as Facebook and Twitter tend to limit the reach of political content, particularly 

content that is deemed to be controversial or divisive. Adeleke (2016) suggest that the reach 

and impact of political cyber activism content on social media can be limited by a range of 

factors, including the platform used, the reach of the content, and the target audience. The low 

level of exposure to political cyber activism content may also be explained theoretically based 

on the principle of the uses and gratification theory which suggests that individuals actively 

seek out and use media to fulfil specific needs or gratifications, rather than being passive 

recipients of media messages. This implies that individuals will only seek out political activism 

contents on social media if contents will help them fulfil their needs for social interaction or 

strengthen their sense of personal identity. Hence, they will only use the media to seek for 

political information to better understand the issues and policies that affect their lives and the 

lives of others (Matseshe-Crawford & Foster, 2019). 

Influence of involvement in political issues on social media on intention to vote  

The findings revealed that most of the respondents had intentions to vote. While Twitter 

campaigns influenced their intention to vote, Facebook campaigns did not influence their 

intention to vote. Although Bond et al. (2012) found that social media use was positively 

associated with political participation, including intention to vote, Izogo et al. (2020) found 

that the effect was stronger for those who were not already politically engaged. Matseshe-

Crawford and Foster (2019) added that social media users were more likely to say that they 

planned to vote than those who did not use social media implying that respondents intention to 

vote may be due to their social media.  

 

CONCLUSION AND RECOMMENDATION 

At the conclusion of the 2023 Nigeria’s general election, it was declared the election with the 

worst turnout in Africa. The study was motivated by the concern that political cyber activism 

may not always translate to participation in political activities in real life. Findings revealed 

that this position to a large extent reflects the reality that youths (with a higher number of voter 

registration) who are within the voting age and are educated (undergraduates in one of the 

leading public Universities in Nigeria, University of Lagos), had low level of involvement in 

political issues on social media and to a low extent participated in political activities in real 

life. In addition, social media discussions to a low extent influenced respondents to register to 

vote and to a low level exposed them to cyber activism. Hence, it is concluded that respondents 

did not have any intention to vote based on their political involvement on social media or 

political cyber activism. Impliedly, although cyber or digital activism has emerged as an 

important tool for political and social change allowing individuals and groups to promote their 

goals and causes using digital technologies, the impact of social media and digital activism on 

politics can be complex and multifaceted depending on a range of factors, including the specific 

content and platform used. Therefore, it is valuable for political organizers and activists who 

seek to engage and mobilize individuals for political reasons to understand the specific needs 

and motivations of individuals. This understanding will help them tailor their messaging and 

activities to better resonate with their target audience and ultimately achieve the desired goals. 
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