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DETECTION OF PROPAGANDA ON TWITTER: A CASE 

OF NIGERIAN PRESIDENTIAL ELECTIONS 

 

 

Abstract 

 

The detection of propaganda on twitter using the Nigerian presidential election as a case 

study has made attracted the interest of researchers and scholars all over the world to 

identify relevant factors that can indicate the presence of propaganda on social media from 

the perspective of electorates. Hence, the need to examine twitter as it is the most used 

social media for political discuss in Nigeria. The data used was obtained through a well-

structured questionnaire and it was administered between the period of 15th November to 

15th December 2022. Ordered logit regression and structural equation model were 

employed for the study. The results showed that compatibility is seen to have significant 

effect on probability of usage of twitter for political propaganda and revealed that cost 

effectivity have a significant effect on probability of usage. It further shows that social 

media (Twitter) has significant effect on the probability of usage of twitter for political 

propaganda. The study has also helped to detect propaganda during presidential election in 

Nigeria and further helped in identifying the economic impact of propaganda on twitter on 

the Nigerian economy. 
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CHAPTER ONE 

INTRODUCTION 

1.1 Background to the Study 

Over the last decades, social media has become an important source of information and has 

attained a trending issue in the world.  It has become an ideal means for communicating 

with a large audience and freely transmitting ideas, thoughts, and news (Pastor-Galindo, 

Nespoli, Marmol and Perez, 2020). Social media networks made it possible for users to 

read news, share it, and discuss significant events in addition to interacting with one 

another. With the use of mobile devices, social media has enabled a large number of 

individuals to have access to the Internet. Social media is often used to source ideologically 

biased content that supports preexisting opinions, regardless of its validity (Shearer & 

Mitchell, 2021). 

The cost of disseminating news to a big audience has been greatly decreased due to social 

media. These modifications have lessened the function of journalists as gatekeepers and 

encourage propaganda efforts that disseminate inaccurately prejudicial and misleading 

information to influence public opinion or advance particular points of view for ideological 

or financial gain. In this era, when politicians run ongoing campaigns that are neither time- 

nor place-bound, it is possible to learn more about them straight from their social media 

profiles as well as from other users who are sharing and amplifying their messages. In this 

new scenario, social media is heavily utilized in campaigns, and the success of 

political campaigns is said to be closely related to the success of candidates on social 



2 

 

media, such as the campaigns of Obama (2008 and 2012) and that of the Nigerian 

presidential elections in 2015 and 2019. 

The difficulty of detecting and combating new types of propaganda is one that social media 

platforms are currently experiencing. For instance, in "disguised propaganda," sources are 

purposefully obscured to conceal the propagandist's true identity (Farkas & Neumayer, 

2020). In addition, propagandist pays for space in media houses or sources to broadcast 

their political adverts as reliable news pieces (Dai & Luqiu, 2020).  

Social media has many positive impacts on society, but it may also be used for evil 

purposes, such as propaganda and the creation of phony identities to influence people and 

sway public opinion. Some of these illegal online actions target election contexts 

deliberately because they provide the best opportunities to have the most impact on 

political trends (Stephan, Laura, David, Ralph, Jim, Stefanie, Cailin, Anastasia, Philipp, 

Yannic & Mark, 2020). Propaganda modifies information so as to actively sway people's 

opinions and further a planned objective, (Cruz, Rocha & Cardoso, 2019). Broadly 

speaking, propaganda is the "dissemination of information facts, arguments, rumors, half-

truths, or lies to affect public opinion. 

It is crucial to remember that propaganda also refers to real (factual) information packaged 

in a way to sway people's opinions, discredit competing ideas, or mobilize the public. 

Disinformation and misinformation relate to purposely and unintentionally erroneous 

information, respectively (Born & Edgington, 2017). In order to have the most impact, 

propaganda employs psychological and rhetorical strategies that are meant to be 



3 

 

imperceptible. According to Barr'on-Cede, Jaradat, Giovanni Martino and Nakov (2019), 

propaganda employs psychological and rhetorical strategies that are meant to be 

imperceptible in order to have the greatest impact. Because of this, nefarious propaganda 

news sources have demonstrated their ability to have a significant impact on the mindset 

of people in a society. People were more likely to reduce their natural barrier of critical 

thinking when disinformation was disseminated under the pretense of news (Martino, 

Cresci, Barr'on-Cedeno, Yu, Pietro & Nakov, 2021) because it gave the impression that the 

material was reliable. As a result, it is crucial to prevent or minimize propaganda during 

the presidential election. Detecting fake news entails identifying the possibility that a 

specific news article is false (Rubin, Conroy & Chen, 2016). A fake news detection system 

is important so as to assist in the identifying and filtering of deceptive news. Hence, this 

study tends to examine detection of propaganda on Twitter during Nigeria’s presidential 

election. 

1.2 Scope of the Study 

The study focused on detection of propaganda on Twitter during Nigeria’s presidential 

election. Data were collected through copies of questionnaire distributed to Twitter users 

in Nigeria. The choice of twitter was because of the number of users of Twitter and also 

because two main presidential contestants during 2015 and 2019 were users of Twitter.   

The study covered a period of five years (2015 to 2019). The respondents that have twitter 

account during the period of 2015 to 2019 were selected for this study. In addition, the 

respondents must be eligible to vote in Nigeria. The timeframe chosen is consistent with 
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the view that five years is sometimes used as a measure for survival by demographers to 

permit greater balancing of statistical power of test (Alexander, Davern & Stevenson, 

2010). 
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CHAPTER TWO 

OBJECTIVES AND METHODOLOGY 

2.1 Main Aim and Specific Objectives 

The main aim of this thesis is to assess the effect of propaganda on social media on the 

Nigerian presidential elections 

The specific objectives of the thesis are: 

1. To identify relevant factors that can indicate the presence of propaganda on social 

media in general, and in particular during the presidential election in Nigeria.  

2. To build a model and analyze data to verify the presence of propaganda in the 

dataset. 

3. To evaluate the results and interpret findings. 

2.2 Research Hypothesis/Research Questions 

1. What are the factors influencing the presence of propaganda on social media in 

general and in particular during presidential elections in Nigeria. 

2. Can a model be built and analyzed to verify the presence of propaganda in the 

dataset? 

3. Can there be an evaluation and interpretation of result? 

2.3 Methodology 

The primary data were obtained through a well-structured questionnaire which were 

distributed to voters, politicians and communication experts that are using Twitter. The 

administration of the questionnaire covers the period of 15th of November to 15th of 

December 2022.  
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Ordered logit regression and structural equation model were employed for the study. 

Ordered logistic regression is appropriate because the dependent variables have more than 

two response categories and the responses were ordered (Williams, 2016; Grilli, 

Rampichini, 2021 & Iannario, Monti & Scalera, 2021). 
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CHAPTER THREE 

LITERATURE REVIEW 

3.0 Introduction  

This chapter discuses relevant theories that explains the detection of propaganda on 

Twitter. It discusses the various concepts related to twitter, the social media, presidential 

election in Nigeria, propaganda, the usage of twitter in political activities and other vital 

concepts. The chapter concluded by examining empirical reviews on the topic at hand. 

3. 1. Concept of Social Media 

In this decade of the information systems, the importance of social media to the change in 

business and communications cannot be overstated. In the year 2000, a number of social 

networking websites began to crop up, with the purpose of making it easier to communicate 

with those who have similar interests in areas such as music, education, movies, and other 

topics. This had an effect on the business practices of many firms, including how they 

promoted their wares and how they manufactured their products. There are a number of 

hypotheses that attempt to explain how social media first came into being. We have spent 

a significant amount of human history developing instruments that make it easier for us to 

communicate with one another (Carton, 2009).  

Social media had a big effect on how people's social lives developed after 1994, even 

though many of the most popular social platforms and applications did not come into 

existence until after that year. According to the findings of Lenhart's (2015) research, a 

significant number of adolescents between the ages of 13 and 17 log on to the internet on 

a regular basis. Reports indicate that 24 percent of these totals are almost always present 
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online. In addition, the percentage of young individuals between the ages of 18 and 29 who 

use social media has seen a significant growth in 2015. (Perrin, 2015). It has been shown 

that the usage of social media is changing young people's participation in politics as well 

as their comprehension of political concepts. 

The impact of utilizing social media may be positive or negative, depending on the users' 

intentions and the objectives they want to achieve while using it. On the other hand, users 

might sometimes find themselves the focus of negative usage scenarios that are beyond 

their control. These situations can include things like harassment, extortion, hacking, 

trolling, propaganda, impersonation, and other similar activities. Even though other studies 

have shown that teenagers can use social media in a variety of harmful ways, such as being 

exposed to pornographies, being bullied, or being blackmailed, the use of social media may 

be focused on beneficial uses, such as education, entertainment, politics, brainstorming 

topics, and religious topics (Funmilola, & Matthew, 2020). 

One of the many aims of social media is to democratize knowledge and information by 

giving people the ability to both generate and consume information. This is accomplished 

via the use of social media. The fact that social media can be accessed from anywhere has 

democratizing effects since it enables individuals from all walks of life to interact with 

political processes and take part in those processes. Social media increases political 

participation by offering a channel for engagement that is simple to incorporate into 

people's everyday lives. This is accomplished by allowing citizens to observe and influence 

the activities taken by the government. Researchers have been motivated to investigate how 
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social media influences day-to-day living and democratic society, with a particular 

emphasis on how it encourages political activity and participation, as the prevalence of 

social media usage continues to grow (Funmilola, & Matthew, 2020). 

The term "political involvement" refers to the engagement of citizens in behaviors, events, 

or activities that have an influence on the decisions made by political representatives and/or 

the actions taken by those representatives (Okoro & Nwafor, 2013). It refers to the many 

different ways in which individuals may exercise their right to vote, express their political 

beliefs, and/or have an effect on the political processes that are taking place (Chatora 2012). 

Because of this, any activity undertaken by a citizen with the intention of influencing the 

resolution of a political issue qualifies as civic engagement and is an essential element of 

any democracy. Involvement in politics may also be seen as a collection of activities carried 

out by individuals in an effort to influence the organized policies or representatives of the 

government in which they live. 

The political and democratization processes have been sped up as a result of the thorough 

infiltration that social media have made into the information society. Communication has 

expanded beyond the bounds of traditional forms of social interaction and has become an 

integral part of people's lives, having an impact on the activities that people engage in on 

a social, political, and economic level. This expansion has been made possible with the 

assistance of the media, a contemporary trend in the dissemination of information and 

knowledge. The Internet was formerly considered a reliable source of news, but nowadays, 
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most nations depend on social media as their primary information resource (Funmilola, & 

Matthew, 2020). 

The term "social media" refers to a collection of online applications, websites, and media 

that encourages communication, collaboration, and the sharing of ideas. The ways in which 

people take in information and the ways in which they come to interpret that information 

are both being impacted by the rise of social media. As the number of people using social 

networks continues to skyrocket, not only regular people but also businesses, public 

institutions, and other organizations are establishing accounts on these platforms and using 

them as communication tools. In contrast to lone social networkers, these groups make 

active use of the media to further their political and campaign goals. 

The act of engaging in political discourse on social media exacerbates the problem of echo 

chambers since everyone feels forced to take a side in the debate. It is quite unlikely that 

voters will ever be required to provide an honest justification for the political viewpoint 

they hold, unless the voters deliberately seek out persons and media sources who have 

opposing political views. When someone scrolls down their news feed, they will only see 

issues and ideas that align with their own beliefs. The use of social media platforms for 

political reasons also makes it easier for third parties to have influence over electoral 

processes (Funmilola, & Matthew, 2020). 

Users may participate in activities related to social media from any location in the world 

thanks to a platform known as social networking websites, or SNS. This new social media 

technology is providing more and more platforms, and these platforms are increasingly 



11 

 

taking the place of other essential online interaction tools. Moreover, this revolutionary 

social media technology is delivering more and more platforms. These platforms put their 

consumers first and focus catering to their needs. Users are consistently provided with the 

space they need to develop things, exchange products, ideas, and information, as well as 

interact and engage with both familiar and unfamiliar individuals. This makes it possible 

for a broad variety of practices that encourage practices ranging from those that empower 

users to those that permit creative creations, especially among young people. This opens 

the door for a wide range of practices that nurture practices. 

In addition to this, these platforms provide an atmosphere in which activism may thrive. 

Some of the most well-known names in social networking sites (SNS) on the market today 

include Facebook, Twitter, We Chat, and many more. These websites have millions of 

users who use their services to make relationships with one another, keep in contact with 

one another, discover support and answers to concerns, and reaffirm views and values in 

common with one another. Users of these sites also have the opportunity to socialize while 

exchanging information and having fun (Jenkins et al., 2013; Hinton & Hjorth, 2013). 

Because the internet is playing an increasingly important role in people's day-to-day lives, 

social networking websites are rapidly turning into an essential component of human 

identity. The transition in communication has been from face-to-face contacts to online 

interactions, where information can move across the world in only a few seconds. Face-to-

face conversations were the norm in the past, but online interactions have taken their place. 

These exchanges have provided users with a place for social as well as political 
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engagement, succeeded in increasing awareness of problems, and encouraged individuals, 

especially young people, to get active in politics and other activities that are important to 

them (Benkler, 2006). 

Citizens also have the ability to elect political representatives by being politically active, 

and these representatives then utilize their power to craft policies that are in the best 

interests of the citizens who will, in the end, profit from the social programs that they 

execute. Engagement in politics entails not only participation in the political process but 

also participation in the debate of sociopolitical and economic issues that are used to assess 

future leaders. In addition to this, it may include assessing the capabilities of the currently-

held positions, as well as fostering solutions for resolving societal problems in order to 

build a more prosperous society. Therefore, speaking out on political concerns, running for 

office, casting a ballot, registering to vote, signing petitions, acting in civil disobedience, 

participating in public consultations, and making financial donations are all examples of 

ways to become involved in politics (Funmilola, & Matthew, 2020). 

In most cases, the Internet is the primary driving force behind campaign funding in today's 

world. The internet is the primary source of information in the world, and social media, 

which can be accessed through a variety of platforms, makes information accessible, 

encourages conversation and the exchange of ideas, and has emerged as the most effective 

means of motivating a large-scale political uprising. These days, social media dictates 

everything that young people do. The Dreamer Movement and the Black Lives Matter 

campaign are two examples of this (Elliot & Earl, 2018). The usage of social media by 
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young people in Nigeria has led to their participation in political processes. They find it 

more difficult to be coerced to vote for candidates because of the easy access to information 

that they now have, and because they are able to privately voice their opinions without fear 

of reprisal for doing so. 

3.2 Theoretical Framework  

In this research, three ideas on politics, social media use, and public affairs were looked at. 

Democratic Participant Theory and Uses and Gratification Theory are the theories being 

examined. Below, we talk about these ideas. 

3.2.1 Democratic Participant Theory  

A political and media philosophy known as the "democratic-participant hypothesis" 

contends that democratizing access to stakeholders would improve the media's 

effectiveness (Johnson & Johnson, 2013). Since achieving independence in 1960, the 

majority of Nigeria's governmental administration has been under military authority. There 

were still concerns about the freedom of expression and the ability to make one's own 

political judgments as the country transitioned to democracy. Voters avoided open 

elections as a result because they may be physically harmed by opposition parties 

sponsored by the military or by opponents with a history of violence. 

Because voters in Nigeria may now voice their thoughts and make decisions from the 

comfort of their own homes thanks to the rise of social media, the country's political 

landscape has been transformed as a consequence. They could take part in conversations 

on the benefits and drawbacks of certain candidates. As a direct consequence of this, 
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encouragement to vote was directed at younger people. For the purpose of reducing the 

risk of violence and abuse, the voting age of millennials was historically low or 

nonexistent. According to Johnson and Johnson (2013), the democratic participation theory 

is an application of the social responsibility theory that maintains that the media should 

disseminate different thoughts and perspectives of people or groups regardless of their 

political leanings. This theory holds that the democratic participation theory is an 

application of the social responsibility theory. When it comes to young people, radio, 

television, and newspapers no longer have the same allure as they once did. It is very 

challenging to use pre-internet forms of mass media to increase millennial participation in 

politics since these kinds of media have less of an influence on young people than they 

formerly did (Dong, Toney, & Giblin, 2010). Traditional forms of media, such as 

newspapers and radio, provide only a limited and expensive amount of space. As a 

consequence of these communication methods, it was difficult for young people to 

communicate their opinions, express their views, and get politically active. This obstacle 

has been largely conquered with the introduction of social media, which in recent years has 

sparked new political interests and increased engagement among millennials (Wyngarden, 

2012). The proliferation of social media platforms such as Twitter has profoundly changed 

the ways in which individuals take part in political discourse. 

Because of the change in the paradigm of political involvement, the unprecedented equality 

of access to the media is crucial. This is true regardless of a person's financial status or race 

(Baran & Davis, 2012). Instead of merely the elites being involved in good governance and 
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cultural revitalization, democratic participation suggests that those at the grassroots level 

of society should also be involved in these activities (Baran & Davis, 2012). It is a concept 

that is used to combat the monopolistic and centralistic type of press ownership, which 

suppresses dissenting voices via the implementation of stringent editorial controls, and to 

advocate for the democratization of the ownership of media companies (McQuail, 2005). 

It also says that a democracy cannot guarantee a diverse range of ideas and opinions if a 

single entity controls the ownership of all of the country's news outlets. 

3.2.2 Uses and Gratification Theory (UGT)  

UGT explains the myriad of reasons why people participate in social media activities. The 

content of various media shows does not appeal to everyone the same way or have the same 

effects on everyone. On the basis of their preferences and needs, people opt to participate 

in certain forms of media while avoiding others (Anaeto, Onabanjo, & Osifeso, 2008). The 

hypodermic needle effect theory of the media, which asserts that the media has an all-

pervasive impact on its audience, was the basis of the development of the notion. This 

hypothesis was the genesis of the idea that the media has an all-pervasive influence on its 

audience (Johnson & Johnson, 2013). 

In the past, Nigerians had very few choices and just consumed whatever the media offered 

to them. Today, the country has a lot more freedom. This was largely due to a fear of 

becoming a victim or a dread of the unknown since it is impossible to identify a political 

foe based just on interaction with that individual. Officials whose political views diverge 

from those held by their superiors run the risk of not being promoted or perhaps being fired 
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from their jobs. A person may now choose the information they want to get from the media, 

pick what candidates they support, and do so without being required to give an opinion on 

the matter. 

Young people's participation in traditional political activities has declined across the board, 

including in both developed and developing countries. Millennials aren't interested in the 

traditional methods of involvement, which are mostly driven by traditional forms of mass 

media such as radio, television, and newspapers. These methods fail to attract the attention 

of millennials. On the other hand, those who fall within these groups have lately shown a 

renewed interest in politics. This may be because of the increased usage of the numerous 

social media platforms that are available to them. These platforms provide millennials 

access to information as well as the opportunity to connect in person with political parties 

and the individuals running for those parties. 

Prior notions that portrayed people as the victims of big companies are refuted by this 

viewpoint, which argues that consumers have the ability to select what they purchase and 

rejects those earlier conceptions. This argument is a rebuttal to those who assert that a 

person's intelligence and sense of self-worth are determinants of the kind of media they 

consume. This theory will be used to explain how individuals decide who politicians to 

vote for based on their personal preferences as well as the effects that election campaigns 

have on twitter. 

According to Baran and Davis (2003), Herta Herzog was the first researcher to conduct a 

thorough study of media gratifications with her paper "Motivations and Gratifications of 
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Daily Serial Listeners." Additionally, Herzog is often attributed with the creation of the 

UGT. According to Sweetser and Kaid, the concept, which has a long history of 

investigating the motivations of individuals seeking political information, has more 

recently been applied to determine the gratifications provided by entertainment media 

(2008). 

It has been suggested by Blumer and McQuail (1969) that gratifications may be broken 

down into three distinct groups. The first group is a cluster that was motivated by political 

motivation, such as reinforcement or vote guidance; the second group is a cluster that was 

motivated by surveillance in order to stay informed; and the third group is a cluster that 

was motivated by excitement, such as anticipating which political party would win. When 

researching political information online during the course of their careers, academics 

gradually began to employ the pleasure standpoint. According to Kaye and Johnson (2002), 

the primary reasons are guiding, information seeking, and monitoring. These reasons come 

in second and third place, respectively, after entertainment and social utility. These 

academics link media consumption to political attitudes, arguing that higher levels of self-

efficacy are linked to information seeking and surveillance, and that higher levels of 

interest in politics are associated with accessing political information online for social 

utility and information seeking surveillance. 

Anaeto, Onabanjo, and Osifeso (2008) are more concerned in the actions that individuals 

do in relation to the media as opposed to concentrating on the effects that the media have 

on people. They argue that consumers of media are not passive, but rather actively involved 
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in deciding how they employ the information, and that content consumers choose how they 

are affected by the mass media. Consumers are said to be exposed to and recall media 

messages for the perceived pleasures, as stated by Folarin (2005). Because users of social 

media are very likely to use these platforms to satisfy their informational needs, actively 

participate in political communication, and be able to connect to political activity both 

inside and outside of their immediate geographic area, this is of the utmost importance to 

this study. The "democratic-participant hypothesis" is a political and media concept that 

asserts that increasing the number of people who have democratic access to various 

stakeholders would increase the efficiency of the media (Johnson & Johnson, 2013). Since 

the country's independence was won in 1960, a significant portion of Nigeria's 

governmental administration has been in the hands of the military. As the nation made the 

transition from dictatorship to democracy, there were still worries over the freedom of 

speech and the right of individuals to form their own political opinions. As a direct 

consequence of this, voters avoided free elections for fear of being physically attacked by 

opposition parties that were financially supported by the military or by opponents who had 

a history of violent behavior. 

Because voters in Nigeria may now voice their thoughts and make decisions from the 

comfort of their own homes thanks to the rise of social media, the country's political 

landscape has been transformed as a consequence. They could take part in conversations 

on the benefits and drawbacks of certain candidates. As a direct consequence of this, 

encouragement to vote was directed at younger people. For the purpose of reducing the 
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risk of violence and abuse, the voting age of millennials was historically low or 

nonexistent. According to Johnson and Johnson (2013), the democratic participation theory 

is an application of the social responsibility theory that maintains that the media should 

disseminate different thoughts and perspectives of people or groups regardless of their 

political leanings. This theory holds that the democratic participation theory is an 

application of the social responsibility theory. 

When it comes to young people, radio, television, and newspapers no longer have the same 

allure as they once did. It is very challenging to use pre-internet forms of mass media to 

increase millennial participation in politics since these kinds of media have less of an 

influence on young people than they formerly did (Dong, Toney, & Giblin, 2010). 

Traditional forms of media, such as newspapers and radio, provide only a limited and 

expensive amount of space. As a consequence of these communication methods, it was 

difficult for young people to communicate their opinions, express their views, and get 

politically active. This obstacle has been largely conquered with the introduction of social 

media, which in recent years has sparked new political interests and increased engagement 

among millennials (Wyngarden, 2012). The proliferation of social media platforms such 

as Twitter has profoundly changed the ways in which individuals take part in political 

discourse. 

Because of the change in the paradigm of political involvement, the unprecedented equality 

of access to the media is crucial. This is true regardless of a person's financial status or race 

(Baran & Davis, 2012). Instead of merely the elites being involved in good governance and 
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cultural revitalization, democratic participation suggests that those at the grassroots level 

of society should also be involved in these activities (Baran & Davis, 2012). It is a concept 

that is used to combat the monopolistic and centralistic type of press ownership, which 

suppresses dissenting voices via the implementation of stringent editorial controls, and to 

advocate for the democratization of the ownership of media companies (McQuail, 2005). 

It also says that a democracy cannot guarantee a diverse range of ideas and opinions if a 

single entity controls the ownership of all of the country's news outlets. 

Geographic limits: the capacity to freely disseminate information, ideas, and debate; the 

power to study themes and critique the opinions of experts and authorities; the opportunity 

to inspire political will; and (Dahlgren 2005; Szabo 2007). Twitter, which is a well-known 

example in this respect, is going to be the primary focus of this research. 

3.3 Types of Social Media 

For the purpose of this study only four social media sites will be reviewed 

1. Facebook 

Twitter profiles are less extensive than those on Facebook. They enable a product to include 

movies, pictures, and extended descriptions. Videos may demonstrate both the best times 

to utilize a product and how to do so (Vivek, Sanjay &Shweta 2012). 

2. Twitter 

Twitter enables businesses to advertise goods to specific customers. Short messages that 

followers are more likely to read may clarify a product's application. The home pages of 

followers display these messages. Messages may include links to the product's website, 
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Facebook page, images, videos, and other content. Followers may spend more time 

engaging with the product online by clicking on this link. This encounter may develop a 

devoted bond between the person and the product and open up more options for promotion. 

Real-time product promotion on Twitter attracts buyers (Vivek, Sanjay &Shweta 2012). 

3. YouTube 

The option to target a particular market with people who share their interests and needs is 

provided by this social media platform. More than 72% of all online video views now 

originate from YouTube, which has swiftly surpassed other major video sharing websites 

(June, 2009). Social media tools are used to enhance video sharing. Users create personal 

profiles, or "channels," which display information about their social connections (such as 

friends, comments, and message boards), interests (such as channels they subscribe to), 

and video-related information (such as the quantity and dates of videos posted) (Rotman, 

Golbek & Preece, 2009).  

4. Vimeo 

We may now submit videos with a maximum file size of 20 MB, or segments of 3–8 

minutes, to Vimeo, another video sharing site. When movies were directly stored on the 

UWS server in the past, students have expressed annoyance with the poor download 

speeds. Due to this restriction, we made the choice to upload digital films on the Vimeo 

server. Launched in November 2004, Vimeo offers user comments on each video page, 

sharing, embedding, and storage for videos. Co-founder Jakob Lodwick came up with the 

name Vimeo, which combines the terms "video" and "me" to signify the site's exclusive 
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focus on user-generated content. Several academics from the School of Education at UWS 

are presently using the Vimeo server, with favorable outcomes (Marion & Jorge 2010). 

The following succinct list of benefits may be used to summarize utilizing the Vimeo Plus 

service: 

• Advanced privacy, including the option to password-protect movies;  

• Simple to use for academics;  

• Capability to manage and organize groups 

A substantial weekly upload capacity. Facebook, WhatsApp, Twitter, Instagram, Imo, 2go, 

YouTube, Telegram, Flikr, Tiktok, Zoom, Skype, and other social media platforms are also 

available. 

3.4 Twitter in Focus  

In its most basic form, Twitter is a website that is managed by a firm that goes by the name 

Twitter Inc. According to D'Monteis (2019), some people have compared it to the SMS of 

the internet. Jack Dorsey, an entrepreneur in the field of information technology, was the 

one who first conceived of the platform and went on to start the company in March of 2006. 

Twitter is a service that may be used for social networking as well as microblogging. 

Tweets are text-based updates that have a maximum character restriction of 140 and may 

be sent and read by users. Tweets are shown on a user's profile page and can be seen by 

other users. Tweets are made accessible to the public by default; however, senders have 

the option of restricting message delivery to just their followers. 
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People have the option to "follow" the tweets of other users or subscribe to them (Stone 

2009). As a social networking service, Twitter is based on the concept of followers. Tweets 

from persons whose accounts you choose to follow are shown in reverse chronological 

order on the main page of your Twitter account. It allows users the ability to update their 

profile through text messages or using programs that were specifically built for that 

purpose. 

Twitter is considered by many users to be the social media platform that is most suited for 

disseminating political ideas in easily consumable pieces to an audience that has an 

attention span that is continually on the decline (Moore, 2015). On March 28, 2015, the 

presidential election was held, and Nigerians, who were among the most Internet users in 

Africa (Ayodeji, 2016; Okorie, Loto, & Omojola, 2018; Okorie et al., 2017), took 

advantage of this platform to make themselves heard and more visible during the election. 

Okorie, Loto, & Omojola, 2018; Okorie et al., 2017; Okorie et al. During the presidential 

election in 2015, the most important participants were the voters, the Independent National 

Election Commission (INEC), Goodluck Jonathan, Mohammadu Buhari, and their 

respective parties. They all made considerable use of Twitter leading up to the election, 

while the election was taking place, and in 2015. 

3.5 Twitter and Presidential Campaign 

Effective communication is essential to the practice of politics. Politicians utilize 

communication strategies that are intended to persuade others about a certain subject or 

cause. The capacity for effective communication has always been seen as a highly desirable 
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quality in political candidates. This is of the utmost importance in Nigeria, where political 

leaders are obligated to address the most pressing issues currently being discussed in the 

public sphere, such as terrorism, unemployment, and other related issues (Morah & 

Omojola, 2011). They make use of specialized communication channels in order to convey 

a predefined message to a specific target audience in order to acquire information that may 

influence the political behavior of their audience. The message being sent and the 

demographic that it is aimed at will, to a significant extent, determine which 

communication medium will be the most successful in terms of persuading votes (Ezeh, 

Chukwuma & Enwereuzo, 2015). 

As was said before, the introduction of the Internet as a new means of mass communication 

has stoked competition amongst the old forms of media, which include radio, television, 

newspapers, and magazines (Ezeh, Chukwuma, & Okanume, 2017). It is now abundantly 

obvious that social media may be used to organize support for political causes. Campaign 

strategists now rely heavily on social media as a tool for moving the conversation forward 

and organizing political support since social media has matured into a significant political 

instrument. Twitter has emerged as a significant tool for political campaigning in recent 

years, particularly in the United States. 

3.6 Effects of Twitter on Elections in Nigeria 

The amount of time spent on the internet and on social media platforms has skyrocketed 

throughout the whole of the African continent during the last decade. The usage of social 

media has expanded to include a wide range of arenas, including elections, natural 
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disasters, and political unrest. It is essential that the use of social media for political 

purposes be researched in order to gain an understanding of both the benefits and the 

drawbacks associated with this practice. This is necessary with the goal of expanding this 

medium for the advancement of political development in terms of the electoral process that 

is used to vote delegates into political offices. Schreiner (2018), who conducted a review 

of the content of Twitter as well as qualitative interviews with industry experts, found that 

the primary applications of Twitter were political debate and the mobilization of large 

groups of people. 

During elections, the network is utilized by groups of engaged citizens and bloggers who 

serve as opinion leaders to enlighten and encourage others who are interested in politics, 

particularly for those who are undecided about which candidate to support. In particular, 

the network targets those who are interested in encouraging those who are undecided about 

which candidate to support. An important conclusion regarding Twitter and elections is 

that it was used for both disseminating false information and expressing varying degrees 

of verbal aggression, in addition to its role in verifying facts and old rumors. This is a 

significant finding. Twitter also played a role in dispelling old rumors. 

During election seasons, there is often a significant decrease in the amount of press freedom 

enjoyed by conventional media outlets. The media is seen as a tool of propaganda by parties 

who are in opposition to each other. In addition to receiving death threats, some political 

adversaries actually suffer the violence that is threatened against them (Reporters Without 

Borders, 2011c). As a direct result of the phenomenon that is Twitter, a number of 
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politically informed and well-connected users of the internet have joined forces with 

individuals who have had less experience and opportunity to openly express their political 

opinions and participate in the election process in an environment that is more favorable 

and somewhat more free (Brou, 2012). 

According to research conducted by ITU (2016), the amount of time spent on social media 

platforms and online has significantly grown over the last 10 years. When compared to 

2010, a much higher percentage of people living in Africa currently have access to the 

internet. In 2015, Africa was home to 120 million monthly active users of Facebook, the 

vast majority of whom accessed the platform through mobile devices (Shapshak, 2017). In 

2016, users in Africa sent around 1.6 billion tweets on Twitter, which represented the vast 

majority of all activity across social media platforms at that time (Portland 

Communications, 2016). The use of social media for political reasons has spread around 

the world, ranging from monitoring elections to conducting online surveillance of political 

adversaries. 

Some authors believe that political opponents use social media to spread false information 

(Douai & Olorunnisola, 2013). On the other hand, some authors refer to social media as 

"liberation technology" because it enables individuals to confront, contain, and decide 

whether or not they will support unproductive and progressive politicians (Diamond, 

2012). Twitter is superior to other social networking sites in terms of its ability to reach 

people all over the globe and its capacity for public reflection. Twitter's daily average of 

more than 500 tweets, many of which come from mobile devices, makes it a popular venue 
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for political campaigns, a quick source of breaking news during elections, and a subject of 

intense study during emergencies. This is largely due to the fact that Twitter is accessible 

from mobile devices. 

Twitter has been used for political campaigns, debates, crowdsourcing, fact-checking, 

giving humanitarian relief, getting support in exchange for votes, verbally attacking others, 

disseminating rumors, and misleading information, and crowdsourcing information. This 

platform provides a hint as to the potentials of Twitter for opinion formation, the growth 

of democracy, and restricted media freedom in regions where the right to freely cast a ballot 

for a preferred candidate is restricted by violence. Specifically, this refers to areas where 

there is a lack of safety for voters. Twitter, in contrast to other social media platforms, is 

able to disseminate information a significant amount more swiftly than traditional media 

(Shklovski, 2008). Twitter is the social media network that is preferred by the great 

majority of internet users above other options because of its speed, immediacy, user-

friendliness via the use of hash tags, and global reach (Oh et al., 2011; Shklovski, 2008). 

Twitter has unquestionably been an important factor in the transmission of information as 

well as the interchange of various points of view on the subject or problem being discussed. 

Additionally, it has removed the obstacles and restrictions that traditional media outlets 

had to contend with throughout the electoral process. Even if it has played a supplementary 

function, Twitter has almost fully been successful in displacing traditional media in the 

societal responsibilities of information dissemination, opinion formation, critical analysis, 

and surveillance. In spite of the fact that a significant number of people are illiterate, and 
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members of older generations have a propensity to favor traditional forms of media like as 

radio and television, the influence of Twitter on elections, whether for good or evil, has 

been huge (Kruikemeier, 2014).  

3.7 Propaganda 

Propaganda may be defined as the deliberate presentation of ideas or actions by individuals 

or organizations with the intention of influencing the opinions or behaviors of other 

individuals or groups in order to further certain aims. This can be done in order to advance 

desired outcomes (Aduradola & Ojukwu, 2013). According to Aduradola and Ojukwu 

(2013), this is something that is often repeated and aired across a range of different media 

with the intention of activating and sensitizing the audience and ultimately contributing to 

the denigration of an opponent. Palmer and Perkins described propaganda as "the 

employment of symbols to form divided feelings." This is one definition of propaganda. 

According to the general agreement among academics (Palmer & Perkins, 2007; McQuail, 

2010), successful propaganda may be a result of the manner in which the truth is presented 

or the reason that lies behind its transmission. According to Palmer and Perkins' definition 

from 2007, the methodology of the propagandist is more comparable to that of a trial lawyer 

who methodically crafts his argument to favor one side of the case: Even if he may tell the 

truth, there's a chance he won't. The evidence that contradicts his stance is ignored by him. 

Scholars have provided a description of the sort of politics that the political elite in Nigeria 

is partaking in while hiding behind party platforms and manifestos. 
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According to McQuail (2010), propaganda is different from straightforward persuasive 

strategies in several ways. Even while it may not always be false, the truth may sometimes 

be effective propaganda, therefore it can be forceful and aggressive in style. It also lacks 

objectivity. It may be "black" (deceitful, terrifying, and unscrupulous) or "white," among 

other colors (soft and with a selective use of truth). Last but not least, it is always done to 

serve the propagandist's interests rather than that of the intended audience. 

3.8 Propaganda on Twitter 

Since the beginning of Nigeria's fourth republic in 1999, the country has witnessed a rise 

in the number of political parties, many of which were established to highlight the nation's 

ethno-regional divisions. This rise in the number of political parties has been accompanied 

by an increase in the level of political competition. The three elections that followed in 

2003, 2007, and 2011 were primarily seen as battles between the heads of the two main 

political parties, whose candidates consistently mirrored the North-South split. These 

elections took place in the United States. The People's Democratic Party (PDP) and the All 

Progressives Congress (APC) both held primaries in preparation for the presidential 

election in 2015, and the results of those primaries produced Goodluck Ebele Jonathan, 

who was serving as president at the time, and Muhammadu Buhari, who is currently 

serving as president (Okolie, Enyiazu & Nnamani, 2021). 

Jonathan is a Christian and hails from the Ijaw community, which is considered a minority 

in Southern Nigeria. In contrast, Buhari is a Fulani Muslim and hails from the majority 

ethnic group in Northern Nigeria. Due to the high stakes involved in the elections in 
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Nigeria, many strategies, including the manipulation of the media, were used in an effort 

to earn the favor of the voting population. 

The period leading up to the Presidential Election in Nigeria in 2015 was marked by the 

prominence of three distinct forms of propaganda: propaganda with an external emphasis, 

propaganda with an ethno-religious focus, and propaganda sponsored by politicians and 

activists (Okolie, Enyiazu & Nnamani, 2021). Jonathan is a Christian and hails from the 

Ijaw community, which is considered a minority in Southern Nigeria. In contrast, Buhari 

is a Fulani Muslim and hails from the majority ethnic group in Northern Nigeria. Due to 

the high stakes involved in the elections in Nigeria, many strategies, including the 

manipulation of the media, were used in an effort to earn the favor of the voting population. 

The period leading up to the Presidential Election in Nigeria in 2015 was marked by the 

prominence of three distinct forms of propaganda: propaganda with an external emphasis, 

propaganda with an ethno-religious focus, and propaganda sponsored by politicians and 

activists (Okolie, Enyiazu & Nnamani, 2021). 

The first typology represents the multiethnic and multireligious character of Nigeria, a 

country where political actors attempt to sway the opinions of voters. First and foremost, 

the political sensibility and understanding of the voters in Nigeria is directly dependent on 

the country's extensive cultural and ethnic variety. Through carefully crafted and delivered 

ethnoreligious propaganda, political actors and supporters of the two major candidates 

were able to arouse the emotions of the electorate. Politicians have often utilized campaign 

slogans that tap on ethnoreligious sentiments in order to further their political agendas. 
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During the PDP presidential campaign tour in Minna, Niger state, the then-Vice President 

Namadi Sambo advised his Muslim brethren to vote for the PDP since the party had more 

Muslims in its leadership than the APC had. This occurred when the PDP was running for 

the presidency (Okolie, Enyiazu & Nnamani, 2021). 

He claims that the People's Democratic Party (PDP), which he belongs to, has more 

Muslims holding prominent positions than the All Progressives Congress (APC), which 

has more Christians running for office, including the party chairman, the vice presidential 

candidate who is a pastor, and the campaign director general. He contrasts this with the 

APC, which he says has more Christians running for office. He holds the positions of Vice 

President, Chairman of the Party, and Director General of the Campaign. In accord, Olisa 

Metuh, a spokeswoman for the PDP, advised Nigerians to vote against the APC because it 

is an Islamic party devoted to promoting Sharia law and the doctrine of the Janjaweed in 

Nigeria (Okolie, Enyiazu & Nnamani, 2021). 

This position may have something to do with a declaration that Muhammadu Buhari made 

in 2001 when he was a presidential candidate for the APC. In that speech, he promised to 

support the full implementation of Sharia law over the whole of Nigeria. The media 

spokesperson for the PDP issued a warning, stating that the election of Buhari would mark 

the beginning of the full islamization of the Nigerian state. Alhaji Asari Dokubo, a former 

leader of one of the terrorist groups in the Niger Delta, stated his anxiety that a disaster 

would occur in Nigeria if his ancestor Goodluck Jonathan were to lose the election. Dokubo 

is Goodluck Jonathan's political heir. In addition, the Oba of Lagos threatened to drown all 
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Igbo people in Lagos State if they did not support the APC, and the Northern Elder's Forum, 

chaired by Professor Ango Abdullahi, stated that anyone who votes for the PDP 

presidential candidate is an enemy of the north. Both threats were made in the event that 

the Igbo people in Lagos State did not support the APC (Okolie, Enyiazu & Nnamani, 

2021). 

Second, there was a widespread belief that western countries had spread false material that 

was externally oriented or foreign based in an attempt to undermine Goodluck Jonathan's 

bid for reelection as president of Nigeria. In 2014, in response to intensive lobbying and 

pleading, Goodluck Jonathan signed a measure prohibiting same-sex marriage into law. 

According to sources, some prominent nations were dissatisfied with Jonathan's decision. 

As a kind of retaliation, these western nations contracted the services of the American 

political and media consulting firm Axelrod, Kupper, Plouffe, and Del Cecato (AKPD) 

Media and Message. This was done in conjunction with the opposition party (APC) at the 

time (Okolie & Nnamani, 2016). 

Isaac Baker, a spokesman for the AKPD, admitted that the company had been hired by the 

APC to provide strategic services for a period of nine months and then re-engaged for a 

period of three weeks to assist the party in organizing announcement events. This 

information was provided after Baker received confirmation from the APC that the 

company had been rehired (Kredo, 2015). With this mandate, the global media behemoth 

began its job of propagandizing by giving priority to three important and emotionally 

charged topics: the internationalization of the Chibok Girls kidnapping story; the 
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exaggeration of the corruption of the previous administration; and the amplification of 

human rights abuses caused by military operations in the conflict-torn North-East region. 

amplification of human rights abuses caused by military operations in the conflict-torn 

North-East region (Terrang, 2017). 

3.9 Campaign Propaganda and Outcome of the 2015 Presidential Election in Nigeria. 

The values attached to voting and electoral process can be determined by many factors 

which includes ethno-religious affiliation, material inducement, the personality of the 

contestant, party organization and slogans, and prevailing economic condition (Ali & 

Yakubu, 2017). The determinant factor to behaviours of the voters are also questionable in 

several other ways as one election tends to be different from the other which can be 

identified in three ways which includes  ascertaining peoples’ reactions to specific 

messages and collating these responses into statistically significant aggregates (McNair, 

2011).  

There are several other studies that have contributed to the position of campaigns from the 

perspective of the voters, and this indicates that the influence of social media and its 

propagandas have negative effects on the political parastatals and in other cases have no 

effect on the outcome of the election (Merritt, 1984). In addition, is also agreeable to state 

that propaganda such as harmful information only constitute negative influence on both the 

sponsor and the opposition parties which further leads to confusion on the part of the voters. 

Similarly, more information about the political bodies tends to cause more issues on the 

decision of who to vote for (Blackwell, 2013). Blackwell stated in one of his studies that 

https://www.tandfonline.com/doi/full/10.1080/23311886.2021.1922180?scroll=top&needAccess=true&role=tab
https://www.tandfonline.com/doi/full/10.1080/23311886.2021.1922180?scroll=top&needAccess=true&role=tab
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every information about political aspirants will influence not only the voters but also the 

sponsor and the oppositions. 

The propagandas some other times are meant to achieve the purpose of creating conflicts 

on existing ideas from a sponsor and for every action among several Nigerians, there is an 

expectation that tends to convince the audience more and more. Although, it could be an 

information that was misinterpreted as propagandas such as provision for the needs of 

Nigerians through several social welfare plans for dependent citizens, equaling N1.00 to 

1.00 USD, terrorism extinctions, reducing the cost of living and many others. This could 

be seen as propaganda as it is equally an information against the incumbent president in 

office.  

According to Ogaraku (2015), one of the main campaign strategy is to influence the stand 

of a party and use the same method to criticize or create hatred in opposition party as done 

by the APC before the 2015 general election. This is equally fast track and managed well 

by the efficiency of social especially from the interest of APC on the landmark situation of 

propagandas so to harvest the support of less literate and unemployed Nigerians. 

All the above reflected in the 2015 presidential election which was a choice of several 

influences, information, and propagandas on social media through religion, ethnic group, 

family and affiliations. Still, propagandas and conspirations were made reflecting on the 

election and its outcome. The incumbent president used his office to propagate information 

on what he has done and been able to achieve in office ranging from economic growth and 

tentative plans to enhance security which was his weakness. Hence, he harnessed his office 

https://www.tandfonline.com/doi/full/10.1080/23311886.2021.1922180?scroll=top&needAccess=true&role=tab
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to promote Nigeria’s growth and had propagandas on how he will improve as against his 

oppositions. Although, it was quiet obvious that the position of the security was not 

meeting up with the allocated budget but the statutory information on social media was 

addressing how he intend to round it up which became a dilution on what the electorates 

think and will do (Okolie & Nnamani, 2019). 

 

Summary of Main Findings 

 This chapter provides an overview of the literature on detecting propaganda on 

Twitter: A case study of Nigeria's Presidential Election. It emphasizes the theoretical 

framework of this study, which is comprised of three scholarly recommendations. It 

concludes with an empirical review of relevant literature to this study. The theories used in 

this study explain how propaganda can be detected on Twitter. It discusses various 

concepts related to Twitter, social media, the Nigerian presidential election, propaganda, 

the use of Twitter in political activities, and other important concepts. The chapter also 

discusses the impact of Twitter elections in Nigeria, where it was discovered that during 

election seasons, the amount of press freedom enjoyed by traditional media outlets often 

decreases significantly. Parties that oppose each other regard the media as a tool of 

propaganda. In addition to receiving death threats, some political opponents are subjected 

to the violence that has been threatened against them (Reporters without Borders, 2011c). 

 The chapter also distinguishes between the term propaganda and what propaganda 

is on Twitter, where Aduradola and Ojukwu (2013) state that propaganda is often repeated 

and aired across a variety of different media with the intention of activating and sensitizing 

the audience and ultimately contributing to the denigration of an opponent. Propaganda, 

according to Palmer and Perkins, is "the use of symbols to create divided feelings." This is 

one example of propaganda. Furthermore, the chapter concluded by examining the Ethno 

Religious Messages of Nigeria's Two Major Political Parties During the 2015 Presidential 

https://www.tandfonline.com/doi/full/10.1080/23311886.2021.1922180?scroll=top&needAccess=true&role=tab
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Election and Campaign Promises of Nigeria's Two Major Political Parties During the 2015 

Presidential Election. 
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CHAPTER FOUR 

PRACTICAL PART  

4.1 Preamble 

This chapter details the analysis and interpretation of collected field data obtained from the 

survey questionnaire.  

Research Design 

The research design adopted for this study is a descriptive design of the survey type. The 

design is suitable when gathering data from a relatively large number of cases at a particular 

time, as it involves collection of information by administering highly structured 

instrument(s) (questionnaires) and well-defined study concepts and related variables to a 

sample of individuals that describes events, then organizes, tabulates, and presents Kothari, 

(2004). In addition, this technique will be preferred for this research because, information 

will be readily obtainable from subjects in particular. This is because the study intended to 

collect data that describes existing phenomena to answer questions about detection of 

propaganda on Twitter: A case study of Nigeria’s Presidential Election. 

Research Question 

Research Question which was used to elicit information about the research problem is 

highlighted as follows: 

1. What are the factors influencing the presence of propaganda on social media in 

general and in particular during presidential elections in Nigeria. 

2. Can a model be built and analyzed to verify the presence of propaganda in the 

dataset? 

3. Can there be an evaluation and interpretation of result? 
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Data Collection 

The researcher collected the needed data through the use of questionnaire and its 

administration with the selected participants. The administration of the questionnaire was 

carried out by the researcher with the people who use Twitter as the only participant. A 

total of 400 copies of the questionnaire were distributed which is used to elicit responses 

from the participant of which 378 copies were correctly filled and were retrieved by the 

researcher. 

Table 4.1: Response Rate 

Response Rate Frequency Percentage% 

Returned 378 94.5% 

Unreturned 22 5.5% 

Total 400 100% 

Source: Author’s Computation, 2023 

The results obtained were presented in form of table, frequency, and percentage. During 

the course of the study, a total of 400 copies of the questionnaire were distributed each to 

the respondents. However, 378 copies were returned by the respondents and used for 

computation, while the rest of the questionnaire were either not returned, or not filled. This 

represented an overall successful response rate of 94.5%. According Babbie (2004), return 

rates of 50% are acceptable to analyze and publish, 60% is good and 70% is very good. 
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4.2 Data Analysis 

4.2.2 Test of Multicollinearity 

Multicollinearity exists when the independent variables are highly correlated (that is r = .7 

and above). Tabachnick and Fidell (2001) suggested that you ‘think carefully before 

including two variables with a bivariate correlation of, say, 70% or more in the same 

analysis’. There is needed to consider omitting one of the variables. To check for 

Multicollinearity, bivariate correlation was conducted in Table 4.3 below. In the table, the 

highest correlation was 0.0710. It shows no Multicollinearity problem among the 

independent variables. Therefore, all the variables are retained. 

4.4 Results of Statistical analysis 

- Descriptive Statistics 

The design is suitable when gathering data from a relatively large number of cases at a 

particular time, as it involves collection of information by administering highly structured 

instrument(s) (questionnaires) and well defined study concepts and related variables to a 

sample of individuals that describes events, then organizes, tabulates and presents Kothari, 

(2004). In addition, this technique will be prefer for this research because, information will 

be readily obtainable from subjects in particular. This is because the study intended to 

collect data that describes existing phenomena in order to answer questions about influence 

of obsessive usage of social media on the social competency of undergraduates. 

- Collinearity Test Results 

In a regression-type analysis, collinearity is the absence of predictor variable independence. 

It is a common trait of all descriptive ecological data sets and can be challenging for 

parameter estimation because it raises the variance of the regression parameters, which 

could result in the wrong predictors being identified in a statistical model. When a model 

is trained on data from one area or time and predicted to another with a different or 

unknown collinearity structure, collinearity is a serious problem. To illustrate the scope of 

the collinearity problem in ecology, we show how relationships among predictors vary 

across biomes, change over spatial scales, and change over time. 
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- Results of Models Testing 

Given that it is an ordinal regression model that is, a regression model for ordinal dependent 

variables first proposed by Peter McCullagh (1980), the ordered logit model of proportional 

odds was used to evaluate the results of the models testing. Ordered logistic regression was 

used for the model testing of this research work because one survey question requires 

respondents to select between "Strongly Agree," "Agree," "Neutral," "Disagree," and 

"Strongly Disagree," and the goal of the analysis is to determine how well that response 

can be predicted by the responses to other questions, some of which may be quantitative. 

In order to accommodate more than two (ordered) response categories, it was viewed as an 

extension of the logistic regression model that applies to dichotomous dependent variables. 
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Correlations among the independent variables 

The value of the variables as represented in the table below shows a correlation analysis and as 

presented below;  

 

Table 4.3: Correlations among the Independent Variables 

Source: Author’s Computation, 2023. 

 

Model 

Description of the model, variables and hypotheses it will help to test and it is shown above in 

form of correlations for the independent variables.  

  

 Compat~

y 

Costef~s Intera~y Trust Easeof~e Networ~y Knowle~

e 

Increa~a factch~c     Enforc

ingd~e 

Reduc

e~r 

Compat~y 1.0000           

Costef~s 0.0302 1.0000          

Intera~y -0.0041 -0.0149 1.0000         

Trust -0.0475 -0.0328 -0.0413 1.0000        

Easeof~e 0.0102 0.0159 0.0447 -0.0302 1.0000       

Networ~y 0.0331 -0.0242 -0.0351 0.0118 -0.0329 1.0000      

Knowle~

e 

-0.0194 -0.0109 -0.0011 0.0207 0.0288 0.0389 1.000     

Increa~a -0.0230 0.0153 0.0496 0.0117 -0.277 -0.0213 -0.0096 1.0000    

factch~c 0.0246 0.0069 0.02300 -0.0128 0.0272 0.0129 -0.0043 -0.0106 1.0000   

Enforcingd

~e 

0.004 -0.0181 0.0275 -0.0376 -0.0178 -0.0439 -0.0217 0.0112 0.0163 1.000  

Reducedtru

~r 

0.0459 0.0336 0.0122 -0.0269 0.0284 -0.0455 0.0211 0.0101 -0.0190 0.0239   1.000 
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CHAPTER FIVE 

RESULT AND DISCUSSION 

5.0 Results and Discussion 

5.1 Descriptive Analysis 

Table 4.2: Demographic Description of Responpents  

Characteristics Freq. Percent Cum. 

Gender    

Male 355 88.75 62.67 

Female 23 5.75 100 

Total 378 100  

Education Qualification    

No formal education 22 5.82    5.82 

Primary school 112 29.63   35.45 

Secondary school 52 13.76 49.21 

NCE/OND 67 17.72 66.93 

HND/BSc/B.Ed 125 33.07 100 

Total 378 100  

Occupation     

Unemployed  20  

5.29 

5.29 

Self-employed (business) 116 30.69 35.98 

Self-employed (farming) 82 21.69 57.67 

Private sector employee 72 19.05 76.72 

Public sector employee 33 8.73 85.45 

Retired (private and public) 55 14.55 100 

Total 378 100  

Source: Author’s Computations, 2023. 

With respect to gender, majorly, 88.75 percent (355) of the respondents are male while 5.75 

percent (23) of the household heads are female. With regards to educational qualification, majorly, 

33.07 percent (125) of the respondents have no formal education while 13.76 percent (52) of the 

respondents possess secondary school educational qualification. Also, 29.63 (112) percent of the 

respondents head have primary school education qualification and 17.72 percent (67) of the 
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respondents are NCE/OND qualified. However, the least of the respondents representing the 

frequency of 22 possesses HND/BSc/B.Ed education certificate.  

With respect to occupation of the respondents, majorly 30.69 percent (116) of the respondents are 

self-employed who are into business, 21.69 percent (82) of the respondents are self-employed 

(farming) and 8.73 percent (33) of the respondents are public sector employees. The result also 

shows that 19.05 percent (72) of the respondents are employed by private sector, 5.29 percent (20) 

are not employed while 14.55 percent (55) of the respondents are retired (private and public).  

 

5.2 Interpretation of Results 

 5.2.1 Discussion of Findings 

The idea behind this research is not complete without adequate comparison of other research ideas 

with this result of the findings of this study. In similar research conducted by Bjornlund, 2004, the 

results showed that the participation of membership in a party has an effect on the willingness of 

the member to contribute to the success of the party.  This is also similar to another literature by 

Bevelander, (2007) that claims the interest of political party would not be arguable as much as the 

number of members are increasing. This in addition is Similar to the stand of party members on 

social media as they tend to be orchestrated by party members who use social media to create 

awareness for themselves and their party structure. This was the effect as the APC gave a heavy 

hand of party members on social media during the 2015 election which could be associated to the 

growth of the party members in terms of numbers.  

Also, according to Umaru, 2019, the use of fake news as a form of propaganda will continually 

pose threat to the election result and polite relation in the country. The after-math effect is believed 

to lead to more confusion for the right decision to be made by the electorates and makes the 

suppression or decisions of the legislative arms to be questionable when an aspirant already painted 

colors is declared winner. This perspective is different from the result of the research as the 
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conducted research regards propaganda as almost what is needed to be addressed by both parties 

to avoid been dumped in the electoral process.  

 

 5.2.2 Limitations of the study 

This study is a clarification of political bodies ranging from the interest of parties, the oppositions, 

influencers, and the electorates and as such the need to address such a broad research interest 

should cover all the stakeholders involved in study so to enable the results to be applicable for both 

the study area and beyond. In addition, the respondents of the study should be inclined to twitter 

or social media users who have used the account for reasonably number of years and have 

participated in influencing or contributing to the election propagandas. Also, the position of this 

study is not grinded enough from the perspective of the electoral body as they have little or no 

contribution from the perspective of this study.  

The limitation of this study also includes the small size of data set that was used for the analysis 

to make decisions and conclusions for quite a large number of citizens in the country. This is 

coupled with the choice of data collection process that is convenient sampling from the perspective 

of the researcher and not going through the multistage sampling that will cut across the countries. 

Although, reasons are stated for this decision, but it still does not justify the decision made for 

convenient sampling to be used for a Presidential election of an African country.  

The stated limitations above are quite impactful and have an effect on the validity of the data and 

may also question the decision to make use of such data for analysis.  

5.2.3  Implications of the study 

This study is hinged on several other measures from the use of social media and its influences such 

as theoretical implications, electorates, and aspirants. The implication of this study equally 
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influences the practices of media institutions which are well established to pursue and advance the 

interest of candidates who share similar belief system, while at the same time, tarnishing the image 

of those at the opposing sides. Also, the practice of incumbent is believed to be limited depending 

how well the citizens rate the effort of such president in terms of growth and wellbeing of Nigerians 

 

 

 

5.3.1 Result Presentation for Objective One  

Ordered Logistic Regression Results  

Table 4.4: Ordered Logistic Regression Result for factors influencing the usage of Social 

Media (Twitter) during presidential elections in Nigeria. 

Variable Coefficient Std. Err. Z p-value 

Compatibility .6420075 .3190197 1.99 0.024 

Cost effectiveness 2.02154 .5829275 2.77 0.000 

Interactivity 1.411948 .6252813 2.26 0.024 

Trust -0.331927 .6670216 -0.50 0.619 

Ease of Use 2.846183 .5945561 4.79 0.000 

Networkingcapability 2.065423 .4937515 2.30 0.021 

Number of obs 378    

LR chi2(18) 56.48    

Log likelihood 396.366   0.000 

Source: Author’s Computation, 2023. 

The Table 4.4 shows the ordered logistic regression for factors influencing the usage of Social 

media (Twitter) during presidential elections in Nigeria. The dependent variable is social media 

usage using twitter as the major focus because twitter is the best for that purpose unlike other social 

media platform that is used for meeting friends, upload of video and pictures, while the 

independent variables are compability, cost effectiveness, interactivity, trust, ease of use and net 

working capability. From the results, compability is seen to have significant effect on probability 
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of usage of twitter for political propangada. The results also revealed that cost effectivity have a 

significant effect on probability of usage of twitter for political propangada.  

The result shows that social media (Trust) has significant effect on the probability of of usage of 

twitter for political propangada. Hence, ease of use has significant effect on the likelihood that the 

probability of usage of twitter for political propangada will be increased. Net working capability 

is also seen to have a significant effect on probability of usage of twitter for political propangada.  

As a post-estimation diagnostic, the result revealed that the overall model is statistically 

significant, and the model is in good fit. This is verifiable through the Likelihood Ratio Chi-

squared statistic value of 396.366 which has a p-value of 0.000, suggesting that it is significant. 

5.3.2 Result Presentation for Objective Two 

Ordered Logistic Regression Results  

Table 4.5: Ordered Logistic Regression Result for factors indicating the presence of 

propaganda in General Election and during Presidential Election using Social Media 

(Twitter). 

Variable Coefficient Std.Err. Z p-value 

Creating a social welfare programme of at least 

N5000 that will cater for the 25 million poorest and 

most vulnerable citizens 

2.952021 0.4244836 6.95 0.000 

Equaling N1.00 to 1.00 USD 1.619429 0.0449535 2.22 0.026 

Stabilizing oil prices 0.213893 0.0762978 2.82 0.005 

Creating three million jobs per year 0.872274 0.4093382 1.08 0.282 

Reducing fuel price to forty-five Naira per litre 0.821308 0.3674659 2.24 0.025 

Number of Obs 378    

LR chi2(18) 42.15    

Log Likelihood -418.911   0.000 

Source: Author’s Computation, 2023. 
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Ordered logit regression was used to investigate the factors indicating the presence of propaganda 

in General Election and during Presidential Election using social media (Twitter). The result is 

displayed in the Table 4.5. The dependent variable is presence of propaganda on Twitter while 

creating a social welfare programme of at least N5000 that will cater for the 25 million poorest 

and most vulnerable citizens, equaling N1.00 to 1.00 USD, stabilizing oil prices, creating three 

million jobs per year and reducing fuel price to forty-five Naira per litre are the independent 

variables. The result indicates that all the variables are positively related to presence of 

propaganda. This implies that there is more likelihood that the probability of detecting propaganda 

on twitter will increase with increase in believing what politicians says and chances of winning 

election. 

Accordingly, campaign propaganda is result-oriented when rooted and intertwined around an 

existing belief (like many millions of Nigerians on social media platforms expressed their feeling 

while showing that the party structure has reliable plans to hold poverty to a reduced level as 

against the incumbent office that could not. This did not come as a direct propaganda, but it does 

effect itself as a propaganda on oppositions. Enforcing data protection rule and higher cognitive 

ability have significant impact on identification of propaganda on twitter. The values of the 

coefficient of the logit regression indicates that respondents strongly agree that the probability of 

the presence of propaganda on social media (Twitter). The Log likelihood is -418.91 with P-value 

0.000 this means that the model has a good fit. This is supported by the findings of (Apuke & 

Tunca, 2018); they state that through wide circulation of hate speeches and half-truth promises, 

the coast became clear for the then opposition party. The results of the presidential poll were 

against the incumbent president in office which stated an affirmation of no office power put to use 

to influence the results of the election. The election put forth Muhammadu Buhari, the candidate 
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of the All Progressive Congress as declared the winner of the 2015 Presidential Election in Nigeria 

against the then incumbent, Dr. Goodluck Ebele Jonathan who was a candidate of the People's 

Democratic party.  

5.3.3 Result Presentation for Objective Three  

Ordered Logistic Regression Results  

Table 4.6: Ordered Logistic Regression Result for Social Media (Twitter) discussion help in 

detecting propaganda during presidential election in Nigeria. 

Variable Coefficient Std. Err. Z p-value 

Twitter Discussion 1.987013 0.4701298 4.23 0.000 

Education 1.950559 0.4044429 4.82 0.000 

Number of obs 378    

LR chi2(18) 11.81    

Log likelihood -1262.03   0.0037 

Source: Author’s Computation, 2023. 

Ordered logit regression was used to examine the comprehensive analysis of social media (Twitter) 

discussion help in detecting propaganda during presidential election in Nigeria. The result is 

displayed in the Table 4.6. The dependent variable is detecting propaganda during presidential 

election while social media (twitter) discussion and education are the independent variables. The 

result indicates that social media (twitter) discussion and education are positively related to 

detecting propaganda during presidential election. This implies that there is more likelihood that 

the probability of coefficient of detecting propaganda during presidential election will increase 

with increase in twitter discussion and education. Furthermore, the result indicates that twitter 

discussion and education are statistically significant at 5% level of significance. This is because 

half the values of the coefficients of these variables are greater than the standard errors of the 

coefficients. This means social media (twitter) discussion and education have significant impact 

on detecting propaganda during presidential election in Nigeria. So, social media (twitter) 
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discussion has huge impact on detecting propaganda during presidential election in Nigeria. The 

Log likelihood is -1262.03 with P-value 0.0037 this means that the model has a good fit. 

5.3.4 Result Presentation for Objective Three  

Ordered Logistic Regression Results  

Table 4.7: Ordered Logistic Regression Result for Evaluating the result and Interpreting 

Findings on presence of propaganda during presidential election in Nigeria using social 

media. 

 

Table 4.4 shows that trust has a significant effect on the likelihood of using social media (Twitter) 

for political purposes. As a result, ease of use has a significant effect on the likelihood that the 

likelihood of using social media (Twitter) for political propangada will increase. The ability to 

work on the internet is also thought to have a significant impact on the likelihood of using Twitter 

for political purposes. The result of the post-estimation diagnostic revealed that the overall model 

is statistically significant and in good fit. This is supported by a Likelihood Ratio Chi-squared 

statistic value of 396.366 with a p-value of 0.000, indicating that it is significant. 

As a result, campaign propaganda is result-oriented when it is based on and intertwined with an 

existing belief (for example, many millions of Nigerians on social media platforms expressed their 

feelings while demonstrating that they are grappling with extreme poverty and barely eking out a 

living; it could also be a form of rigging as believed to be done by the PDP since 2003 which is 

also an injustice on the part of other aspirants. Corruption is the most serious form of human rights 

violation); when it comes in the form of policy prescriptions such as Creating a social welfare 

program of at least equaling N1.00 to 1.00 USD; stabilizing oil prices; creating three million jobs 

per year; lowering fuel prices to reasonably affordable prices and increasing the security of 

Nigerians as a whole.  

Furthermore, it was discovered that enforcing data protection rules and having a higher cognitive 

ability have a significant impact on detecting propaganda on social media (Twitter). The logit 

regression coefficient values indicate that respondents strongly agree that the presence of 

propaganda on social media is likely (Twitter). The Log likelihood is -418.91 with a P-value of 

0.000, indicating that the model is well-fitting. This is supported by the findings of (Apuke & 

Tunca, 2018), who state that the coast became clear for the then opposition party through 

widespread distribution of hate speeches and half-truth promises. Indeed, political pundits and 
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media outlets predicted that the ruling Peoples' Democratic Party would be the first Nigerian ruling 

party to lose control of national governance. This prediction came true. The Independent National 

Electoral Commission declared Muhammadu Buhari, the candidate of the All Progressive 

Congress, the winner of the 2015 Nigerian Presidential Election against the then incumbent 

president Dr. Goodluck Ebele Jonathan from PDP.  

Table 4.6 shows that social media (Twitter) discussion and education are related to detecting 

propaganda during the presidential election. This implies that the probability of the coefficient of 

detecting propaganda during the presidential election will increase with increased Twitter 

discussion and education. Furthermore, at the 5% level of significance, the results show that social 

media (Twitter) discussion and education are statistically significant. This is because half of the 

values of these variables' coefficients are greater than their standard errors. This means that 

discussion and education on social media (Twitter) have a significant impact on detecting 

propaganda during the Nigerian presidential election. As a result, social media (Twitter) discussion 

has a significant impact on detecting propaganda during Nigeria's presidential election. The Log 

likelihood is -1262.03 with a P-value of 0.0037, indicating that the model is well-fitting. In lieu of 

the above, a similar theory in relation to this study is Democratic Participant theory and its in line 

with the interest of the findings where the citizens are duly expected to vote and all the decisions 

and factors considers that all the respondents are actively willing to participate in the electionary 

process without the fear of the challenges associated with Democracy.   
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6.0 Conclusion 

 In summary, the main objective of the thesis was to assess the effect of propaganda on social 

media on the Nigerian presidential elections and this was analysed using the data obtained through 

questionnaire. The dependent variable was social media usage using twitter as the major focus 

because twitter is the best for intelligent and important conversations in politics. The analysis 

conducted on this research indicated that, social media (trust) has significant effect on the 

probability of of usage of twitter for political propangada.  

Also, the first partial objective of the study was to build a model and analyze data to verify the 

presence of propaganda in the dataset and this was achieved using the existing data to validate the 

earlier objective. This was also achieved using the Ordered logistics regression and the findings 

showed that the values of the coefficient of the logit regression indicates that respondents strongly 

agree that there is high probability of the presence of propaganda on social media (twitter). In 

addition, all the results were evaluated to give a summary and any missing information about the 

results, and this showed that; enforcing data protection rules and having a higher cognitive ability 

have a significant impact on detecting propaganda on social media (twitter). The logit regression 

coefficient values indicate that respondents strongly agree that the presence of propaganda on 

social media is likely (twitter). 

The second partial objective of the study, therefore, increases our understanding of how social 

media propagandas impact the election itself. It was concluded that the study has helped in 

identifying factors influencing the usage of twitter during presidential elections in Nigeria and it 

has helped in identifying relevant factors indicating the presence of propaganda on Twitter. 

Overall, the propaganda community in Nigeria during presidential election using social media 

(twitter) held a level of discussion and education that is positively related to detecting propaganda 

during the presidential election. It can also be concluded that twitter is the best that suits the 
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purpose of election as it is agreeable the largest platform for intellectual discussions unlike other 

social media platform that is used for meeting friends, upload of video and pictures. The study also 

concluded that the compatibility, cost effectiveness, interactivity, trust, ease of use and networking 

capability is also associated with the use of twitter. From the results, compatibility is seen to have 

significant effect on probability of usage of twitter for political propaganda and that cost effectivity 

have a significant effect on probability of usage of twitter for political propaganda. To this end, it 

must be kept in mind that users’ interest in social media for political interest is influenced by 

twitter. In addition, the study has also helped to detect propaganda during presidential election in 

Nigeria and further helped in identifying the economic impact of propaganda on twitter on the 

Nigerian economy.  

  



53 

 

REFERENCES 

1. Aduradola RR and Ojukwu CC. (2013) Language of political campaign and politics in 

Nigeria. Canadian Social Science; 9(3), 104-116. 

2. Ahn, J. (2011). The effects of Social networking sites on adolescents’ social and academic 

development: Current theories and controversies. Journal of the American Society for 

Information Science and Technology, 62(8), 1435–1445. 

3. Alegu J. C., Maku, B., Adelaja, K., and Rasheed, A. (2020). Social media, propaganda and 

electioneering campaigns: The Nigerian experience (1999 – 2019), International Journal 

of Sociology and Political Science, 2(1) 04-13. 

4. Alexander, J. Davern, T. and Stevenson, B. (2010). “Inaccurate Age and Sex Data in the 

Census PUMS Files: Evidence and Implications.” Public Opinion Quarterly, 74(3), 551–

569. 

5. Alli,  T. and Yakub J. Why do People Vote? Examining the Determinants of Electoral 

Participation in the World’s Democracies. [Online] 2017. 

https://pol.illinoisstate.edu/downloads/conferences/2018/MurphyWhyDoPeopleVote2010

.pdf.  

6. Alquraan, H., Abu-Shanab, E., Banitaan, S., and Al-Tarawneh, H. (2017). Motivations for 

using social media: Comparative study based on cultural differences between American 

and Jordanian students. International Journal of Social-Media and Interactive Learning 

Environments, 5(1), 48–61. doi: 10.1504/IJSMILE.2017.086093 

7. Anaeto, S. G., Onabanjo, O. S., and Osifeso, J. B. (2008). Models and theories of 

communication. African Renaissance Books Incorporated and future. Wadsworth. 

8. Arrington, M. (2009) ‘YouTube video streams top 1.2 billion/day’, TechCrunch 

https://www. fastcompany. com/90243282/the-no-1-thing-youre-getting-wrong-about-

inclusive-design. 

9. Ayodeji A. A. (2016). Youth Networks on Facebook And Twitter During The 2015 

General Elections in Nigeria. Journal of African Elections, 5(2), 28-49. 

10. Baran, S., and Davis, D. (2017). Mass communication theory: Foundations, ferment, and 

future. Boston: Wadsworth Cengage Learning. 

11. Barron-Cedeno, A.,  Jaradat, I.  Giovanni, J., Martino, D. and Nakov. 2019. Proppy: 

Organizing the news based on their propagandistic content. Information Processing & 

Management, 56(5):1849–1864. 

12. Bevelander, P. and Pendakur, R. Minorities, Social Capital and Voting. Discussion Paper 

No. 2928. 2007. p. 24.  

13. Bjornlund, E. C. Beyond Free and Fair: Monitoring Elections and Building Democracy. 

Washington D. C, Baltimore: Woodrow Wilson Center Press, Johns Hopkins University 

Press, 2004. p. 365.  

14. Blumler, J. G., and Mcquail, D. (1969). Television in politics: Its uses and influence. 

Chicago: University of Chicago Press. 



54 

 

15. Borders, B. (2009). A brief history of social media. Retrieved December 05, 2010, 

http://socialmediarockstar.com/history-of-social-media 

16. Born, K., and Edgington, N. (2017). Analysis of philantrhopic opportunities to mitigate the 

disinformation/propaganda problem. Retrieved from https://www.hewlett.org/wp-

content/uploads/ 2017/11/Hewlett-Disinformation-Propaganda-Report.pdf. 

17. Boulianne, S. (2015). Social media use and participation: A meta-analysis of current 

research. Information, Communication & Society, 18(5), 524-538, doi: 

10.1080/1369118X.2015.1008542 

18. Brou, E. Y. (2012). Twitter: The most used hashtags in Côte d’Ivoire. Edith’s web news. 

http://www.lactuwebdedith.com/2012/01/twitter-les-hashtagles-lus-utilises.html 

19. Calhoun, C. (ed) (1992).  Habermas and the Public Sphere. Cambridge: MIT press. Calif. 

Sage Publications.  

20. Castells, M. (2002). Castells, M. Univ of California Press 

21. Cataldi, M., Luigi, C., and Claudio, S. (2010). “Emerging Topic Detection on Twitter 

based on Temporal and Social Terms Evaluation.” Proceedings of the 10th Int. Workshop 

on Multimedia Data Mining 4. DOI: https:// doi.org/10.1145/1814245.1814249. 

22. Chatora, A. (March, 2012) Encouraging Political Participation in Africa: The Potentials 

of Social Media Platforms. In: Africa Portal. Retrieved March 12, 2018 from 

https://www.africaportal.org/publications/encouraging-political-participation-in-africa-

the-potential-of-social-media-platforms/ Communication Association.  

23. Compete (2009). Snapshot of twitter.com. Retrieved from: 

http://siteanalytics.compete.com/twitter.com/?metric=u 

24. Corona, J. (2011). Propaganda electoral y propaganda política. Estudios de Derecho 

Electoral. Memoria del Congreso Iberoamericano de Derecho Electoral. Universidad 

Nacional Autónoma de México. 

25. Cruz A., Rocha, G. and Cardoso, H. (2019). On Sentence Representations for Propaganda 

Detection: From Handcrafted Features to Word Embeddings. Proceedings of the 2nd 

Workshop on NLP for Internet Freedom: Censorship, Disinformation, and Propaganda, 

Hong Kong, China,107–112. 

26. D‘Monte, L. (2009). swine flu‘s tweet causes online flutter. Business Standard. Accessed 

from www.business-standard.com. 

27. Dahlgren, P. (2005) The Internet, public spheres, and political communication: dispersion 

and deliberation Political Communication, 22(2), 147-162. 

28. Dai, Y., and Luqiu, L. (2020). Camouflaged propaganda: A survey experiment on 

political native advertising. Research & Politics, 7(3), 1–10. https://doi.org/10.1177/ 

2053168020935250 

29. Davis, R. (1999). The web of politics: The internet’s impact on the American political 

system. New York: Oxford University 

http://socialmediarockstar.com/history-of-social-media
http://www.lactuwebdedith.com/2012/01/twitter-les-hashtagles-lus-utilises.html
https://www.africaportal.org/publications/encouraging-political-participation-in-africa-the-potential-of-social-media-platforms/
https://www.africaportal.org/publications/encouraging-political-participation-in-africa-the-potential-of-social-media-platforms/
http://siteanalytics.compete.com/twitter.com/?metric=u
http://www.business-standard.com/


55 

 

30. Diamond, A. (2012). Activities and programs that improve children’s executive functions. 

Current directions in psychological science. 21(5), 335–341. 

https://doi.org/10.1177/0963721412453722 

31. Dong, Q., Toney, J., and Giblin, P. (2010). Human communication. Pacific and Asian  

32. Douai, A., and Olorunnisola, A. A. (2013). New media and the question of African 

democracy. In New media influence on social and political change in Africa, 1-14. IGI 

Global. 

33. Elliott, T., & Earl, J. (2018). Online protest participation and the digital divide: Modeling 

the effect of the digital divide on online petition-signing. New Media & Society, 20(2), 

698–719. https://doi.org/10.1177/1461444816669159. 

34. Essoungou, A. (2011). Social media boosts Nigeria‘s polls: Elections redefined, as 

candidates and voters go online. African Renewal Online. Accessed from 

http://www.un.org/africarene wal/magazine. 

35. Ezeh, N. C and Enwereuzo, N. V. (2016). Internet mediatization: New opportunity for 

women in politics? in J. Wilson and Gapsiso, N. (eds) Overcoming Gender Inequalities 

through Technology Integration. Pennsylvania (USA): IGI Global, 211-224 

36. Ezeh, N. C., Chukwuma N. A. and Okanume, O. B.  (2017) Internet and women self -

empowerment: opportunities, strategies, and challenges. International Journal of Social 

Sciences and Humanities Review. 17(1) 203-212.  

37. Farkas. J. and Neumayer, C. (2020). Mimicking news: How the credibility of an established 

tabloid is used when disseminating racism, Nordicom Review, 41(1), 1-17. 

38. Fasakin A, Oyero O, Oyesomi K, Okorie N(2017). Hate speech and the 2015 general 

elections in Nigeria. Retrieved 22/10/2018 from https://ijasos.ocerintjournals.org. 

39. Folarin, B. (2005). Theories of mass communication: An introductory text. (3rd ed). Ibadan: 

Bakinfol publications. 

40. Graham, T., Broersma, M., Hazelhoff, K. and Van‘t Haar, G. (2013). Between broadcasting 

political messages and interacting with voters: The use of Twitter during the 2010 UK 

general election campaign. Journal of Information, Communication & Society, 16(5), 692-

716. 

41. Grant, W., Moon, B. and Grant J. (2010), Digital dialogue? Australian politicians' use of 

the social network tool Twitter. Australian Journal of Political Science, 45(4), 579-604 

42. Grilli, L. and Rampichini, C. (2021). Ordered Logit Model. In: Maggino F. (eds) 

Encyclopedia of Quality of Life and WellBeing Research. Springer, 1-5. 

43. Gross, N. (2009). A pragmatist theory of social mechanisms. American sociological 

review, 74(3), 358-379. 

44. Habermas, J. (1989). The structural transformation of the public sphere. Cambridge: MIT 

Press. 

45. Habermas, J. (2006). Political communication in media society: Does democracy still enjoy 

an epistemic dimension? The impact of normative theory on empirical research. 

Communication Theory. 16(4), 411-506. 

https://doi.org/10.1177/0963721412453722
https://doi.org/10.1177/1461444816669159
https://ijasos.ocerintjournals.org/


56 

 

46. Hinton, S. &Hjorth, L. (2013). Understanding social media. SAGE Publications. doi:  

10.4135/9781446270189. 

47. Human Rights Watch (2003). Nigeria: Renewed crackdown on freedom of expression. 

https://www.hrw.org/reports/2003/nigeria1203/  

48. Human Rights Watch. (2003). Human Rights Watch World Report, 2003. Human Rights 

Watch. 

49. Iannario, M., Monti, A. and Scalera, P. (2021). The number of response categories in 

ordered response models, Int. J. Biostat., 1-19. 

50. Ifukor, P. (2010). Elections‖ or selections‖? Blogging and Twittering the Nigerian 2007 

general elections. Sage Journals. Accessed from www.sagepub.com 

51. Ikoroha, O (2017). Who will save Nigeria from fake news. Retrieved 22/10/2018 from 

https://www.thecable.ng.individualistic learning environments on achievement. In J. Hattie 

& E. Anderman (Eds.), International handbook of student achievement (372-374). New 

York: Routledge.  

52. ITU. (2016a). ICT Facts and Figures 2016. Geneva. Retrieved from 

http://www.itu.int/en/ITUD/Statistics/Documents/facts/ICTFactsFigures2016.pdf 

53. ITU. (2016b). Measuring the Information Society Report 2016. Organizacija znanja. 

Geneva. https://doi.org/10.3359/oz0303157. 

54. Jenkins-Guarnieri, M. A., Wright, S. L., and Johnson, B. (2013). Development and 

validation of     a social media use integration scale. Psychology of Popular Media Culture. 

2(1), 38-50.doi:10.1037/a0030277.102 

55. Johnson, D. W., & Johnson, R. T. (2013). Cooperative, competitive, and individualistic 

learning environments. International guide to student achievement, 372-374. 

56. Johnson, J., and Johnson, W. A. (2013). Explication of theoretical foundation of 

communication policy. Arabian Journal of Business and Management Review.  

57. Kapko, M.  (2016). Twitter's impact on 2016 presidential election is unmistakable. CIO 

Accessed from https://www.cio.com/article/ 3137513. 

58. Kaye, B. K., and Johnson, T. J. (2002). Online and in the know: Uses and gratifications of 

the web for political information. Journal of broadcasting & electronic media, 46(1), 54-

71. 

59. Kredo, A. (2015). David Axelrod’s political consulting firm far more involved in Nigeria 

election than previously disclosed: group backing controversial former dictator. The 

Washington Free Beacon. http://freebeacon. com/issues/david-axelrods-political-

consulting-firm-far-more-involved-in-nigeria-election-than-previously-disclosed/ 

60. Kruikemeier, S. (2014). How political candidates use Twitter and the impact on votes. 

Computers in human behavior. 34, 131–139. doi:10.1016/j.chb.2014.01.025 

61. Larsson, A. O., and Moe, H. (2012). Studying political microblogging: Twitter users in the 

2010 Swedish election campaign. New media & society, 14(5), 729-747. 

62. Lenhart, A. (2015). Teens, technology and friendships. 

http://www.sagepub.com/
https://www.thecable.ng/
http://www.itu.int/en/ITUD/Statistics/Documents/facts/ICTFactsFigures2016.pdf
https://doi.org/10.3359/oz0303157


57 

 

63. Lenhart, A., and Fox, S. (2009). Twitter and status updating. Pew internet & American life  

project. http://www.pewinternet.org/Reports/2009/Twitter-and-status updating.aspx Lse 

64. Marion, S., and Jorge, R. (2010). Use of Vimeo on-line video sharing services as a 

reflective tool in higher educational settings: A preliminary report. Curriculum, 

technology & transformation for an unknown future Proceedings ascilite Sydney 2010 

(pp.936-943). http://ascilite.org.au/conferences/sydney10/procs/Sturges-full.pdf 

65. Martino, G. Cresci, S., Barrón-Cedeño, A. Yu, S. Pietro, R. and Nakov, P. (2021). “A 

survey on computational propaganda detection,” in Proceedings of the twenty-ninth 

international conference on international joint conferences on artificial intelligence, 4826–

4832. 

66. Marwick, E., and Boyd, D. (2010). “I Tweet Honestly, I Tweet Passionately: Twitter Users, 

Context Collapse, and the Imagined Audience.” New Media & Society 13(1): 114–33. DOI: 

https://doi.org/10.1177/1461444810365313 

67. Merrit, M. (1984). “Elections in the presence of faults,” PODC '84: Proceedings of the third 

annual ACM symposium on Principles of distributed computing, 

https://doi.org/10.1145/800222.806741 pages 134 - 142. 

68. Mcnair G. The End of Class Politics?. Oxford: Oxford University Press., 2011.  

69. McQuail, D. (2005). Mass Communication Theory. &ots=AVn 

https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rjhttp://

www.arabianjbmr.com/pdfs/OM_VOL_3_%284%29/12.pdf  

70. McQuail, D. (2005). McQuail's mass communication theory. (5thed.). Thousand Oaks, 

&url=https%3A%2F%2Fpdfs.semanticscholar.org%2F3c7e%2F57a0f58baedb17 

30d189f6e968f33ed84213.pdf&usg=AOvVaw0EAx54uwAGPjA9KsiPpi_c 

5s1FpPF&sig=_92DJuByhbTGxxfKzPRSiYfZTaY&redir_esc=y#v=onepage&q=a&uact

=8&ved=2ahUKEwjveP18PDlAhXhT98KHQODA_wQFjAAegQIBBAB 

71. McQuail D., (2010).  McQuail’s mass communication theory. London: Sage 

McQuail%2C%20D.%20(2005).%20Mass%20Communication%20Theory.&f=fa 

72. Middlebrook, C. (2007). Twitter Guide Part #1: What is Twitter? http://www.caroline 

middlebrook.com/blog/twitter-guide-1-what-is-twitte 

73. Mohan V, Barnes C.(2018) (n.d.). Countering hate speech in election: Strategies for 

electoral management bodies. Retrieved 22/10/2018 from www.ifes.org. 

74. Moore, C. (2015, April 03,). Inside Nigeria‘s Twitter election. PRWEEK. Accessed from 

https://www.prweek.com/arti cle/1341562/inside-nigeriasTwitter-election. 

75. Morah, N. D. and Omojola, O. (2011). Nigeria, Media and Economic Effects of Terrorism. 

In O. Omojola (ed), Communication Aspects of Conflicts and Terrorism: A Focus on 

Nigeria and Some Multi-ethnic Societies. Lagos: Corel Serve Publishing, 139-159 

76. Murphy, J. (2008). Better practices from the field: Micro-Blogging for science & 

technology libraries. Science & Technology Libraries, 28, 4 

http://www.pewinternet.org/Reports/2009/Twitter-and-status%20updating.aspx
http://ascilite.org.au/conferences/sydney10/procs/Sturges-full.pdf
https://doi.org/10.1177/1461444810365313
http://www.arabianjbmr.com/pdfs/OM_VOL_3_%284%29/12.pdf
http://www.arabianjbmr.com/pdfs/OM_VOL_3_%284%29/12.pdf
http://www.ifes.org/


58 

 

77. Nielsen Online (2009). Global faces and networked places: A Nielsen report on social 

networking's new global footprint. http://blog.nielsen.com/nielsenwire/nielsen 

news/social-networking-new-global-footprint 

78. Nkiru, C. E., and Augustine, G. B., (2018). Twitter and Election Campaigns: Measuring 

Usage in Nigeria’s 2015 Presidential Election. Covenant Journal of Communication  

(CJOC) 5( 2) 44-65.                  

79. Nwachukwu, E. (2019). Twitter was a minefield of false information during the 2019 

Nigerian elections. Global Voices Advox. 

https://advox.globalvoices.org/2019/11/08/twitter-was-a-minefield-of-false-information-

during-the-2019-nigerian-elections/ 

80. Nweke (2001) OFF. Public relations practice: Concepts and strategies. Enugu: Hamson 

Publishers. 

81. Oh, O., Eom, C., & Rao, H. R. (2015). Role of social media in social change: An analysis 

of collective sense making during the 2011 Egypt revolution. 26(1), 210-223. 

https://doi.org/10.1287/isre.2015.0565. 

82. Okolie, A. M., & Nnamani, K. E. (2016). United States’ trans-saharan counter-terrorism 

partnership and management of boko haram insurgency in Nigeria, 2005-2015. Caritas 

University Journal of Political Science, 1(1), 19–46. 

83. Okolie, A. M., Enyiazu, C., & Nnamani, K. E. (2021). Campaign propaganda, electoral 

outcome and the dynamics of governance in the post-2015 presidential election in Nigeria. 

Cogent Social Sciences, 7(1), 1922180. 

84. Okorie, N., Loto, G. & Omojola, O. (2018). Blogging, civic engagement, and coverage of 

political conflict in Nigeria: A study of nairaland.com. Kasetsart Journal of Social 

Sciences, 39(2), 291-298 (open access: https://www.sciencedirect.co 

m/science/article/pii/S24523 15118301607).  

85. Okorie, N., Oyedepo, T., Usaini, S. & Omojola O. (2017). Global news coverage on 

victimization and challenges of Roma migrants from Romania: An experiential study. 3rd 

International Conference on Creative Education (ICCE 2017) Location: Kuala Lumpur, 

Malaysia. March 03-04, 2017, 13, 224230. 

86. Okoro, N., & Nwafor, K. A. (2013). Social media and political participation in Nigeria 

during the 2011 general elections: The lapses and the lessons. Global Journal of Arts 

Humanities and Social Sciences, 1(3), 29-46. 

87. Oluwatola, T. (2015, March, 27) Nigeria‘s election: Who is winning the Twitter war? 

Premium Times. Accessed from https://www.premiumtimesn g.com/features-

andinterviews/179304 

88. Omojola, O. (2009). English oriented ICTs and ethnic language survival strategies in 

Africa. Global Media Journal 3(1), 33-45.  

89. Omojola, O. (2011). When Media Exist as if they Don‘t, International Journal of Social 

Sciences and Humanities Review [Ebonyi State University],2(5), 7783. 

http://blog.nielsen.com/nielsenwire/nielsen
https://advox.globalvoices.org/2019/11/08/twitter-was-a-minefield-of-false-information-during-the-2019-nigerian-elections/
https://advox.globalvoices.org/2019/11/08/twitter-was-a-minefield-of-false-information-during-the-2019-nigerian-elections/
https://doi.org/10.1287/isre.2015.0565


59 

 

90. Opeibi, T. (2019). The Twittersphere as political engagement space: A study of social 

media usage in election campaigns in Nigeria. Digital Studies/Le champ numérique, 9(1). 

91. Ossai P (2002). Principles and techniques of editorial writing. In C.S. Okunna (Eds.), 

Teaching.  

92. Palmer, N. D., and Perkins, H. C. (2007). International relations (3rded.). India: AITBS 

Publishers. 

93. Pastor-Galindo, J., Nespoli, P., Gómez Mármol, F. and Martínez Pérez, G., (2020). The 

not yet exploited goldmine of OSINT: Opportunities, open challenges and future trends, 

IEEE Access 8, 10282–10304. 

94. Perrin, A. (2015). Social media usage. Pew research center, 125, 52-68. 

95. Polat, R. (2007). Can the Internet increase political participation? Political 

Communication Report. Accessed from www.jour.unr.edu/pcr/1702. 

96. Reporters without borders in Tunisia: A new freedom that needs protecting. (2011, 

February 10). Reporters Without Borders. Retrieved from http://en.rsf.org/tunisie-

reporters-without-borders-in10-02-2011,39519.html 

97. Rimskii,V. (2011). The influence of the Internet on active social involvement and the 

formation and development of identities. Russian Social Science Review, 52(1), 79-101. 

98. Ritholz, B. (2010). History of social media. The Big Picture, 2. 

99. Rotman, D., Golbek, J., and Preece, J. (2009). The community is where the rapport is –on 

sense and structure in the youtube community.  Proceedings of the 4th International 

Conference on Community and Technologies, 41-49 

100. Rubin, V., Chen, Y. and Conroy, N. (2016). Deception Detection for News: Three 

Types of Fakes . Retrieved from 

https://asistdl.onlinelibrary.wiley.com/doi/epdf/10.1002/pra2.2015.145052010083 

101. Schreiner, T. (2018). Information, opinion, or rumor? The role of Twitter during 

the post-electoral crisis in Côte d’Ivoire. Social Media+ Society, 4(1), 2056305118765736. 

102. Shannon, C., McGregor, R. and Logan, M. (2017). Twitter as a tool for and object 

of political and electoral activity: Considering electoral context and variance among actors. 

Journal of Information Technology and Politics, 14(2), 154-167. 

103. Shapshak, T. (2017). Facebook has 170 million African users, mostly on mobile. 

Forbes. https://www.forbes.com/sites/tobyshapshak/2017/04/05/facebook-has-170m 

african-users-mostly-on-mobile/#49a3bf753dc2 

104. Shearer, E. and Mitchell, A. (2021). News use across Social Media Platforms in 

2020: Facebook stands out as a regular source of news for about a third of Americans. Pew 

Research Center. https://www.journalism.org/2021/01/12/news-use-across-social-media-

platforms-in-2020 

105. Shklovski, I., Palen, L., and Sutton, J. N. (2008). Finding community through 

information and communication technology during disaster events. 

http://www.jour.unr.edu/pcr/1702
http://en.rsf.org/tunisie-reporters-without-borders-in10-02-2011,39519.html
http://en.rsf.org/tunisie-reporters-without-borders-in10-02-2011,39519.html
https://asistdl.onlinelibrary.wiley.com/doi/epdf/10.1002/pra2.2015.145052010083
https://asistdl.onlinelibrary.wiley.com/doi/epdf/10.1002/pra2.2015.145052010083
https://asistdl.onlinelibrary.wiley.com/doi/epdf/10.1002/pra2.2015.145052010083
https://www.forbes.com/sites/tobyshapshak/2017/04/05/facebook-has-170m
https://www.journalism.org/2021/01/12/news-use-across-social-media-platforms-in-2020
https://www.journalism.org/2021/01/12/news-use-across-social-media-platforms-in-2020


60 

 

https://pdfs.semanticscholar.org/2591/eb42bc7f83bd7d186543037cdfe00624f724. 

pdf?_ga=2.4519283.1792285278.1574023280-1265104059.1540890946. 

106. Stephan, L., Laura, S., David, G., Ralph, H., Jim, W., Stefanie, E., Cailin, R.R.E. 

O., Anastasia, K., Philipp, L.-S., Yannic, B. and Mark, L. (2020). Technology and 

Democracy: Understanding the influence of online technologies on political behaviour and 

decision-making, Tech. rep., EU Joint Research Center. doi:10.2760/709177. 

107. Stieglitz, S. and Dang-Xuan, L. (2014). Social media and political communication 

- A social media analytics framework.  Social Network Analysis and Mining. Accessed  

https://www.researchgate.net /publication/235632721. 

108. Stoddart, A. (2013), Suggests politicians should use Twitter to engage more, and 

broadcast less Accessed from http://eprints.lse.ac.uk/54554 /1/Ali_Stoddart_democratica 

udit.com-  

 

109. Stone, B. (2009). The scientific paper in the age of Twitter. The New York Times, 

(1). 

110. Stone, B. (2009, October 30). There's a list for that. Accessed from 

www.blog.Twitter.com. 

111. Sweetser, K. D., and Kaid, L. (2008). Stealth soapboxes: political information 

efficacy, cynicism and uses of celebrity weblogs among readers. New Media & Society 

112.  Szabó, A.  (2007), The Impact of the Internet on the Public Sphere and on the 

Culture Industry: A study of blogs, social news sites and discussion forums. A Master’s 

Thesis submitted to the Faculty of Humanities, University of Vaasa. 

113. Terrang, M. U. (2017). A comparative rhetorical analysis of Nigerian presidential 

election 2015: A public relations approach. A Thesis submitted to the Institute of Graduate 

Studies and Research in partial fulfillment of the requirements for the degree of Master of 

Arts in Communication and Media Studies Eastern Mediterranean University. 

114.  The Herald. (2015). Obama accused of aiding Boko Haram in order to help Pal 

Axelrod win Buhari’s presidential campaign. The Herald. Retrieved from on 12/01/2020. 

https://www.herald.ng/obama-accused-of-aiding- boko-haram-in-order-to-help-pal-

axelrod-win- buharis-presidential-campaign/. 

115.  Tubridy, D. (2007). Sounding Spaces Aurality in Samuel Beckett, Janet Cardiff 

and Bruce Nauman. Performance Research, 12(1), 5-11. 

116.  Twiss, M. (2003). Evil men. London: Michael O’Mara Books. 

117. Umaru A. Pate & Danjuma Gambo & Adamkolo Mohammed Ibrahim, 2019. "The 

Impact of Fake News and the Emerging Post-Truth Political Era on Nigerian Polity: A 

Review of Literature," Studies in Media and Communication, Redfame publishing, vol. 

7(1), pages 21-29, June. 

https://pdfs.semanticscholar.org/2591/eb42bc7f83bd7d186543037cdfe00624f724
http://www.blog.twitter.com/
https://www.herald.ng/obama-accused-of-aiding-%20boko-haram-in-order-to-help-pal-axelrod-win-%20buharis-presidential-campaign/
https://www.herald.ng/obama-accused-of-aiding-%20boko-haram-in-order-to-help-pal-axelrod-win-%20buharis-presidential-campaign/


61 

 

118.  Van Wyngarden, K. E. (2012). New participation, new perspectives? Young 

adults' political engagement using Facebook (Doctoral dissertation, Colorado State 

University). 

119.  Vivek, B., Sanjay, P. and Shweta, S. (2012). Social Media Marketing: Strategies 

and its Impacts; International Journal of Social Science & Interdisciplinary Research 1(7), 

214-223. 

120.  Williams, C. (2007). Research Methods. Journal of Business & Economics 

Research, 5(3), 65-72. doi:10.19030/jber.v5i3.2532  

121.  Williams, M. (2007). Avatar watching: participant observation in graphical online 

environments. Qualitative research, 7(1) doi:10.1177/1468794107071408 

122. Williams, R. (2016), Understanding and interpreting generalized ordered logit 

models, The Journal of Mathematical Sociology, 1-14. DOI: 

10.1080/0022250X.2015.1112384.  

123. Yakubu, A., and Abubakar M. Ali. (2017). “Election And Voting Pattern in 

Nigeria: A study of 2015 governorship Election in Bauchi State.” 

124. Yardi, S, and Boyd, D. (2010). Dynamic debates: an analysis of group polarization 

over time on Twitter. Bulletin of Science, Technology & Sociology 20(1), 

125.  Zappavigna, M. (2013). Discourse of Twitter and Social Media: How We Use 

Language to Create Affiliation on the Web. London: Bloomsbury Publishing Plc 

126.  Zarrella, D. (2010). The social media marketing book. " O'Reilly Media, Inc.". 

127.  Zheng, Y., Sheng, W., Xu, J., and Zhang, Y. (2014). Sensation seeking and error 

processing. Psychophysiology, 51(9), 824-833. doi:10.1111/psyp.12240 

 

  

 



62 

 

 

 

APPENDIX 
 

CZECH UNIVERSITY OF LIFE SCIENCES PRAGUE 

FACULTY OF ECONOMICS AND MANAGEMENT 

DEPARTMENT OF INFORMATION TECHNOLOGIES 

 

QUESTIONNAIRE ON DETECTION OF PROPAGANDA ON SOCIAL MEDIA: A 

CASE STUDY OF NIGERIA’S PRESIDENTIAL ELECTION 

Dear Respondent,  

 This is a post-graduate study in the department of information technologies. The Data to 

be collected has nothing to do with any other thing rather than to obtain information. The 

information given will be treated with trust and confidentiality and use primarily for academic 

exercise. 

Thanks for your cooperation. 

Instruction: Please fill in the space provided or tick where appropriate and you can tick more than 

one where applicable 

 

Part A  

1. Do you agree to fill this questionnaire without compulsion or persuasion?  

Yes [  ]  No  [  ] 

 

A. DEMOGRAPHIC INFORMATION OF THE RESPONDENTS 

1. Gender: Male (   )     Female (   ) 

2. Educational Qualification: No Formal Education (   ) Primary School (  )   

Secondary School (   ) NCE/OND (   ) HND/BSc/B.Ed (   )  

3. What is your marital status? Single [  ] Married [  ] Divorced [  ] Widowed [  ]  
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4.  Occupation:    Unemployed (   ) Self Employed (business) (   ), Self Employed (Farming) 

(   ) Private Sector Employee (   )   Public Sector (   )   Retired (Private and Public) (   )    

B. Factors Influencing the Presence of Propaganda on social media in General and in Particular 

during Presidential Elections in Nigeria. 

S/N STATEMENT SA A D SD 

1 Creating a social welfare programme of at least N5000 that 

will cater for the 25 million poorest and most vulnerable 

citizens 

    

2 Equaling N1.00 to 1.00 USD     

3 Stabilizing oil prices     

4 Creating three million jobs per year     

5 Reducing fuel price to forty-five Naira per litre     

 

C.  Perspective of Propaganda in the Dataset Using Social Media as the test 

S/N STATEMENT SA A D SD 

1 Compatibility     

2 Cost effectiveness     

3 Interactivity     

4 Trust     

5 Ease of Use     

6 Networking Capability     

 

AYODEJI MUHAMMED ADEBIYI 


