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Abstract 
People’s perception about social media has been affected to believe that it is mainly a 

tool of propaganda in the area of politics. The objectives of the study were to determine 

the social media platforms residents of Mafoluku Community in Oshodi Local 

Government Area of Lagos State, Nigeria access mostly for their political messages, 

ascertain the type of messages they are engaging themselves with, and the political 

messages hierarchical level. The study employed the Uses and Gratification theory as 

theoretical foundation. The survey design was adopted. Systematic sampling technique 

was used to select nine streets out of the 49 streets in Mafoluku; while simple random 

sampling was employed to select the sample size of 385 from the unknown population of 

the community using the Cochran’s sample size formula. Questionnaire was used for 

data gathering and analysed using simple percentage and frequency distribution executed 

with the statistical Package for Social Science (SPSS) version 22. Findings show that 

most inhabitants of Mafoluku Community mostly access Facebook and Whatsapp for 

their political messages and have political information about political activities and news 

in their local council area as dominant in their political messages engagement followed 

by the state before the federal level. Sport and not political is the cynosure of their 

attention when they hook up unto the Internet. This study recommends that political 

actors should create more awareness on the use of the social media for the disseminating 

and reception of political messages so as to enhance communication between them and 

the electorates especially at the community level and also, seminars, symposium and 

workshops that will enlighten the public on how to use the new media to communicate 

and respond to political messages. 
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Introduction  

The new media plays significant acute role in creating awareness for political campaigns; educate the 

public of the happenings in the country and also serve as a platform to carry along the people on 

happenings around the country. The Internet is the most appropriate method of the mass media and has 

become a major tool for news outlets. Since the innovation of the Internet, the general public is now able 

to access those same news outlets in an instant with just a click of a mouse, instead of having to wait for 

scheduled programmmes.  News outlets have major effect on the general public and a major impact on the 

public’s opinion on certain topics especially when it comes to political discuss through the media. In 

many cases, political discussion has been able to reach the general public through several media platforms 

such as Facebook, Twitter handle, Whatsapp and the rest of them. Media are the only basis that the 

general public relies on for news (Coleman, 2008). 

 

 The new media also plays a critical role in creating awareness for political campaigns; educate 

the public of the happenings in the country and also serve as a podium to carry along the people on what 

is happening around the country. Agnes (2009) submits that the philological record of the media notifies 

us that the practical medium was rarely linked with matters of communication before the later nineteenth 

century. The explosive currency of this word in the communicative environment of modernity has 

relegated the genesis of the media concept to a puzzling obscurity. Media comprise medium such as 

newspapers, magazines, electronic media (television and radio), billboards, direct mail, telephone, fax, 
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and internet with its electronic transmission engaging in broadcasting and narrowcasting. 

 

 Wright (1956) advances significant sociological features: first, very few people can communicate 

to a great number, and second, the audience has no effective way of answering back. Media organisations 

are bureaucratic and corporate in nature. Media output is regulated by political messages but the 

restrictions vary from very light advisory regulation for instance no cigarette advertising or nudity on 

television to the most comprehensive forms of censorship in totalitarian societies. The patterns of 

ownership control the integration of more and more media into a few large corporations, cross-media 

ownership, and the increasing commercialisation of programming, discussions concerning the social and 

cultural implications of this reconfiguring media landscape have focused around the issues of democracy, 

access, and the creation of new public spheres. Media effects were indeed direct and influential so called 

‘hypodermic’ model of influence. The mass communication is interceded in complex ways and that its 

effects on the audience are hinged on factors such as class, social context, values, beliefs, emotional state, 

and even the time of day (Lasswell, 1999). Development such as pay-per-view and subscription are seen 

to introduce an element of consumer responsiveness into programming, while the more developed forms 

of interactivity associated with video, digitalization, and the internet allow consumers to organize their 

own way through particular media experiences. The internet is also seen to offer positive possibilities for 

groups previously marginal to the mass media to organize themselves and establish a space of 

communication and identity. 

 

The social media are changing the nature of political communication because they are tools that 

are used to inform and mobilise users in new ways. Users are able to connect directly to politicians and 

campaign managers and engage in political activities in new way. Each online media platforms is 

programmed in code by developers, creating a unique digital architecture that influences how politicians 

and citizens can use the platform for political ends. The option for users to share, like or retweet political 

messages instantly has opened a new avenue for politicians to reach out to voters. At the same time social 

media campaigns can carry risks that are not present on traditional platforms such as television or 

newspaper advert. Whereas political party controls all of the messaging on a television or newspaper 

advert in a social media campaign, critics and opposing party supporters can post negative comments 

immediately below campaign messages. Politicians have a platform to communicate with that is different 

from the mainstream media. They have the ability to raise large amount of money in relatively short 

periods of time through social media campaigns. 

 

The developing role of social media is changing the standard for expertise and for constructive 

public debate. Society has become comprehensively mediates. Every aspect and area from the economy 

and politics to civil society and daily social relations is increasingly saturated, in ever new ways, by 

media. The human figure is considered as a fundamental tool for producing and receiving messages. 

These bodily communication skills can be transformed and enhanced by technical means. The expression 

‘new media’ is obviously dependent on context, as there will always be newer media in the making 

(Ogunwale, 2014). 

 

Community is formed by people living in one particular area or people who are considered as a 

unit because of their common interest, social group, or nationality, while the online community is a group 

of people who have a similar interest or want to achieve something together on the social media 

(Cambridge Dictionary, 2020). Social networking sites create an avenue of keeping in touch with existing 

communities that members belong to offline and providing the platform for politicians to consistently 

interact with their supporters (Okolo, Ugonna, Nebo, & Obikeze, 2017). It is a tool of participation in the 

political sphere (Storck, 2011), and has evolved into dominant force in political organising and action 

(Lachapelle, 2011). Murungi (2018) when making reference to the issue of development asserts that the 

best way to mobilise people for development in the communities is through the engagement of social 
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media. 

Statement of the Problem  

The social media is quickly evolving in front of our eyes as it becomes an important part of 

socialisation and acts as a communication device that helps users find and share information concerning 

political messages. In Nigeria, investigation has been conducted on the use social media by political 

actors and its effect on the promotion of their image (Okolo, et al 2017).  Politicians used it for political 

participation in the 2011 Nigerian General Elections to gain support and canvass for votes (Nnanyelugo 

and Nwafor (2013). Stock’s study was on the examination of its role in the generation and organisation of 

awareness of political mobilization by Egyptian activists during the 2011 uprising in Egypt (Storck, 

2011). Nnanyelugo and Nwafor (2013) in their study examined the use of social media for political 

participation in Nigeria’s 2011 General Election with a focus on the lapses and lessons from its usage. 

These studies have largely focused on the use of the social media by political actors for the advancement 

of their interest especially during electioneering using wider geographical areas.   

 

The reception of these political messages by the primary audience in various communities, towns, 

and cities is imperative for effective political mobilisation and participation. The nature, social class, and 

level of Internet compliance of these electorates play a huge role in accessing the social media for 

political enlightenment. Murungi asserts that the pricey cost of the technologies of mobile devices and 

ICT service provision is part of the challenges limiting the full exploit of social media for community 

development. Added to this is the required skill to become Internet savvy which entails setting up social 

media platform account, developing repertoire of knowledge of software application and maintenance 

which may be onerous for those with scanty knowledge on different ICT technologies (Murungi, 2018).  

 

Therefore, this study is not focusing on the use of social media by political actors for campaign, 

political education, image marketing, and other forms of political mobilisation, but on the types of social 

network sites, the degree of reception and hierarchical level of those political messages by people in 

communities with geographical location. In addition to this, the evaluation of the access to political 

information on social media is was carried out at a time when there was no major electioneering or 

political activities.  

 

Research   Objectives 
1. To identify which online media platform Mafoluku Community dwellers access mostly for their 

political messages. 

2. To determine the type of media messages Mafoluku Community dwellers access mostly on the 

internet. 

3. To find out the level of political messages Mafoluku Community dwellers access mostly on the 

internet. 

4.  

Research   Questions 
1) Which online media platforms do dwellers of Mafoluku Community use to access political 

messages? 

2) What type of media messages does dwellers of Mafoluku Community access mostly on the 

internet? 

3) What level of political messages do dwellers of Mafoluku access mostly on social media? 

 

Social Media and National Development 

Social Media can be distinguished from other forms of human communication by its 

characteristics and functions. The mass media evokes images on TV, radio, motion pictures, newspaper, 

comic, books and magazines. It is not only the technical component of this modern communication 
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system that distinguished them as mass media but rather their distinctive operating condition primary 

among which are, the nature of the audience, the communication experience, and the communicator. The 

nature of the audience of mass communication is directed towards a relatively large, heterogeneous, and 

anonymous audience (Napoli, 2008). 

First, social media use is not limited to time or place and is seen to be open to many people whose 

access has been limited in the earlier media. Social media narrows the gap between information producers 

and information consumers thereby enhancing their relationships. McQuail (2005:38) summarizes these 

unique features as “interconnectedness; interactivity; multiplicity of use and open ended character and 

accessibility to users as senders and or receivers”. This study investigates the views of the   political 

enlightenment concerning the ability of the new media in narrowing the gap that exists between the 

government and the masses. 

 

Unlike traditional mass media, social media allegedly co-locate the means of production with 

means of consumption (Devi & Wei, 2008). This conflation of the means of production with means of 

consumption may present some threats to the old mass media organisations. These trends in human 

development had always enjoyed the essential input of mass media especially the press. As far back as 

1880, the mass media had shown very deep partnership involvement in human-related development. Over 

time, the sociological capability of media has gone beyond the primary cardinal functions of information, 

education and entertainment. 

 

Bandura (2015) argues in support of the social learning theory which suggests that mass media 

may have far greater capabilities than the acknowledged role of creating public awareness or spreading 

specific information. He argues in favour of this claim that no other form of media carries the potent 

ability to directly influence changes in human behaviour like does television. This may be due to lack of 

training on the side of the audience members turned journalists, and lack of gate-keeping process. Cases 

of defamation and invasion of privacy may also cause fear to any media organisation. Today, social media 

can be used by politician in many parts of the world to mobilise citizens. Social media extends beyond the 

radio’s national coverage   to global coverage in terms of communication. Through the social complex 

activities can be organised. This research work is concerned with the professional media people views on 

the impact of social media on mobilisation of any kind and not only political mobilisation to messages. 

 

Some global organizations like Nokia, Google, Dell, IBM Corporation Sony and Kodak have 

adopted social media in their firms. Renowned media houses like British Broadcasting Corporation 

(BBC) and Aljazeera TV has equally incorporated social media and Citizen Journalism in their daily 

operations. BBC for instance employed a team of social media experts in the year 2005 while CNN 

launched ‘iReport’ social media programme in the year 2006. Aljazeera TV too uses social media to 

solicit stories and photos from its viewers. 

 

The media influences tend to lead viewers, in the case of audio visual, to discuss and negotiate 

matters of importance with others in their lives, the media set in motion transactional experiences that 

further shape the course of change, (Bandura, 2002). He stressed that a drama series targeted at social 

cognitive theory, has the potential ability to serve as a tool for both personal and societal change better 

than the listening media. His view point is based on the assumption that people learn by observation and 

by using other people as role models better than they do hearing a story, He concluded that Mass media 

productions inform people, and enables them effective strategies and motivational support to exercise 

control over their life conditions. 

 

Online Political Mobilisation 
Quintelier and Visser (2008) expound that with the emergence of ICT; the Internet has evolved 

into a new source of political socialisation and also a platform of bringing young members of the society 
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closer to political process. High expectations emerged concerning the Internet’s potential for the political 

mobilization and engagement of new groups that are currently excluded from politics. Best and Krueger 

(2005) assert that the internet is developing into an invaluable channel of political participation for young 

people, who are usually not won over by politics. 

 

The Internet potential the opportunities for political engagement in the area of online voting in 

polls, debating, blogging, and etcetera with lowers participation cost. People with a broadband connection 

are consequently more likely to engage in online activities. Hence, a justification for the argument that 

online participation is more open as it provides for more equality of opportunity in political participation 

(Bimber, 2001). The Internet is quick and up to date and that it can provide a lot of information necessary 

to participate in civic life and public discussion, it is an interactive medium that strengthen the workings 

of direct democracy and improve relations between citizens, politicians, and their intermediaries through 

processes like e-government (West, 2004). 

 

Han (2009) relates the effects of traditional media use on voters, particularly, use of television 

and newspaper news. However, this highlights the use of the new media and its implications on voting 

habits. The social effects of new media adoption and use are moot issues for earlier studies. On the 

contrary, though, some researchers have shown suspicion about the positive political implication of the 

new media because of the ease it allows the audience in filtering online information, which is capable of 

making them more disconnected from others in their communities. 

 

The new digital technology expands the information gap between the haves and the have nots. 

The study of the relationship between voting behaviour and traditional media use is a mixture of 

conflicting views, and so is the discussion regarding the extent to which the internet use can promote 

voter turnout. The scepticism over the positive link between internet use and the likelihood to vote has 

seemed to be plausible. Internet users are no more likely to be engaged in political processes, and show no 

greater tendency to vote than do nonusers. It is also the case that the audience for election news has 

shown less interest in engaging in online political activities than in retrieving political information might 

be unrelated to the likelihood of voting for one or any particular election candidate or the intent to vote in 

general. 

Theoretical Review: Uses and Gratification Theory 

Uses and Gratification Theory (UGT) which is often credited to the work of Blumler and Elihu 

Katz’s in 1974 is an audience-centred approach to understanding mass communication. Diverging from 

other media effect theories that question what media do to people, this theory focuses on what people do 

with media.  It avers that media is a highly available product and the audiences are the consumers of the 

same product. UGT has always provided a cutting-edge theoretical approach in the initial stages of each 

new mass communications medium of newspapers, radio and television, and now the internet. People 

make use of the media to get information and fulfil mental and intellectual needs. The need of each 

person to socialise with people likely family, friends and the government is a social integrative need. 

People need the media to socialise and interact through social networking sites like Facebook, Whatsapp, 

Twitter, You-tube and so on. With the use of the media, individual’s needs for reassurance to establish 

their status, credibility, strength, power and so on are achieved (Rui & Stefanone, 2016; Vinney, 2019).  

 

This study examines the use of social media to access political messages for community 

enlightenment and utilising the Uses and gratification theory on how Mafoluku dwellers access media 

messages, how they consume contents for fulfilling their information, entertainment, and management 

needs, and their participation through interacting with the political content delivery as well as with other 

users for enhancing social connections and virtual communities. 
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Research Design 

The study adopted the survey research design. The targeted population of this study constitutes 

were men and women on the streets of Mafoluku Community, in Oshodi Local Government Areas (L.G.A) 

of Lagos State. The community selected based on purposive sampling. The population of Oshodi L.G.A is 

621,509 based on the National Population Commission 2006 census figure, while that of Mafoluku which is 

a community under it unknown. Due to the unknown population of the community, the Cochran’s sample 

size formula was use to get the ideal sample size given a desired level of precision of 0.5 margin error, 

desired confidence level of 95%, and the estimated proposition of the attribute present in the population 

(0.5) with the Z-value of 1.96 generated from the Z table. The Cochran formula produced a standard sample 

size of 385 respondents sampled from the residents of Mafouku Community in Oshodi Local Government 

area of Lagos State with a view to ascertain the position of the new media in providing political 

enlightenment for community development. 

The sampling technique used in selecting the respondents is simple random sampling. Mafoluku 

Community has forty-nine (49) streets out of which nine (9) were selected through the use of systematic 

sampling of picking every 5th streets from the list of 49 streets, but one of the responses of the 385 

respondents was not account for in the final statistical analysis.   

Name of the streets                                                   No. of selected respondents 

1) Agbeleke       43 

2) Ariyo close                                                     41 

3) Ariowojobe       43 

4) Araromi       43 

5) Eniyanlonibinu      43 

6) Mabayoje       43 

7) Olowora       43 

8) Okun-oba       43 

9) Church        43 

Total                                          385 

Method of data Analysis 

Descriptive statistics was used to analyse the responses from the respondents. The data collected 

were analysed and presented in frequency tables, percentages, and charts. The statistical package for 

social sciences (SPSS) version 22 was employed for the analysis.  

Data Analysis and Discussion  

Table 1: Frequency of the distribution of respondents’ political party 

S / N V a r i a b l e s F r e q u e n c y P e r c e n t a g e 

1 . 
A P C 9 5 24.7% 

2 . A P G A 1 0 0 2 6 % 

3 . 
P D P 1 1 5 3 0 % 

4 . 
O t h e r s 7 4 19.3% 

 Total    
3 8 4 1 0 0 

Source: Field Survey, 2019 

 

Table one above indicates that 30 percent of the respondents are People’s Democratic Party 

(PDP) members and slightly lead the pack in the area closely followed by respondents who are All 

Progressives Grand Alliance (APGA) and All Progressives Congress (APC) members with  26 percent 

and 24 percent respectively, while the remaining 19.5 percent of the respondents identified with other 



Ebonyi State University Journal of Mass Communication 

ISSN: 2449-0369 Vol. 7, Issue 1, pp. 90-100, June 2020 

 

 www.ebsujmc.com Page 7 
 

registered political parties in Nigeria. Though, PDP supporters who are part of the respondents are large, 

but the closeness of the respondents from APGA and APC shows that these top three parties in Nigeria 

have firm root in Mafoluku in Oshodi L.G.A.  

RQ 1: Which online media platforms do dwellers of Mafoluku Community use to access political 

messages? 

Table 2: Frequency of online media platforms Mafoluku dwellers use to access political messages 

S / N V a r i a b l e s F r e q u e n c y P e r c e n t a g e 

1 Faceboo k 1 7 5 45.6 % 

2 Twitter 0 2 0.5% 

3 Instagram 1 6 4.2 % 

4 YouTube 5 1 13.3 % 

5 Telegram 4 2 10.9 % 

6 Whatsapp 9 8 25.5 % 

 Total    3 8 4 1 0 0 

Source: Field Survey, 2019 

Table two above indicates that 175 (45.6%) of the respondents use Facebook for political 

information, with Whatsapp and YouTube coming behind in second and third position with 98 (25.5%) 

and 51 (13.3%) of the respondents respectively. It is evident that Facebook and Whatsapp are the two 

dominant social network sites those residing in Mafoluku engage in getting their political messages across 

the social media spectrum. 

 

The research findings show that the online media platform the people in Mafoluku Community, 

Oshodi access mostly for their political messages is Facebook, founded by Mark Zuckerberg, along with 

fellow Harvard College students and roommates Eduardo saverin, Andrew McCollum, Dustin Moskovitz 

and Chris Hughes. The official stated purpose of Facebook is to make the world more open and 

connected. Facebook’s latest mission statement is that people use Facebook to stay connected with friends 

and family, discover what’s going in the world and share and express what matters to them. It boasts over 

2.33 billion active users.   

 

This is in tandem with the discovery of Nnanyelugo and Nwafor (2013) that showed Facebook 

topping the list of social networks examined in their study on the use of the social media for the 2011 

Nigeria’s General Election. Furthermore, this agrees with Okolo et al (2017) findings that Facebook is 

having progressive impact on the image of political office holders in Nigeria. Their discovery is hinged 

on Facebook being the most dominant of the social networks promoting political action and mobilisation. 

Yin (2009) says that post-factual society and substitute truth are not only a significance of the changing 

media environment, but itself contributing to this change. The digital disruption, by contrast, is precisely a 

revolution of communications and information processing, and the new media evolved from this 

revolution are a crucial factor in the profound change taking place in society. We are a “social species” 

and advancement in human interaction gave rise to the new media (Fawole 2016). The engagement of 

social media has become a notable force in political organising and Facebook as a social wonder even has 

its founder taken by surprise by its exploit, and along with other social networks have evolved to be 

platforms not only for political actions, but also for social interaction, community creation, and economic 

development (Murungi, 2018). 
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RQ 2: What type of media messages does dwellers of Mafoluku Community access mostly on the 

internet? 

Table 3: Frequency of the type of messages Mafoluku Community access mostly on the 

Internet   

 

 

Source: Field survey, 2019 

Table three above shows that majority of the respondents, 179 (46.6 %) actually use social media 

for getting updates and catching up with happenings in the world of sport. Following in second position is 

business information with 10.4 percent representing 40 respondents, while information and communication 

technological messages take the third spot with 10.2 percent standing for 39 respondents. Political 

messages with 25 of the respondents (6.5 %) are evened up in fifth position with messages on economy 

and education. This implies that politics is not the primal type of information for the residents of Mafoluku 

or among the top four reasons for accessing information on the internet. Sport actively engages many 

residents of the community during their time online.  

 

The Uses and Gratification Theory supposition that people make use of the media to get 

information, and fulfil their mental and intellectual needs is real with the overt demonstration in the 

outcome of this study as stated above with sport messages having the strongest utility value for the 

respondents in their every day usage of the social media. With the use of the media, individual’s needs for 

reassurance to establish their status, credibility, strength, power and so on are achieved (Rui & Stefanone, 

2016; Vinney, 2019). 

 

RQ 3: What level of political messages do the people in Mafoluku access mostly on social media? 

 

Table 3: Frequency of political level of political messages the people in Mafoluku access mostly on the 

internet 

S / N V a r i a b l e s F r e q u e n c y P e r c e n t a g e 

1 . 
Local 1 5 7 49.5 % 

2 . 
S t a t e 8 5 26.8 % 

S / N V a r i a b l e s F r e q u e n c y P e r c e n t a g e 

1       Arts      2 5  6.5% 

2 Business  4 0 10.4% 

3 Economy  2 0 5.2% 

4 Education 2 5 6.5 % 

5 Fashion 1 4 3.6% 

6 Heal th 2 2  5.7% 

7 I C T 3 9  10.2% 

8 Politics 2 5 6.5% 

9 S p o r t 1 7 9 46.6% 

1  0           Others 1 1 2.9% 

 Total    3 8 4 1 0 0 
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3 . 
Federal 7 5 23.7 % 

 Total    
3 1 7 1 0 0 

Source: Field survey, 2019 

Table three above shows that 157 (49.5%) of the respondents feeds more on political information 

and happenings within their local areas on Social media. Political activities at the council and ward level 

and by extension interpretation of political development in relation to their local realities are paramount to 

the residents of Mafoluku community. With 85 (26.8%) of them accessing political messages at the state 

level, while 75 (23.7%) access contents about politics at the federal level, it is overt that proximity of 

political messages in terms of their relevance to the enlightenment and development of the community is 

of importance to the residents of Mafoluku community in Oshodi Government Area of Lagos. 

 

From the analysis above, it proves that there is a stronger and more overt pattern of use of social 

media by the residents of Mafoluku in favour of local politics and interaction. The developing role of 

social media is changing the standard for expertise and for constructive public debate. Society has become 

comprehensively mediated. Every aspect and area from the economy and politics to civil society and daily 

social relations is increasingly saturated, in ever new ways by media (Ogunwale, 2014). Also in the light 

of the above, Akinwade (1995) posits that the human figure is considered as a fundamental tool for 

producing and receiving messages. These bodily communication skills can be transformed and enhanced 

by technical means. This also refers to a set of activities associated with the governance of a country in 

making decision that apply to members of a group and the government towards achieving and excising 

positions of governance organised control over human community. 

 

Conclusion and Recommendations 

This study showed that the use of social media by individuals has significant impact on the degree 

access and penetration of political messages in online and offline communities. It also revealed that the 

people of Mafoluku Community use social network to access more of political news and happenings at 

the local level than that of the state and federal.  It is also instructive to note that Facebook and Whatsapp 

in that order top the list of social networks the residents mostly engage themselves with when online.  

 

This study therefore recommends that: 

1) Political actors should focus more on maximising the use of the leading social networking sites 

(Facebook and Whatsapp) to actively engage the electorates for political marketing, mobilisation 

and participation. 

2) Government and political institutions should create more awareness on the use of social media for 

the disseminating of political messages. And also seminars, symposium, and workshops that will 

enlighten the public on the use of social media platforms and new media tools to access and 

communicate political messages should be organised from the grassroots so as for them not to 

abuse the usage, but put them to effective and efficient use for political education purpose.  

3) In line with this, political actors should vigorously create platforms and online applications to 

serve as discussion forum for politicians, members of the public in community settings whereby 

they can discuss issues pertaining to the nation on a larger scale in addition to the strong 

grassroots politics in communities as discovered by this study. 
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