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 Abstract 

This project examines the role of social media in influencing voter behavior during India’s 

2014 and 2019 general elections. Through a mixed-methods approach, the study analyzes 

how social media platforms like Facebook, Twitter, and WhatsApp were leveraged for 

political campaigning, voter mobilization, and opinion formation. The findings reveal a 

transformative shift in political communication, highlighting social media as a critical tool in 

shaping the electoral outcomes of these two landmark elections. Background and Importance 

of Social Media in Political Campaigns, Scope and Objectives of the Stud, Research 

Questions, Methodology Overview  

Keywords: Social Media, Voter Behavior, Political Campaigns, 2014 Elections, 2019 

Elections. 

 

 

Introduction 

The role of social media in political 

campaigns has become increasingly 

significant in shaping voter behavior and 

influencing election outcomes. In India, 

where the digital revolution has brought 

millions of people online, the 2014 and 

2019 general elections marked a watershed 

moment in the use of social media as a 

political tool. This study delves into the 

impact of social media platforms on voter 

behavior during these elections, with a 

focus on understanding the strategies 

employed, their effectiveness, and their 

broader implications for Indian democracy. 
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1.1 Background and Importance of 

Social Media in Political Campaigns 

Social media has transformed the 

way political campaigns are conducted, 

enabling candidates and parties to directly 

engage with voters, bypassing traditional 

media outlets. Platforms like Facebook, 

Twitter, WhatsApp, and YouTube have 

become crucial arenas for political 

communication, where parties disseminate 

their messages, mobilize supporters, and 

influence public opinion. 

In the Indian context, the 2014 general 

elections were dubbed the first “social 

media elections,” as political parties, 

especially the Bharatiya Janata Party 

(BJP), embraced digital platforms to reach 

an increasingly connected electorate. By 

2019, social media had become even more 

entrenched in political campaigns, with 

advanced data analytics and micro-

targeting strategies shaping the narrative. 

The affordability and accessibility of 

smartphones and data plans, particularly 

with the Jio revolution, ensured that social 

media penetrated even rural areas, making 

it a powerful tool to sway voter behavior. 

However, the rise of social media in 

politics has also raised concerns about the 

spread of misinformation, the creation of 

echo chambers, and the manipulation of 

voter emotions. This dual nature of social 

media—both as an enabler of democratic 

engagement and a potential threat to 

democratic processes—forms the backdrop 

of this study. 

 

1.2 Scope and Objectives of the Study 

   The study focuses on 

understanding the role of social media in 

shaping voter behavior during India’s 2014 

and 2019 general elections. It examines 

how social media platforms were utilized 

by political parties, candidates, and other 

stakeholders to influence public opinion 

and mobilize voters. The study also 

explores the ethical, social, and political 

implications of these strategies. 

 

Key Objectives: 

1. To analyze the evolution of social media 

strategies between the 2014 and 2019 

elections.   

2. To examine the impact of social media 

on voter behavior, including factors such 

as demographic differences, regional 

variations, and psychological influences.   

3. To assess the role of misinformation, 

propaganda, and targeted advertisements 

in shaping voter perceptions.   

4. To explore the regulatory and ethical 

challenges associated with the use of social 

media in political campaigns.   

5. To propose recommendations for 

ensuring the ethical use of social media in 

future elections. 
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1.3 Research Questions 

   The study seeks to answer the 

following research questions:   

1. How did political parties and candidates 

leverage social media platforms during the 

2014 and 2019 Indian general elections?   

2. What were the key differences in social 

media strategies between the two election 

cycles?   

3. How did social media influence voter 

behavior across different demographics, 

including age, gender, and region?   

4. What role did misinformation and fake 

news play in shaping voter perceptions 

during these elections?   

5. How can policymakers and regulators 

address the challenges posed by the misuse 

of social media in political campaigns?   

6. What lessons can be learned from 

India’s 2014 and 2019 elections to inform 

the ethical and effective use of social 

media in future democratic processes? 

 

1.4 Methodology Overview 

The study adopts a mixed-methods 

approach, combining qualitative and 

quantitative research methods to 

comprehensively analyze the role of social 

media in shaping voter behavior.   

 

1.4.1 Data Collection 

1. Primary Data:   

Surveys: Conduct surveys among voters to 

gather insights into their exposure to social 

media during the elections, their 

perceptions of its content, and its influence 

on their voting decisions.   

- Interviews: Conduct semi-structured 

interviews with political campaign 

strategists, social media managers, and 

election analysts to understand the 

strategies employed.   

 

2. Secondary Data:   

Analyze existing literature, 

including articles, books, and reports, on 

the role of social media in Indian elections. 

Use social media analytics to study 

hashtags, trending topics, and engagement 

metrics during the 2014 and 2019 election 

periods.   

 

1.4.2 Data Analysis 

Content Analysis: Examine the type and 

nature of content shared on social media 

platforms, including political 

advertisements, memes, videos, and news 

articles.   

Sentiment Analysis: Use tools to analyze 

voter sentiment based on social media 

interactions, such as comments, likes, and 

shares.   

Comparative Analysis: Compare the role 

and effectiveness of social media strategies 

in 2014 versus 2019, focusing on 

technological advancements, platform-

specific approaches, and voter 

demographics.   



51 
 

 

1.4.3 Ethical Considerations 

Ensure data privacy and confidentiality for 

survey participants and interviewees. 

Address the ethical implications of 

analyzing social media content, 

particularly regarding misinformation and 

user-generated content.   

 

1.4.4 Limitations 

 The study acknowledges potential 

limitations, such as reliance on self-

reported data, which may introduce bias, 

and the challenges of accessing proprietary 

social media platform data.   

 

Literature Review  

Published Articles: 

1.”How Modi’s Supporters Used Social 

Media to Spread Disinformation during 

the Elections” 

 This article highlights how social 

media platforms like WhatsApp, Twitter, 

and Facebook were used by Modi’s 

supporters during the 2019 Indian general 

elections to disseminate disinformation. 

Campaigns such as “Vote Jihad” targeted 

specific voter demographics, creating a 

polarized environment. The strategies 

relied on misinformation and fake news, 

including manipulated videos and 

fabricated stories, aimed at swaying public 

sentiment against political opponents and 

minority groups.   

The piece underscores how social media 

can act as a double-edged sword, both as a 

tool for voter engagement and as a 

mechanism for spreading divisive 

narratives. It raises questions about the 

ethical use of digital platforms in 

democratic elections. 

 

2. “How a Secret BJP War Room 

Mobilized Female Voters to Win the 

Indian Elections”  

 This article sheds light on a 

secretive BJP-operated war room in New 

Delhi during the 2019 elections. It focused 

on engaging female voters through 

personalized messages, local WhatsApp 

groups, and targeted advertisements. By 

using sophisticated data analytics, the BJP 

identified key issues for women, such as 

gas subsidies and sanitation, and tailored 

its social media campaigns accordingly.   

This study illustrates the increasing role of 

micro-targeted campaigns on social media 

in mobilizing previously underrepresented 

voter groups, such as women. It 

demonstrates how digital tools can be used 

to address localized concerns and create a 

sense of inclusion in political narratives. 

 

3. “The Networked Public: How Social 

Media Changed Democracy” by Amber 

Sinha 

 This article explores the 

transformation of public discourse in India 
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through social media platforms. Sinha 

discusses the rise of echo chambers, the 

spread of misinformation, and the role of 

algorithms in shaping voter preferences. 

The article also emphasizes the 

vulnerability of democracies to digital 

manipulation due to weak regulatory 

frameworks for online content.  This work 

provides an analytical lens to understand 

the technological and social factors that 

enable misinformation campaigns. It also 

explores the ethical responsibility of social 

media platforms and policymakers in 

safeguarding democratic integrity. 

 

Books: 

1. “The Big Connect: Politics in the Age 

of Social Media” by Shaili Chopra   

  This book examines how social 

media has revolutionized political 

engagement in India. Chopra provides a 

narrative on how platforms like Twitter 

and Facebook became critical tools for 

political campaigning, public opinion 

shaping, and voter outreach. She also 

critiques the misuse of these platforms for 

fake news and trolling. Social media 

democratizes political participation but 

also magnifies misinformation.   

Politicians increasingly rely on digital 

platforms to bypass traditional media 

gatekeepers.   The book explores the 

balance between social media’s 

empowering and divisive potential.  This 

book is essential for understanding how 

Indian politicians adopted new 

technologies to influence voters, 

particularly in the context of the 2014 and 

2019 elections. 

 

2. “Political Internet:  

State and Politics in the Age of 

Social Media” by Biju P. R.  Biju P. R. 

provides a theoretical and empirical 

analysis of how the Internet and social 

media have transformed the political 

landscape in India. The book discusses 

social media’s potential as a tool for social 

justice, enabling marginalized voices to 

challenge existing power structures. It also 

critiques how political parties manipulate 

these platforms for electoral gains. This 

book provides a comprehensive overview 

of the interplay between technology and 

politics, making it highly relevant to 

understanding social media’s role in Indian 

elections. 

 

What Can Be Understood? 

1. Social Media as a Double-Edged 

Sword: While social media platforms 

democratize political participation, they 

are also susceptible to misuse through 

disinformation campaigns and targeted 

propaganda. 

 

2. Micro-Targeting and Personalization: 

Political parties in India, particularly the 
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BJP, leveraged data analytics and targeted 

messaging to engage specific 

demographics, such as women and young 

voters. 

3. Impact on Democratic Processes: The 

unchecked spread of fake news and the 

lack of robust regulatory frameworks 

challenge the integrity of elections. 

4. Evolving Political Strategies: The rise 

of social media has led to a shift in 

traditional campaigning methods, with 

digital platforms playing a central role in 

shaping voter perceptions. 

To understand the difference between 

what is different in my research I’ve given 

an analysis to justify my research from all 

the other researches which has taken place 

on my topic  

1. Comparative Analysis Between 2014 

and 2019 Elections 

     The current literature focuses 

predominantly on individual elections 

(either 2014 or 2019) or generalized 

observations about the role of social 

media. 

Conduct a comparative analysis of 

how social media strategies evolved from 

2014 to 2019.  

Highlight how technological 

advancements (e.g., the rise of AI-driven 

algorithms or data analytics) and changes 

in voter demographics or behavior 

influenced political campaigns over these 

two election cycles. 

- Identify patterns in the use of platforms 

like Facebook, Twitter, and WhatsApp 

during both elections and assess whether 

certain strategies were more effective in 

one election than the other. 

 

2. Focus on Regional Variations in Voter 

Behavior 

-  Most studies take a macro-level 

approach, analyzing national trends in 

social media use. 

- Explore how social media influenced 

voter behavior in specific states or regions 

of India. For instance: 

- In states with high literacy rates and 

internet penetration (e.g., Kerala, 

Karnataka). 

Compare these to regions with 

lower digital access or literacy levels (e.g., 

parts of Bihar or Uttar Pradesh). 

- Assess whether regional language 

content, localized campaigns, or regional 

influencers had a significant impact on 

voter behavior. 

 

3. Deep Dive into Voter Psychology  

The articles mainly focus on 

disinformation campaigns, voter 

mobilization, and campaign strategies 

without diving deeply into the 

psychological impact of social media. 

- Investigate how exposure to social media 

content influences voter emotions, 
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perceptions, and decision-making. For 

example: 

 Conduct surveys or interviews to 

analyze how political memes, videos, or 

posts influence trust in political leaders or 

parties. 

Explore the psychological effects 

of echo chambers, misinformation, and 

fear-mongering on voter decisions. 

4. Role of Emerging Platforms 

The focus has primarily been on platforms 

like Facebook, WhatsApp, and Twitter. 

- Analyze the role of newer platforms like 

Instagram, YouTube, and TikTok 

(especially in 2019) and their unique ways 

of engaging voters. 

- Investigate how short-form videos, 

influencers, or visual storytelling played a 

role in reaching younger voters. 

- Discuss the shift from text-heavy content 

(in 2014) to more visual and multimedia-

focused content (in 2019). 

5. Gender and Youth-Specific Impact 

 While some articles address the 

mobilization of female voters, youth voters 

have not been studied extensively in the 

Indian context. 

- Provide a deeper analysis of how social 

media shaped the political engagement of 

young voters and women.  

- Study gendered messaging strategies or 

youth-focused campaigns, such as memes, 

music videos, and online influencers 

appealing to young demographics. 

6. Regulation and Ethical Concerns 

Limited discussion of regulatory and 

ethical frameworks in the context of social 

media’s role in elections. 

Critically analyze the absence or 

insufficiency of policies to regulate fake 

news, paid advertisements, and data 

privacy violations in the Indian context. 

- Study the role of the Election 

Commission of India and social media 

platforms in addressing these issues during 

both election cycles. 

7. Grassroots-Level Campaigns on 

WhatsApp 

 There is a general acknowledgment of 

WhatsApp’s role but limited micro-level 

studies. 

     - Conduct a micro-level study of 

grassroots WhatsApp groups and their 

impact on rural voter behavior. 

     - Investigate whether misinformation 

and targeted messaging spread more 

effectively in rural areas compared to 

urban areas due to different levels of 

digital literacy. 

8. Post-Election Behavior and 

Polarization 

Most studies focus on social media’s role 

before and during elections. 

 - Investigate the role of social media in 

post-election voter behavior, including: 

       - Sustaining political polarization. 
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       - Impact on trust in democratic 

institutions. 

       - Long-term shifts in political loyalty 

or alignment. 

     - Assess how election campaigns on 

social media might have fostered a more 

politically divided society. 

9. Empirical Evidence and Primary 

Data 

 Most studies rely on secondary data, case 

studies, or anecdotal evidence. 

   - Collect and analyze primary data 

through surveys, interviews, or focus 

groups with voters from different 

demographics. 

 

  - Use big data analytics to examine 

hashtags, trending topics, or social media 

posts during the election cycles. 

     - Provide a quantitative analysis of the 

relationship between exposure to social 

media campaigns and changes in voting 

preferences. 

10. Cross-Platform Comparisons 

Current studies examine social 

media platforms individually but do not 

offer comparative insights. 

 - Compare the impact of different 

platforms on voter behavior. For example: 

- Facebook for mass outreach. 

- WhatsApp for private, localized 

campaigning. 

- Twitter for elite discourse and trend-

setting. 

- Highlight the strengths and weaknesses 

of each platform in influencing voter 

behavior. 

To make my research unique, I’ve ensured 

that I combine: 

 

1. Comparative frameworks (e.g., 2014 

vs. 2019, rural vs. urban voters, male vs. 

female voters).  2. New methodologies 

(e.g., primary surveys, sentiment analysis 

of campaign content).   

3. Unexplored themes (e.g., post-election 

polarization, cross-platform studies, youth 

and gender-specific impacts). 

By addressing these gaps, my research will 

provide a nuanced, comprehensive, and 

original contribution to the study of social 

media’s role in shaping voter behavior in 

India. 

 

Research Methodology 

This research adopts a mixed-

methods approach, integrating qualitative 

and quantitative data collection methods to 

investigate the role of social media in 

shaping voter behavior during India's 2014 

and 2019 general elections. The 

methodology focuses on sampling 

techniques, interview processes, survey 

administration through Google Forms, and 

historical background analysis. 

 

1. Sampling Method - A purposive 

sampling method was chosen for this 
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study, as it allowed the selection of 

individuals who have specific knowledge 

or experiences relevant to the research 

objectives. The sample was divided into 

the following categories: 

Voters: Individuals who were eligible to 

vote in the 2014 and/or 2019 Indian 

general elections, representing different 

demographics (age, gender, education, 

urban vs. rural).  

Political Campaign Strategists: Experts 

involved in planning and executing social 

media strategies for political campaigns.   

Social Media Managers: Professionals 

who managed the digital media presence 

of political candidates or parties.   

Election Analysts: Specialists with 

insights into election dynamics and the 

influence of digital media on voter 

behavior. 

 The sample size was determined 

based on the need for data saturation in 

qualitative interviews and statistical 

relevance in quantitative survey responses. 

2. Data Collection Techniques 

a) Interviews - Semi-structured interviews 

were conducted to gain in-depth 

qualitative insights. The interview guide 

covered themes such as social media 

strategies, voter engagement, and the 

effectiveness of digital campaigns. 

Political Campaign Strategists:  

 Discussed the evolution of social 

media strategies between 2014 and 2019, 

including targeting methods and 

technological advancements. 

Social Media Managers: Provided 

insights into platform-specific approaches, 

engagement metrics, and content creation. 

Election Analysts: Shared observations on 

voter behavior patterns and the influence 

of social media content on public opinion. 

Each interview lasted 30-60 minutes and 

was recorded (with participant consent) for 

detailed analysis. 

b) Google Form Surveys - To gather 

quantitative data, online surveys were 

conducted using Google Forms. The 

survey questionnaire included the 

following sections: 

Demographic Information: Age, gender, 

education, location (urban/rural), and 

voting history.   

Social Media Usage: Platforms used, 

frequency of use, and types of political 

content consumed.   

Perceived Influence: Questions to assess 

how social media content influenced their 

political opinions and voting decisions.   

Misinformation Awareness: Awareness 

of fake news and its impact on their 

perceptions during elections. 

Sample Size: The survey was distributed 

to 500 respondents to ensure statistical 

significance. Data was analyzed using 

statistical tools to identify trends and 

correlations. 

c) Historical Background Analysis - 
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Secondary data was collected to provide 

context and depth to the study. Sources 

included:  

1. Academic Articles and Books:   

   - Studies on the role of social media in 

Indian politics and voter behavior.   

   - Comparative analyses of the 2014 and 

2019 elections.  

2. Reports and Media Articles:  

  - Election reports highlighting social 

media strategies employed by political 

parties.   

  - Articles discussing the spread of 

misinformation and targeted campaigns. 

3. Social Media Analytics:   

 - Hashtag trends, user engagement 

metrics, and content analysis during the 

election periods. 

 This historical background analysis 

provided a comprehensive understanding 

of the digital landscape during the two 

election cycles. 

3. Data Analysis Methods 

a) Content Analysis 

A detailed examination of social media 

content was conducted to identify themes, 

trends, and patterns. The analysis included: 

- Political Advertisements: Nature, tone, 

and messaging strategies. 

- Memes and Videos: Their virality and 

impact on voter emotions. 

- User-Generated Content: Comments, 

shares, and discussions reflecting voter 

sentiments. 

b) Sentiment Analysis - Sentiment 

analysis tools were used to gauge public 

opinion on political parties and candidates. 

Key metrics included: 

- Positive, Negative, and Neutral 

Sentiments: Based on reactions and 

comments. 

- Volume of Engagement: To measure the 

reach and impact of specific social media 

campaigns. 

c) Comparative Analysis - A comparison 

of social media strategies and their 

effectiveness in the 2014 and 2019 

elections was conducted. Focus areas 

included: 

- Technological Advancements: AI-

driven algorithms and data analytics. 

- Platform-Specific Strategies: The shift 

from text-heavy content (2014) to visual 

and multimedia content (2019). 

- Voter Demographics: Changes in 

engagement patterns across age groups and 

regions. 

4. Ethical Considerations - To maintain 

ethical standards, the following measures 

were implemented: 

- Informed Consent: Participants were 

informed about the study's purpose and 

their right to withdraw at any time. 

- Data Privacy: Ensured the 

confidentiality of survey responses and 

interview transcripts. 

- Misinformation Analysis: Handled 

user-generated content sensitively, 
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acknowledging the ethical implications of 

analyzing potentially false information. 

5. Limitations of the Study - Despite its 

comprehensive approach, the study 

acknowledges certain limitations: 

- Self-Reported Data Bias: Survey 

responses may be influenced by participant 

memory or social desirability biases. 

- Data Access Constraints: Limited 

access to proprietary social media data 

restricted certain analyses. 

- Generalizability: Findings may not be 

fully generalizable due to the purposive 

sampling method. 

 This research methodology 

provides a robust framework for analyzing 

the role of social media in shaping voter 

behavior during India’s 2014 and 2019 

elections, ensuring a balance between 

qualitative depth and quantitative rigor. 

Historical Background 

1. The Rise of Social Media in India 

India has witnessed a significant digital 

transformation over the past two decades. 

The introduction of affordable 

smartphones and internet services, 

particularly with the launch of Reliance Jio 

in 2016, democratized access to the 

internet and social media platforms. Social 

media became an integral part of 

communication, entertainment, and 

political engagement. 

 By the early 2010s, platforms like 

Facebook, Twitter, and YouTube had 

gained immense popularity. WhatsApp, 

which was acquired by Facebook in 2014, 

became a critical messaging tool for 

millions of Indians, even in rural areas. 

With such widespread adoption, social 

media quickly evolved into a powerful tool 

for political communication and voter 

mobilization. 

2. The 2014 General Elections: India's 

First "Social Media Election" 

The 2014 Indian general elections marked 

a watershed moment in the country’s 

political landscape. It was the first election 

where social media played a pivotal role in 

shaping public opinion and political 

discourse. Key developments during this 

period included: 

-Bharatiya Janata Party's (BJP) Digital 

Strategy: 

  The BJP, led by Prime Ministerial 

candidate Narendra Modi, adopted a 

robust digital campaign strategy. Modi’s 

team leveraged social media platforms to 

reach urban and young voters directly, 

bypassing traditional media channels. His 

active presence on Twitter and Facebook 

set a new benchmark for political 

engagement. 

- Content Formats:  

   Political campaigns in 2014 were heavily 

text-based, with an emphasis on tweets, 

Facebook posts, and YouTube videos. 

Hashtags like #ModiForPM trended 
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frequently, and personalized messages 

were sent to voters via WhatsApp. 

- Impact on Voter Behavior: 

   Social media's ability to reach millions 

of voters played a crucial role in BJP's 

landslide victory. The elections 

demonstrated the growing influence of 

digital platforms in political campaigns. 

3. The Evolution of Social Media 

Campaigns (2014–2019) 

Between 2014 and 2019, India saw 

significant advancements in digital 

technology and social media usage: 

- Smartphone and Internet Penetration: 

   The affordability of smartphones and 

cheap data plans led to a surge in internet 

users, including those from rural areas. By 

2019, India had over 500 million active 

internet users. 

- Emergence of New Platforms: 

   Instagram and TikTok gained popularity, 

particularly among the youth. WhatsApp 

groups became a powerful tool for 

grassroots-level political mobilization. 

- Shift in Content Formats: 

   There was a clear shift from text-heavy 

content to multimedia formats such as 

short videos, memes, and live streams. 

Campaigns became more visually 

engaging and interactive. 

- Data Analytics and Micro-Targeting: 

   Political parties adopted sophisticated 

data analytics tools to micro-target voters 

with personalized messages based on their 

demographic and psychographic profiles. 

4. The 2019 General Elections: A 

Digitally Dominant Campaign 

The 2019 general elections saw an 

unprecedented level of digital engagement. 

Social media was no longer just a 

communication tool but a strategic 

battleground for political narratives. 

- Advanced Social Media Strategies: 

   Political parties, particularly the BJP and 

the Indian National Congress (INC), 

employed data-driven strategies to target 

specific voter groups. WhatsApp groups 

were extensively used to disseminate 

campaign messages and coordinate 

grassroots activities. 

- Rise of Misinformation and Fake 

News: 

   The 2019 elections were marked by the 

spread of misinformation and fake news 

on social media. Fact-checking 

organizations reported numerous instances 

of manipulated videos, doctored images, 

and false narratives designed to influence 

voter perceptions. 

- Influencer and Meme Culture: 

  Political content on Instagram, YouTube, 

and meme pages played a significant role 

in engaging younger voters. Influencers 

with large followings were co-opted to 

subtly promote political messages. 

- Voter Behavior and Engagement: 



60 
 

   Social media engagement was much 

higher than in 2014, with voters 

increasingly relying on digital platforms 

for political information. However, the 

echo chamber effect and polarization 

became more pronounced. 

5. Challenges and Ethical Concerns 

The rise of social media in Indian elections 

brought several challenges: 

- Misinformation and Propaganda: 

   The unchecked spread of fake news 

eroded trust in democratic processes and 

misled voters. 

- Data Privacy Issues: 

   The use of data analytics raised concerns 

about voter privacy and the ethical 

implications of micro-targeting. 

- Polarization and Echo Chambers: 

   Social media algorithms often created 

echo chambers, reinforcing existing 

political biases and deepening societal 

divisions. 

6. Social Media's Role in the Future of 

Indian Elections 

The experiences of the 2014 and 2019 

elections underscore the transformative 

role of social media in Indian politics. 

Moving forward: 

- Increasing Dependence on Digital 

Campaigns: 

   Political parties are likely to continue 

investing heavily in digital strategies, 

including influencer marketing and AI-

driven campaigns. 

- Need for Regulation and Fact-

Checking:  

   Addressing misinformation and ensuring 

data privacy will be critical for 

maintaining the integrity of democratic 

processes. 

- Voter Education: 

   Promoting digital literacy among voters 

will help them navigate the complex 

landscape of social media and make 

informed decisions. 

This historical background provides a 

comprehensive context for understanding 

the evolving role of social media in 

shaping voter behavior in India.  
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