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ABSTRACT

Socialmediausageisoneofthemostpopularonlineactivitiesthesedays.In2018,itisestimatedthat
2.65billionpeoplewereusingsocialmediaworldwideandthesenumbersareexpectedtoreachalmost
3.1billionby2021,themajorityofwhomareyoungpeople.Withsomenotableexceptions,thereare
fewstudiesthathavebeenundertakeninthefieldofpoliticsandsocialmedia.Thisstudyexamines
howusageofsocialmediaforpoliticalpurposeinfluencesthevotingbehaviorofthevoterinthis
realm.Theauthorstestthepropositionthatusingsocialmediaforpoliticaluseoffersanewpathway
totheirpoliticalparticipation,interest,andknowledgeusingpathanalysis.Resultsdemonstratethat
politicaluseofsocialmediaimpactedbothlevelsofandgrowthintraditionalpoliticalparticipation,
interest,andknowledgeduringthe2019election.
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1. INTROdUCTION:

Itwasduring2008Americanpresidentialelections,socialmediahaveseenaperquisiteintheuseof
socialnetworkingsitesforpoliticalpurpose.Amongthevariousplatforms,Facebookwhichisthe
mostsoughtaftersocialmediaplatformwithover750millionsubscribersacrosstheglobe(Facebook.
com)whichcanbetermedasthirdmostpopulouscountryintheworld.Initiallythesesocialmedia
platformswerenotevolvedaspoliticalinstrument,howeverstatesmanhasquicklyadaptedtousethem
forpoliticalcampaignsandcommunication.During2008elections,BarackObama’swiththehelpof
socialnetworkingsitesmadeanappealtoAmericanyouthevenamongthosewhoarenotoldenough
toexercisetheirvote(Dalton,2009;Nagourney,2008).AfterBarackObama’svictoryinthe2008
presidentialrace,citizenswatchedhimbeaheadofamassof7,000andspokeaboutthepotentialof
connectedyouth.ThismillenialswhodroveBarackObamatotriumphandutilizedthesocialmedia
siteseffectivelythatBarackObamafrequented.“TheInternetandanextraordinarysocialmovement
enabledhimtocometopowerandyouthwerethepropellersofhisvictory”(Harfoush,2009).While
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PresidentBarackObamawasn’tthefirstonetoexploresocialmediaasapowerfulelectioncampaign
tool(HowardDean,2004Democraticprimary),hewasthefirsttouseitasanessentialelementof
hiscandidacytonetworkwiththeyouthwhomhethoughtofthepotentialvoterswhoalignswith
hisideology.Thiscredenceinsocialforumsanduseofnewandincredibletoolsinparticularsocial
mediaplatformslike,Twitter,YouTube,Facebooktoruncampaignsthatconnectswithindividual
votersatgrassrootlevelinamorepersonalizedmanner.

While studies made by Williams & Gulati(2008) and Zhang et.al (2010) have get down to
considertheeffectofsocialnetworkingsitesonpolitics,anextensiveresearchmustputthrowinthe
emergingpoliticalrealmthatcoexistswithsocialmediaplatforms.Thisstudyextendstheresearch
onsocialmediaplatformsinordertoprovideasuperiorunderstandingbothofwhatmotivatesyouth
toexhibitandshareone’sownpoliticalviews,engagesindebates,initiatesdiscussionsonpolitical
issuesandpoliciesonsocialmediaplatforms,aswellaswhatistheeffectofusingsocialmediafor
politicalpurposeonvoterbehavior.

Inourresearch,theterm“socialmediaforpoliticalpurpose”hasbeenusedextensivelywhich
canbedefinedasusingasocialmediaplatformsexclusivelyandextensivelyforpoliticalpurposes,
likehavingdisplayimageofapoliticalpartyorpoliticianinordertoexpressthepoliticalpreference
towardsone’sprofilepage,orfollowingapoliticianpageorprofile,addingpoliticianstotheirfriends
list,followingapoliticianorpoliticalparty,initiatingthedebatesonpoliticalissues,extendingthe
supportforapoliticalpartyorapoliticianbypostingorcommentingpositivelyontheirideologies,
spreading the message and gaining support for the same, moreover campaigning for a party or
politicianandraisingmoneyintheformofdonationsetc.Usingsocialmediaplatformsforpolitical
purposeisuniquewayofaccessingsocialnetworkingsites,andthoseareworthwhileunlikeinclusive
onlinepoliticalparticipation.Itseizethebrillianceof individualpersontonotonlysharedetails
aboutpolitics,exchangingpoliticalviewsbesidesshowcasetheiraffiliationwithpoliticalpartyora
politicianoftheirfavoritepubliclyintherespectivesocialmediaplatforms.

Further,whilesocialmediaplatformsforpoliticalpurposeintegrateswithmanyaspectslike
politicalparticipation,politicalinterestandpoliticalknowledgethatvotersgainoracquireuponusing
thesocialmediaplatforms.Italsohighlightstheone’scommitmentandaffiliationforapolitical
partyorapersonthatlowersthebarriersandcostofperformingpoliticalmarketingactivitieslike
campaigning,brandbuildingandbrandrepositioning.

Further research propounds those using social media platforms for political use must be
distinguishedfromusingsocialmediafortraditionalparticipationandengagement.

Thus socialmediaplatforms forpoliticaluse isvery important in suchaway forproviding
newwaysformillennial’stogetinvolvedinpoliticaldiscussionsandpoliticsassuch.OurResearch
propoundsthattwinformsofpoliticalcommunicationsuchasonlineandofflineisstillmatterforeven
todayforencouragingparticipationenhancingknowledge,creatingandsustainingthetrustamong
thevoterswhilecreatingpositiveattitudesandfavourableinterestamongthetargetedvotergroup.

ThecurrentstudyprobesinquiryamongtherandomsampleofAndhraPradeshandtelangana
voters.ResearcherfinditparticularlypertinenttocontempletevotersofAndhraPradeshandTelangana,
asareawareofthepoliticalscenarioandpoliticalinclinationsofvotersthatarefoundintenderage
andmostespeciallyduringgeneralelectionscenario,sothevotingbehaviorswemakeoutamong
thesepopulationgrouparenaturaltopersistovertheircourseoflife(Gerber,Green,&Shachar,
2003;Valentino&Sears1998).Inthisstudyweexaminehowsocialmediaplatformsforpolitical
usecontributestoincreasingpoliticalparticipation,enhancingpoliticalknowledgeandinterestwhile
offormingpositiveattitudeandsustainingandcreatingtrustamongthevotersofAndhraPradesh
andTelanganaduringtheelectioncampaign.

1.1 Social Media Platforms in Various Contexts
Boyd&Ellison,(2008)definedsocialmediaplatformsas‘‘internetbasedservicesthatalloweach
individualtoputupapublicprofilewithinaboundedsystem,Articulatealistofotherlikeminded
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