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ARTICLE INFO ABSTRACT

This study aims to understand the effect of social media as political communication
channel to make party leader more prominent than party itself. To understand the
same, we have reviewed literature of different nations across the world from 2000 to
2022, with PRISMA four-phase data flow framework. We have defined specific criteria
and search terms to identify the relevant studies which has discussed about
influencing factors of social media in political landscape. Once identified, we found out
key takeaways from all those studies, in terms of the influence of social media to make
party leader more powerful than party itself. We found that in the last 15 years, the
influence of social media (especially in large and economically well-off nations) as
primary communication channel has grown significantly, and party leaders have
gained competitive advantage than party itself, by reaching directly to the followers
through social media.

Keywords: Social Media, voter behavior, literature review, election, party leader,
political communication

1. Introduction

Political communication has been a popular subject of study in developed Western nations since 1950s
(Berelson, Lazarsfeld and Mcphee, 1954; Oliver and Blake, 1946). According to Henneberg (1996, p. 777),
political communication wants to “establish, maintain and enhance long-term voter relationships at a profit
for society and political parties, so that the objectives of the individual political actors and organizations
involved are met”. Political communication is combination of politics, marketing, and campaign messaging;
and examines political parties and voter behaviour (Scammell, 1999: 718). At a macroscopic level, political
communication can be inspected vis-a-vis two major areas — political party/candidate and their interaction
witho voters. Voter behaviour has been studied through the lens of consumer behaviour (Newman and
Sheth,1984). In a similar way, political parties along with their candidates and party policies combined, have
been studied as a political brand (Reeves, de Chernatony, and Carrigan 2006). There are different marketing
or communication medium that can affect a voter’s preference while selecting a political party. Effect of these
mediums vary significantly in terms of different socio-economic strata, regions, cultures, economies, age,
gender; and no specific marketing or campaign channel contribute towards determining the election results
(O’Shaughnessy and Henneberg, 2009). So, political parties and candidates have started to shift their
strategy from engaging in vociferous campaigns before the election to creating a regular and continuous
relationship with the voters (Grossman, 2006). Over the years, past studies argue the different concept,
factors and communication strategies to understand voter behaviour such as — A) Issues and Policies, Social
Imagery, Emotional Perceptions, Candidate Image, Current Events, Personal Events and Epistemic issues
(Newman and Sheth, 1985). B) Use of different traditional marketing tools and techniques by political parties
and candidates (Kotler and Kotler, 1999; Niffenegger, 1088; Sharma, 1976). C) Role of a candidate’s different
traits — intelligence, leadership, honesty, care and experience to win any election (Fridkin and Kenney, 2011).
D)Importance of proper messaging during campaign communication (Kahn and Kenney 1999; Westlye 1991).
E)Importance of targeted marketing to increase the voter turnout in favour of the candidate or the party
(Clinton and Lapinski, 2004) etc.

Till early 2000s, most of these political communication studies were limited to developed Western
economies; with USA and UK elections taking the centre stage. Though the above studies mostly cater to the
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concept of political communication for developed Western nations, there are limited studies which discussed
the about political communication strategies in developing countries, especially in South Asian countries such
as India, Pakistan, and Bangladesh and different frameworks to inspect, understand and predict voters’
preferences. In recent years, social media has taken an important place in the field of political communication
(Harris & Harrigan, 2015; Leclercq et. al., 2016). One of the first examples of social media adoption in
political communication can be seen in Barak Obama’s political promotion in 2008 (Moufahim & Lim, 2009).
During the presidential elections in USA (2008), Obama was the first to introduce Web 2.0 and social media
to attract the young voters of USA (French and Smith, 2010). This consistent and continuous social media
strategy had helped Obama to become one of the most powerful politicians of his time (Fraser and Dutta,
2009). This kind of brand building exercise demands both credibility of the candidate and control over the
campaign messaging (Milewicz and Milewicz, 2014). By envisaging voters as consumers in the branding
milieu, the involvement of consumers or voters through different social networks like Facebook, Twitter etc
can work as very impactful tools to create a greater bond between the candidates and their followers (Bijmolt
et al., 2010; Libai et al., 2010). In recent times, politicians and their political parties across the world are
using social media to reach the masses (Hong and Nadler, 2012). Technology-driven media is at one end of
the spectrum and have been heavily used during national elections by politicians in developed nations. These
politicians include Obama, Trump (Ahmad and Yazan, 2018), Boris Johnson (Moore, 2019). Social media was
also used by the leaders of the developing countries such as Narendra Modi (Kapoor and Dwibedi, 2015;
Rodrigues and Niemann, 2019), Imran Khan (Ashraf, 2013) but there are not many studies to evaluate the
impact of the same. However, no review study has yet focused and comprehensively synthesized the findings
of past studies which tried to measure social media’s influence to make party leader more important
component of political brand than party itself.. Therefore, the orientation of this review article is to offer
summary literature on the influence of social media on political parties and party leaders. This article
includes papers published from 2002—2022 relating to this topic. Specific search terms and study selection
are illustrated in the second part to summarize development and current understanding of how social media
is influencing voters's political brand selection. This study also identifies the evolving pattern or trend
regarding the importance of using social media (by party leaders) to influence the voters, across parts of the
world democracies. Finally, this study would highlight a few areas where more research is needed based on
the literature review outcome.

2. Literature search and selection

Political communication, as a research subject, has been studied since 1940s. Over the years, with changing
economic, social, and political landscape, different methods of political communication have emerged. Before
starting of this millennium, studies on political communication were mainly carried out in developed nations
like USA, UK and other European countries. In last two decades, researchers have extended their boundaries
to developing nations like India, Pakistan, Bangladesh and other African countries. However, all political
communication related literatures are not within the scope of our study as this study mainly focuses on effect
of social media in political communication to make political leader more prominent or important than the
party itself.. So, there is a need of selected and systematic review of studies to focus on the relevant data and
understand the trends in last 15 years in this regard. Objective is to summarize evidence from past studies
(across different geographies) reliably and accurately. PRISMA (Preferred Reporting Items for
Systematic Reviews and Meta-Analyses) framework uses a 27 item checkist and four-phase data flow
diagram to carry out this literature review systemetically. This structured approach of PRISMA is useful for
accurate and authentic reporting of a systematic review. We followed the four-phase data flow framework of
PRISMA to systematically select literatures in each stage (identification, screening, and eligibility) and finally
ended with 74 relevant studies for this article. Through this approach, we have reviewed all the articles and
found out key takeaways in terms of the effect of social media in political communication to make party
leader more prominent. To start with, we have searched keywords like social media, party leader, voter
behavior, election, political communication, political party etc in following databases — SAGE, Google
Scholar, Taylor and Francis,Business Source Complete,Scopus, Emerald and Sciencedirect. We have found
total 171 studies from above search and we have found additional 126 studies from the reference list of earlier
studies,. In total, we have found 297 studies in identification stage of PRISMA four-phase flow diagram. In
next Screening phase, 68 duplicates are removed and the number came down to 229. We have put following
exclusion criteria in eligibility stage — A)Not related to our study objective, means exclude those studies
which do not focus on social media effect on political communication (n = 76) B)No proper study framework
used, means that these studies did not follow any proven framework to analyze (n = 31) C)No proper results
demonstrated, means no definitive or relevant conclusions are found from the study (n = 11).Total 118 studies
are excluded based on above criteria. On remaining 111 studies, we have put following inclusion criteria and
that removed another 27 studies — A)Published in peer-reviewed journals or in good conference of political
communication discipline (16 articles published in non peer-reviewed or different discipline journals) B)In
primary survey method, response bias is addressed (7 articles does not mention about handling bias in survey
questionnaire) C) Roubust methodology or analogy is described to derive conclusion (Conclusion is under
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developed for 4 articles).Based on above inclusion criteria, finally 74 studies are considered in scope for
review. Following is the distribution of top reviewed journals of these 74 studies —

Journal Name

Journal of Political Marketing

Amaerican Political Science Review
Commonwealth and Comparative Politics
Journal of Marketing Management
European Journal of Marketing

Journal of Brand Management

Political Studies

Jouranl of Indian Business Research
Journal of Politics

The British Journal of Politics and International Relations
Party Politics

Journal of Communication

Critical Studies in Media Communication
Economic and Political Weekly

NINNININ(NNWMEPR RGO O ($#%

3. Influence of Social Media in US Elections

Political communication is complex phenomenon and it has scope to go beyond the traditional trinity factors
of political landscape — party, leader and policy (Pich & Newman, 2019). Most of the developed western
nations have 2-3 large-party ecosystems. USA predominantly has 2 major parties — Republican and
Democratic- and both have different ideologies (Speel, 2000). After observing US elections from 1986 to
2000, Knuckey (2005) mentioned that traditional and conservative voters are the major supporters of the
Republican Party and liberals prefer Democratic party; Post 2000s, social media has emerged as one of the
factors that can influence a voter’s decision to choose a political brand (Hong and Nadler, 2012), and party
leaders started gaining prominence through direct communications with their voters from their individual
social handles. In the USA, Obama influenced a significant percentage of new voters with his web 2.0 or
social media strategy in the 2008 elections (Bligh and Kohles,2009; Moufahim & Lim, 2009). 2008 elections
have witnessed different aspects of politics, culture, economy and technology (Todd and Gawiser 2009). In
this article we will review more of technology or internet based communication medium like social media
(DiNucci 1999; O’Reilly and Battelle 2004).By December 2006, 22000 corporate social networks were
present in Facebook (Smith, 2006). By 2007, social media has already become a medium of user generated
conent and 21 million members started using Facebook actively, resulting 1.6 bilion page view per day
(Ellison et al., 2007). With the increasing features of social media, people started getting more attached to it
for absorbing and generating content. Internet is used in 2000 and 2004 elections as wells for different
campaigns, but in 2008 US election social media became mainstream for any election campaigns. Social
media (Facebook, Twitter and YouTube) has been more strategically used by Obama than the Republican
candidate, and that strategy has helped Obama to win (Fraser and Dutta 2009). Chris Hughes, cofounder of
social networking site Facebook, strategized Obama’s social media campaign (Stelter, 2008) in such a way
that Obama has gained competitive advantage over opponent candidates not only in initial elections but also
in final presidential election. Even Obama was so confident about the influence of social media on voter’s
mind, he decided to let go public funding, which was first time for a Democratic candidate. His social media
team assumed that they would able to collect necessary funds, only by regular interaction and campaigns with
their voters through social media (Hasen 2008; Klein et al., 2008). In 2012 election as well, both the party
leaders (Barack Obama and Mitt Romney) used their social media game to run campaigns. According to
Pearson and O’Connell (2012), in 2012 election, use of social media has become necessity. Between 2008 and
2012 US elections, Twitter users have grown from 3 million to 500 million (Semiocast, 2012) and number of
Facebook users crossed 1 billion (Facebook, 2013). 69% of voters mentioned in exit poll that they have been
influenced by party leader’s social media campaigns and this is a sharp increase from 37% in 2008 election
exit poll (Rainie, 2012). Obama, as a party leader, has created his own brand in different social media like
Facebook - (www.facebook.com/BarackObama ) and Twitter (http://askobama.twitter.com/ ) and that
provided him competitive advantage over Romney, who was not as active as Obama to run his campaigns in
social media (Serazio, 2014). Obama’s 2012 campaign website had 79 third party tracking programs (which
are used to show relevant ads to the social media users), while the Romney’s social media campaign had 40
tracking programs to show relevant ads to his social media supporters (Singer & Duhigg, 2012). Following a
comparison of Barack Obama’s and Mitt Romney’s Facebook output in the run-up to the 2012 election,
Bronstein (2013) concludes that it is easier for party leader (than party itself) to maintain the support of their
voters through social media interaction. While Democratic party has centralized its power under party leader
to share campaign generated social posts and that helped increase of supporter base, Republican party was
uncertain in their social media messaging strategy to back Romney as core of their political brand identity
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(Mitchell & Rosentiel, 2012). Similarly, Donald Trump's persona as party leader has overshadowed the
impact of the Republican party on many voters ((Ahmad and Yazan, 2018) through his continuous campaigns
in social media in 2016 US election. On the election day,Trump (party leader of republican party) has
overtaken Clinton (party leader of deocratic) in terms of number of tweets. Trump has sent 30,000 tweets
while Clinton has only sent 10,000 tweets (Baumgartner and Towner, 2017). 68% of American adults started
consuming news from social media (Matsa and Shearer, 2018) and this population is more loyal to party
leader like Trump irrespective of party ideologies. Trump has gone a step forward to establish his party leader
brand brand by tweeting extremely uncivil and impulsive messages about islamophobia, xenophobia, racism
and sexism (Ott, 2017) and that attracked huge number of youth as his supporter base. Trump himself
acknowledged the importance of social media for rising popularity of his individual party leadership brand
(Chen, 2019). According to Rahyadi & Aras (2020), Trump has used social media for targeted communication
to win 2016 presidential election. For 2020 election, Democratic party and their presidential candidate Joe
Biden gradually understood the importance of establishing party leadership brand through social media
communication. According to Li (2020), initially Biden’s social media communications did not seem
engaging, but gradually it showed an alarming upward trend. As of 2021, USA has largest twitter users (70
million) of the world and Biden has used this medium significantly to reach out to the voters directly (Brian
Dean, 2021).

4. Influence of Social Media in UK based Elections

In another developed western country UK, there are multiple parties, but mostly it is a two-party system. UK
has two major parties — Labour party and Conservative party and both the parties have loyal and large
follower base since many years (Clarke et. al.,1993). Apart from these parties, few other parties like Liberal
Democrats party also has some loyal follower bases (Lebo and Young, 2009) but those numbers are few.
Before the advent of social media, party leadership did not have channels to establish primary
communications with voters but it was considered one of the factors of party support (Butler & Stokes, 1974;
Bean & Mughan, 1989). Since 1990s, personal communication through electronic media gained prominence
and Tony Blair started establishing party leadership brand by communicating directly with his voters through
mass media (Clarke, Stewart and Whiteley,1998; Cho and Endersby, 2003) at the start of his career and
eventually shifted to social media communications to influence voters (Scammel, 2007). Scammell (2007)
mentioned about the series of simultaneous activities by the Labour party (party brand) and Tony Blair
(leadership brand) to rebrand the overall political brand, but there is not much mention about social media to
influence voters. UK’s next prime minister Gordon Brown and Labour party also did not pay much
importance to social media communication (Nock, 2011) and mostly focussed on the basic economic and
health policies to influence voters. In next election, social media and digital campaign around Brexit becomes
prominent and David Cameron has used both social media and television media extensively to increase the
effectiveness of direct communication with his voters (Craig, 2016). However, multiple television
programmes where Cameron came face to face with public to communicate directly, have influenced voters
significantly along with digital and social campaigns around Brexit (Lunt, 2019). After Cameron,
Conservative party started using social media platforms significantly to promote Theresa May’s personality as
PM candidate (Atkins & Gaffney, 2020), but May herself was not able to connect or communicate with her
voters through social media and this has been one of the causes of her downfall (PRWeek, 2022). May was
against of social media and she considered social media as the platform of extremists (Bienkov, 2018). From
2019 election, scenario has changed as both Boris Johnson and conservative party have used digital and
social media extensively and ran multiple campaigns in facebook and twitter to build and motivate their
follower base (Moore, 2019). However, during this time, labour party has also increased their presence in
social media campaign significantly to influence their voters (Booth & Hern, 2017) but their leader lost the
game against Boris Johnson. Before 2019 election, more than half a million people “like” Boris Johnson’s
facebook page and that is significantly more than all of the other candidates combined (D’Urso, 2019). 2019
UK election can be termed as the only election in UK where party leader (Boris Johnson) has overshadowed
party brand through his social media campaigns (Senior et. al., 2021). Though Rishi Sunak (current prime
minister) has not come through general election, he has been using social media extensively (even during his
finance minister tenureship) to influence voters (Conte, 2021).

5. Influence of Social Media in Few Other Developed Nation's Elections

In the Romanian presidential election of 2009, social media has emerged as one of the leading
communication channel of party leaders to influence voters directly as 75% of the Romanians consider that
televisions are willing to broadcast anything for increased rating and also 65% of the TV viewers consider that
TV manipulates content (Momoc, 2013). Social media users have grown by more than a million over two
years, between 2009 and 2011 and politicians or party leaders started using this tool heavily to communicate
with their followers by asking them either to vote or to protest against opponent (Momoc, 2013). In 2012,
during impeachment of president Traian Basescu, social media has shown its extreme power (Tasente &
Nicoleta, 2012). Political leader’s direct use of social media as channel of political communication,
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contributed decisively to make Klaus Iohannis as president of 2014 general election (Patrut, 2015). For the
2011 Ireland elections, approximately 30000 tweets were analyzed to understand the voter sentiment and
build predictive models (Bermingham et.al.,2012) to understand voters' preference and the majority leaned
towards party leadership brand than party brand. But not only political leaders, political parties have also
started using social networking sites to communicate with young voters (Hogan & Lynch, 2011). Suiter (2015)
mentioned that most of the party candidates used facebook and twitter to mobilize and engage with voters
and that has significant effect on the election outcome.For the 2013 Italy elections, a similar analysis was
done from the tweets of Italian voters (Coletto et.al., 2015). Italy, a multi-party democracy, has always been
influenced by leadership brand more and the study findings were no exception. Over the years, use of social
media as political communication has increased significantly and in 2022 general election of Italy, daily
number of social media posts (in previous 4 months of election) by political leaders have seen a significant
increasing trend in comparison to previous elections (Pieri & Liu, 2023). Sang and Bos (2012) tried to predict
the 2011 dutch elections from Twitter, but no dominant factor, between party leadership and party brand, has
come out as the study's outcome. But unlike other countries, in Netherlands, political parties have significant
influence on voters through social media sites like Facebook and Twitter (Spierings & Jacobs, 2018). Steible
(2022) mentioned that in France, Emmanuel Macron had created his own leadership brand through
continuous and direct interaction with his followers through social media. He has put specific agenda driven
posts in social media to make France the driving force of European integration and associated that agenda
with his own political leadership brand. According to Grimmer and Grube (2017), in Australia major parties
have started losing their followers and new populist parties are emerging due to their consistent social media
presence and campaign. In Japan, the single-party system was abolished in 1994 and new parties (with new
party ideologies and policies) took centre stage. However, from 2014, Shinzo Abe (Party leader brand) started
using social media to communicate directly with voters and hence started the trend to make party leaders
more significant (Schafer et al., 2017). In Canada, social media has played a significant role in creating the
positive image of their prime minister Justing Trudeau, but that did not affect significantly in election
outcome as voters still emphasize more on party policies than individual leader scharacteristics (McGregor et.
Al., 2021). In Singapore, both parties and party leaders communicate through social media but those are
mostly information driven and not propaganda driven (Tan, 2020).

6. Influence of Social Media in India based Elections

In the Indian context, though nationally 2 major parties - Bharatiya Janata Party/BJP and Indian National
Congress/INC have been dominated the electoral process for the last 30 years (Cole et al., 2012), there is a
significant number of regional parties in India, and some of them with their mammoth influence in their
regions, dominate the fate of Indian Lok Sabha (lower house of the Indian parliament) election. In the Indian
context, as current generation uses social media (Facebook, Twitter, Instagram) heavily, political candidates
also prefer to use these platforms (Jain et al., 2017) to increase their visibility. The 2004 Lok Sabha elections
in India saw, for the first time, the major use of new media by both national parties (Tekwani and Shetty,
2007) - Bharatiya Janata Party (BJP), and the Indian National Congress (INC). In 2009, major candidates
from both the parties showed further inclination towards the idea of using the Internet as a platform for
political campaigning (Pathak et.al., 2015). 2014 has been a landmark year when Narendra Modi came to
power after a decade-old run by the Indian National Congress (Prabhu, 2014). Almost all national and
regional political parties used different technological tools to target voters by sending curated content
through mobiles and social media (Pathak et al. 2015). India has one of the biggest elections in the world,
that includes numerous candidates and political parties seeking votes from approximately a billion citizens.
Interestingly, 15 million voters in the age bracket of 18-19 years had voted for the first time in 2019 Lok Sabha
election and this age group is assumed to be more technologically equipped than other age groups. The above
statistics prove that applying different tools and techniques across all the 542 parliamentary constituencies,
by any political party, is a complex phenomenon and hence social media was used extensively (Hall, 2019) by
all the parties to disseminate uniform campaign messaging. During the same period, Internet and social
media have penetrated the Indian population significantly. In 2015, only 19.13% of total population used
social media channels. That number increased significantly to 46.44% in 2019
(https://www.statista.com/statistics/240960/share-of-indian-population-using-social-networks/ ). Multiple
studies (Hall, 2019; Jain et al. 2017; Kapoor and Dwibedi, 2015) pointed out that political parties used social
media to influence a voter’s decision regarding their preferred political brand. However, according to Sen
(2016), the tremendous rise of BJP as preferred national party post 2014, can be attributed to either
Narendra modi’s own social media campaign or BJP party’s social media campaign around Naredra modi
with slogan like “Ab ki bar Modi Sarkar”. Social media based approach helped Modi to escalate from regional
branding (Gujrat Chief minister) to national level branding as prime minister (Jungherr, 2016). Modi’s live
conversations through social media networks also influence the young and tech savy voters significantly
(Ghatak & Roy, 2014). Even in 2019 loksabha election, this trend continued and Narendra modi’s social
media campaigns have significant effect on election outcome (Jain and Ganesh, 2019). Chibber and Verma
(2019) mentioned this as an ideological shift of Indian voters, who primarily supported party identity and
policy but shifted to the loyal voter base of a party leader, based on his digital and social media campaigns.
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7. Influence of Social Media in Few Other Developing Nation's Elections

Among other developing nations, Ashraf (2013) mentioned about Imran Khan's increasing popularity
through his social media interactions. His own brand (party leadership brand) is almost synonymous with the
political brand, with minimal effect of party brand. According to Behera (2018), Imran Khan has used his
popularity in digital and social media to influence voters significantly. In Bangladesh election, both party
ideology and party leadership have more or less similar impact (Chowdhury and Naheed, 2019) on voters'
minds and social media is yet to have any significant effect on overall election outcome. Among African
countries, Zimbabwe voters get more impacted by party ideology and policies (Dendere, 2013) on ground
than individual leader’s personality and but effect of social media on these two parties’ followers is significant
(Mwonzora and Xaba, 2020). For Ghana, voters are primarily divided by the policies of two dominant parties
— New Patriotic Party and National Democratic Congress (Adams and Agomor, 2015) and social media has
increased the participation of general population in political communication (Dzisah, 2018) but no difference
in effect is observed between party leader’s and political parties’ use in social media. In Zambia, ethnicity and
party policies around ethnicity significantly influence voters (Erdmann, 2007), but in recent times social
media has become the main channel of political communication (Centre for Media, Data and Society, 2021).
South African voters have always given higher importance to party leadership and that was prevalent in 2019
elections (Nyenhuis, 2020). Party leaders have used social media to reach a larger audience, however its
effect on overall election outcome is yet to be analyzed (Reddy & Naidoo, 2022). In 2015 and 2019 elections
of Nigeria, party brand has dominated as voters were still influenced by two major political parties (Tunmibi
and Olatokun, 2020). Though social media had influence in those elections, but mostly party brand is more
prominent in those political campaigns (Orji, 2019). After political change in Indonesia in 1998, the impact of
party ideology started fading and the politeness of the party leader or candidate became a prominent factor in
winning the election (Fuad, 2014). Different social media sites, especially Twitter, in Indonesia since the 2014
and 2019 elections have been used as a communication channel used by political parties to change
conventional campaign strategies into virtual campaigns that are more informative, interactive, and
participatory (Widayat et. al., 2022).

8. Conclusion

All the above studies discussed the effect of social media in political communication and whether it is making
party leader more powerful or not. . Party and leadership are interrelated aspects of political branding
(Needham, 2006), and it is difficult to quantify the impact of each of these elements. In this study, we
reviewed literature of different nations and different timeframes and tried to find out impact of social media
in respect to party leader so that political marketers can design strategies accordingly. Two of the world's
most developed nations, USA and UK have two-party systems for the last few decades. In USA, Republican
and Democratic parties used to have very loyal followers, and their ideologies, economic policies, healthcare
policies and employment policies are pole apart. Unlike Republicans, Democrats have always been liberal and
open minded. Naturally, upto 1990s party brand used to be a dominant factor in US elections. In the new
millennium, with the advent of social media, party leaders started interacting directly with the voters, shifting
loyal party brand voters to leadership brand voters. Based on the above-reviewed studies, Biden, Trump and
Obama had more impact on voters than party ideologies or policies, with the help of direct social media
communication. Similar to the US, the UK also has two major parties — The Labour and the Conservative
party- and both have their loyal follower base.However, starting in 1990s "presidentialization" of UK politics
started, aparty leaders or candidates started gaining importance. Based on multiple kinds of literature post-
2000, it is evident that both party leadership and party brand significantly influence the voters but effect of
social was not as prominent as it is in US. Though Boris Johnson has benefitted extensively from social media
campaigns and Rishi Sunak also has very impressive social media supporter base, Gordon Brown, David
Cameron or Theresa May have not used social media extensively to win earlier elections. Among other
developed nations, the pattern is clear for Japan, Italy, France, Romania, Ireland etc, as in all these nations,
party leadership brand becomes prominent with the help of social media communication , though for Italy
and Ireland, parties also use social media equally to influence voters. We have done an extensive literature
review of one of the largest democracies — India. Based literature of post 2000s, we can see a significant trend
change in the influencing factors as it has been shifting from a party brand to a leadership brand with the
advent of social media. Though parties have used social media in 2004 and 2009 elections, Narendra Modi
has taken social media campaign to a mammoth level in 2014 and 2019 elections to influence young and tech
savy voters. Even BJP party’s social media campaign is also focussed around party leader Narendra Modi
than party’s ideology and policy. For developing, nations we can see a mixed pattern. Pakistan is majorly
influenced by Imran Khan'’s social media communication to a great extent and that caused him a landslide
victory in 2018 general election.But, though in Bangladesh social and digital media started gaining
prominence in political landscape, it does not have significant effect to promote party leaders over party
brand. In African countries like South Africa, Zimbabwe, Ghana, Nizeria and Zambia, social media has played
an important role in election outcome but contrary to USA and India, mostly party brand is reaping benefit
more from social media campaigns than party leaders.The purpose of our study was to do an extensive
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literature review about the effect of social media in political communication and how that is impacting the
power shift among party brand and party leadership brand.. Based on our review, in the last 15 years, the
influence of party leaders (especially in large and economically well off nations) has grown significantly on
the voters with their direct communication through social media.

9. Future Research Area

Most of the studies, which discussed the impact of social media in political communication, are qualitative
and there is a clear gap as no empirical study was conducted, which may help to understand voter behaviour
about different factors associated with political parties and party leaders. Also, most of the studies discussed
the influence of social media in political communication on a broad level and very few studies tried to find out
the influence of sub-factors like followers, language, frequency of post or tweet, presence in any social media
platform etc. So there is a clear research gap to find the influence in more granular levels.

10. References

1. Adam Behera, “Theresa May says social media sites have become a home for terrorists and paedophiles”,
Insider, Jan 25, 2018, https://www.businessinsider.com/theresa-may-davos-speech-social-media-
home-for-terrorists-and-paedophiles-2018-1?IR=T

2. Ashraf, Abida. (2013). Impact of New Media on Dynamics of Pakistan Politics. Journal of Political
Studies. 20. 113-130

3. Atkins, J., & Gaffney, J. (2020). Narrative, persona and performance: The case of Theresa May 2016—
2017. The British Journal of Politics and International Relations, 22(2), 293-308.
https://doi.org/10.1177/1369148120910985

4. Bean, Clive & Mughan, Anthony (1989) Leadership effects in parliamentary elections in Australia and
Britain, American Political Science Review, 83(4), pp. 1165—1180

5. Behera, Ajay. (2018). Pakistan General Elections 2018: Clear Signs of a Guided Democracy.
International Studies. 55. 238-252. 10.1177/0020881718803433.

6. Bermingham, Adam & Smeaton, Alan. (2012). On Using Twitter to Monitor Political Sentiment and
Predict Election Results. Proceedings of the Workshop on Sentiment Analysis Where AI Meets
Psychology (SAAIP 2011). 13

7. Bligh, M.C. and Kohles, J.C. (2009) 'The enduring allure of charisma: how Barack Obama won the
historic 2008 presidential election', The Leadership Quarterly, Vol. 20, No. 3, pp.483—492

8. Brian Dean. (2021). How Many People Use Twitter in 2021? [New Twitter Stats]. Retrieved from
https://backlinko.com/twitter-users

9. Brian L. Ott, “The Age of Twitter: Donald J. Trump and the Politics of Debasement,” Critical Studies in
Media Communication 34, no. 1 (March 2017): 59—68, https://doi.org/10.1080/
15295036.2016.1266686

10. Bronstein, J. (2013). Like me! Analyzing the 2012 presi- 1295 dential candidates’ Facebook pages. Online
Information Review, 37(2), 173—192

11. Butler, P., N. Collins, and R. Speed. (2011). "The Europeanisation of the British political marketplace."
Journal of Marketing Management 27 (7-8):675—690. doi: 10.1080/0267257X.2011.593540

12. Butler, David & Stokes, Donald (1974) Political Change in Britain, 2nd ed. (London: Macmillan)

13. Cali, M. and Sen, K. (2011) 'Do effective state business relations matter for economic growth? Evidence
from Indian states', World Development, Vol. 39, No. 9, pp.1542—1557

14. Centre for Media, Data and Society, “A Brutal Lesson From Zambian Politics: No Internet, No Votes”,
Medium, Sep 24, 2021, https://medium.com/center-for-media-data-and-society/a-brutal-lesson-from-
zambian-politics-no-internet-no-votes-agba13277590

15. Chen, Shawna. 2019. “Donald Trump, Expert.” Politico. https://www.politico.
com/magazine/story/2019/09/03/donald-trump-expert-227997?cid=apn (October 29, 2019)

16. Chhibber, Pradeep, and Rahul Verma. 2019. "The Rise of the Second Dominant Party System in India:
BJP's new Social Coalition in 2019." Studies in Indian Politics 7 (2): 131—148

17. Cho, S., and J. W. Endersby. 2003. "Issues, the Spatial Theory of Voting, and British General Elections:
A Comparison of Proximity and Directional Models." Public Choice 114 (3/4):275—93

18. Chowdhury, Tamgid and Naheed, Shahneela. (2019). Multidimensional Political Marketing Mix Model
for Developing Countries: An Empirical Investigation. Journal of Political Marketing. 1-29.
10.1080/15377857.2019.1577323

19. Christopher John Nock, « The Elephant in the Room : Why Gordon Brown and New Labour got things
so Wrong », Observatoire de la société britannique, 10 | 2011, 11-27

20. Clarke, Harold , Dutt, Nitish and Kornberg, Allan. (1993). The Political Economy of Attitudes toward
Polity and Society in Western European Democracies. The Journal of Politics. Vol. 55, No. 4, (Nov,

1993), pp. — 998-1021


https://www.businessinsider.com/theresa-may-davos-speech-social-media-home-for-terrorists-and-paedophiles-2018-1?IR=T
https://www.businessinsider.com/theresa-may-davos-speech-social-media-home-for-terrorists-and-paedophiles-2018-1?IR=T
https://backlinko.com/twitter-users
https://medium.com/center-for-media-data-and-society/a-brutal-lesson-from-zambian-politics-no-internet-no-votes-a4ba13277590
https://medium.com/center-for-media-data-and-society/a-brutal-lesson-from-zambian-politics-no-internet-no-votes-a4ba13277590

3027

Joydeep Chatterjee, et.al /Kuey, 30(6), 5966

21.

22,

23.
24.

25.
26.
27.

28.
20.

30.
31.

32.

33.

34-

35-

36.
37.

39-

40.
41.
42.
43.
44.

45.

46.

47.

48.

49.
50.

51.

52.

Clarke, Harold & Stewart, Marianne & Whiteley, Paul. (1998). New Models for New Labour: The Political
Economy of Labour Party Support, January 1992April 1997. The American Political Science Review. 92.
10.2307/2585481.

Coletto, Mauro & Lucchese, Claudio & Orlando, Salvatore & Perego, Raffaele. (2015). Electoral
predictions with Twitter: A machine-learning approach. CEUR Workshop Proceedings. 1404

Craig G (2016) Performing Politics. Cambridge: Polity Press

Dendere, Chipo, Ordinary People Voting Under Extraordinary Times (2013). ASA 2013 Annual Meeting
Paper , Available at SSRN: https://ssrn.com/abstract=2237194

DiNucci, D., M. Giudice, and L. Stiles. (1999). Elements of web design (2nd ed.).

Berkeley, CA: Peachpit Press.

Dzisah, Wilberforce. (2018). Social Media and Elections in Ghana: Enhancing Democratic Participation.
African Journalism Studies. 39. 27-47. 10.1080/23743670.2018.1452774.

Ellison, N. B., C. Steinfield, and C. Lampe. (2007). The benefits of Facebook

“friends”: Social capital and college students’ use of online social network sites. Journal of Computer-
Mediated Communication—Electronic Edition, 12(4), 1143.

Erdmann G (2007a) The Cleavage Model, Ethnicity and Voter Alignment in Africa: Conceptual and
Methodological Problems Revisited. GIGA Working Paper, No. 63, December 2007

Facebook (2013). Facebook reports fourth quarter and full year 2012 results. Retrieved March 1, 2013
from http:// investor.fb.com/releasedetail.cfm?ReleaseID=736911

Fuad, A. B. B. (2014). Political Identity and Election in Indonesian Democracy: A Case Study in Karang
Pandan Village - Malang, Indonesia. Procedia Environmental Sciences, 20, 477—
485. d0i:10.1016/j.proenv.2014.03.060

Fraser, M., and S. Dutta. (2009). Available at: How social media helped Barack Obama to become the
most powerful man. Retrieved May 4, 2016, from
http://newsblaze.com/story/20090128105841zzzz.nb/topstory.html

French, Alan & Smith, Gareth. (2010). Measuring political brand equity: A consumer oriented approach.
European Journal of Marketing. 44. 460-477.10.1108/03090561011020534

Gift Mwonzora & Mzingaye Brilliant Xaba (2020) From the Booth to the Dock: 2018 elections in
Zimbabwe and the elusive search for electoral integrity, Commonwealth & Comparative Politics, 58:4,
433-451, DOI: 10.1080/14662043.2020.1813457

Ghatak, M., and S. Roy. 2014. “Did Gujarat’s Growth Rate Accelerate under Modi?”

Economic and Political Weekly 49 (15):12—15.

. Grimmer, M., & Grube, D. C. (2017). Political branding. Party Politics, 135406881771058.

doi:10.1177/1354068817710585

Grover, P., A. K.Kar,Y. K.Dwivedi, and M. Janssen. 2019. "Polarization and Acculturation in US
Election 2016 Outcomes — Can Twitter Analytics Predict Changes in Voting Preferences." Technological
Forecasting and Social Change 145: 438-460. doi:10.1016/j.techfore.2018.09.009

Hasen, R. L. (2008). Political equality, the Internet, and campaign finance regulation.

The Forum, 6(1), 7.

Henneberg, S.C. (1996), "Conference report: second conference on political marketing: judge institute of
management studies", University of Cambridge, 27-29 March

Henneberg, Stephen, and Nicholas J. O'Shaughnessy. (2007). Theory and concept development in
political marketing: Issues and agenda. Journal of Political Marketing, 6(2=3), 5—31

Hogan, John & Lynch, Kevin. (2011). How Irish Political Parties are Using SNS to Reach Generation Z:
An Insight into a New Online Social Network in a Small Democracy.

Hong, S. and Nadler, D. (2012), “Which candidates do the public discuss online in an election campaign?
the use of social media by 2012 presidential candidates and its impact on candidate salience”,
Government Information Quarterly, Vol. 29No. 4, pp. 455-461

Ian Hall (2019) India's 2019 General Election: National Security and the Rise of the Watchmen, The
Round Table, 108:5, 507-519, DOI: 10.1080/00358533.2019.1658360

Jain, Varsha and B.E. Ganesh. (2019). Understanding the Magic of Credibility for Political Leaders: A
Case of India and Narendra Modi. Journal of Political Marketing. 19. 1-19.
10.1080/15377857.2019.1652222

Jain, V., C. Pich, B. E. Ganesh, and G. Armannsdottir. 2017. "Exploring the Influences of Political
Branding: A Case from the Youth in India." Journal of Indian Business Research 9 (3):190—211.
doi:10.1108/JIBR-12-2016-0142

Jody C. Baumgartner and Terri L. Towner, The Internet and the 2016 Presidential Campaign (Lexington
Books, 2017)

Joey D’Urso, “Johnson dominates Tory social media race”, BBC News, 7 June 2019,
https://www.bbc.com/news/uk-politics-48505650

Juma'h, Ahmad & Alnsour, Yazan. (2018). Using social media analytics: The effect of President Trump's
tweets on companies' performance. Journal of Accounting and Management Information Systems. 17.
100-121. 10.24818/jamis.2018.01005

Jungherr, A. 2016. “Twitter Use in Election Campaigns: A Systematic Literature


https://ssrn.com/abstract=2237194
http://newsblaze.com/story/20090128105841zzzz.nb/topstory.html
https://doi.org/10.1080/00358533.2019.1658360
https://www.bbc.com/news/uk-politics-48505650

Joydeep Chatterjee, et.al /Kuey, 30(6), 5966 3028

53.

54.

55-

56.

57.
58.

59.
60.
61.
62.
63.

64.

65.

66.
67.
68.
69.

70.

71.

72.

73.
74.
75.

76.

77
78.
79.
8o.

Review.” Journal of Information Technology & Politics 13 (1):72—91.
doi:10.1080/19331681.2015.1132401

Kapoor, Kawaljeet & Dwivedi, Yogesh. (2015). Metamorphosis of Indian electoral campaigns: Modi's
social media experiment. International Journal of Indian Culture and Business Management. 11. 496.
10.1504/1JICBM.2015.072430

Katerina Eva Matsa and Elisa Shearer, “News Use Across Social Media Platforms 2018 | Pew Research
Center,” September 10, 2018, http://www.journalism.org/2018/09/10/news-use-across-social-media-
platforms2018/

Klein, R., Santucci, J., and Gerber, J. (2008). Obama breaks pledge, rejects public funding against
McCain. Retrieved August 7, 2009, from

http://abcnews.go. com/Politics/TheNote/story?id=5201819&page=1

Knuckey, J. (2005). A New Front in the Culture War? American Politics Research, 33(5), 645—
671. doi:10.1177/1532673X04270517

Lebo, Matthew & Young, Everett. (2009). The Comparative Dynamics of Party Support in Great Britain:
Conservatives, Labour and the Liberal Democrats. Journal of Elections Journal of Elections Public
Opinion and Parties. 19. 73-103. 10.1080/17457280802587261.

Li, C. (2020). The 2020 US Election: What Social Media Data Can Tell Us. Retrieved from
https://www.socialbakers.com/blog/us-election-report

Liu, R., Yao, X., Guo, C., & Wei, X. (2020). Can We Forecast Presidential Election Using Twitter Data?
An Integrative Modelling Approach. Annals of GIS, 27(1), 43—56. d0i:10.1080/19475683.2020.18297
Lodge, Milton, and Charles S. Taber. 2013. The Rationalizing Voter. New York: Cambridge University
Press

Lunt, P. (2019). The performance of power and citizenship: David Cameron meets the people.
International Journal of Cultural Studies, 22(5), 678—690. doi:10.1177/1367877919849960

Milewicz, C. and Milewicz, M. (2014). The Branding of Candidates and Parties: The U.S. News Media
and the Legitimization of a New Political Term.: Journal of Political Marketing, 13(4), pp.233-263

Marie Le Conte, “Rishi Sunak has turned into a social media star, but who is he trying to influence?”, The
Guardian, Thu 4 Mar 2021, https://www.theguardian.com/commentisfree/2021/mar/04/rishi-sunak-
social-media-star-video-politician

Mitchell, A., & Rosentiel, T. (2012, August 15). How the Presidential Candidates Use the Web and Social
Media. Project for Excellence in Journalism (PEJ). Retrieved from
http://www.journalism.org/analysis_report/how_presidential_candidates_use_web_and_social_medi
a

Moufahim, M., & Lim, M. (2009). Towards a critical political marketing agenda? Journal of Marketing
Management, 25(7-8), 763-776

Momoc, Antonio. (2013). Social Media-PR Tools for Romanian Politicians?. Procedia - Social and
Behavioral Sciences. 81. 116-121. 10.1016/j.sbspro.2013.06.398.

Newman, B.I. and Sheth, J.N. (1985), A Model of Primary Voter Behavior, Journal of Consumer
Research, Volume 12, Issue 2, September 1985, Pages 178—187

Newman, B.I. and Sheth, J.N. (1984), “The gender gap in voter attitudes and behavior: some advertising
implications”, Journal of Advertising, Vol. 13 No. 3, pp.4-16.

Newman, B. I., and T.P. Newman. 2018. Brand. Dubuque, IA: Kendall Hunt Publishing Co.

Needham, Catherine. (2006). Brands and political loyalty. Journal of Brand Management, 13(3), 178—
187

O'Cass, A., and R. Voola. (2011). "Explications of Political Market Orientation and Political Brand
Orientation using the Resource-Based View of the Political Party." Journal of Marketing Management
27 (5-6):627—645. doi: 10.1080/0267257X.2010.489831

O’Reilly, T. and J. Battelle. (2004). The state of the Internet industry. Paper presented at Web 2.0
Conference, San Francisco, CA

O'Shaughnessy, N. J. and S. C. Henneberg, (2009), "Political Relationship Marketing: Some
Micro/Macro Thoughts," Journal of Marketing Management, 25(1-2), 5-29

Orji, Nkwachukwu. (2019). Social media and elections in Nigeria: Digital influence on election
observation, campaigns and administration. 10.5040/9781350222632.ch-008.

Patrut, Monica. (2015). CANDIDATES IN THE PRESIDENTIAL ELECTIONS IN ROMANIA (2014) :
THE USE OF SOCIAL MEDIA IN POLITICAL MARKETING. STUDIES AND SCIENTIFIC
RESEARCHES. ECONOMICS EDITION. 21. 127-135. 10.29358/scec0.v0i21.309.

Pearson, S., & O’Connell, F. (2012, June). On point on 1400 Twitter. Campaigns and Elections. Retrieved
from http://www.campaignsandelections.com/magazine/ 1853/on-point-on-twitter

Phipps, Marcus, Jan Brace-Govan, and Colin Jevons. (2010). The duality of political brand equity.
European Journal of Marketing, 44(3=4), 496—514

Pich, Christopher & Newman, Bruce. (2019). Evolution of Political Branding: Typologies, Diverse
Settings and Future Research. Journal of Political Marketing. 19. 1-12. 10.1080/15377857.2019.1680932
Pierri, Francesco & Liu, Geng. (2023). ITA-ELECTION-2022: A multi-platform dataset of social media
conversations around the 2022 Italian general election.


http://abcnews.go/
https://www.socialbakers.com/blog/us-election-report
https://www.theguardian.com/commentisfree/2021/mar/04/rishi-sunak-social-media-star-video-politician
https://www.theguardian.com/commentisfree/2021/mar/04/rishi-sunak-social-media-star-video-politician

3029

Joydeep Chatterjee, et.al /Kuey, 30(6), 5966

81.

82.

83.

84.

85.

86.

87.

88.

89.

90.

ol1.

92.

93.

94.
95.

96.

97.

98.
99.
100.
101.

102.

103.
104.

105.

PRWeek UK staff, “May failed to connect as social media came into its own: PR chiefs dissect UK
election”, PRWeek, 2022, https://www.prweek.com/article/1436077/may-failed-connect-social-media-
its-own-pr-chiefs-dissect-uk-election

R. Michael McGregor, Cameron Anderson & Scott Pruysers (2021) Partisanship, motivated reasoning
and the notwithstanding Clause: the case of provincially imposed redistricting in the city of Toronto,
Commonwealth & Comparative Politics, 59:1, 94-117, DOI: 10.1080/14662043.2020.1800294
Rabinowitz, George, and Stuart MacDonald. 1989. "A Directional Theory of Issue Voting." American
Political Science Review 83:93—121

Rainie, L. (2012, November 6). Social Media and Voting. Pew Research Center's Internet & American
Life Project. Retrieved December 10, 2012, from http://pewinternet.org/Reports/2012/Social-Vote-
2012.aspx

Rahyadi, I., & Aras, M. (2020). Donald Digital Marketing: An Exploratory Study of Digital Political
Marketing in Trump Presidential Campaign. Pertanika Journal of Social Sciences & Humanities, 28
Rebecca Grace Tan (2020) Defanging public discontent in an authoritarian regime: grassroots
volunteering and immigration in Singapore, Commonwealth & Comparative Politics, 58:4, 452-475,
DOI: 10.1080/14662043.2020.1794562

Reddy, Mike & Naidoo, Gedala. (2022). The Effective use of Social Media by South African Political
Organisations to gain Voters' Confidence Journal of African films and Diaspora Studies (JAFDIS)
(Research on African Films, Diaspora Studies, Performance Arts and Communication Studies). 5. 123-
144. 10.31920/2516-2713/2022/5n4a6.

Reeves, Peter, Leslie de Chernatony, and Marylyn Carrigan. (2006). Building a political brand: Ideology
or voter-driven strategy. Journal of Brand Management, 13(6), 418—428

Redlawsk, David P., and Richard R. Lau. 2013. "Behavioral Decision Making." In Oxford Handbook of
Political Psychology, 2nd ed., edited by Leonie Huddy, David O. Sears, and Jack S. Levy, pp. 130—64.
New York: Oxford University Press

Rober Booth and Alex Hern, “Labour won social media election, digital strategists say”, The Guardian,
Fri 9 Jun 2017, https://www.theguardian.com/politics/2017/jun/09/digital-strategists-give-victory-to-
labour-in-social-media-election-facebook-twitter

Robert Nyenhuis (2020) The political struggle for ‘the people’: populist discourse in the 2019 South
African  elections, Commonwealth &  Comparative  Politics, 58:4, 409-432, DOL:
10.1080/14662043.2020.1746040

Rodrigues, Usha & Niemann, Michael. (2019). Political communication Modi style: A case study of the
demonetisation campaign on Twitter. International Journal of Media & Cultural Politics. 15.
10.1386,/macp_00006_1

Sang, Erik & Bos, Johan. (2012). Predicting the 2011 Dutch Senate Election Results with Twitter.
Proceedings of the Workshop on Semantic Analysis in Social Media. 53-60

Scammell, M. (1999). Political marketing: Lessons for political science. Political Studies, 47(4), 718-739.
Scammell, Margaret. (2007). Political brands and consumer citizens: The rebranding of Tony Blair. The
Annals of the American Academy of Political and Social Science, 611(1), 176—192

Schiéfer, F., Evert, S., & Heinrich, P. (2017). Japan’s 2014 General Election: Political Bots, Right-Wing
Internet Activism, and Prime Minister Shinzo Abe’s Hidden Nationalist Agenda. Big Data, 5(4), 294—
309. doi:10.1089/big.2017.0049

Semiocast (2012). Twitter reaches half a billion accounts. Retrieved March 1, 2013 from
http://semiocast.com/ 1415 publications/2012_07_30_Twitter_reaches_half a_  billion_accounts
_140m_in_the US

Sen, R. 2016. “Narendra Modi’s Makeover and the Politics of Symbolism.” Journal of Asian Public Policy
9 (2):98-111. d0i:10.1080/17516234.2016.1165248

Senior C, Stewart P, Bucy E, Lee N. Performance, Politics and Boris Johnson's Brexit. Front Psychol.
2021 Oct 25;12:709756. doi: 10.3389/fpsyg.2021.709756. PMID: 34759859; PMCID: PMC8573185.
Serazio, M. (2014). The new media designs of political consultants: Campaign production in a
fragmented era. Journal of Communication, 64(4), 743—763

Sheldon, Kennon & Nichols, Charles. (2009). Comparing Democrats and Republicans on Intrinsic and
Extrinsic Values. Journal of Applied Social Psychology. 39. 589 - 623. 10.1111/j.1559-1816.2009.00452
Singer, N., & Duhigg, C. (2012, October 27). Tracking Voters’ Clicks Online to Try to Sway Them. The
New York Times. Retrieved from http://www.nytimes.com/2012/10/28/us/politics/tracking-clicks-
online-to-try-to-swayvoters.html?pagewanted=all Smith, J. H. (2006). Updated lists of all companies
and regions on Facebook.

Retrieved June 12, 2009, from http://www.insidefacebook.com/2006/11/15/updated-lists-of-all-
companies-and-regions-on-facebook/

Speel, Robert. (2000). The Evolution of Republican and Democratic Ideologies. Journal of Policy
History. 12. 10.1353/jph.2000.0024

Spierings, Niels & Jacobs, Kristof. (2018). Political parties and social media campaigning: A qualitative
comparative analysis of parties’ professional Facebook and Twitter use in the 2010 and 2012 Dutch
elections. Acta Politica. 54. 10.1057/s41269-018-0079-z.


https://www.prweek.com/article/1436077/may-failed-connect-social-media-its-own-pr-chiefs-dissect-uk-election
https://www.prweek.com/article/1436077/may-failed-connect-social-media-its-own-pr-chiefs-dissect-uk-election
http://pewinternet.org/Reports/2012/Social-Vote-2012.aspx
http://pewinternet.org/Reports/2012/Social-Vote-2012.aspx
https://www.theguardian.com/politics/2017/jun/09/digital-strategists-give-victory-to-labour-in-social-media-election-facebook-twitter
https://www.theguardian.com/politics/2017/jun/09/digital-strategists-give-victory-to-labour-in-social-media-election-facebook-twitter
http://www.nytimes.com/2012/10/28/us/politics/tracking-clicks-online-to-try-to-swayvoters.html?pagewanted=all
http://www.nytimes.com/2012/10/28/us/politics/tracking-clicks-online-to-try-to-swayvoters.html?pagewanted=all

Joydeep Chatterjee, et.al /Kuey, 30(6), 5966 3030

106.
107.
108.
109.

110.

111.

112,
113.

114.

115.

Steible, Bettina. (2022). Emmanuel Macron: The Return of France as a Driving Force for European
Integration?. 10.1007/978-3-030-96662-1_23.

Stelter, B. (2008). The Facebooker who friended Obama. New York Times, July 7.

Retrieved August 4, 2009, from http://www.nytimes.com/2008/07/07/ technology/o7hughes.html
Suiter, Jane. (2015). Political Campaigns and Social Media: A Study of #mhe13 in Ireland. Irish Political
Studies. 30. 10.1080/07907184.2015.1018899.

Sunday Tunmibi & Wole Olatokun (2021) Application of digits based test to analyse presidential election
data in Nigeria, Commonwealth & Comparative Politics, 59:1, 1-24,

DOI: 10.1080/14662043.2020.1834743

Suzanne Moore, (2019), How social media echo chambers fuelled the rise of Boris Johnson, The
Guardian,
https://www.theguardian.com/commentisfree/2019/jul/23/how-social-media-echo-chambers-fuelled-
the-rise-of-boris-johnson

Tasente, Tdnase & Nicoleta, CiacuGrasu. (2012). The impact of social media on Romanian internet users.
Tekwani, S. and Shetty, K. (2007), “Two Indias — the role of the Internet in 2004 elections”, in Kluvar,
R., Jankowski, N.W., Foot, F.A. and Schneider, S.M. (Eds), The Internet and National Elections: A
Comparative Study of Web Campaigning, Routledge, New York, NY

Todd, Chuck and Sheldon Gawiser. (2009). How Barack Obama won: A state-bystate guide to the
historic 2008 presidential election. New York: Vintage.

Widayat, Rossi & Nurmandi, Achmad & Rosilawati, Yeni & Qodir, Zuly & Usman, Sunyoto &
Baharuddin, Tawakkal. (2022). 2019 Election Campaign Model in Indonesia Using Social Media.
Webology. 19. 5216-5235. 10.14704/WEB/V19I1/WEB19351.


http://www.nytimes.com/2008/07/07/
https://doi.org/10.1080/14662043.2020.1834743
https://www.theguardian.com/commentisfree/2019/jul/23/how-social-media-echo-chambers-fuelled-the-rise-of-boris-johnson
https://www.theguardian.com/commentisfree/2019/jul/23/how-social-media-echo-chambers-fuelled-the-rise-of-boris-johnson

