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ABSTRACT
Media, as a communication tool, has a great impact on the society, from the traditional communication form such as T.V, radio, newspaper etc. to the most current bi-directional communication (social media), Media has a great amount of influence on society, it's a powerful tool that can influence a country’s policies, shape public opinion, increase politician’s acceptability and even set the standard for societal norms. The use of social media by politicians all over the world has experienced an exponential growth as it is used to skillfully manipulate and arouse emotions towards their political aspirations. Hence, this study primary purpose is to examine the educational role in shaping electorate view using social media as an instrument of political propaganda in Ilorin West Local Government. Thus, in order to fathom the research work, the researchers reviewed some works of which are related to the research work at hand which are; Kushin and Yamamoto on politicians in modern democracies across the world on adoptation social media for engaging their constituents,Warren (2009) whom investigated the use of social networking site, Larsson and Moe (2011) conducted a study on Twitter usage during 2011 Swedish election, Williams and Gulati (2009) research on the extent of facebook use by congressional candidates during election campaigns, Okoro and Nwafor (2013) research work which was conducted on a study titled social media and political participation in Nigeria during the 2011 general elections. To elicit information from respondent, the researcher make use of survey method thus quantitative research design was used through the use of questionnaire, the population of respondent in Ilorin East Local Government was 46,761, Simple random sampling technique was adopted to arrive at sampling size which happen to be 100, also tabular presentation was used to analysed the data gathered from the respondent, thus ,at the end of the project it was discovered that political parties make use of social media as a tools to communicate as well as to mobilize support for their candidate, facebook remain the most preferred platform of social media used by the political party as well as the audience in sending and accessing information, the majority of the respondent rely largely on the information gotten on social medial thereby shaping their view towards political party or candidate finally, the researcher recommended to every electorate to constantly view background information gathered online before its application into their live, politicians, nongovernmental organisation (NGO) and political parties as well as their supporters should be cautioned in using social media to post propaganda or dysfunctional messages that might hinder the peaceful co-existence of the community and Periodic public enlightenment on the use of social media platforms for educational purposes, especially among the youths, should be done routinely before elections in Nigeria. The government should be at the vanguard of this campaign, using such instruments like the ministries of information at both state and federal levels, the National Orientation Agency, the mass media, among others. 
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CHAPTER ONE
INTRODUCTION
1.1	Background to the Study
Education is a crucial sector in any nation and being a major investment in human capital development, it plays a critical role in long-term productivity and growth at both micro and macro levels. This explains why the state of education in Nigeria continues to be our national discourse at all levels. At this point, it is important to realize that discussions on education and    its reforms to make it contribute meaningfully to national development should gradually and systematically move away from a politicized to a more analytical approach that appreciates the complexities inherent in proffering genuine and workable solutions for revamping our educational system.
Also, in every sane society, education remains number one tool of development which variably determines the future of a given country. Likewise, the development of education extends to a political realm, if political education is being thoroughly fathomed and focused on with political educational program with the aim of illuminating on the shaded path of political issues which are being circulated on the social media by political gladiators and their subjects for the main purpose of political gain.
Social media facilitates instant communication, allowing individuals to share opinions, disseminate information, and organize collective action. Studies indicate that social media platforms have reshaped the political landscape in Nigeria, enabling citizens to engage more actively in political discussions and campaigns (Ojo, 2021). The ability of social media to transcend geographic boundaries means that Nigerians can engage in political discourse irrespective of their locations, fostering a sense of community and shared purpose among users (Adeyemo, 2021). Social media are web-based instrument that allow users to create a profile and create a network attached to that profile as well as internet with others applying this application (Lilleker, 2011). This means that through social media, people create their online profile which enables them interact more easily with others as well as to disseminate opinions and information.  These social media platforms include Facebook, Twitter, YouTube and Myspace (Boulianne, 2015). Recently, evidence has shown research focused on the utilization of social media in political campaigns and advertising (Fountains, 2017; Borah, 2016; Chadha & Guha, 2016) which is referred to as the online political campaigning/digital political campaign (Kruikemeier, Van Noort, Vliegenthart & De Vreese, 2016). Online political campaigning has been described as a type of Campaign that requires political candidates to get acquainted with a social media strategy to keep them in the mind of voters, so as to influence both individuals live and society as a whole (Khang, ki & Ye, 2012). 
Through online political campaigning, political aspirants and electorates publicize their political ambitions and agenda as well as induce voters' support. This suggests that, to reach voters political candidates and parties increasingly use social media because they offer the opportunity to communicate directly to citizens, as well as permit them to disclose personal information, i.e. personal campaigning Kruikemeier et al, (Saxton, 2012). 
Indeed, online political campaigning via social media has received increased academic attention (Boulianne 2009, 2015). 
Nonetheless, evidence has shown that the majority of the studies have documented the role that social networks have played in political campaigns, civic engagement and political participation (Ajayi & Adesote 2015).  
Other researchers have established that the internet use has positive effects on citizen's involvement in politics and thus, consequently, contributes to the quality of democracy (Gilbert and McNeal, 2013). On the other hand, researchers have also documented the language and propaganda utilized in conventional politics (Udende, 2011), with a less focus on online and its propaganda. This calls for more research to look into the negative impact and propaganda techniques in online political campaigning via social media (Anggraini, Mustifa & Sadewo 2014), so as to increase the understanding of social media utilization in political campaigns. 
Thus, despite the increase in interest on the impact of social media usage in political campaigns, it has been observed that the propaganda in the digital campaign processes as well as the negative role and impact of social media in contemporary political campaigns have been less well studied, although, the literature is growing. 
Eveland Jr, (2016) was of the opinion that the political system had embraced the use of social media to advance their course, it has been used as a tool for not just political awareness, but also for political mobilizing support for and against unpopular leadership, a study of 2015 general elections in Nigeria. 
In addition to Eveland words, this goes to affirm that the influence and power of the social media in electioneering all over the world cannot be underrated. Regardless of the fact that the social media is just a cyberspace, it has affected and influenced the electioneering and governing process all over the world and Nigeria is no exception. 
However, regardless of the positive effects of social media, it has been observed that the social media have aided unreliable source of information, fake news as well as bad- mouthing of candidates during electioneering which eventually affect the outcome of the elections. 
Furthermore, (Ezejideaku, 2013) observed that some researchers argued that despite the unhindered political sensitization and awareness, the social media has also been used as a tool for conflicts between opposing parties during elections through spewing of fake and unrealistic information. Olabamiji, (2014: 44-48) argued that "although the social media have enhanced political awareness and interaction, however, they are all being used in Nigeria to malign, intimidate and discredit political opponent, thus, triggering conflicts. According to him, the website, blogs and social media platforms are used strategically to describe politicians ' curriculum vitae, present political ideology, list achievements, enumerate their agenda, canvass for votes and at times disparage oppositions. The research work elucidates educational role in shaping electorate view using Social-media as an instrument of political propaganda in Ilorin-West Local Government Area of Kwara State
1.2	Statement of the Problem
Obviously, social media is one of the most used instruments that are grossly germane during pre-election and post-election processes in the contemporary politics in Nigeria. Therefore, its relevance cannot be over emphasized as it has never ceased to pave way for candidate preference by its users to the content being feasted on by curious electorates (social media users). It is, however, imperative to note that this (social media) has become an instrument for political propaganda. Thus, in the course of challenging the existing knowledge, the researcher deemed it wise to explore and investigate systematically, the educational role in shaping electorates 'views, using social-media as an instrument of political propaganda in Ilorin-West Local Government Area of Kwara-State
1.3	Objectives of the Study
The major objective of this study is to examine the educational role in shaping electorates views using social-media as an instrument of political propaganda in Ilorin-West Local Government Area of Kwara State. 
However, the specific objectives are:
i. To know the extent of educational influence on electorates' in political participation in an election. 
ii. To understand the impact of social media on electorates' candidates choice.
iii. To evaluate the perception of electorates on social media as tool for political propaganda.

1.4	Research Questions
To find answers to intriguing questions on the research, the following research questions are formulated:
i. To what extent has education influenced electorates in political participation in an election? 
ii. What are the impacts of social media on electorates' candidates choice? 
iii. What are the perception of electorates on social media as instrument of political propaganda?
1.5	Significance of the Study
It is believed that at the completion of the study, the findings will be of great importance to electorates in Ilorin West Local Government on the educational role in shaping electorates' views on the use of social media as an instrument of political propaganda, as the study seeks to assess the importance and influence social media content are to the electorates vis-a-vis political propaganda. 
Findings from the research will reveal the effectiveness of educational role and social media as instrument for political propaganda on electorates. Also the study regardless of a politician's party affiliation will help educate electorates on how best to handle social media information especially electoral and political related ones. 
Finally, the study will also be of great importance to students, teachers, lecturers and the general public as the study will add to the pool of existing literature. 


1.6	Scope of the Study
Based on the selected local government area, this study will examine the educational role in shaping electorates' views using Social-media as an instrument of political propaganda in Ilorin-West Local Government Area of Kwara State. The demography of the respondent shall, however, be restricted only to the confine of the selected electorates in Ilorin East Local Government Area who shall in large extent be generalized as the electorates in Ilorin West Local Government Area. 
1.7	Operational Definition of Terms
· Social media: The term 'social media' is defined as websites and applications that enable users to create and share contents or to participate in social networking.  
· Educational: the action or process of educating or of being educated (adjective)
· Role: a socially expected behavior pattern usually determined by an individual's status in a particular society
· Propaganda: is a form of communication used to influence people’s attitudes, beliefs, or behaviours often by presenting information in a biased or misleading way to promote a particular agenda. 
· Electorates: The collective people of a country, state of electoral district who are entitled to vote. 
· Political: Concerning or relating to politics, the acts and processes of governing. 
CHAPTER TWO
LITERATURE REVIEW
2.0	Introduction 
This chapter is set out to explain and give insight to conceptual model, conceptual review, empirical review of relevant studies, theoretical framework and subsequently give summary review of literatures used. 
Literature shall be reviewed under the following headings:
· Conceptual Model 
· Conceptual Review
· Concept of Social Media
· Theoretical Framework
· Empirical Review
· Appraisal of Literature Review
2.1	Conceptual Model 
According to Folarin, (2012), model is a symbolic representation designed to help visualize the relationship among various elements of a structure, system or progress for the purpose of discussion and analysis. A conceptual model is a representation of a system, made of the composition of concepts which are used to help people know, understand, or simulate a subject the model represents. It is also a set of concepts. Some models are physical objects; for example, a toy model which may be assembled, and may be made to work like the object it represents. 
The term conceptual model may be used to refer to models which are formed after a conceptualization or generalization process. Conceptual models are often abstractions of things in the real world whether physical or social. Semantic studies are relevant to various stages of concept formation. Semantics is basically about concepts, the meaning that thinking beings give to various elements of their experience. Conceptual models (models that are conceptual) range in type from the more concrete, such as the mental image of a familiar physical object, to the formal generality and abstractness of mathematical models which do not appear to the mind as an image. Conceptual models also range in terms of the scope of the subject matter that they are taken to represent. A model may, for instance, represent a single thing (e.g. the Statue of Liberty), whole classes of things (e.g. the electron), and even very vast domains of subject matter such as the physical universe. The variety and scope of conceptual models is due to the variety of purposes had by the people using them. Conceptual modeling is the activity of formally describing some aspects of the physical and social world around us for the purposes of understanding and communication (Oba, 2020). 
Conceptual model of this study “Educational role in shaping electorate view using social-media as an instrument of political propaganda in Ilorin-West L.G.A of Kwara State” is stated below. 
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The Model is of three variables, which are: 
· Independent Variables - Variable that explains other variables are called independent variables; it is the variable that is antecedent to the dependent variable. It is also called explanatory, predictor or manipulated variable. As illustrated above, the independent variables of this study are; Educational Role, Electorate and social media. 
· Intervening/Variables- intervening variables also called mediating variables are variables that help explain the relationship between an independent variable and a dependent variable. (Creswell, 2014). Intervening variables identified for the research topic are; Accessibility, Usage and Frequency. 
· Dependent Variables - Dependent variable is a variable which depends upon or a consequence of the other variable. It is the variable which explained by other variables. The dependent variables identified in this study are; Perception and Political Propaganda. 
Audience and Social media as an independent variables shed more light on the concepts of the dependent variables; perception and political propaganda, as it is the medium of social that the political gladiators use in disseminating information to mould and shape the perception of the electorate towards their political party which in turn help form some mediating factors, which are also called intervening variables; identified in the research work as, accessibility, usage and frequency. 
The model above therefore explains that in order for the electorates in Ilorin West Local Government to develop a perception towards an educational impact, particular politician or political party, the electorates need to first have access to the internet (social media), before being exposed to its contents which help promote likeness toward the party or politician, then the frequency of exposure to disseminated information will lead to the formation of a perception towards the party. 




2.2.	Conceptual Review 
2.2.1	Role of Education in Political Awareness
Education has consistently been recognized as a powerful tool for moulding individuals and society at large. Education is a foundational element in shaping political awareness. Therefore, addressing disparities in education access and ensuring the objectivity of educational institutions are critical considerations for nurturing a well-informed, politically aware populace. Ultimately, a robust education system is a cornerstone of any thriving democracy, as item powers individuals to actively participate in shaping their political environments Hamid, et, al. (2022).
Beyond the conventional notion of education as a means of imparting knowledge and skills, it plays a pivotal role in cultivating political awareness. Political awareness entails a grasp of political systems, ideologies, and current events, empowering individuals to engage in the democratic process actively. Political engagement includes activities to influence public authorities' decisions, such as voting, protesting, or joining a political organization. It also refers to the emotional and cognitive involvement in political concerns, such as political knowledge, interest, opinions, or attitudes. Three opposing theories have been established to explain the positive correlation between political activity and educational attainment. According to the "cause" perspective, education directly contributes to political engagement by impacting citizens with the skills and knowledge necessary to comprehend politics, express political preferences, and pursue political goals Wardhani, (2018). In traditional socialization education, the term political education synonymously with political literacy to mean the goal of political education. Political education refers to the transmission and acquisition of political knowledge, skills, and attitudes necessary for informed participation in the political process. A politically educated citizen has acquired the basic political knowledge and awareness that enhances involvement in conventional political activities such as registration as a voter, voting in elections, running for political offices, membership in apolitical party, and discussing political matters.
According to Shriver, (2023). Suggest that political literacy mobilizes individuals' cognitive capacity and efficacy to process complex political events or information and engage actively in political activities. Political education is essential for improved political participation, knowledge, and abilities. However, for a solid foundation of understanding political system, Education forms the cornerstone for comprehending political systems. A well rounded education system exposes learners to diverse political ideologies, governmental structures, and historical contexts. This knowledge equips individuals with the capability to critically analyze and compare different political systems, enabling them to make informed decisions regarding the type of governance they aspire to have. Education goes beyond learning; it fosters critical thinking skills. An educated individual is better equipped to critically evaluate political issues, policies, and arguments. They can distinguish between facts and falsehoods, identify bias, and assess the credibility of sources, thereby enabling them to form more considered political opinions Winthrop, (2020).
Also, an educated population is more likely to recognize civic duties and actively participate in politics. Through education, individuals learn about their rights and responsibilities as citizens, including the significance of voting, engaging in community activities, and advocating for change. Informed citizens are more inclined to hold their leaders accountable and demand transparency and good governance. More so, education promotes tolerance and inclusivity by exposing individuals to diverse perspectives and cultures Zulkarnain & Saufi, (2021). This exposure helps dispel stereo types and prejudices, fostering open-minded and empathetic citizens. Politically aware individual sare often more accepting of diversity and more likely to support policies that promote inclusivity and social justice.
Furthermore, in today's digital age, the media significantly shapes political narratives. Education aids individuals in becoming more media literate, enabling them to navigate the intricate lands cape of news and information. By understanding how them media operates, citizens can filter out misinformation and develop a more accurate understanding of political events. Even in terms of empowering advocacy and activism, Education prepares individuals with the necessary skills and knowledge to engage in political advocacy and activism. Informed citizens can join or create movements, participate in public demonstrations, and lobby for changes in government policies. They are more effective advocates because they understand the issues and can articulate their concerns persuasively (Hernandez, 2019).
Bottom mostly, one of the oldest subjects in political theory, political education, is now a hot topic in modern political science. Scholars are more likely than their predecessors to agree that properly constructed institutions are insufficient for a well-ordered government and that citizens must possess the necessary knowledge, abilities, and moral qualities. Studies showed that low political awareness, institutional background, cultural practices, family history, and the like are capable of working against political engagement. Astari, (2021). Also, disparities in access to quality education can result in unequal political awareness among different demographic groups. Although education is a potent tool for fostering political awareness, these challenges should be considered with all these piousness it deserves.
2.2.2	Education and Political Engagement 
Political engagement refers to the emotional and cognitive involvement in political matters, such as political knowledge, interest, opinions, or attitudes; and encompasses citizens’ actions to influence decisions of public officials such as voting, protesting, or political membership (Verba et al., 2011; Brady, 2014; Zukin et al., 2017; Barrett and Brunton-Smith, 2019). Therefore, political engagement as a return to education remains a focal point of social science research for years. To explain the positive association between educational attainment and political engagement, three competing views have been developed. The ‘cause’ view states that education directly causes political engagement by teaching citizens the knowledge and behaviors needed for understanding politics, identifying political preferences, and pursuing political interests (Wolfinger and Rosenstone, 2010; Rosenstone et al., 2013; Niemi et al., 2012; Torney-Purta et al., 2012; Galston and William, 2015; Dee, 2014; Sondheimer and Green, 2010; Mayer, 2011; Larreguy and Marshall, 2017; Perrin and Gillis, 2019; Schmitt and Bryant, 2019; Yang and Hoskins, 2020).
The ‘education-as-a-proxy’ view argues that pre-adult factors such as intelligence, genetic factors or personality, influence political interests, knowledge, and participation in adulthood, and these factors might also determine the choice of education. To put it differently, the relationship between education and political engagement reflects a self-selection process where education only serves as a proxy for pre-adult factors (Highton, 2009; Berinsky and Lenz, 2011; Pelkonen, 2012; Persson, 2014; Gidengil et al., 2019, Burden et al., 2020). According to the ‘relative education’ or ‘sorting’ view, education simply takes credit for the social network position that simultaneously determines educational attainment and political engagement. Specifically, highly educated individuals with high social status tend to be in the networks that encourage political engagement while low educated individuals with low social status tend to be outside of such networks (Persson, 2011; Aars and Christensen, (2020).
2.2.3	Social Media and Political Campaigns 
According to the Mass Communication and Society study, the ability to express political views and opinions online plays an important role for social media in campaigns. Social media allow users to not only seek information but also interact with others through online expression such as posting political commentaries on blogs and social network sites and sharing multimedia commentary (Kushin and Yamamoto, 2018). In past campaigns, Facebook users have expressed themselves politically in many ways, such as making online donations, encouraging friends to vote, or posting graphics or status updates expressing political attitudes and opinions. Twitter and blogs have been used by candidates and voters to comment on social and political issues, share information and encourage participation. Also, YouTube and CNN partnered to sponsor a debate in which candidates took questions from user-created videos as opposed to a moderator (Kushin and Yamamoto, 2018). 
In many parts of the world today, individuals, groups, organizations and even nations are taking advantage of the opportunities provided by social media and other e-media platforms to mobilize millions of people to support and advance their course. In the political sphere, it has become a veritable tool for interacting and mobilizing citizens towards active participation in the political process and democratic projects Astari, (2021). It is through the media that people are able to acquire breaking information, participate freely in discussions relevant to public interest. The use of social media in today’s campaign is not only important but it is critical; millions of people are involved in using social networks daily. It is the contemporary opportunity for political parties to be in touch with large numbers of voters quickly, constantly and at low cost (Olabamiji, 2014). 
A political candidate may have a million subscribers on his or her social media account(s), but would be able to reach 10 million or even a 100 million people that persuades more followers because of his or her activities online. Through social media, many people get to see large numbers of campaign content coming through, whether they like it or not. Adelabu, (2014) notes that the success of President Obama's Presidential campaigns in 2008 and his eventual emergence as first black president of the United States was largely credited to his active use of Facebook to mobilize millions of volunteers, voters and to lobby for financial support. Indeed, politics has evolved greatly in the recent decade with the advent of the new technology. With it, information sharing has greatly improved, allowing citizens to discuss ideas, post news, ask questions and share links. With social media, politicians reach the masses with the aim of assessing the political atmosphere even before venturing into the campaign. Social media is perhaps the best tool to assess the popularity of a candidate especially by the young people and craft the best language to use as a campaign slogan  (Ibagere, 2013). 
Social media also provides politicians with the opportunity to be informally free with the public. This free connection through social media helps politicians to communicate their humor, indicating their approachability and accessibility to the public. With social media, politicians appeal to citizens; this makes them seem more personable and gives them the advantage of keeping in constant contact with their supporters. Social media grants many people the chance to participate actively and get involved fully in the political discourse by adding their voices on issues posted on the social media sites. Thus, advancing the tenets of participatory democracy that sees media as a debate avenue and aids tremendously in actualizing public-sphere journalism. Although this quality of political engagement is still to have a solid ground in the Nigerian political forum, Adeyanju and Haruna (2012) argue that it affords electorates a friendlier avenue of assessing candidates for Political offices and promoting transparency in governance. Therefore, creating a user-friendly social media strategy for use during political campaigns is not only vital but has become an essential part of majority of political candidate’s plan to get into office in present day Nigeria and seemingly the rest of the world. This is evident from the fact that social media sites often get more traffic congestion than an official campaign website of political parties; this in its self indicates the importance for candidates to get connected to these sites (Olabamiji, 2014). 
2.2.4	Social Media and Propaganda 
Propaganda is a form of persuasion that is often used in media to further some sort of agenda such as personal, political or business agenda, by evoking an emotional or ill response from the audience. It includes the deliberate sharing of realities, views and philosophies intended to alter behavior and stimulate people to act Lingel, (2020). To explain the close association between media and propaganda, Richard Alan Nelson observed propaganda as a form of persuasion with intention with the aid of controlled transmission of single sided information through mass media. Mass media and propaganda are inseparable. 
Mass media, as a system for spreading and relaying information and messages to public, plays a role in amusing, entertaining and informing individuals with rules and values that situate them in social structure. Therefore, propaganda Creates conflicts among society’s differing classes. Nowadays, in a media engulfed society, mass media is the main platform and output for carrying out acts of propaganda and for pushing forward agendas. Today, there are various amounts of modern media that can be used to Supply propaganda to its intended audience such as radio, television, film posters, handouts, music, smart phones just to name a few Bremmer, & Keat, (2010). Propaganda today is endowed with negative connotative meanings in a political context, despite that the word entered language with religious origins. Propaganda was a term that was commonly used in 1914, the beginning of the World War, though its origin can be traced back to the ancient Greece. 
In Athens, the original place of civilization as well as the centre of humankind culture, the citizen class was conscious and well informed of their interests and public affairs. Thus, conflicts and divergence on individual interests and other religious matters demand propaganda. Without the modern mass media sources such as newspaper, radio and television functioning as a medium for information spreading, a serious of alternative can play a role for propagandizing values and beliefs to shape and mould opinions of men. These can include dramas, games, and religious festivals. Additionally, another tool for propaganda in an oral-biased society is articulation (Smith, & Lasswell, 2015). Throughout the historical stages, propaganda has always been evident in momentum social movements such as American Independence, The French Revolution and especially during war times.
2.2.5	Political Propaganda and Social Media 
In elections, hacking and social media manipulation or propaganda can be used to manipulate voters, according to election law attorney and BYU political science Alumna Audrey Perry Martin. Martin was of the opinion that political campaigns often use social media in an attempt to influence elections in their favor, a tactic that is ‘widely accepted Korta, (2018).” ‘These groups spend a lot of money on digital advertisement and social media strategies to get their message to voters’ she said. ‘they use all the social media platforms to organize events, find volunteers, remind people to vote and run advertisements.’ 
Political campaigns will also buy email addresses, send text messages and track social media posts to target major issues. However, political campaigns and groups are required to disclose reasons behind these actions. According to research, reports have it that the PDP and APC ran varieties of political advertisement leading to the 2015 and 2019 elections in the country, example is an article published by the All Progressive Congress (APC) titled ‘Between the devil and the deep blue sea.’ Social media is effective for sharing propaganda because it can reach many people with effort and users can filter the content to remove content they do not want while retaining what they would like to see. This makes it easy to be used by ordinary people as well as government agencies and politicians, who can take advantage of the platforms to spread ‘junk’ news in favor of their case (Ohnson et, aa. 2013).
2.2.6	Propaganda 
Propaganda is a form of persuasion that is often used in media to further some sorts of agenda such as personal, political or business agenda by evoking an emotional or obliged response from the audience. It involves the deliberate sharing of realities, views and philosophies intended to alter behavior and stimulate people to act (Aro, 2016). Propaganda is information that is not objective and is used primarily to influence an audience and further an agenda, often by presenting facts selectively to encourage a particular synthesis or perception, or using loaded language to produce an emotional rather than a rational response to the information that is presented. Propaganda is often associated with material prepared by governments, activist groups, companies, religious organizations and the media can also produce propaganda.
According to Baines & Etal, (2019) in twentieth century, the term propaganda has often been associated with a manipulative approach but propaganda historically was a neutral descriptive term. A wide range of materials and media are used for conveying propaganda messages, which changed as new technologies were invented including paintings, films, radio shows, TV shows and websites. More recently, the digital age has given rise to new ways of disseminating | propaganda, for example, through the use of bots and algorithms to create computational propaganda and spread fake or biased news using social media. Everett Dean Martin argues that, “Propaganda is making puppets of us, we are moved by hidden strings which the propagandist manipulates.” 
2.2.7	Understanding Propaganda in Political Campaign VIA Social Media 
In recent decades, research has advocated that the highest amount of propaganda is rooted in politics. Propaganda is mostly associated with deceit and distortion of truth with the intention of influencing and gaining individual approval (Omozuwa & Eze Jideaku, 2008). However, our focus is on political propaganda which is paramount in the language of a political campaign. Indeed, there is an increasing amount of evidence which suggests that the use of social media in political campaigns could be for political public relations (Bartlet et al, 2015; Koc-Michalska et al, 2014; Enli and skogerbo, 2013) or propaganda (Emetuah, 2015; Oyenuga, 2015; Olabamiji, 2014). 
This means that online political campaign is a two-side of a coin; research pas it that political campaign messages are centred on propaganda and persuasive thetorics. This consists of promises, Quran and Biblical references to God, repetition and figurative expressions (Omozuwa & Ezedieaku, 2008). Indeed, political campaigns on social media are based on two main root words “Vote for me or don’t vote for my opponent’ (Davis et al., 2009). Therefore, it is essential to ascertain the propaganda techniques prevalent in online electioneering campaigns across the globe in order to provide a comprehensive inference on the role of social media in political campaigns. 
2.3	Concept of Social Media 
According to Ogilvie, (2015). Social media is computer-based technology that facilitates the sharing of ideas, thoughts and information through the building of virtual networks and communities. By design, social media is interest-based and gives users quick electronic communication of content. Content includes personal information, documents, videos and photos. Users engage with social media via computer, tablet or smart phones via web-based software or web application, often utilizing it for messaging. Social media originated as a way to interact with to interact with friends and family but was later adopted by businesses which wanted to take advantage of a popular new communication method to reach out to customers. The power of social media is the ability to connect and share information with anyone on earth or with many people simultaneously O'Shaughnessy, (2004).
Globally, there are more than 3 billion social media users, social media is an ever-changing and ever-evolving web-based platform. Networks formed through social media change the way groups of people interact and communicate or stand with the votes. They ‘introduce substantial and pervasive changes to communication between organizations, communities and individuals.’ Some of the most popular social media websites with over 100 million registered users include Facebook, YouTube, WeChat, Instagram, Qzone, Weibo, twitter, Telegram, Snapchat Baines, Etal, (2014). 
2.4	Theoretical Framework
The research work is anchored on two theories; these are Social Judgment Theory and Lass well’s Propaganda Theory 
2.4.1	Social Judgment Theory (SJT) 
Social Judgment Theory (SJT) is a psychological framework that explains how individuals process and judge persuasive arguments based on their existing beliefs and attitudes. When confronted with new ideas, people assess the acceptability of these ideas by comparing them to their personal viewpoints, which are shaped by three key factors: their anchor, alternatives, and ego involvement. The anchor represents a person's preferred stance on an issue, while alternatives consist of acceptable and unacceptable positions categorized into latitudes of acceptance, rejection, and non-commitment Doherty et, al. (2013). Ekwueme & Folarin, (2018). Defined Social Judgment Theory as the “perception and evaluation of an idea by comparing it with current attitudes”. SJT characterized as the reflection and evaluation of one’s thought after comparing it with one’s present state. AS shown by this postulation, an individual weighs each new thought, contrasting it and the individual’s available perspective to figure out where it ought to be put on the state of mind's scale in his or her brain.
SJT explains the underlying factors that may actuate people’s acceptance, rejection or non-commitment to a communication encounter based on their perception and cognitive map. In relation to the current study, the SJT suggests that exposure to political information on the (social) media will encourage people to assimilate or equate their feelings about related pre-existing attitudes, and people’s reactions to such political information (be it positive or negative) will be determined by their disposition at the time of exposure (Ekwueme & Folarin, 2018). According to Lyengar and Prior, (1999) reactions to political campaigns whether negative or positive is highlighted by the disposition of the target audience as at the point of exposure as cited in (Okeke, Chinonye and Obi, 2016).
2.4.2	Lasswell’s Propaganda Theory 
The theory was propounded by Harold Lasswell in 1978. The theory states that mediated propaganda conditioned the audience slowly over time, propaganda works through projection of master symbols, emotion charge images. Thus, symbols must be created and people must be gradually taught to associate specific emotions with these symbols. Master symbols associated with strong emotions possess the power to stimulate large scale mass action if used wisely (Lasswell 1978). The “magic bullet” or “hypodermic needle theory” of direct influence effects was based on early observations of the effect of mass media, as used by Nazi propaganda and the effects of Hollywood in the 1930s and 1940s. People were assumed to be “uniformly controlled by their biologically based ‘instincts’ and that they react more or less uniformly to whatever ‘stimuli’ came along.” The “Magic Bullet” theory graphically assumes that the media's message is a bullet fired from the “media gun” into the viewer's “head”.
Similarly, the “Hypodermic Needle Model” uses the same idea of the “shooting” paradigm. It suggests that the media injects its messages straight into the passive audience. This passive audience is immediately affected by these messages. The public essentially cannot escape from the media's influence, and is therefore considered a “sitting duck.” Both models suggest that the public is vulnerable to the messages shot at them because of the limited communication tools and the studies of the media's effects on the masses at the time. It means the media explores information in such a way that it injects in the mind of audiences as bullets. Lasswell, therefore, rejected the Magic Bullet Theory and stating that propaganda was more than using media to tell lies to the people. People need to be slowly prepared to accept radically different ideas and actions. Communicators need to come up with well developed long term campaign strategy in which new ideas and images are carefully introduced and then, cultivated (Lasswell 2009).
Relating the theory to the study, users of social media are intentional seekers of such messages and due to their exposure to such messages grow slowly intentional or unintentional to the message, thereby, shaping their perception in which they have towards a political party or politician, a study of the scene which played out in Kwara State, where the All Progressive Congress (APC) adopts the usage of “O to ge” to mean "enough is enough” of Senate president Bukola Saraki dynasty in the state using the image cum symbol of the Offa Bank robbery in the community which claimed several lives. The concluded 2023 gubernatorial election was strategized on "Maa se lo" meaning "continue the mandate." Thus, the symbol cum images portrayed by the party goes a long way in the party winning the subsequent governorship and house of representative elections in the state. Hence, audience are active and not passive, they act to information been exposed to. In the same vein, political candidates are also able to select and use media of choice to send and receive content of choice during electoral campaigns and other electioneering activities.
2.4.3	Strengths of Social Judgment Theory 
1. It explains how the perception of messages influences persuasion. For example, if my perception is that abortion is wrong, I will be much harder to persuade on the issue of creating more abortion clinics than a person who does not hold this view. 
2.  It helps to predict attitude change based on where a person holds a position, e.g. if it is within their latitude of acceptance or not. 
3. It is an effective tool for advertisers and campaign managers when trying to invoke attitude change e.g. promoting a product that is similar to one that is already favoured by the audience. 
4. It makes use of the concept that involvement in a topic has a great impact on persuade ability (Sherif and Hovland, 1961). 
2.4.4	Weaknesses of Social Judgment Theory 
The concept of ego-involvement is not well defined. Is high ego-involvement indicative of a topic’s importance, or is it indicative of how often a topic is encountered by a listener? 
Critics have raised the possibility that the latitudes aren’t really specific to particular topics but reflect a person’s general persuadability (Eagly & Telaak, 1972). 
In other words, a person easy to persuade will have wider latitudes of acceptance than a person difficult to persuade. 
It ignores message content and message variables such as evidence or argument quality.
2.4.5	Strength of Lasswell Propaganda Theory 
1. Media is seen to have absolute influence on its audience. 
2. Media has absolute power and judge on behalf of its audience. 
3. That media messages are fed to its audience hooks, lines and sinker. 
2.4.6	Weakness of Lasswell Propaganda Theory
1. Tag its audience as being passive. 
2. Weakens the thinking as well as reasoning faculties of its audience. 
3. The media controls the audience. 
[bookmark: _Hlk203448431]2.5	Empirical Review 
According to Clark and Aufderheide, (2012), social media are increasingly becoming popular among politicians and their organizations as a means to disseminate political messages, learn about the interest and needs of constituents and the broader public, raise funds and build networks of support lending credence to this assertion. Hong and Nadler (2011) observed that in a very short space of time, politicians in modern democracies across the world have eagerly adopted social media for engaging their constituents, entering into direct dialogs with citizens and enabling vivid political discussions. Raiz, (2010) equally posited that in the past five years, elections conducted in Africa witnessed a massive use of social media during electioneering campaigns by key political parties and civil society Organizations. This development has made researchers in recent times to investigate the influence of social media in the spheres of political communication. This, perhaps, explains why researchers like Graber and Smith (2005) contend that a great deal of research efforts have gone into assessment of the role played by new media in providing information to those citizens and politicians alike who need to fulfill their civic duties.
Kushin and Yamamoto, (2010) attempted to determine whether social media usage actually impact on political self efficacy and involvement of electorates during the 2008 US presidential election. Their findings show that there was a drastic rise in the use of social media by political candidates as well as the electorates. According to them, 27% of young people reported obtaining political} information from the social media. Corroborating their finding, Owen, Soule, Nairne, Chalif, House and Davidson, (2011) remarked that the 2008 US election marked a breakthrough year for political use of new media and social networks specifically. They further opined that social networking websites played an especially innovative and important role in the protracted primary race between Barrack Obama and Hillary Clinton. Obama subsequent victory at the main election was largely attributed to his massive use of the social media during the electioneering campaigns. 
Similarly, Warren, (2016) investigated the use of social networking site (Facebook) in 2008 presidential election in America. The study was specifically designed to analyze whether Facebook might be a political campaign tool to target young voters, particularly college students. A survey research method was adopted for the study to collect data from 212 students at the University of Central Missouri to determine if Facebook was a viable campaign tool. The study concludes that college students that participated in the political activities on Facebook felt more motivated to vote in 2008 presidential election and the students who had Facebook account had better identified with the candidates due to their presence and the information they received on Facebook.
In another related study, Larsson and Moe, (2018) conducted a study on Twitter usage during 2011 Swedish election and found that Twitter also serves as a channel for disseminating political information and not for political dialogue with the electorates. Larsson and Moe study revealed that Swedish political elites see Twitter as a medium to communicate political contents to the people do not necessarily mean a tool to engage the electorates in political conversation. On the contrary, Williams and Gulati (2009) research on the extent of facebook use by congressional candidates during election campaigns discovered - the number of Facebook supporters can be considered as valid indicator of sectarian success. In the context of Dutch election,Utz, (2009) showed that social networking sites provided an opportunity for politicians to reach individuals crested in politics. 
The 2011 general elections provided political aspirants the avenue to use social media tools to connect with voters and constituents for the first time in Nigeria political sphere; for instance, Ekine (2010) reported that President Goodluck Jonathan had nearly 300,000 followers on his Facebook account following the footstep of President Barrack Obama of the United State. Corroborating further, Okoro and Nwafor, (2013) conducted a study titled social media and political participation in Nigeria during the 2011 general elections; the lapses and the lessons”. The objectives of the study were to find out the role played by social media in the political participation of Nigerians to observe the lapses in the use of social media during the elections, and the lessons learnt from social media use in the course of the election. The study identified some lapses such as propaganda in the cause of using social media in the electioneering process. 
Furthermore, civil society groups and activists were not left out in the political process. Group such as “otoge, Safe Nigeria Group”, “Vote or Quench”, “Enough is Enough”, “Light up Nigeria”, “Sleeves up Nigeria” and “Reclaim Naija” among others were formed in order to mobilize and create awareness for mass participation in the election.
2.6	Appraisal of Literature Review
This chapter clearly reveals the true picture of what the study entails, educational role in shaping electorate views using social media as an instrument of political propaganda highlights several points such as social media role in shaping political, the research suggests how social media has become a crucial platform for political discourse, allowing for the dissemination of information, propaganda and disinformation. 
However, the studies also emphasize the importance of understanding the relationship between media and politics, as media content can influence political attitudes and behaviours. The studies also show the significant role in shaping public belief and attitudes, particularly in areas where audiences lack direct knowledge or experience. 
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CHAPTER FOUR
DATA ANALYSIS AND PRESENTATION
4.0	Introduction
This chapter is based on the analysis of the information gathered from the 100 respondents drawn from the research population in Ilorin West Local Government on the topic “educational role in shaping of electorates view using social media as an instrument of political propaganda in Ilorin West Local Government of Kwara State”.
Simple Percentage and tables were used to enhance easy and proper understanding of data gathered 
4.1	Data Analysis
Table 1: Age Distribution of Respondents​
	Age Range
	Number of Respondents 
	Percentage (%)

	18-29
30-44
45 and above
	70
22
8
	70
22
8

	Total
	100
	100


Source: Field Survey, 2025
From Table 1 above, 70% fall within the age range of 18-29, 22% fall within the age range of 30-44 while 8% are within the age range of 45 years and above. This implies that majority of the respondents are between ages 18-29 which translate to mostly youths.



Table 2: Sex Distribution of Respondents 
	Sex
	Number of Respondents 
	Percentage (%)

	Male 
Female 
	75
25
	75
25

	Total
	100
	100


Source: Field Survey, 2025
From table 2 above, 75% of respondents are male while 25% respondents are female. This implies 75% which equals 75 respondents, are of male gender.
Table3: Distribution of Respondents according to marital status 
	Marital Status 
	Number of Respondents
	Percentage (%)

	Married 
Single
Divorced
Widowed
	39
44
11
6
	39
44
11
6

	Total 
	100
	100


Source: Field Survey, 2025
From table 3 above, 39% respondents are married, 44% are single, 11% are divorced and 6% are widowed. The above data presented on the table represent majority of the respondents to be single 44% and 39% are married. 
Table 4: Educational Qualification of Respondents 
	Educational qualification 
	Number of Respondents
	Percentage (%)

	O Level
ND/NCE
HND/BSC
Msc/Phd
	17
9
69
5
	17
9
69
5

	Total
	100
	100


Source: Field Survey, 2025
Table 4 above, 17% respondents is SSCE holder, 9% are ND/NCE holder, 69% are HND/B.sc holder, 5% are M.sc/Ph.D holder. The data implies that HND/B.sc constitute majority of respondents due to availability of tertiary institution in the local government with M.sc/Ph.D constituting just 5%
Table 5: Are you Aware of social media?
	Response 
	Number of Respondents
	Percentage (%)

	Yes
No
	91
9
	91
9

	Total
	100
	100


Source: Field Survey, 2025
From table 5 above, 91% respondents have access to social media while 9% respondents do not have access to social media. This translate that majority of the respondents of the research work have access to social media which will aid the research work in finding their exposure to online propaganda 
Table 6: Do you have Access to social media?
	Response 
	Number of Respondents
	Percentage (%)

	Yes
No
	90
10
	90
10

	Total
	100
	100


Source: Field Survey, 2025
From table 5 above, 90% respondents have access to social media while 10% respondents do not have access to social media. This translate that majority of the respondents of the research work have access to social media which will aid the research work in finding their exposure to online propaganda 

Table 7: Which of the Social Media Platform do you have Access to?
	Response
	Number of Respondents
	Percentage (%)

	Facebook
WhatsApp.
Twitter
Instagram
All of the above 
	25
7
16
7
45
	25
7
16
7
45

	Total
	100
	100


Source: Field Survey, 2025
From table 7, 25% respondents use Facebook, 7% of respondents use Whatsapp, 16% respondents use Twitter, 7% use of Instagram while 45% of respondents made use of the entire platform. With the data, it shows that respondents of the Local government are diverse in nature by making use of different platforms of social media available to them ranging from WhatsApp, Twitter, Facebook, Instagram etc
Table 8: Do you Believe Education Influence Electorate in Political Participation in an Election?  
	Response
	Number of Respondents
	Percentage (%)

	Yes
No
	82
18
	82
18

	Total
	100
	100


Source: Field Survey, 2025
From Table 8 above, 82% of respondents concur that education influence electorate in political participation in an election while the remaining 18% didn't concur to that assertion. 


Table 9: Do you see social media as an Instrument of Political Propaganda?
	Response
	Number of Respondents
	Percentage (%)

	Yes
No
	80 
20
	80
20

	Total
	100
	100


Source: Field Survey, 2025
From table 9 above, 80% of respondents concur that social media is an instrument of Political Propaganda thus the remaining 20% respondents concur to that assertion.
Table 10: Has Educational Content social media Influence your Choice of Candidate in any Election 
	Response
	Number of Respondents
	Percentage (%)

	Yes
No
	96
4
	96
4

	Total
	100
	100


Source: Field Survey, 2025
From table 10 above, 95% of respondent have been influence by their choice of choice of candidate in any election while remaining 4% said they haven't been influenced on their choice of candidate. The information on the table relates that majority of the respondents through educational content on social media have in one way or the other influence on their choice of candidate.
Table 11: Do you think Political Propaganda on social media can Influence Electorates Attitude and Choice in Electoral Process?
	Response
	Number of Respondents
	Percentage (%)

	Yes
No
Indifferent 
	85
12
3
	85
12
3

	Total
	100
	100


Source: Field Survey, 2025
From table 11 above, 85% of respondents agreed that political propaganda on social media influence electorate attitude in an electoral process, 12% of respondents disagreed while 3% can't say if such message influences their perception.
Table 12: Did you do Political Propaganda on social media?
	Response
	Number of Respondents
	Percentage (%)

	Yes
No
Indifferent 
	27
19
54
	27
19
54

	Total
	100
	100


Source: Field Survey, 2024
From table 12 above, 27% of respondents agreed that they do political propaganda on social media, 19% of respondents disagreed while 54% can’t say whether they did it or not.
Table13: Do you think there is a relationship among politics, political propaganda, electorates and social media?
	Response
	Number of Respondents
	Percentage (%)

	Yes
No
	86
14
	86
14

	Total
	100
	100


Source: Field Survey, 2025
From table 13 above, 86% of respondent agree that there's a relationship among politics, political propaganda, electorate and social media while remaining 14% agree with the assertion.


Table 14: Do you think Political Propaganda can be Gate keep on social media?
	Response
	Number of Respondents
	Percentage (%)

	Yes
No
	22
78
	22
78

	Total
	100
	100


Source: Field Survey, 2025
From table 14 above, 22% of respondents agreed that political propaganda can be gate keep on social medial while 78% of the respondent didn't concur with it. 
Table 15: Do you agree that the use of Social Media Platforms for Political Propaganda is Necessary for Democracy Thrive?
	Response
	Number of Respondents
	Percentage (%)

	Agree
Disagree
Neutral 
	64
28
8
	64
28
8

	Total
	100
	100


Source: Field Survey, 2025
From table 15 above, 64% of respondents agree that usage of social media platforms for political propaganda is necessary for democracy thrive, 28% of respondents disagree, and 8% maintain a neutral ground on this.
4.2	Discussion of Findings 
Findings from the data presented above shows a good number of respondents owned and have access to social media as 89% of respondents often access the social media for information as well as having a good faith in information gathered online as they are constantly exposed to political information online. 85% of respondents agreed, 12% didn’t agreed while 3% see it as indifferent that social media propaganda messages influence of electoral choices during elections. 
Also, it was revealed through data gathered that 96% of respondents have been influenced by their choice of candidate in any election while remaining 4% said they haven't been influenced on their choice of candidate. The information illuminates that majority of the respondents through social media have in one way or the other been influence on their choice of candidate vis-a-vis political information online. In addition. 25% respondents use Facebook, 7% of respondents use Whatsapp, 16% respondents use Twitter, 7% use Instagram while 45% of respondents made use of the entire platform. With the data, it shows that respondents of the local government are diverse in nature by making use of different platforms of social media available to them ranging from WhatsApp, Twitter, Facebook, Instagram among others. 
 








CHAPTER FIVE 
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary
This research work examined “Educational role in shaping electorate view using social media as an instrument of political propaganda in Ilorin West Local Government of Kwara State” Using a primary source of data collection, Hundred copies of questionnaires were distributed randomly to electorates of Ilorin West Local Government residents. The research work is divided into five chapters. Chapte one gave a background to the study, statement of research, objectives of study, research questions, and significance of the study and definition of key terms.
The second chapter of this research work deals with review of relevant literature. The review made a notable attempt towards examining the stands of various authors and scholars on what the whole concept is all about. Chapter two of the research work is therefore divided into the following subheadings; conceptual model, conceptual review, theoretical framework, and empirical review. The chapter also gave the theoretical framework and its application to this study. The work of scholars, their postulations, theoretical assumptions and literary documents that were consulted and reviewed was done for reasonable generalization, coupled with the findings of the study itself.
Chapter three of this work deals with the research methodology adopted, survey method was adopted and simple random sampling method, which involved the use of questionnaire as research instrument. One hundred residents of Ilorin West Local government were selected randomly to form the sample of this study.
In chapter four, the data gathered through the use of questionnaire in chapter three of this study was analyzed using statistical table. Also, interpretations of the findings were made in line with responses gotten from the respondents. The data were analyzed based on the one hundred (100) questionnaires that were administered and returned by respondents.
5.2	Conclusion 
Base on the findings from this research work, it can be concluded that the educational role on social media by political parties in Ilorin West Local Government community shaped and mould electorate perception towards acceptability of a political party or candidate. In respect of this, the following conclusions are made:
1. That political parties use social media as a tool to communicate as well as mobilize support for their candidates.
2. That majority of the respondents owned and have access to social media.
3. That majority of respondents rely largely on the information gotten on social media thereby shaping their view towards a political party or candidate.
4. That the Public Relations Officers of some prominent parties in Ilorin West Local Government inject some elements of propaganda in the messages sent online.
5. That propaganda messages help shaped the view of electorates towards a political candidate. 
6. That Facebook remains the most preferred platform of social media used by the political party as well as the audience in sending and accessing information.
5.3	Implication of the Study
The findings of this research project have several implications for various stakeholders, including educators, policymakers, political actors, and members of the electorate, particularly in Ilorin-West Local Government Area (L.G.A) of Kwara State. These implications are discussed below:
i. Educational Policy and Curriculum Development: The study underscores the importance of incorporating digital literacy and critical media literacy skills into the educational curriculum. Educators and policymakers should prioritize the development of programs and initiatives that equip students with the knowledge and skills to critically evaluate information and media content encountered on social media platforms. By integrating these skills into the educational system, educators can empower students to navigate the digital landscape effectively and discern between credible information and political propaganda.
ii. Media Literacy Training for Voters: The research findings highlight the need for media literacy training programs targeted at voters in Ilorin-West L.G.A and beyond. Such programs should focus on educating voters about the use of social media as a tool for political propaganda and misinformation. By raising awareness about the tactics employed by political actors on social media platforms, voters can make more informed decisions and resist manipulation by deceptive or misleading content.
iii. Regulatory Framework for social media: The study underscores the importance of developing and implementing regulations and guidelines to address the spread of political propaganda and misinformation on social media platforms. Policymakers and regulatory bodies should collaborate with social media companies to establish mechanisms for monitoring and moderating political content, promoting transparency, and combating the dissemination of false or misleading information. Additionally, efforts should be made to enhance digital security and protect users' privacy rights in the online sphere.
In conclusion, the implications of this study underscore the critical role of education, media literacy, regulatory frameworks, political campaign strategies, and community engagement in shaping the electorate's view of political propaganda on social media platforms. By addressing these implications, stakeholders can work towards fostering a more informed, empowered, and resilient electorate in Ilorin-West L.G.A of Kwara State and beyond.
5.4	Recommendations
In line with the findings of the research, the following measures are recommended. 
1. Periodic public enlightenment on the use of social media platforms for educational purposes, especially among the youths, should be done routinely before elections in Nigeria. The government should be at the vanguard of this campaign, using such instruments like the ministries of information at both state and federal levels, the National Orientation Agency, the mass media, among others. 
2. Politicians, Non-Government Organization (NGO) and political parties, as well as their supporters should be cautioned in using social media to post propaganda or dysfunctional messages that might hinder the peaceful co-existence of the community.
5.5	Limitations of the Study 
The major limitation of this study is that it was conducted in Ilorin West Local Government community thereby posing a great threat for the research study to be generalized as data gathered are opinions of some selected respondents of the residence of the community. 
5.6	Suggestion for Further Studies 
Further research can be conducted on the educational role in shaping electorate view using social media as an instrument of political propaganda in Ilorin West Local Government of Kwara State.  The scope of the study should also be expanded to accommodate more area for the purpose of generalization.
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APPENDIX
KWARA STATE COLLEGE OF EDUCATION, ILORIN
DEPARTMENT OF POLITICAL SCIENCE 
TOPIC: EDUCATIONAL ROLE IN SHAPING ELECTORATE’S VIEW USING SOCIAL – MEDIA AS AN INSTRUMENT OF POLITICAL PROPAGANDA IN ILORIN-WEST LOCAL GOVERNMENT AREAE OF KWARA-STATE 
 
[bookmark: _Hlk203438671]Dear Respondents, 
	We are from the above-mentioned department and institution. a final year student currently writing on a research project “Educational Role in Shaping Electorates View using social media as Instrument of Political Propaganda in Ilorin West Local Government Area of Kwara State”.
This work is purely for academic purpose while any information volunteered by you will be treated with utmost confidentiality. 
	Thanks
Yours Sincerely
Olajumoke Maryam Ayinke 
						And 
				        	Ogundele Esther Damilola






Section A: Demographic Data of Respondents
	Please fill in by ticking (  ) on the appropriate place the items that best suits your response. 
l. Age range?             (a) 18-29yrs  ( )      (b) 30-40yrs ( )        (c) 45yrs and above ( ) 
2. Sex / Gender?        (a)Male ( )             (b) Female ( ) 
3. Marital status?        (a)Married ( )      (b) Single ( )         (c) Divorced/Widow/ Widower ( )
4. Highest educational qualifications? (a) WAEC/NECO/NABTEB ( ) (b) ND/NCE ( ) (c) HND/BSC ( )      (d) Msc ( )       (e) Others 
 
 SECTION B
Section B:
Please read and indicate the extend to which you agree (Yes) or disagree (No) with each of the following statements:
5. Are you aware of social media? 		(a) Yes  ()		(b) No  ( ) 
6. Do you have access to social media? 	(a) Yes  ( ) 		(b) No ()
7. Which of the social media platform do you have access to?       (a) Facebook ( )  	(b) WhatsApp ( )	(c) Twitter  ( )	(d) Instagram  ( )      (e) All of the above  ( ) 
8.  Do you believe education influence electorate in political participation in an election ?	(a) Yes  ( )		(b) No  ( ) 
9. Do you see social media as an instrument of Political Propaganda?	(a) Yes  ( ) (b) No  ( ) 
10. Has educational content on social media influence your choice of candidate in any election? 	(a) Yes  ( ) 		(b) No  ( ) 
11. Do you think political propaganda on social media can influence electorate attitudes and choice in the electoral process?		(a) Yes  ( ) 	(b) No  ( )  	      (c) Indifferent  ( ) 
12. Did you do political propaganda on social media?   (a)Yes  ( )	(b) No  ( )      (c) Indifferent  ( ) 
13. Do you think there's a relationship among politics, political propaganda, electorate and social media?	(a) Yes  ( )		(b) No  ( ) 
14. Do you think political propaganda can be gate keep on social media? 	
(a) Yes  ( )  		(b) No  ( ) 
15. Do you agree that the use of social media platforms for political propaganda is necessary for democracy to thrive?	(a) Agree  ( )	(b) Disagree ( ) 
(c) Neutral  ( ) 
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