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Abstract: The study provides information on social media participation in relation to social 
responsibility in voting. The results showed that sociodemographic factors have no bearing on the 
likelihood of democratic engagement because the elections affect all citizens of the country.  
Moreover, TikTok has a positive effect on the odds of election participation among young adults. As 
for social media interaction, it was found that bad interactions led to lower odds of participation.  
Political agendas such as agriculture, education, and law & order also led to lower odds of 
participation. The research utilized a survey questionnaire consisting of three sections which were 
sociodemographic factors, social media campaign factors, and voting behaviors of the young adult 
Filipino participants.   
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INTRODUCTION 
Election participation background 
and importance 

The internet and social media 
offer several advantages and 
possibilities for the younger 
generation to empower themselves 
differently. In today’s era, social 
media has become an essential aspect 
of people’s lives as it is a significant 
factor in engaging people and 
building connections (Coyle, 2018). 
The youth can retain social ties and 
relationships that they would not 
have been able to sustain otherwise. 
They have access to more knowledge 
compared to the previous 
generations.   

In the context of voting, 
election, and politics, most of the 
studies found are qualitative and 
focused only on campaigning 
methods, voters’ behavior, and voting 
patterns. Researchers in this field 
studied the visible effects of using 
social media as a platform for 
candidates; they also hinged on 
studying the behavior itself and not 
its reason (Aslan et al., 2021). With 
that said, when considering societal 
and behavioral variations, the impact 
of the environment should become 
more prominent. Nowadays, the 
internet, digital technology, and 
mobile gadgets are altering the face of 
human behavior in many cultures 
(Dentzel, 2014). 

According to Iyengar et al. 
(2000), voters essentially use the 
information to have an idea to 
determine which candidate they will 
opt for. Since different people, 
particularly teenagers, have different 
values,  beliefs, and advocacies, this 
could lead to choosing the candidates 
that best fit their interests;  however, 

not much attention has been given to 
this aspect.  Political content evident 
in social media platforms helps 
disseminate information that is 
accessed by present-day voters 
(Schauer, 2018). Using social media 
outlets, which are inexpensive and 
accessible to anybody with internet 
access, political newcomers can 
significantly increase politics 
(Petrova and Sen, 2016). The result is 
significant because it demonstrates 
how social media may increase 
competition in politics, where 
accessibility to official 
communication channels and money 
are significant hurdles to newcomers. 

Other studies supporting this 
discovery also went further to 
analyze and determine the 
characteristics of voters who use 
social media, the behavior of 
politicians, strategies, and the 
connection formed by both parties 
through the instant two-way 
communication available. According 
to Pablo et al. (2014), people are 
more motivated and encouraged to 
vote with candidates they engage 
with. Bruns et al. (2002) also found 
out about the effect of popularity in 
social media on the voters’ decisions 
through quantitative research. 
Researchers such as Ratkiewicz et al. 
(2011) found out that there are 
harms evident in the strategies 
utilized by candidates who manifest 
as a form of deception. 

With the current advantages 
and progression of the internet, 
specifically as a platform for social 
media campaigning, many Filipino 
voters use this to their advantage 
when it comes to political 
information (Nott, 2020). Thus, there 
is a need to explore voting behaviors 
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and their relationship with social 
media campaigning.  

 
Factors  

Social media has been a huge 
platform for campaigning, especially 
when it comes to election season. 
According to Stier (2018), politicians 
mostly replicate their campaign 
messages from traditional platforms 
to modern social media platforms and 
limit their engagement with their 
audience while also tailoring toward 
the preference of the voters online. 
According to the multivariate 
regression models of Nielsen and 
Vaccari (2013), most political 
candidates can only reach a small 
number of people, because most of 
the users who engage with their 
platforms are already interested in 
them, to begin with.  
 On social media platforms, 
politicians are exposed to different 
demographics and political interests, 
therefore they have to market and 
campaign their strategies in a way 
that would reach their target 
audience (Stier et al., 2018). The 
politicians themselves rarely use 
direct humor, but the campaign 
teams distributed humorous posts 
through different platforms 
(Chernobrov, 2021).  

The social media campaign 
factors such as the platform used by 
candidates, the agenda of their 
campaign, and the values they try to 
portray on social media play a 
significant role in the behavior of 
young adults in terms of voting 
(Ahmad et al., 2019).  

According to Hall (2019), an 
existing problem among young voters 
is their lack of participation in voting. 
However, the research they 
conducted landed on a conclusion 

that social media may be one of the 
ways voting turnout among young 
individuals may be changed. This 
leads to politicians having to find a 
way to persuade young adults 
through social media platforms.  

According to Kusama (2020), 
social media contributes to 
communication and connection 
through the instant exchange of 
knowledge and interaction. Another 
factor to consider is the fact that 
humans are social creatures and that 
it is inherent to them to be 
incentivized by other people. 
According to Aslan (et al., 2021), 
social media is essential since it 
provides recognition among 
individuals giving them an 
opportunity for their messages to be 
amplified and conveyed to others. 
This gives political figures and parties 
a chance to manipulate the outcome 
of elections in their favor. However, 
in this research, it was also found that 
the participation of individuals in the 
discourse on social media often 
increases their interest in politics. 
Elder (2020), also states that people 
are more willing to participate in 
social media discourse compared to 
in-person discourse. 

It can be concluded that most 
of the time people prefer to engage 
with content that piques their 
interest and thirst for something 
controversial and entertaining.  

 
Objective and Significance 

The study analyzed the voting 
behavior of young adults in relation 
to their sociodemographic factors and 
the social media campaign factors on 
the leading social media platforms 
(Youtube, Facebook, Instagram, 
Twitter, Tiktok, and Pinterest) of the 
presidential candidates. Moreover, it 
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determined the participation of 
young adults when it comes to 
crucial, social responsibilities such as 
voting. Their preferences among the 
groups and affiliations of the 
candidates are also looked in. 
Determining the relationship 
between social media campaign 
factors, and the sociodemographic 
characteristics and voting behaviors 
of young adults will shed light on the 
importance of social media 
participation in relation to social 
responsibility in voting. 
 

 
METHODS 
Research design, Ethical 
Considerations, and Population 
This quantitative study determined 
the voting behavior and its 
relationship with sociodemographic 
factors and the social media 
campaign factors among young 
adults. In doing so, this study utilized 
a cross-sectional design to determine 
the relationship between these 
variables. An online survey 
questionnaire was used to collect the 
data among young adult students. 
Moreover, prior to any study 
procedure, institutional ethical 
approval was secured. Once 
approved, only then did the study 
commence. The participants were 
informed about its aim, purpose, and 
procedures. They were not coerced 
nor unduly influenced to participate. 
Moreover, it was emphasized to the 
respondents that they are free to 
refuse or stop the survey at any time 
without repercussion/sanction. 
Moreover, informed consent was 
secured before the administration of 
the questionnaires. Once with 
informed consent, only then shall the 
respondents complete the 

questionnaire. To protect the privacy 
and confidentiality of the 
respondents, it was stored in a 
password-protected laptop owned by 
the investigators. Once all 
questionnaire data were encoded, the 
Google Forms survey will be closed 
from receiving responses. The data, 
however, was kept for five (5) years 
after the presentation of the study, as 
there may be instances where the 
researchers might need the data. 
Moreover, numerical codes were 
used in lieu of identifying data. 
Finally, no part of any subsequent 
publication from this study was used 
the individual identifying data of the 
respondents. 
This study involved 167 Filipino 
young adults. In particular, this study 
recruited Filipino nationals who are 
18 years old to 24 years old and 
residing in the Philippines. This study 
did not include individuals who are 
above the age of 24, currently living 
abroad, or non-Filipino nationals 
living in the country. Eligible 
individuals were initially recruited 
from the investigators’ social 
network. It utilized a non-probability 
convenience sampling in which the 
participants in the sample group are 
chosen whenever it is convenient for 
the researchers as it is an easy way to 
recruit sources for the primary data 
of the study (Edgar & Manz, 2017). 
Additionally, the link to the online 
survey questionnaire was posted in 
social media groups for young adult 
Filipinos. 
 
Data Collection and Measures 
This study utilized an online survey 
questionnaire consisting of three 
sections. These sections are 
composed of questions focused on 
sociodemographic factors, social 
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media campaign factors, and voting 
behavior.  
The first section focused on the 
voting behaviors of young adults and 
it also included the sociodemographic 
factors of the participants. It included 
questions regarding their age, sex, 
sexual orientation, educational 
attainment, religion, household 
income, and place of residence. Age 
was measured in years. Sex referred 
to an individual’s sex at birth which 
was measured by noting whether 
they are male, female, or others. The 
participant was also asked to indicate 
their sexual orientation by noting 
how they identify themselves and to 
whom they are attracted. Educational 
attainment referred to the highest 
level of education that the participant 
has completed according to the 
classification of the Philippine 
Statistics Authority (PSA). Religion 
referred to which worship/belief the 
participant subscribes to. Household 
income was measured based on the 
Philippine Institute for Development 
Studies (PIDS) classification referring 
to which income group an individual 
fall into. The household income 
groups used for this study were also 
from the Philippine Institute for 
Development Studies. Lastly, place of 
residence referred to where the 
participant currently resides in terms 
of regions in the Philippines.  
The second section focused on the 
social media campaign factors 
utilized by the candidates to the 
audience. This included the type of 
platform on which the candidates' 
campaign, their agenda, the values 
that they portray, misconduct, and 
coalition formation. The type of 
platform referred to the online 
platform where the voters usually see 
the political parties promoting or 

campaigning for themselves. Agenda 
was measured by listing general 
agendas that may be the goal of the 
political parties based on their 
projects and asking the participants 
which among the agendas they value 
the most. The misconduct was 
measured by the frequency of the 
politicians’ actions online.  
The third section focused on voting 
behavior in the Filipino context. 
Participation was measured by asking 
their intent to vote or not to vote in 
elections. Preferences referred to the 
participant’s preferences among 
groups based on their social media 
platform characteristics. This was 
done by listing the parties and asking 
the participants which among the list 
they consider when voting.  
 Initially, possible participants 
were invited through online 
messaging applications such as 
Facebook Messenger or Telegram. 
The researchers informed them of the 
aim, risk, benefits, and needs of the 
study for participants. They were 
asked to encourage other individuals 
from their social network who fit the 
inclusion criteria to participate. After 
accommodating the invitation, they 
were thanked for their participation. 
When they agreed to participate in 
the study, a link to the online survey 
questionnaire was sent. 
The participant went to the informed 
consent form which contained 
information regarding the study’s 
risk, benefit, aim, and confidentiality 
of their information and the study. 
Afterward, they answered the online 
questionnaire starting from the 
section regarding the 
sociodemographic factors to the 
questions regarding voting behavior.   
Participants were recruited for at 
least one month. The questionnaire 
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was regularly checked if enough 
participants have been recruited for 
this study. Likewise, possible 
participants were regularly 
encouraged to participate. After 
collecting all the necessary data, the 
link to the online questionnaire was 
closed and all the collected data were 
encoded in Microsoft Excel. 
 
Data Analysis 
The data analysis was done using the 
Statistical Package for the Social 
Sciences (SPSS). Categorical data 
were summarized using frequencies 
and percentages. On the other hand, 
continuous data were summarized 
using mean and standard deviation.  
Afterward, social media campaign 
factors and sociodemographic 
characteristics were used as 
predictors in a logistic regression 
model to determine the factors 
affecting political participation 
among the participants. Initially, the 
significance of the regression model 
was noted using the chi-square score. 
Likewise, the index of determination 
of the models was analyzed to 
determine the amount of variation 
accounted for by the model on 
political participation. Then, the odds 
ratio and p-values of each predictor 
were analyzed to determine its effect 
on the different voting behaviors. A p-
value of <.05 will be considered 
significant in this study. 
 
 
RESULT AND DISCUSSION 
Sociodemographic characteristics, 
social media use, political agenda, 
Filipino values, social media 
interaction, and election 
participation of the respondents 

Table 1 showed that the 
average age of the respondents was 

18.34 (SD=.91). Majority of the 
participants were females (n=117, 
58.5%), heterosexual individuals 
(n=145, 72.5%), senior high school 
graduates (n=148, 74.0%), and had 
catholic religion (n=168, 84.0%). 
More than half of the respondents 
reported a monthly household 
income of 43,828 or above. Thus, 
most of them came from the middle 
to the upper economic class.  

Based on the average hour of 
daily use, the most used social media 
was YouTube (3.30hour, SD=3.22) 
while the least used social media was 
Pinterest (.50 hours, SD=.75). 
 The top three agendas that 
were important to the respondents 
were education (mean=4.87, 
SD=0.35), poverty and social welfare 
(mean=4.88, SD=0.40), and health 
(mean=4.92, SD=0.34). Contrastingly, 
the least important agenda for the 
respondents were tourism 
(mean=4.04, SD=0.87), public works 
and highways (mean=4.21, SD=0.84), 
and drug abuse (mean=4.32, 
SD=0.79). 

The respondents also reported 
higher-good interactions with other 
voters (mean=3.24, SD=1.08) than 
bad interactions (mean=2.07, 
SD=1.41). Likewise, they also 
reported higher-good interaction 
with election candidates (mean=2.53, 
SD=1.52) than bad interaction 
(mean=1.64, SD=1.46). They also 
reported seeing election candidate 
misconduct (mean=3.85, SD=1.12) 
and political party posts (mean=4.15, 
SD=1.13). Moreover, one out of eight 
respondents also reported that they 
will participate in the next election 
(n=167, 83.50%).  

 
TABLE 1. Descriptive statistics of 
sociodemographic characteristics, social 
media use, political agenda, social media 
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interaction, and election participation among 
the respondents (n=200) 

Sociodemograp
hic 
characteristics 

Mean/
Freque

ncy SD/% 
Age 18.34 0.91 

Sex   
male 83 41.50 

female 117 58.50 

Sexual 
orientation   
heterosexual 
cisgender 

145 72.50 

LGBTQ+ 55 27.50 

Highest 
educational 
attainment   
Primary 
education 

3 1.50 

Junior high 
school 

30 15.00 

Senior high 
school 

148 74.00 

Bachelor's degree 18 9.00 

Master's level 1 0.50 

Religion 
  

Catholic 168 84.00 

Non catholic 32 16.00 

Household 
income   
less than Php 10 
967 

14 7.00 

between PhP 
10,957 to PhP 
21,914 

16 8.00 

between PhP 
21,914 to PhP 
43,828 

35 17.50 

between PhP 
43,828 to PhP 
76,699 

36 18.00 

between PhP 
76,699 to PhP 
131,484 

48 24.00 

between PhP 
131,483 to PhP 
219,140 

23 11.50 

at least PhP 
219,140 

28 14.00 

Social  media 
use 

  

Facebook 2.22 2.09 

Twitter 2.28 2.75 

Instagram 1.87 1.78 

Youtube 3.30 3.22 

TikTok 2.34 2.77 

Pinterest 0.50 0.75 

Agenda   

Agriculture 4.57 0.60 

Corruption 4.81 0.46 

Drug Abuse 4.32 0.79 

Economics 4.61 0.60 

Education 4.87 0.35 

Employment 4.80 0.46 

Energy Sector 4.34 0.73 

Environment 4.77 0.47 

Health 4.92 0.34 

Foreign Policy 4.38 0.70 

ICT 4.41 0.72 

Law and Order 4.74 0.58 

Poverty and 
Social Welfare 

4.88 0.40 

Public Works and 
Highway 

4.21 0.84 

Science and 
Technology 

4.54 0.66 

Tourism 4.04 0.87 

Transportation 4.62 0.60 

Social media 
political 
interaction 

  

Good interaction 
with other voters 

3.24 1.08 

Bad interaction 
with other voters 

2.07 1.41 

Good interaction 
with election 
candidate 

2.53 1.52 

Bad interaction 
with election 
candidate 

1.64 1.46 

Political party 
post 

4.15 1.13 

Election 
participation   
Election 
participation 

167 83.50 
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Regression model summaries 
 This study utilized a 
regression model with election 
participation as the dependent 
variable while sociodemographic 
characteristics, social media use, 
political agenda, and social media 
interaction were used as predictors. 
Table 2 showed that the model 
predictors had collective significance 
in determining the variation of 
election participation, x2(34)= 
49.722, p <.04). The R square of the 
model can also be used to determine 
the variance accounted for by the 
model predictors. In this regard, this 
model showed an R square of 0.220 
to 0.372. Given these, it can be 
assumed that the variation accounted 
for by the model used to determine 
the odds of election participation 
among the respondent was 22.0% to 
37.2%. 
 
TABLE 2. Model summary 
Cox & 
Snell R 
Square 

Nagelkerke 
R Square 

Chi-
square 

Sig. 

0.220 0.372 49.722 0.04 

 

Association of election participation 
with sociodemographic 
characteristics, social media use, 
political agenda, and social media 
interaction among the respondents 

This study found that election 
participation had no significant 
association with the 
sociodemographic characteristics. 
Among the social media applications 
that may influence behavior, it was 
found that those who had higher use 
of TikTok may have higher odds of 
election participation (OR=1.455, 
95%CI [1.079, 1.962], p .014). On the 
other hand, the findings revealed that 
respondents who found that 

agriculture (OR=0.287, 95%CI 
[.0.083, 0.99], p .049), education 
(OR=0.523, 95%CI 0.086, 3.162], p 
.048), and law and order (OR=0.161, 
95%CI [0.037, 0.706,], p .015) as 
important political agenda had lower 
odds of election participation.  

In terms of social media 
interaction, it seemed that 
interactions with other voters 
whether good or bad did not affect 
election participation among the 
respondents (p >.05). Contrastingly, 
seeing political party post increase 
the odds of election participation by 
almost twice (OR=1.732, 95%CI 
[1.093, 2.744] p .019) while those 
who had a higher bad interaction 
with political candidates had lower 
odds of political participation 
(OR=0.523, 95%CI [0.282, 0.968], p 
.039). 

 
TABLE 3. Association of election 

participation with sociodemographic 

characteristics, social media use, political 

agenda, and social media interaction among 

the respondents 

 OR Sig. 

Socio-

demographic 

characteristics   

Age 0.812 0.626 

Sex   

male Referent  

female 0.999 0.998 

Sexual 

orientation 

  

heterosexual 

cisgender 

Referent  

LGBTQ+ 2.267 0.191 

Highest 

educational 

1.23 0.531 
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attainment 

Religion   

Catholic Referent  

Non catholic 4.007 0.169 

Household 

income 

1.22 0.262 

Social  media 

use 

  

Facebook 0.902 0.459 

Twitter 1.174 0.265 

Instagram 1.249 0.325 

Youtube 0.94 0.401 

TikTok 1.455* 0.014 

Pinterest 0.847 0.663 

Agenda   

Agriculture 0.287* 0.048 

Corruption 2.478 0.177 

Drug Abuse 0.496 0.119 

Economics 2.308 0.161 

Education 0.523* 0.48 

Employment 1.327 0.643 

Energy Sector 2.215 0.167 

Environment 3.288 0.086 

Health 1.873 0.482 

Foreign Policy 0.78 0.666 

ICT 0.669 0.500 

Law and Order 0.161* 0.015 

Poverty and 

Social Welfare 

1.688 0.525 

Public Works 

and Highway 

1.023 0.964 

Science and 

Technology 

0.958 0.935 

Tourism 0.733 0.429 

Transportation 1.74 0.304 

Social media 

political 

interaction 

  

Good 

interaction with 

other voters 

1.084 0.768 

Bad interaction 

with other 

voters 

1.489 0.088 

Good 

interaction with 

candidates 

1.26 0.350 

Bad interaction 

with candidates 

0.523* 0.039 

Political party 

post 

1.732* 0.019 

 

 

Discussion 
This study found that 

sociodemographic factors have no 
association with the odds of political 
participation. This lack of association 
suggests that the election is of 
concern to all young adults who are 
eligible to vote regardless of age, sex, 
educational attainment, religion, 
household income, and place of 
residence (McClendon, 2017). 

 TikTok may influence the 
political participation of young adults. 
This may be because its video content 
is short, easy to comprehend, and 
highly immersive, with its main aim 
to capture the attention of users for 
as long as possible. Likewise, it is 
easier for the users to get information 
immediately (Montag, 2021). 
Nowadays, scholars and political 
observers in Southeast Asia are 
concerned about public opinions 
circulating on social media as three 
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countries — the Philippines, 
Malaysia, and Indonesia — prepare 
for elections (Jalli, 2022). As the most 
popular app in Southeast Asia, TikTok 
might now be used as a new strategic 
instrument by propagandists to 
promote a media narrative during the 
election period (Jalli, 2022). This may 
be because TikTok has special 
qualities that allow propaganda to 
reach a wider audience, as its 
content-sharing methodology is 
different compared to its 
predecessors, focusing on the 
substance rather than the number of 
followers. According to Cervi et al., 
(2021), it is often used to promote 
particularly, in political matters due 
to its effectiveness in enticing users 
through entertainment and emotional 
appeal. With the political nature of 
TikTok in mind, this further supports 
our finding that the more time people 
spend on it, the more likely they are 
to participate in the election. For the 
upcoming 2022 Presidential 
elections, TikTok has partnered with 
the Commission on Elections 
(COMELEC) to provide reliable and 
easy information with the goal of 
educating voters and advocating 
voter participation (Malasig, 2021).  

The findings also suggest that 
there is a relationship between 
political participation and 
interactions with political parties 
among young adult Filipinos. Those 
with bad interactions showed lower 
odds of political participation. 
Cantoni & Pons (2020) previously 
found that direct connection and 
interaction between candidates and 
inactive voters did not result in any 
major impacts. However, with effort, 
these interactions significantly 
increased the number of votes they 
received from active voters. Thus, this 

implies that voters take the efforts 
that the candidates show into 
consideration when they are 
persuaded to vote for them. These 
efforts included door-to-door visits of 
candidates on the doorsteps of 
voters’ homes. Voters were then 
swayed due to the devotion shown in 
these actions which are clear positive 
interactions. 

Moreover, younger 
generations are less interested in 
agriculture due to the sector being 
underappreciated, decreasing 
contribution to the GPD of the 
country, and migration of young 
workers from the Philippines (Asis, 
2020). In education, on the other 
hand, older people are more likely to 
participate in elections rather than 
younger people with high educational 
attainment (Democratic Audit, 2010). 
In terms of law and order, Edre Olalia 
(President of NUPL) claims that there 
is something wrong with the 
country’s justice system, which does 
not help the comfort of the public in 
having confidence in law and order 
(Añago, 2021). In terms of education, 
according to a study conducted in 
Cebu, Philippines, Cebuano voters 
who were high school and college 
graduates require more from political 
candidates and have higher standards 
in comparison to those who were 
vocational and elementary graduates 
(Ereno & Langoyan, 2016). Thus, it is 
suggested that these agendas are not 
given much attention nor make young 
adult voters interested as they have 
stringent standards, 
underappreciated fields, and a lack of 
trust in these political agendas. 
Hence, political agendas such as 
agriculture, education, and law and 
order have lower odds of affecting 
political participation.  
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CONCLUSION 

Overall, this study showed that 
there is no correlation between the 
sociodemographic factors of the 
participants and their election 
participation. As for social media use, 
young adults who had high usage of 
Tiktok were more likely to participate 
in the elections. The same goes for 
social media interactions with the 
candidates wherein good interactions 
results in higher odds of participation 
and vice versa. Therefore, it can be 
taken from the study that social 
media campaigning affects the 
participation of the voters. It suggests 
that using TikTok for political 
purposes is rampant as it now plays a 
role in the election campaigns of 
various candidates. 

 
Limitations 

Since the population pool for 
the online questionnaire survey was 
narrowed down by convenience 
sampling, the results had limited 
generalizability. There might also be 
a selection bias because the sample is 
not completely randomized. Since 
there were a limited number of 
participants and the study utilized 
convenience sampling, the findings 
may not be generalizable to the 
general population. Since the 
questionnaire was also uploaded 
through online forms, the study was 
not able to represent those who do 
not have online access since the 
survey questionnaire can only be 
accessed online. 

 
Recommendations 

This research could be further 
expounded upon by filling in the 
numerous gaps present in this study.  
First is the information regarding 

location of voters, which could have 
been potentially utilized to explore 
the relationship between the 
surroundings of voters and their 
behaviors and opinions. The 
environment of the individual and the 
people around them, and 
expectations can posit pressure on 
people to do a certain behavior and 
participate in important decision-
making (Rogers et al., 2017). Second 
is the potential extension of the 
research regarding why these 
respondents choose to believe the 
information that are presented to 
them on social media. This could be 
explored by asking comprehensive 
questions about whether the 
principles and political beliefs of the 
respondent’s family or peers had an 
effect on their political stance and 
political participation. This is an 
important facet to consider because 
the identity of a political party that 
their parents support is generally of 
interest to children and young adults 
and their identity will be a part of the 
child's life for the rest of their life 
(Turan & Tiras, 2017). Lastly, another 
possible research focus related to this 
study, could be on the importance of 
the relationship between social media 
participation and the social 
responsibility of individuals in voting. 
According to Hruska & Maresova 
(2020), the rise of social media usage 
opens a lot of opportunities for 
communication and interaction yet, it 
also opens opportunities for 
exploring patterns within it. This 
could imply that there is a clear 
influence present on social media 
platforms. However, there must also 
be additional analysis on how the 
influence present exists and how it is 
able to impact individuals. This focus 
could aim to answer the question on 
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whether these potential impacts 
provide positive or negative effects 
on the voting behavior or electoral 
participation of individuals. 
Furthermore, exploring this topic or 
research can also be further utilized 
to shed light on the matters of 
impacts of technology on the political 
environment.  
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