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Abstract 

Ever since the invention of the transistor in the mid 20th century the information and 

communication technologies having been growing at a rapid pace, both in terms of their 

capabilities and proliferation. Each new technology causes as much excitement about its 

potential to better human lives as it does consternation about the challenges it might pose to the 

existing order. It is often argued that the most obvious and potent form of political participation 

is participating in the democratic voting process. The youth despite being politically active on 

the internet are often found lacking in translating this activism into actual voting. This study 

seeks to understand the factors that contribute to the young persons’ voting behaviour and the 

importance of social media in this behavior. Factors such as political efficacy, and political 

participation contribute to motivation. An understanding of these factors in conjunction with the 

media environment, of which social media is a part, will help us develop an understanding the 

political efficacy and political participation of the youth and the role played by social media.  

This research paper is an attempt to understand the role and influence of social (and other) 

media on political efficacy and political participation of youth. Also, this study is an attempt to 

find weather political efficacy is in direct relationship with political participation.   

 

Key words: Social Media, Mass Media, Political Efficacy, Political Participation 

 

1. Introduction 

“Democracy is not merely a form of government. It is primarily a mode of associated living, of 

conjoint communicated experience. It is essentially an attitude of respect and reverence towards 

fellow men,” said B. R. Ambedkar. This quote from Ambedkar describes the essentiality of 

democracy to human life beyond the political structure of a society the human being lives in. A 

2018 report by the Economist newspaper covering 167 countries reported “full”, “flawed” or 

“hybrid” democracies in barely 114 countries, the others being authoritarian states. In 39 out of 

114 countries with formal democracies, the report cites tendencies undermining the democratic 

setup (The Economist, 2018). This is where one remembers Lee H. Hamilton’s words where he 
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cautions, “Our democracy is not a product but a continual process. It is preserved not by 

monuments but deeds. Sometimes it needs refining; sometimes it needs amending; sometimes it 

needs defending. Always, it needs improving.” 

Social media includes a vast array of applications and services which forever keep evolving. In 

this light the scope and expanse of social media also keeps evolving which makes it difficult to 

precisely define social media. Therefore this study employs the term social media with reference 

to a mix of concepts proposed by scholars and generally agreed upon by the social media users 

and researchers. Thus, for the purpose of this study social media refers to internet-based 

applications and services that “employ mobile and web-based technologies to create highly 

interactive platforms via which individuals and communities share, co-create, discuss, and 

modify user-generated content” (Kietzmann, Hermkens, McCarthy, & Silvestre, 2011, p. 241). 

Features common to these platforms include: social media are built on interactive Web 2.0 

Internet-based applications; host user-generated content; have service-specific user profiles; 

facilitate online social networks by individuals and groups (Obar & Wildman, 2015). 

The social media has made available a democratic platform for political debate to the people at 

large. The Pew Research Center found that Americans use the Internet for political news and 

discourse because it makes it easier to connect with other citizens who have similar political 

views. In fact the study found that despite the fact that the over saturation of political content on 

the social media had left over a third respondents frustrated with social media, “some users – 

especially those with high levels of political engagement – enjoy talking, debating and posting 

about political issues on social media” 

The social media while being hailed as the harbinger of greater participation is also facing a 

growing criticism for promoting low involvement arm-chair activism. Variously referred to as 

slacktivism, hashtagactivism or clicktivism, this phenomenon is characterised by low-cost 

engagement, in terms of physical effort, money, emotional capital, or personal risk, in place of 

real world actions. This growing phenomenon has been studied by communication and political 

scientists extensively (Howard, Savage, Saviaga, Toxtli, & Monroy-Hernández, 2016; Cabrera, 

Matias, & Montoya, 2017; Stetka & Mazak, 2007; Glenn, 2015; Rotman et al., 2011). The young 

generation is often considered to be more prone to slacktivism.   

It is often argued that the most obvious and potent form of political participation is participating 

in the democratic voting process. The youth despite being politically active on the internet are 

often found lacking in translating this activism into actual voting. This study seeks to understand 

the factors that contribute to the young persons’ voting behaviour and the importance of social 

media in this behaviour. As explained in chapters 2 and 3 motivation to vote along with the 

intention to vote are important constituents of the voting behaviour. Factors such as political 

efficacy, political participation and belief in electoral process further contribute to motivation. 

An understanding of these factors in conjunction with the media environment, of which social 

media is a part, will help us develop an understanding the voting behaviour of the youth and the 

role played by social media in this behaviour.  

 

Pramana Research Journal

Volume 9, Issue 6, 2019

ISSN NO: 2249-2976

https://pramanaresearch.org/821



2. Review of literature 

The tradition of inquiry into effects of communication on political participation, voting 

behaviour, political beliefs and attitudes has a decades old history; older than the inquiry is the 

practice of using communication and media to reach out to the people. Tracing the history of 

such a phenomenon is an endeavour is akin to tracing the history of the evolution of human 

society and is beyond the scope of this study. Even the modern era of mass media since the 

advent of the printed press, to the broadcast radio, television, cinema, and the latest ICTs, 

encompasses a vast range of subjects and themes that relate to the interplay between media and 

politics; from the purpose of political communication to the approach, from propaganda and 

public opinion to campaigns and social marketing, from media mix and media characteristics to 

the audience and their characteristics, from message to the actors, the umpteen number of 

variables and constructs along with their various interpretations make even a casual perusal of 

the concepts and inquiry a formidable task, again, beyond the scope of this work.  

Modern scholars, legal luminaries and political scientists alike, place participation as the 

“foundational virtue” of a democratic set-up, and voting as the “most fundamental” right. 

Douglas (2013) states very aptly –  

When a group of citizens collectively elects its representatives, it affirms the notion that we 

govern ourselves by free choice. An individual's right to vote ties that person to our social order, 

even if that person chooses not to exercise that right. Voting represents the beginning; everything 

else in our democracy follows the right to vote. (p. 81) 

2.1 Situating Participatory Behaviour in Democracy 

Long before the ideals of liberty, equality and fraternity became the foundation of the 

Western societies, and a cherished dream for the rest of the world to follow, at a time when 

monarchies ruled the greatest number of populations in the name of the God, John Locke laid the 

founding principles of what was later to be identified as the founding principles of many a 

democracy around the world. In his 1690 Two Treatises of Government, Locke argued that the 

natural state of all men to be in is “a state of perfect freedom to order their actions, and dispose 

of their possessions and persons, as they think fit, within the bounds of the law of nature, without 

asking leave, or depending upon the will of any other man” (Sec.4). He further explains that the 

only condition where a person forgoes his “natural liberty” and subjects oneself to the rules of 

the society is “by agreeing with other men to join and unite into a community for their 

comfortable, safe, and peaceable living one amongst another” (Sec. 95); and thenceforth the 

person “puts himself under an obligation, to every one of that society, to submit to the 

determination of the majority, and to be concluded by it” (Sec. 97). Locke, though, does not 

specifically talk about democracy, his, perhaps, is the first modern explication of the political 

arrangement of a civil government granting rights to an individual and freedom to choose, and 

even replace the government. 

2.2 Political Participation, Efficacy, Behaviour and Voter Turnout 

 DeCotiis & LeLouarn (1981) situate instrumentality perceptions (equated with political 

participation in this study), behavioral intent and actual behaviour as predictors of voting 
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behaviour. This framework was used in this study to construct the concept of voting behaviour in 

the present study (explained in sections 2.7 and 3.5 later in this study). DeCotiis & LeLouarn 

could predict in excess of 75% of the votes from knowledge of the respondent's instrumentality 

perceptions alone leading to the conclusion of an overwhelming importance of instrumentality 

perceptions in the determination of voting behaviour.  

 Based on a study of lower and upper secondary students across ten countries, Schulz 

(2005) found that expectation of future political participation of the students has a direct 

relationship with their perceived political efficacy. However, the students, if they lose confidence 

in responsiveness of the political system, are less likely to participate in be politically active in 

adult life. This study also found that a directly proportionate relationship between self-

confidence and political efficacy. However, a more recent study (cf. Helal & Hamza, 2015) did 

not find any correspondence between correlation between political efficacy and voting 

behaviour.  

Based on the Theory of Planned Behaviour, Reichert (2016) evaluated the relationship 

between political knowledge, political self-efficacy, and political participation. The study found 

that political knowledge has a direct relationship with political self-efficacy which in turn bears 

positively on conventional political participation, thus, concluding that internal political efficacy 

mediated by political knowledge has a direct effect on political participation. Similarly, Munir 

(2018) reported that young voters with better political knowledge showed better political 

participation (i.e. politically efficient and active) in gaining political information. 

In a study of the Internet-active American public, Sharoni (2012) found a direct 

relationship between trust in the government and political efficacy. Based on a 2x2 matrix of 

high and low trust and efficacy, Sharoni postulated a political efficacy and trust in government 

typology – High political efficacy and high trust people were labelled as “The Empowered 

American Citizen;” high efficacy and low trust, “The Engaged Grassroots Activist;” low efficacy 

and high trust, “The Complacent American Citizen;” and low efficacy and low trust people were 

labelled as “The Politically Alienated American” (p. 133). Sharoni found a direct positive 

correlation between online political engagement and political efficacy and trust on the 

government. Trust on the government was found to be a predictor of voting behaviour and 

turnout (Holbrook, Krosnick, Visser, Gardner, & Cacioppo, 2001; Cox, 2003). 

2.3 Communication and Participation  

Participation means the act of taking part in something, and political participation means 

the act of taking part in politics. This participation, in a democratic set-up can take up several 

forms: Political participation refers to voluntary activities undertaken by the mass public to 

influence public policy, either directly or by affecting the selection of persons who make 

policies. Examples of these activities include voting in elections, helping a political campaign, 

donating money to a candidate or cause, contacting officials, petitioning, protesting, and working 

with other people on issues. (Uhlaner, 2001, p. 11078) 

Conge (1988) after an extensive review of the definitions of political participation warned 

that the range of actions covered under the by various scholars had become “greatly inflated” as 
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a result of which the concept “risks becoming indeterminate.” Based on this review, the proposed 

definition of political participation as “individual or collective action at the national or local level 

that supports or opposes state structures, authorities, and/or decisions regarding allocation of 

public goods”, excluded “behavior outside the realm of government.” The actions could be 

“verbal or written”, “violent or nonviolent” and of “any intensity” (p. 247).  

2.4 Media, political affiliation and political efficacy 

In continuation of the studies into reciprocity between media and political participation 

and electoral participation, the effects of the use of the Internet in general and social media in 

particular too have been an area of intense research. This section begins with a definition of 

social media proposed by Howard & Parks Howard & Parks (2012) – 

Social media consists of (a) the information infrastructure and tools used to produce and 

distribute content that has individual value but reflects shared values; (b) the content that takes 

the digital form of personal messages, news, ideas, that becomes cultural products; and (c) the 

people, organizations, and industries that produce and consume both the tools and the content. – 

p. 4 

The Internet-based news and information resources along with the online discussions 

“strongly influence civic and political participation” and such influence is more prominent that 

the influence of the conventional mass media such as the newspapers and television, and 

surprisingly, even interpersonal communication (Shah, et al., 2007). In their study Wellman, 

Haase, Witte, & Hampton (2001) claimed that the Internet use encourages civic engagement 

because by enabling access to on-demand information, faster news, diversity of perspectives, and 

in-depth knowledge about important subjects. Housholder & Lamarre (2015) found that the 

likelihood of voters’ political participation gets “dramatically” enhanced due to engagement with 

a political campaign on social media. Xenos, Macafee, and Pole (2015) conducted “a systematic 

analysis” of how the response of the users varies in response to the campaign messages on 

Facebook. They found that tone, timing, and content of posts to be significantly related to how 

users’ “likes” and comments.  

Exploring the potential of the Internet to increase political participation in Thailand, 

Meesuwan (2016) found that the Internet users were more likely to “contact news media to solve 

their problems with government officials or policies, and to get together with others to raise an 

issue or sign a petition” (p. 57), Zúñiga, Diehl, & Ardévol-abreu (2017) government efficacy 

leads to news consumption which in-turn leads to political participation. Sharoni (2012) found a 

direct positive correlation between social media use for political engagement and political 

efficacy, and between social media use for engaging with the government and trust. Studying the 

use of social media by young adults in 2014 General Election in Indonesia Rahmawati (2014) 

concluded that there is a high correspondence between the use of social media for political 

activities and political efficacy, political participation, and political knowledge. Exploring the 

use of social media by the youth in the Scottish Independence Referendum 2014 for campaign 

information and its subsequent influence on voting choice, Munir (2018) found a direct influence 

of social media on voting choice. An experimental study on using social media reminders, a la 
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Get Out The Vote, for voter turnout, demonstrated “substantial increases” in voter which the 

researcher claims was “greater than that usually produced by face-to-face methods” (Haenschen, 

2016). However, the fact that the political interaction used for the methodology involved the 

volunteers tagging their own contacts on Facebook, takes away the campaign using social 

networking in its true sense, and ended up using a social media channel for interpersonal 

messaging. Moeller, Kühne, & De Vreese's (2018) six-month long assessment of exposure to 

news on relevant topics, online and offline, concluded that online news positively affected voter 

turnout while the offline news consumption did not.  

 

3. Statement of the Problem and Objectives 

This study aims to explore how the social (and other) media affect the political efficacy and 

political participation of the youth of Himachal Pradesh. 

i.To explore the importance of social media, in comparison to other media, as a source of 

campaign information. 

ii.To find out the constituents of political efficacy and political participation,  

iii.To determine the effect of perceived importance of social (and other) media on political efficacy 

and political participation. 

 

4. Research hypothesis 

H11: Social media is perceived as the most important source of campaign information. 

H12: There is a significant relationship between the perceived importance media as sources of 

campaign information and political efficacy 

H13: There is a significant relationship between the importance of media as information source 

and political participation. 

H14: There is a significant relationship between efficacy and political participation 

 

5. Research methodology and conceptual framework 

A quantitative research design was developed for this study using quantitative 

methodologies. Both primary and secondary data were used for this study. Primary quantitative 

data was collected using the survey method and was analysed using descriptive statistics with 

IBM SPSS 20.0. The primary data was collected using questionnaire. Descriptive and inferential 

statistics were used for data analysis. 

All young persons between 18 and 29 years of age, studying in institutes of higher learning in 

Himachal Pradesh and are eligible voters constituted the population for this study 

Cluster sampling was used to draw the sample to benefit the study with the advantages offered 

by probability sampling. 
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5.1 Concepts and Constructs Developed for the Study 

In brief, the key concepts used in the study and their inter-relationships are as follows: 

Voting Behaviour = Motivation to Vote  

(I) 

+ Intention to Vote 

(II) 

+ Actual Behavior 

(III) 

 

Where, 

 

   

Motivation to Vote (I) = Expectancy 

I(A) 

+ Instrumentality 

Perception  

I (B) 

+ Electoral     

Valence 

I (C) 

 

(II) Intention to Vote  

 

(III) Actual Behaviour  

Also, 

I(A) Expectancy = Political Efficacy 

 

 = Self Efficacy + Goal Difficulty + Perceived 

Control 

 

 = Internal Political 

Efficacy 

+  External 

Political Efficacy 

(Goal Difficulty) 

+  External 

Political Efficacy 

(Control) 

 

I(B) Instrumentality 

Perception 

 

= Political Participation 

I(c) Electoral Valence  

 

Presented below are the scales used for measurement of these constructs.  

Political Efficacy. The political efficacy scale consisted of 15-items; comprising six 

items for internal political efficacy, three items for external self efficacy (goal difficulty 

dimension) and six items for external self efficacy (perceived control dimension). These items 

were measured using a five-point Likert-type scale with respondents rating each item as follows: 

 Items with positive valence: ‘Disagree Strongly’ – 1; ‘Disagree’ – 2; ‘Can’t Say’ – 3; 

‘Agree’ – 4; and ‘Agree Strongly’ – 5; 

 Items with negative valence: ‘Agree Strongly’ – 1; ‘Agree’ – 2; ‘Can’t Say’ – 3; 

‘Disagree’– 4; and ‘Disagree Strongly’ – 5. 
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The political efficacy scale, used for the study is presented below: 

Categories Sr. Items Valence 

Internal Self 

Efficacy 

1 Well qualified to participate in politics Positive 

2 Have a good understanding of the political issues of our 

country 

Positive 

3 Could do as good a job in public office as most other people Positive 

4 Better informed about politics and government than most Positive 

5 I can persuade others to agree with my political views Positive 

6 I can mobilize other people to engage in politics. Positive 

External Self 

Efficacy (Goal 

Difficulty 

Dimension) 

7 Leaders in govt. care very little about opinions of people Negative 

8 Political power rests with a few, very little power with others Negative 

9 
Politicians quickly forget the needs of their voters 

Negative 

External Self 

Efficacy 

(Perceived 

Control 

Dimension) 

10 Debates cannot solve political problems without electoral 

participation 

Positive 

11 Many legal ways for citizens to influence govt. actions Positive 

12 Public officials don't care much, what people like me think Negative 

13 People like me can't influence govt. functioning Negative 

14 Govt/politics too complicated for me Negative 

15 Others vote, so it's ok if I don't Negative 

 

Political Participation. This construct Political participation was measured using a 25-

item scale based on scale developed by Kalaycioglu & Turan (1981) and a pilot study to 

determine the relevance of each item.  The scale items were binary in nature, i.e. “yes’ or “no’ 

replies were sought. The scale-items were as follows: 

Sr. No.  Item 

1 initiated a petition for a social/ political cause 

2 collected signatures for a social/ political cause 

3 mobilised people for social/political cause 

4 written a letter for a social/political cause 

5 met govt official for social/ political cause 

6 contacted the media for a social/political cause 

7 contacted judicial body for a social/political cause 

8 contacted NGO for a social/political cause 

9 contacted politician for a social/political cause 

10 undertook protest/demo for social/political cause 

11 engaged in boycott of product/person/issue 

12 collected money for a social/political cause 

13 carried a banner/poster/badge/button for social/political cause 
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14 been member of organisation/involved in problem-solving 

15 undertook party-work for any political party or candidate 

16 promoted political/social cause on political forum/social media 

17 been a member of a political party 

18 attended a political or election meeting 

19 been a candidate for any post 

20 raised money for political cause/party/candidate 

21 tried to persuade others on how/why/who to vote for 

22 worked for a candidate/ party during campaign 

23 voted in the last general elections 

24 voted in the last assembly elections 

25 voted in the last local-body elections 

 

6. Data Analysis 

6.1: Socio-Demographical Variables 

Table 6.1.1 

Demographic Profile of Respondents 

Demographical 

Variables 

Categories Frequency 

 

Gender 

Male 232 

Female 223 

 

Age Group (in years) 

18-21 yrs 94 

22-25 yrs 241 

26-29 yrs 120 

 

 

Education 

10+2 123 

Graduate 205 

Post-Graduate 127 

 

 

Income Group-wise 

Poor 40 

EWS 114 

LIG 208 

MIG 93 

 

Background 
Urban 225 

Rural 230 

 

 

 

Parliamentary 

Hamirpur 103 

Kangra 111 

Mandi 109 

Pramana Research Journal

Volume 9, Issue 6, 2019

ISSN NO: 2249-2976

https://pramanaresearch.org/828



Constituency  Shimla 132 

Total Respondents = 455 

 

6.2: Media and Campaigns. 

 This section represent the mean scores of the importance of various media as a source of 

information about campaign issues in the last elections on a scale of 1 to 10, where 1 represents 

extremely unimportant and 10 represents extremely important. The responses were sought from 

455 respondents on their perception of importance of each medium as a source of information 

about campaign issues in the last elections in which they were eligible to vote. 

Table no. 6.2.1 

Importance of Mass Media as Source of Campaign Information 

 Television Radio Newspapers Magazines 

Mean 8.00 5.83 8.34 6.06 

N 455 455 455 455 

Std. Dev. 2.08 2.49 1.87 2.64 

 

Table no. 6.2.1 above shows the mean scores of the importance of mass media as a source of 

information about campaign issues in the last elections. It was observed that the newspapers 

were accorded the highest importance with a mean score of 8.34 (SD = 1.87), followed by 

television, M = 8.00 (SD = 2.08), magazines, M = 6.06 (SD = 2.64) and radio, M = 5.83 (SD = 

2.49).  

Table no. 6.2.2 

Importance of Social Media as Source of Campaign Information 

 Microblogging SNS Content  

Sharing 

Blogs 

Mean 6.05 7.65 7.15 5.73 

N 455 455 455 455 

Std. Dev. 2.73 2.17 2.46 2.59 

 

Table no. 6.2.2 above shows the mean scores of the importance of social media as a 

source of information about campaign issues in the last elections. It was observed that the SNS 

(social networking sites) were accorded the highest importance with a mean score of 7.65 (SD = 

2.17), followed by content sharing, M = 7.15 (SD = 2.46), microblogging, M = 6.05 (SD = 2.73) 

and blogs, M = 5.73 (SD = 2.59).  
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Table 6.2.3 

Paired Sample t-test for Difference of Means of Importance of Social Media and 

Traditional Media as Source of Campaign Information 

 Paired Differences t df Sig. 

(2-tailed) Mean Std.  

Dev. 

S.E.  

Mean 

95% C.I. of Diff. 

Lower Upper 

Social Media –  

Traditional Media 
.29 1.74 .08 .13 .45 3.52 454 .00 

 

The mean scores for the perceived importance of social media and traditional media were 

calculated and compared. The mean score of traditional media was calculated as the average of 

the mean scores of mass media, outdoor media, group communication and personal 

communication. As per Table 6.2.3, the social media (M = 6.65, SD = 1.96, N = 455) was 

perceived as more important source of campaign information than the traditional media (M = 

6.36, SD = 1.57, N = 455). The paired difference t-test for difference of means for importance of 

social media and traditional media as sources of campaign information reveals a statistically 

significant t-value, t(454) = 3.52, p = .00 (p < .05). Thus, research hypothesis ‘H11,’ social media 

is perceived as the most important source of campaign information, was confirmed.  Social 

media was perceived as a significantly more important source of campaign information as 

compared to all other traditional media combined by the Himachali youth.  

 

 

 

6.3 Media and Political efficacy 

Table no. 6.3.1 

Sample Statistics (Political Efficacy) 

 Internal  

Self- 

Efficacy 

External  

Self-Efficacy  

(Goal Difficulty) 

External  

Self-Efficacy 

(Control) 

External  

Self-  

Efficacy 

Political  

Self-  

Efficacy 

(a) (b) (c) (b+c)/2 (a+b+c)/3 

Mean 3.64 1.73 3.92 2.83 3.10 

Std. Dev. .81 .70 1.62 .91 .61 

S.E. Mean .04 .03 .08 .04 .03 

 

As it can be observed from Table no. 6.3.1 above, on a scale of 1 to 5, the mean scores of 

internal self-efficacy, external self-efficacy (control) and political efficacy were high, whereas 

the means of external self-efficacy (goal difficulty) and external self efficacy were low. It is 

obvious that the external self efficacy was low mainly due to external self efficacy being (goal 

difficulty) being extremely low. This can be attributed to the fact that the three items constituting 

this variable had negative valence.  
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Table no. 6.3.2 

Frequency Distribution of Respondents in Low and High Efficacy Groups 

 Internal  

Self-Efficacy 

External  

Self-Efficacy 

Political  

Efficacy 

Frequency Percent Frequency Percent Frequency Percent 

Low 122 26.8 298 65.5 226 49.7 

High 333 73.2 157 34.5 229 50.3 

Total 455 100.0 455 100.0 455 100.0 

One-sample Chi-

Square Test 

Asymptotic Sig.  

.00 .00 .89 

 

Upon classification into ‘low’ and ‘high’ categories, and a non-parametric one sample 

Chi-Square analysis (Table no. 6.3.2), it was observed that a significantly large proportion (p = 

.00) of respondents had high internal self-efficacy (73.2%) than those with low (26.8%). On the 

contrary, a significantly higher proportion (p = .00) of respondents had low external self-efficacy 

(65.5%) than those with high (34.5%). There were approximately equal proportion of 

respondents with high (49.7%) and low political efficacy (50.3%), p = .88 (p > .05).   

To determine the effect of importance given by the respondents to various media – 

traditional media (mass media, outdoor media, group communication and personal media) and 

social media on political self efficacy, the mean political efficacy scores of respondents 

categorised on the basis of low, medium and high importance were compared using one-way 

ANOVA. 

Table No. 6.3.3 

ANOVA (Influence of Importance to Media on Political Self Efficacy) 

Importance  

given to... 

 ANOVA 

Sum of 

Squares 

df Mean 

Square 

F Sig. 

Mass Media 
Between groups 2.35 2 1.177 3.22 .04 

Within groups 165.36 452 .37   

Outdoor Media 
Between groups .72 2 .36 .98 .38 

Within groups 166.99 452 .37     

Group Communication 
Between groups .00 2 .00 .01 1.00 

Within groups 167.71 452 .37     

Personal Media 
Between groups 3.08 2 1.54 4.23 .02 

Within groups 164.63 452 .36     

Traditional Media 
Between groups 2.32 2 1.16 3.18 .04 

Within groups 165.39 452 .37     

Social Media 
Between groups 1.67 2 .84 2.27 .10 

Within groups 166.04 452 .37     
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Table no. 6.3.3 above show that there were significant between-group difference in the 

political efficacy of the 455 respondents giving different levels of importance to various mass 

media, personal media and traditional media. It may be recalled that traditional media for the 

purpose of this study includes mass media, outdoor media, group communication and personal 

media. Therefore, a deeper analysis of the effect of importance accorded to traditional and social 

media on political efficacy are studied here.  

A highly significant F-value suggests that there was a considerable effect of the 

importance given to traditional media on political efficacy of respondents, F(2, 452)  = 1.16, p = 

.04 (p < .05). However, a non-significant F-value suggests that there was no effect of the 

importance given to social media as source of campaign information on political efficacy of 

respondents, F(2, 452)  = 1.67, p = .10 (p > .05). Thus, research hypothesis ‘H12,’ there is a 

significant relationship between the perceived importance media as sources of campaign 

information and political efficacy, was rejected. 

It may be concluded that the importance given by the electorate to various media, 

including social media, does not impact the perception of their political efficacy. This may be 

attributed to a possibility that the election campaigns using any medium, while may focus on 

political issues, do not focus on building or enhancing the political efficacy of the electorate.  

 

6.4 Political participation descriptives 

The political participation was measured through a 25-item binary scale (No = 1, Yes = 2).  The 

scale-items were selected on the basis of literature review and a pilot study to determine the 

relevance of each item.   

Table 6.4.1 

Descriptive Statistics for the 25-Item Political Participation Scale 

Ite

m 

No. 

Item Mea

n 

Std.  

Dev. 

Ske

w 

ness 

Kurt

- 

osis 

Comm

-

unaliti

es 

1 initiated a petition for a social/ political cause 1.35 .48 .64 -1.59 .89 

2 collected signatures for a social/ political cause 1.41 .49 .38 -1.86 .32 

3 mobilised people for social/political cause 1.45 .50 .20 -1.97 .48 

4 written a letter for a social/political cause 1.39 .49 .44 -1.82 .43 

5 met govt official for social/ political cause 1.48 .50 .09 -2.00 .42 

6 contacted the media for a social/political cause 1.45 .50 .22 -1.96 .52 

7 
contacted judicial body for a social/political 

cause 
1.33 .47 .71 -1.51 

.54 

8 contacted NGO for a social/political cause 1.39 .49 .47 -1.79 .24 

9 contacted politician for a social/political cause 1.40 .49 .42 -1.83 .39 

10 Undertook protest/demo for social/political 1.40 .49 .40 -1.85 .27 
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cause 

11 engaged in boycott of product/person/issue 1.36 .48 .59 -1.66 .20 

12 collected money for a social/political cause 1.38 .49 .48 -1.78 .39 

13 
carried a banner/poster/badge/button for 

social/political cause 
1.34 .48 .66 -1.57 .28 

14 
been member of organisation/involved in 

problem-solving 
1.42 .49 .31 -1.91 .56 

15 
undertook party-work for any political party or 

candidate 
1.30 .46 .88 -1.23 .45 

16 
promoted political/social cause on political 

forum/social media 
1.38 .49 .50 -1.75 .43 

17 been a member of a political party 1.27 .44 1.05 -.90 .62 

18 attended a political or election meeting 1.40 .49 .43 -1.82 .37 

19 been a candidate for any post 1.20 .40 1.50 .27 .41 

20 
raised money for political 

cause/party/candidate 
1.17 .38 1.73 .99 .32 

21 
tried to persuade others on how/why/who to 

vote for 
1.55 .50 -.18 -1.98 .13 

22 worked for a candidate/ party during campaign 1.33 .47 .75 -1.45 .30 

23 voted in the last general elections 1.75 .43 -1.16 -.67 .54 

24 voted in the last assembly elections 1.69 .46 -.80 -1.36 .51 

25 voted in the last local-body elections 1.75 .44 -1.13 -.73 .55 

Note: N = 455; S.E. of Mean = .02; Minimum value: 1, Maximum value = 2, and Range = 1 for 

all 25 items 

Table no. 6.4.1 represents the mean scores of each item as the average of the scores of 455 

respondents. It may be observed that minimum and maximum values for each of the 25 items 

were 1 and 2 respectively, with a range of 1. For each of the 25 items, Skewness was found to be 

well within the acceptable range of -1.96 to 1.96, and Kurtosis within the acceptable range of -2 

to 2 indicating that each item has normal distribution. The maximum mean values were observed 

for items no. 23 and 25 ‘voted in the last general elections’ and ‘voted in the last local-body 

elections’ (M = 1.75, SD = .02) followed by item no. 24 ‘voted in the last assembly elections’ (M 

= 1.69, SD = .02). The minimum mean values were observed for item no. 20 ‘raised money for 

political cause/party/candidate’ (M = 1.17, SD = .02), followed by items no. 19 ‘been a candidate 

for any post’ (M = 1.20, SD = .02) and item no. 12 ‘been a member of a political party’ (M = 

1.27, SD = .02). .  

Table 6.4.2 

Descriptive Statistics for 20-Item Political Participation Scale 

Item No. Mean Std. Dev. Communalities 

1 1.35 .48 .76 

2 1.41 .49 .65 
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3 1.45 .50 .54 

4 1.39 .49 .49 

5 1.48 .50 .50 

6 1.45 .50 .56 

7 1.33 .47 .49 

8 1.39 .49 .33 

9 1.40 .49 .43 

14 1.42 .50 .59 

15 1.30 .46 .51 

16 1.38 .49 .49 

17 1.27 .44 .67 

18 1.40 .49 .40 

19 1.20 .40 .53 

20 1.17 .38 .47 

22 1.33 .47 .37 

23 1.75 .43 .68 

24 1.69 .47 .65 

25 1.75 .44 .70 

N = 455 

Note: The item no.s were retained the same as before for easy referencing 

Various tests for factorability of the items were performed. A sample-to-variable (STV) ratio of 

455:20 or approximately 23:1, much above the commonly recommended ratio of 10 or 15 to 1, 

was observed.   

Confirmatory Factor Analysis using Principal Component Analysis with Varimax 

rotation revealed a four-factor component structure. All factors had Eigen values greater than one 

explaining 54.02% of the total variance. 

Table no.6.4.3 

Rotated Component Matrixa 

Item 

No. 

Component 

1 2 3 4 

6 .71 .21 .08 .03 

5 .70 .04 .05 .09 

14 .69 .32 .05 .09 

3 .66 .29 .02 .13 

4 .66 .20 -.03 .13 

7 .61 .07 .09 .32 

9 .60 .23 .06 .13 

8 .57 .10 -.03 -.02 

16 .54 .40 .18 -.04 
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17 .19 .79 .05 -.01 

19 .09 .68 .01 .25 

20 .11 .68 -.07 .03 

15 .29 .64 .04 .13 

18 .25 .58 .08 -.02 

22 .26 .51 .19 .07 

25 .09 .11 .82 .00 

23 -.01 -.02 .82 .04 

24 .08 .08 .80 .00 

1 .11 .15 .05 .85 

2 .23 .07 -.02 .77 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 5 iterations. 

As may be seen (Table no. 6.4.3) confirmatory factor analysis yielded a very clean four-

factor structure. No significant cross-loadings were observed. All items identified as components 

of the four factors had factor loadings of .5 or more. As earlier, nine items (3, 4, 5, 6, 7, 8, 9, 14, 

16) loaded the heaviest on factor 1; six items (15, 17, 18, 19, 20, 22) on factor 2; three items (23, 

24, 25) on factor 3; and two items (1, 2) on factor 4. These factors were labeled as follows:  

Table no.6.4.4 

Factor Labelling 

Factor  Components Factor Label 

1  mobilised people for social/political cause 

 written a letter for a social/political cause 

 met govt official for social/ political cause 

 contacted the media for a social/political cause 

 contacted judicial body for a social/political cause 

 contacted NGO for a social/political cause 

 contacted politician for a social/political cause 

 been member of organisation/involved in problem-

solving 

 promoted political/social cause on political 

forum/social media 

Socio-politico 

activism 

2  undertook party-work for any political party or 

candidate 

 promoted political/social cause on political 

forum/social media 

 been a member of a political party 

 attended a political or election meeting 

Political 

contribution 
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 been a candidate for any post 

 raised money for political cause/party/candidate 

 worked for a candidate/ party during campaign 

3  voted in the last general elections 

 voted in the last assembly elections 

 voted in the last local-body elections 

Voting 

4  initiated a petition for a social/ political cause 

 collected signatures for a social/ political cause 

Socio-politico 

activism 

 

Since factors 1 and 4 describe similar traits, they were clubbed together in political 

activism. Thus, political participation scale constituted of three components: Socio-Politico 

Activism, Political Contribution and Voting.  

6.4.5 Correlation between political participation and Importance of Media and 

Political Efficacy 

In order to find out how political participation changes in relation to importance of 

various media as source of campaign information, their correlations were calculated.   

Table no.6.4.5 

Correlation between Importance of Media and Political Participation 

Importance of Mass Media 
Pearson Correlation .23** 

Sig. (2-tailed) 0.00 

Importance of Outdoor Media 
Pearson Correlation .11* 

Sig. (2-tailed) 0.01 

Importance of Group Communication 
Pearson Correlation .15** 

Sig. (2-tailed) 0.00 

Importance of Personal Communication 
Pearson Correlation .16** 

Sig. (2-tailed) 0.00 

Importance of Traditional Media 
Pearson Correlation .17** 

Sig. (2-tailed) 0.00 

Importance of Social Media 
Pearson Correlation .22** 

Sig. (2-tailed) 0.00 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

From Table no. 6.4.5 above it may be noted that there exists a positive correlation 

between political participation and importance given to all media such as traditional media (mass 

media, social media, outdoor media, group communication, personal communication) and social 

media. It may also be noted that although all correlations are weak, but Pearson’s r is highly 

significant for all correlations: mass media, r = .23, p = .00; outdoor media, r = .11, p = .00, 

group communication, r = .15, p = .00; personal communication, r = .16, p = .00; traditional 

media, r = .17, p = .00; and social media, r = .22, p = .00. Thus, the research hypothesis ‘H13,’ 
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there is a significant relationship between the importance of media as information source and 

political participation, was confirmed. It may be concluded that with an increase in the perceived 

importance of any of these media as a source of campaign information, the political participation 

is highly likely to increase, albeit very slowly.  

Table no. 6.4.6 

Correlation between Political Efficacy and Political Participation 

Pearson Correlation .02 

Sig. (2-tailed) 0.63 

 

From Table no. 6.4.6 above it may be noticed that there exists approximately no 

correlation between political efficacy and political participation, r = .02, p = .63 (p > .05).  Thus 

research hypothesis ‘H14,’ there is a significant relationship between efficacy and political 

participation, was rejected. This means that any increase (or decrease) in political efficacy is not 

likely to be followed by a corresponding increase (or decrease) in political participation by the 

respondents.  

 

7. Discussion 

The objectives of the study were: To explore the importance of social media, in 

comparison to other media, as a source of campaign information; to find out the constituents of 

political efficacy and political participation, to determine the effect of perceived importance of 

social (and other) media on political efficacy and political participation. 

The study sought to establish a relationship between political efficacy and political 

participation. Contrary to the findings of previous research, the present study did not find a 

significant relationship between efficacy and political participation. An increase (or decrease) in 

political efficacy is not likely to be followed by a corresponding increase (or decrease) in 

political participation.  

The study sough to find the difference in perceived importance of different media as 

source of campaign information. It was mass media was perceived as the most influential source 

of campaign information, followed by social media, outdoor media and group communication, 

and personal communication (in order of perceived importance). Social media was perceived as 

the most important source when all other traditional media were combined. 

In order to establish a relationship between perceived importance of social (and other) 

media and political efficacy, and political participation the relationship between the perceived 

importance media as sources of campaign information and political efficacy was insignificant. 

Perceived importance of media as sources of campaign information was found to have a positive 

association with political participation.  

 

Conclusions 

One of the most important contributions of this study is the integration of concepts of 

expectancy value into the existing framework of political and electoral participation. The study 
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proposes socio-politico activism, political contribution, and voting as determinants of political 

participation.   

It may be concluded that during the election campaign, all media play an important role 

as source of information for the youth; however some media are more important than others. 

Mass media was perceived as most important, followed by social media. Outdoor media and 

group communication, which were equally important, were followed by personal 

communication. These findings do not conform to the cognitive communication and campaign 

communication models. Campaigning on mass media and social media was found not only 

perceived as more important than other media, but also more likely to be effective in promoting 

political participation. Social media, along with mass media were also found more likely than 

other media to influence political efficacy and political participation among the youth.  
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