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ABSTRACT

During elections, the media plays an important role in shaping public opinion 
and educating voters because it gives candidates a forum to share their 
platforms and gives the public access to information about the candidates 
platforms and policies. This research paper looks at the role of the media in 
the outcomes of the elections, and tries to understand how much influence 
it has. Main focus of this research and the research question is how does 
media coverage affect the outcomes of the elections? Main assumption or 
hypothesis is that there is a significant media influence on the outcomes of 
elections. This paper explored various media channels, including social media, 
TV, newspapers, and radio, revealing their multifaceted role in shaping public 
decisions. Non-experimental quantitative research is conducted to address the 
research question. Data collection method that is used is a survey. Collected 
data is then analysed and discussed. As nearly everyone engages with some 
form of media, this research highlights the media’s potential to shape individual 
beliefs and, ultimately, election outcomes. Meaning that through survey and 
collected data the hypothesis is proven to be correct. 
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INTRODUCTION 

In our globalised society, the media is es-
sential for influencing public opinion, distributing 
information, and promoting cross-cultural dialogue 
(Bećirović, 2012). Media is a potent force that shapes 
societal narratives and perceptions, whether it is 
accessed through contemporary digital platforms 
or more conventional channels like television and 
newspapers. Media is the plural form of medium, 
which (broadly speaking) describes any channel 
of communication. This can include anything from 
printed paper to digital data, and encompasses 
art, news, educational content, and numerous oth-
er forms of information. Anything that can reach or 
influence people, including phones, television, and 
the Internet can be considered a form of media. 
Whether it comes from TV, iPad or phone, media is 
there all around us.

Bruns et al. (2015) and others argue that 
the media and politics have always been closely 
connected. The emergence of democratic struc-
tures in Ancient Greece is closely associated with 
the steady advancement of efficient mechanisms 
for mediating ideas between public officials and 
the general public. They state that early examples 
of the interdependency between politics and the 
media include the formalisation of rhetorical strat-
egies, the construction of public speech environ-
ments, and the accountable systems for expressing 
the will of the masses, even though at the time that 
term only applied to free, male members of the lo-
cal cities (Burns et al., 2015, p.1).

In order to help satisfy their desire for knowl-
edge, billions of people use the media, which can 
be a powerful resource and a tool. Through the use 
of print, the web, and electronic media, people can 
communicate through media. The word is broad 
enough to cover media other than newspapers and 
magazines, such as movies. We wouldn’t be aware 
of global events without the media since there 
wouldn’t be any news. Without media, we wouldn’t 
be able to interact with others, watch our favorite TV 
shows, or listen to our favorite music. We wouldn’t 
be able to do our homework projects or conduct re-
search as students. The media has permeated ev-
ery aspect of our life (Yaman & Bećirović, 2016). As 
we know, the media has a lot of power in everyday 
life and it can affect societies, politics, globalisation 
and individuals as well. Media is the main source of 
information in today’s world. And through the me-
dia people can get informed about a certain topic, 
but they cannot always know whether that piece of 
information is correct.

The quantity of media we consume has the 
ability to affect our choices, whether or not we are 
conscious of it. Example of this is that the media 
can market some information a lot on all avail-
able platforms, and people without proper back-
ground knowledge could believe that information 
not knowing if they are true or biased. And make 
decisions on the basis of this information. Media 
can provide some information that can persuade 
an individual to support some standards or values. 
And this thing can be manipulated in many ways. 
The media exerts social influence and has the pow-
er to alter people’s attitudes, lifestyles, and moral 
beliefs. Most people usually only listen to what they 
want to hear instead of looking for sources that are 
unbiased. We all want people to agree with us, so 
we seek them out. This is something to be mindful 
of when consuming mass media, especially social 
media. As said that the media impacts the whole 
society, it impacts politics as well. 

The media, from radio to TV, are currently 
on the rise. By contributing to the distribution of in-
formation that is favourable to one side or another, 
the media can have a significant impact on poli-
tics and even history. They impart knowledge about 
what is occurring, how things operate, and how we 
should approach them in order to comprehend 
them better. The media has a significant impact on 
how we see our leaders, governments, and other 
influential people in today’s society. This ever-ex-
panding supply of knowledge on discoveries and 
events happening around the world has had a sig-
nificant impact on the dissemination of information. 
By examining the mass media, it is now possible to 
develop a clearer picture of what is happening on 
a national or international level and this includes 
books and newspaper articles.

Politics is a decision-making process, 
whereas the media only reports. We can consider 
politics and media as two sides of the same coin. 
Election processes are heavily influenced by the 
media since candidates and political parties rely 
on it for media access. Political leaders’ campaigns 
are significantly impacted by the media since they 
are so important in obtaining information and in-
fluencing public opinion. Election results can be 
significantly impacted by the media. Voters can be 
persuaded to support a particular political position 
by having information presented in print, radio, and 
television media in a particular way. And the vot-
ers do not know if this information is fake and are 
biased.

https://doi.org/10.53880/2744-2454.2023.4.109
https://mapub.org/mapss/4/how-does-media-coverage-affect-the-outcomes-of-the-elections/


Social SciencesSocial Sciences
by MAP - Multidisciplinary Academic Publishing

HOW DOES MEDIA COVERAGE AFFECT THE OUTCOMES OF THE ELECTIONS?
Hana Smajlović and Faris Čolakhodžić

https://doi.org/10.53880/2744-2454.2023.4.109

Available Online on
https://mapub.org/mapss/4/how-does-media-coverage-affect-the-outcomes-of-the-elections/

Page 111

Aririguzoh (2021) states that the media 
is involved in politics, acting as an interface be-
tween the public and politicians through a va-
riety of media outlets. It is evident that the pub-
lic may view as significant things that the media 
highlights. As a result, it’s possible that the me-
dia will influence voters’ choices both before 
and during elections (Aririguzoh, 2021, p.21).  
So, the main focus of our research and our research 
question is how does media coverage affect the 
outcomes of the elections? The main aim of this 
study is to try and understand what kind of impact 
media has on the elections outcomes, and as well 
to prove that media has significant influence on the 
outcomes of elections, despite some arguments 
that it does not have that impact.

LITERATURE REVIEW

When it comes to newspapers as media, 
newspapers are free to report the news and poli-
tics however they see fit within the bounds of the 
law. Most people have a political opinion or stance. 
Newspaper endorsement is essential for winning 
an election. Political parties contend that a news-
paper’s editorial position and the articles it publish-
es have the potential to gradually sway less com-
mitted voters. However, the majority of voters get 
their political news primarily from television. One 
significant tool for mass communication is televi-
sion. One of its purposes is to educate the audience 
members about politics. The voting habits of indi-
viduals who watch television may be influenced by 
its content. Therefore, it should come as no surprise 
that politicians have tried to use it to simultaneous-
ly contact millions of voters in an effort to increase 
their chances of getting more votes. The electorate 
can obtain helpful information on political parties, 
candidates, and voting procedures by watching 
television. However, in the contemporary world the 
amount of television usage is decreasing with the 
emergence of social media. Since all needed in-
formation can be found on social media, it is very 
easy to use and to access all information that we 
need. It is known that younger generations do not 
watch that much television compared to the elderly 
population. All younger people use social media as 
their primary source of information. And it will only 
increase in years to come. Social media has the ca-
pacity to alter not just the message but also the dy-
namics of political corruption, values, and conflict 
dynamics. The internet has established commu-
nications channels that are crucial for spreading 
news. Global conflict, extremist politics, and the use 
of social media in electoral processes have made 

diplomacy less private and more sensitive to pub-
lic opinion. Experts claim that social media sites like 
Facebook, Twitter, and others were never meant to 
be used for political reasons. However, as IT tech-
nologies advanced, many observed that they could 
be used to mobilise politics.

According to the scientific research done by 
Fujiwara (2023) and others, Twitter had a minimal 
impact on Congressional elections and prior presi-
dential elections, but it reduced the Republican vote 
share in the presidential contests of 2016 and 2020. 
Survey results, primary results, and text analysis of 
millions of tweets provide evidence that voters with 
moderate viewpoints may have been swayed to 
vote against Donald Trump by Twitter’s compara-
tively liberal content (Fujiwara et al., 2023, p.1).

According to scientific research of Ekateri-
na Zhuravskaya, et al. (2020_numerous scholar-
ly articles examine how the Internet affects voting 
behavior and political engagement in developed 
democracies. This piece paints the following broad 
picture: Voters with access to the Internet become 
disinterested in elections and politics overall as a 
result of the new communications technology’s ini-
tial lack of use for political objectives. But as time 
has gone on, new populist political figures have 
surfaced who successfully rally voters by establish-
ing direct online connections with them. Social me-
dia came into being at the same time as this shift 
(Zhuravskaya et al., 2020, p.418).

Arugay (2022) believes that large social 
media companies have exploited user information 
sharing, including political beliefs, ideas, and pol-
icy viewpoints, because they are profit-driven. It’s 
already quite well established that misinformation 
has spread widely due to its ability to evoke strong 
emotions in users of social media, increasing user 
engagement. Technology-integrated social media 
algorithms appear to be ideally suited to the nature 
of political campaigns (Arugay, 2022, p.3).

In other words, social media and elec-
tion campaigns seem to be a great combina-
tion; one serves the desire of politicians and 
parties to win votes, while the other serves the 
business motivation of internet companies.  
According to Erdogdu et al. (2020) and others the 
global internet user base has increased to 4.54 bil-
lion people. The use of social media rose by 40% in the 
last few months. People use social media for com-
munication, relationship and community building, 
news, entertainment, and both financial and non-fi-
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nancial transactions (Erdogdu et al., 2020, p. 98).  
However, which social media platforms have the 
highest percentage of users who read news there?  
Facebook, although very used, is getting less and 
less popular among younger generations. They 
mostly tend to use newer forms of social media 
like: Instagram, Twitter, TikTok, etc. Companies cre-
ate social media platforms, whether it is Facebook, 
Twitter, TikTok, Snapchat, or Instagram, they are 
programmed to filter information for users based 
on particular criteria: information on demograph-
ics (age, gender, and location), interests (for exam-
ple, football, music, or photography), engagement, 
such as “likes,” “clicks,” or “time on page.” When a 
user interacts with the social platform by clicking, 
liking, checking, posting, or navigating, more com-
parable material is displayed to them. Platforms use 
the same procedure to select political material. For 
instance, a user who selects Sarajevo as their area 
can see freshly suggested Bosnia and Herzegovina 
political forums on their social network page.

According to Aindrila at al. (2014) and their 
research about the influence of social media on 
voting behaviour in India, people follow political de-
velopments on social media platforms; technolo-
gy is essential for providing first-hand information 
quickly. Research indicates that females are more 
influenced by forum conversations than males, 
which may have an indirect impact on their voting 
decisions. Individuals actively participate in political 
discourse by voicing their opinions and viewpoints, 
as well as by following the political candidate on 
Facebook and Twitter. Research indicates that indi-
viduals who are more engaged with a political par-
ty on social media are more inclined to vote for and 
support that party (Biswas et al., 2014, p.153-154).

The media effect on politics and elections 
has different points of view. One point of view is that 
media coverage does not significantly influence or 
has limited influence on election results. And the 
other side is that the media plays a huge role when 
it comes to influencing election results. Firstly, we 
looked at the ones that think that the media plays 
a huge role when it comes to influencing election 
results. Television and newspapers are the main 
sources from which citizens learn about politics and 
government; these media outlets have the power 
to influence voters not only by the editorial slant 
of individual reports but also simply by selecting 
which stories to cover. As said, primary sources of 
information collection for ordinary citizens are tele-
vision and newspapers, and these media types can 
be easily influenced and can shape the opinion of 
ordinary citizens.

Ho (2012) argues that the political election 
schedule consists primarily of televised debates 
and talk shows with a chat show format, or daily 
news broadcasts. Professional news management, 
spin control, camera-ready scripted event market-
ing, stringent message discipline, and impression 
management are the cornerstones of this type of 
television presence. Candidates frequently focus 
on a few points rather than having adequate time 
to express everything they would like to. In a debate, 
candidates are given only five to eight minutes to 
speak, and over one-third of that time is devoted 
to introductions, questions, and commercial in-
terruptions. Furthermore Ho (2012) states that the 
aforementioned events are referred to as “pseu-
do-events” because they are deliberately faked to 
leave audience members with particular impres-
sions. Pseudo-events are typically held prior to elec-
tions and are used for publicity, attention-grabbing, 
and generating commotion from the people. Politi-
cians consistently portrayed themselves in front of 
the camera as charming and intelligent as possible 
throughout these types of presentations. Ho (2012) 
mentions that voter targeting involves dressing 
up, establishing a tone, and presenting a personal 
goal in order to get support. Even though the above 
mention’s significance is questioned, there are in-
fluences said to exist, and they occasionally have 
the ability to alter the outcome of election day. 
Consequently, it is important to never undervalue 
the impact of mass media, as it might be crucial in 
certain situations. A substantial amount of money is 
spent on advertising, indicating that the benefits of 
mass media are real and deserving of investment. 
Every politician aspires to maximize the impact of 
the media (Ho, 2012, pp. 1-2).

According to UNDP the way elections are 
conducted and how they turn out is greatly influ-
enced by the media. In addition to giving voters the 
knowledge they need to make an informed deci-
sion and giving candidates a forum to address the 
public, the media has the power to influence the 
process via the subjects it covers, the questions it 
poses, and the tone in which it presents its cover-
age. Furthermore, the way a candidate or subject 
is portrayed in the media and the quantity of pro-
gressively more costly political commercials have 
a major role in the success or failure of many elec-
toral campaigns.  The media is supposed to serve 
an educated, watchdog role and keep the public 
informed about electoral issues, candidate view-
points, and the hows and whys of voting due to its 
potential to enlighten and influence (UNDP, 2014, 
p.11). 
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Media is there to inform the citizens about 
the election process and about the candidates. But 
what is important is how the media portrays a cer-
tain candidate to the public. This can determine the 
choice of an ordinary citizen and decide on his vote. 
With the use of more complex theoretical frame-
works and methodological techniques, researchers 
have been able to determine how voter preferenc-
es and election outcomes are shaped by campaign 
tactics, events, and media coverage, especially in 
close elections.

Yavuz (2012) states that however, there is still 
much to learn about the persuasive effects of me-
diated electoral campaigns on voting behaviour. 
Biased message flows have an impact on political 
assessments, according to research by certain ac-
ademics who have examined the direct persuasive 
effects of media on political preferences. However, 
some contend that because elections in developed 
democracies are typically well-informed and im-
partial, it is difficult to quantify these persuasive ef-
fects (Yavuz, 2012, p.3).

Bias is a huge issue as well for the media 
and for people as well. There are a lot of biased 
media that send biased messages and that favour 
one particular candidate. And they will do anything 
in order to make that candidate “shine” and to 
present his opponents as weak options. Bias affects 
political evaluation a lot. Both the ways that voters 
communicate about politics and how they con-
sume political information have changed as a re-
sult of a concurrent media transformation process. 
Political messaging on television has changed dra-
matically, adapted to the quickly gaining traction 
of new media. TV, as one of the main media, con-
tributed hugely towards the elections. Most people 
watch TV, and what is broadcasted on TV can in-
fluence the opinion of the public and shape it in the 
way that someone wants. TV plays a crucial role, 
because most of the elderly population don’t use 
technology and they only rely on TV as a source of 
information.

Kaplan and Dellavigna (2006) estimate 
that exposure to Fox News caused 3 to 8 percent of 
non-Republican viewers to vote for the Republican 
party, based on evidence and micro-level audience 
data. This estimate is in line with experimental and 
field data regarding the impact of media on polit-
ical opinions and voting behavior. This implies that 
the media can have a significant political influence, 
particularly when a politician, like Berlusconi does 
in Italy, owns a big portion of the media (Kaplan & 
Dellavigna, 2006, p.32). 

Authors above mentioned the Berlusconi 
example, and it is a great example to show that, 
when a politician controls most of the media, it will 
help him win elections. Because if a politician con-
trols it, he will make sure that the media broadcasts 
all the best about him. Good example is also Mi-
lošević from Serbia. It has been stated that any in-
tentional manipulation of public opinion or political 
procedures through the media would be extremely 
problematic for any contemporary democracy. So-
cial media is somewhat a “new media” that has a 
huge impact on the public. Almost everyone today 
has a social media platform and can follow news 
with TV, radio, or newspaper. Social media is very 
dangerous, and people cannot know if the informa-
tion on social media is true or false. And because 
of that it is easy to manipulate the masses through 
social media by simply spreading false information. 
Second point of view is that the media does not sig-
nificantly influence or has limited influence on the 
outcomes of the elections.

McCombs (2013) argues that the body of 
evidence is mounting, and it is becoming increas-
ingly evident that the mass media has an agen-
da-setting influence on elections anywhere in the 
world where there is a reasonably open and free 
political system and mass media (McCombs, 2013, 
p.73)

Bode at al. (2020) and others argue that vot-
ers who are prone to persuasion but are not well-
versed in political matters might be more aware of 
media coverage during election campaigns. At the 
very least, media content has the power to change 
voters’ opinions about candidates. The mass me-
dia has undergone continuous change (Bode et al., 
2020, p.7)

Banducci and Karp (2003) argue that the 
growing tendency of the media to present matters 
in terms of political strategy could potentially be a 
factor in the system’s collapse. The medium itself 
could have an additional effect. Particularly, televi-
sion has been identified as the offender. Brehm and 
Rahn discover that watching TV alone has a neg-
ative impact on civic involvement. The detrimental 
impact could have something to do with watching 
television and shifting times. People have less time 
to participate in civic-minded activities the more 
time they spend watching television. (Banducci & 
Karp, 2003, p.445).

Authors here mention a research that was 
conducted which showed that people who watch 
TV, are less engaged in civic-minded activities. So 
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that means that people who watch more TV, will not 
participate in voting in elections.

Evidence indicating the absence of media 
influence over election results: Hodder and Stough-
ton (2022) say that newspapers are becoming less 
relevant due to their declining readership, which 
makes them less likely to have an impact on elec-
tions. Voting is unlikely to be influenced by broad-
cast media because these outlets are required by 
law to be impartial. Compared to younger gener-
ations, older people are significantly more likely to 
vote, so social media has less of an impact on them 
(Hodder & Stoughton, 2022, p.2). 

Alotaibi believes that the role of the media in 
influencing election results is generally quite small. 
But this lack of significance is not innate; neither 
can it be explained by “resurgent” economic fac-
tors nor by outmoded class rationalization. Instead, 
it is the outcome of other opposing factors, such as 
the counteracting factor—a reference to the on-
going conflicts between rival candidates—among 
them. Positive, image-conscious campaigning by 
candidates is, of course, reflected by all parties; on 
an impartial person, no overall influence would be 
discernible. Another factor is the lack of obvious su-
periority, which is the infrequent occurrence when 
one candidate manifestly outperforms its rivals in 
the media while the latter fail to make effective use 
of the medium (Alotaibi, 2013, p.1). 

Author above mentions that the media’s role 
in influencing election results is very small. Simply 
because all candidates will do the same and place 
themselves in the media. There will always be at 
least two equal candidates that will have the same 
media coverage. Rarely there is an event where one 
candidate excels, and controls all the media.

HYPOTHESIS

The hypothesis of this research is that there 
is a significant media influence on the outcomes 
of elections. In this research hypothesis, the indepen-
dent variable is media that is exerting influence on 
the dependent variable, and in this case that is the 
outcome of the elections. In this research we will 
single out several pieces of information that in-
dicate that the media, in fact, does influence the 
outcomes of the elections. This information will be 
drawn out from several sources: newspapers, arti-
cles, books, and various internet sites. As we men-
tioned in our literature review, there are also various 
sources that contradict our previous statement, 

and claim that the media does not have significant 
influence on the outcomes of the elections. With this 
research we expect to prove that the first statement 
is the correct one, and that there is a significant 
media influence on the outcomes of the elections. 
According to Lawrence (2016) and his research, 
some candidates may even be rendered com-
pletely invisible if the media doesn’t show enough 
interest in them (Lawrence, 2016, p.1). What we can 
conclude from this is that without proper media 
coverage, candidates won’t even be recognized as 
appropriate people who are capable of getting the 
job done. This example alone shows how big of an 
influence the media can have on the profiles of the 
candidates and the election results alone. 

RESEARCH DESIGN AND DATA COLLECTION

We did non-experimental quantitative re-
search to address the research question: “How 
does media coverage affect the outcomes of the 
elections?” For the purposes of this research, we 
collected data through survey. We collected the 
mentioned data from students, family members, 
friends, and acquaintances. The participants were 
both males and females, different age groups and 
different educational levels. We posed 15 different 
questions to the participants in the survey that we 
gave them. Elections and media in general are dis-
cussed in the questions. What is the participant’s 
source of information when it comes to the elec-
tion process? Do they believe that the media has 
a positive or a negative impact on the election 
process and outcomes? Could the media shape 
public opinion when it comes to the elections? Did 
the media affect the participants’ decisions when 
it comes to voting? How often do participants see 
posts about politics on their social media, etc.

PARTICIPANTS AND INSTRUMENTS

Because the responses were complete-
ly personal and from each person’s point of view, 
it formed an excellent study sample from which to 
draw conclusions and understand how individuals 
think and interpret their viewpoints on the connec-
tion between media and outcome of the elections. 
All the answers were noted down and later analysed 
by the researchers. Researchers may acquire a lot 
of data from huge populations of people by con-
ducting surveys. And every one of those individuals 
is free to express their views on the matter. Since the 
same questions are asked of every participant, sur-
vey research is also a trustworthy means of gather-
ing data. The data we gathered for the purpose of 
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this research is numerical discrete data, meaning 
that it can be easily visualised and demonstrated 
using simple statistical methods such as bar charts, 
line charts, or pie charts that we will demonstrate 
further in this research paper. 

RESULTS

In this part of the research paper, we will 
analyse the data we have acquired from the par-
ticipants. The survey that we conducted had 74 re-
spondents.

Figure 1: 
Gender of the participants

Out of those 74 respondents, 52.7% were 
male, and 47.3% were female. 

Figure 2: 
Age group of the participants

We asked the participants about their age 
group as well. 58.1% were from 16-25 years old, 
14.9% were from 26-30 years old, 4.1% were from 
31-40 years old and 23% were from 40 years old 
and above. This demonstrates the age differences 
among our participants and the fact that we were 
able to collect data from a range of ages. 

We also collected data about participants’ 
educational level and we found out that 44% of 
participants are undergraduate students, 32.4% are 
Master  students, 21.6% high school students, and 
1.4% are PhD’s.

 

Figure 3: 
Education level of the participants

 
Figure 4: 
Percentage of participants following elections in 
their country

First question related directly to the topic 
was “Do you follow elections in your country”? With 
1 being “strongly disagree” and 5 being “strongly 
agree”. All linear scale questions were done by

this principle. As we can see, most of the 
people that took the questionnaire follow the elec-
tions. Only 6.8% of participants answered that they 
do not follow elections at all.

Figure 5: 
Percentage of participants that voted  
on last elections

As we can see on the graph above, most of 
the people that took the questionnaire, in fact, vot-
ed in the last elections. As seen in the graphs above, 
21.6% of participants attend high school, therefore, 
some of them do not have a right to vote in the 
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elections. So, a small percentage of these partici-
pants voted no simply because they are still not al-
lowed to vote in the elections.

Figure 6: 
Which media do participants follow

As presented in graph that shows the age 
group, 58.1% of the participants belong to 16-25 age

group. Also, we could see in the literature re-
view, most of the young people nowadays use the 
internet and TV as their main source of getting po-
litical information. However, we have also presented 
in our literature review that older generations don’t 
use the internet as much as the younger genera-
tions. Furthermore, older generations mostly rely on 
TV, newspaper, and radio as their media source of 
information.

Figure 7: 
Source of information when it comes to election 
process

When we talk about sources of information 
concerning the election process, we can see that 
5.8% participants acquire their information from 
school. This represents the 16-25 age group, since 
they are the ones attending school or college. Social 
media is the most used source of information when 
it comes to the election process, 43.2%. As conclud-
ed previously, social media is the most common 
way of getting political information. 28.4% of par-
ticipants acquire their information from friends and 

family. And the last 21.6% acquire them from various 
other sources.

Figure 8: 
Percentage of participants that use social media

This graph is rather interesting, because 
it contradicts some of our previous statements. It 
actually proves that all participants, no matter the 
age group, do use social media nowadays. It was 
seen on the previous graph that not all of the par-
ticipants use social media as their main source of 
information when it comes to elections. On which 
we assume that older people are relying on TV and 
high schoolers on school.

Figure 9: 
Frequency of participants exposure to posts about 
elections and politics on social media

As we have seen, all of our participants use 
social media no matter the age group. From this 
graph, we can conclude that there is a significant 
amount of political and election information on so-
cial media.

If we look at the responses to this question, 
we can conclude that, based on our participants’ 
responses, our hypothesis is correct. Not one of our 
participants believes that the media has no signif-
icant influence on outcomes of the elections. It is 
shown that our participants agree with our hypoth-
esis.
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Figure 10: 
Does media play a crucial role in outcomes of 
elections

Figure 11: 
The percentage of media shaping public opinion 
when it comes to elections, perceived influence 
according to participants

This graph is, also, pretty self explanatory. It 
shows us that participants of the questionnaire be-
lieve that the media can shape public opinion when 
it comes to elections. Only 2.7% participants strong-
ly disagree.

Figure 12: 
Percentage of media impact on participants deci-
sions when it comes to voting

We were very surprised to find out through 
this graph that most of the participants are actu-
ally not completely influenced by the media. When 
it comes to their voting decisions, 31.1% of the par-

ticipants are unsure whether their decisions are in-
fluenced by the media. We also have to take into 
consideration that these are the answers based on 
our participants’ personal experiences. 29.7% of the 
participants strongly disagree that the media has 
impacted their decisions when it comes to voting.

Figure 13: 
Basis on which the participants assess  
the political candidate

This graph presents the personal opinion of 
participants on what basis they assess a political 
candidate. We can see that 21.6% of participants 
assess their candidate on the basis of what is pre-
sented to them on social media. 35.1% of the partic-
ipants assess their political candidate on different 
bases that are not presented in the graph. We can 
only speculate on what basis they assess a can-
didate. For example discussion with family mem-
bers for who they are going to vote for, or based on 
promises politicians give prior to elections.

Figure 14: 
Likeliness of participants to promote  
their candidate

18.9% of the participants would never pro-
mote or recommend their own personal candidate 
choice. 29.7% of the participants would feel free to 
promote or recommend their own personal candi-
date of choice. 27% are unsure whether to promote/
recommend or not. This shows that people who are 
likely to promote their candidate are just more po-
litically engaged.
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Figure 15: 
Does promotion of elections on social media lead 
to positive outcomes politically according  
to participants

As we can see on the last graph of our ques-
tionnaire, 47.3% of our participants are not sure 
whether the promotion of elections and politics on 
social media ultimately leads to positive outcomes. 
However, more participants, 16,2%, believe that this 
is the case. With only 5.4% strongly disagreeing with 
the mentioned statement. Minority of participants 
classify it as an unimportant act.

Besides analysing the graphs and providing 
the basic information about the opinion of the par-
ticipants of this research, we have conducted a re-
search analysis through the SPSS system in order to 
get quantitative data that will confirm our hypoth-
esis. Through this part of analysis focus is put on 
the mean, standard deviation and correlation. Cor-
relation of independent variables which are gender, 
education level and age groups of participants with 
dependent variables which are all linear questions 
provided in the questionnaire. All linear scale ques-
tions (7 of them) are included in this analysis. Other 
questions were not included.

Table 1: 
Linear scale questions and answers

QUESTION N Strongly 
Agree

Agree Neutral Disagree Strongly 
disagree

Do you 
follow 
elections 
in your 
country?

74 27 21 20 1 5

How often 
do you 
see posts 
about 
elections 
and politics 
in general 
on social 
media?

74 16 33 17 6 2

Do you 
think me-
dia plays 
a crucial 
role in the 
outcomes 
of the elec-
tions?

74 24 29 19 2 0

Do you 
think that 
media 
can shape 
public 
opinion 
when it 
comes to 
elections?

74 39 23 7 3 2

Would you 
say that 
media 
impacted 
your deci-
sion when 
it comes to 
voting?

74 3 9 23 17 22

How likely 
are you to 
promote 
and/or 
recom-
mend your 
candidate 
of choice?

74 6 22 20 12 14

Do you 
think 
promotion 
of elections 
and politics 
on social 
media 
ultimately 
leads to 
positive 
outcomes 
politically?

74 12 17 35 6 4

Note. First table represents all linear scale ques-
tions, and what kind of answers participants of the 
questionnaire provided.

Table 2: 
Mean and standard deviation value

How 
often 

do you 
see 

posts 
about 
elec-
tions 
and 

politics 
in gen-
eral on 
social 

media?

Do you 
follow 
elec-
tions 

in your 
coun-

try?

Do you 
think 

media 
plays a 
crucial 
role in 
out-

comes 
of the 
elec-
tions?

Do you 
think 

media 
can 

shape 
public 

opinion 
when it 
comes 
to elec-
tions?

Would 
you say 

that 
media 

impact-
ed your 
decision 
when it 
comes 
to vot-

ing?

How 
likely are 

you to 
promote 
and/or 
recom-
mend 
your 

candi-
date of 
choice?

Do you 
think 

promo-
tion of 

elections 
and 

politics 
on social 

media 
ulti-

mately 
leads to 
positive 

out-
comes 

political-
ly?

N Valid 74 74 74 74 74 74 74

Missing        0 0 0 0 0 0 0

Mean 3.743 3.865 4.014 4.270 2.378 2.919 3.365

Std. 
Deviation

,9801 1,1387 ,8357 ,9834 1,1551 1,2470 1,0280
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Note. Mean value shows us the average opinion 
when it comes to these 7 questions. Remember 
that “1” value is strongly disagree and “5” value is 
strongly agree. For example, the mean value for the 
first linear question is 3.743. This shows us that par-
ticipants agree and the value is far away from neu-
tral position (3 value). Mean value for the third and 
fourth question is the highest. Values are 4.014 and 
4.270. This shows that participants mostly agree 
with these two questions and these two questions 
are directly related to our hypothesis. This proves 
that participants agree with our hypothesis. When 
it comes to standard deviation, it tells us how the 
data deviates from the mean. On average answers 
deviate 0.98 from the mean in the first question. 
This shows that the deviation occurs mostly by just 
one value.

Table 3: 
Correlation between gender and 7 linear scale 
questions

Question N Pearson Correlation Significance

Do you follow elections 
in your country? 74 .065 .580

How often do you see 
posts about elections 
and politics in general 
on social media?

74 .027 .817

Do you think media 
plays a crucial role in 
outcomes of the elec-
tions?

74 -.015 .896

Do you think media can 
shape public opinion 
when it comes to elec-
tions?

74 -.068 .564

Would you say that 
media impacted your 
decision when it comes 
to voting?

74 -.194 .097

How likely are you to 
promote and/or recom-
mend your candidate of 
choice?

74 .040 .734

Do you think promotion 
of elections and politics 
on social media ulti-
mately leads to positive 
outcomes politically?

74 0.33 .783

Note. For example correlation between gender and 
“Do you follow elections In your country” is positive, 
but no statistically significant. Correlation between 
gender and these questions is not statistically sig-
nificant. Gender does not play a significant role.

Table 4: 
Correlation between age group and 7 linear scale 
questions

Question N Pearson Correlation Significance

Do you follow elections in your 
country? 74 -.095 .422

How often do you see posts 
about elections and politics in 
general on social media?

74 -.017 .884

Do you think media plays a 
crucial role in outcomes of the 
elections? 74 -.459´´ .000

Do you think the media can 
shape public opinion when it 
comes to elections? 74 -.429´´ .000

Would you say that media 
impacted your decision when 
it comes to voting?

74 -.159 .176

How likely are you to promote 
and/or recommend your 
candidate of choice?

74 .119 .312

Do you think promotion of 
elections and politics on social 
media ultimately leads to 
positive outcomes politically?

74 -.180 .126

Note. Correlation between age group and “Do you 
think media plays a crucial role in the outcomes of 
elections” is negative, but it is also statistically sig-
nificant. Age group of participants affects the onion 
on whether the media plays a crucial role in out-
comes of elections. Also, correlation between age 
group and “Do you think that media can shape 
public opinion when it comes to elections” is neg-
ative, but like the previous one, statistically signifi-
cant. This shows that the age group of participants 
affects the opinion that the media can shape pub-
lic opinion when it comes to elections. Other cor-
relations between age group and the questions are 
not statistically significant.
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Table 5: 
Correlation between education level and 7 linear 
questions

Question N Pearson Correlation Significance

Do you follow elections in your 
country? 74 .273´ .019

How often do you see posts 
about elections and politics in 
general on social media?

74 .010 .930

Do you think media plays a 
crucial role in outcomes of the 
elections? 74 -.067 .569

Do you think the media can 
shape public opinion when it 
comes to elections? 74 -.104 .378

Would you say that media 
impacted your decision when 
it comes to voting?

74 .034 .771

How likely are you to promote 
and/or recommend your can-
didate of choice?

74 -.003 .982

Do you think promotion of 
elections and politics on social 
media ultimately leads to posi-
tive outcomes politically?

74 .337´´ .003

Note. Correlation between education level and “Do 
you think promotion of elections and politics on so-
cial media ultimately leads to positive outcomes 
politically”? is positive, and it is statistically signifi-
cant. This shows that the education level impacts 
the opinion on whether or not promotion of elec-
tions and politics on social media lead to positive 
outcomes.

DISCUSSION

As we could see, most of the people that 
took this survey followed the election process in our 
country, which makes them eligible for giving an-
swers to the presented questions in the question-
naire.  We concluded that they are interested in the 
political situation and that they have basic knowl-
edge needed in order to take this questionnaire. 
When it comes to the rest of the participants that do 
not follow the elections as much, they are obvious-
ly less informed about the situation and therefore 
less capable of providing trustworthy answers. An-
alysing the next question ‘’Did you vote on the last 
elections’’, we saw that 83.8% of our respondents 
actually voted in the elections, while 16.2% did not. 
Here we have to take into account several factors. 
First of all, a small percentage of participants voted 
no simply because they are still not allowed to vote 

in the elections due to their age. Second factor that 
we have to take into consideration is that a small 
percentage of participants voted no because they 
do not follow elections at all, therefore, they are not 
interested enough to actually vote. According to 
the age-grouping graph, 51.1% of the participants 
are between the ages of 16 and 25. Additionally, the 
majority of today’s youth obtain their political infor-
mation through the internet and television. The lit-
erature review we conducted also showed that old-
er generations don’t use the internet as frequently 
as younger generations do. Additionally, older gen-
erations mostly rely on TV, newspapers, and radio 
as their informational media. Keep in mind that 
this does not mean that older generations do not 
use the internet at all. We live in a time when ev-
eryone has access to and uses some form of inter-
net, no matter the age. Answers of our participants 
showed that they get information about the elec-
tion process mostly through social media, 43.2%. In 
today’s world, we can acquire all of the needed in-
formation about politics and the election process. 
It is simply the fastest way to acquire information 
you want. 28.4% of participants get their informa-
tion from friends and family. They simply prefer 
communicating with other people around them 
about these types of topics and make their deci-
sions based on information they acquired (Rizvić & 
Bećirović, 2017). What we concluded here is that if 
you truly want to acquire information about politics, 
politicians or elections you can easily get informed 
any way you want, where you get the information 
you want is your personal choice. The next ques-
tion ‘’Do you use social media?’’ is very simple, so is 
the answer. It proves that all participants, no matter 
the age group, use social media. However, this does 
not mean that social media is their main source of 
information. Since everyone uses social media, the 
graph related to ‘’How often do you see posts about 
elections and politics in general on social media?’’ 
tells us that there is a significant amount of infor-
mation about elections on social media platforms. 
Politicians nowadays use social media to promote 
themselves and their beliefs. Even if you are not 
particularly interested in politics and elections, in-
formation about these things and certain politi-
cians can still appear on your feed simply because 
social media gets paid to promote some politi-
cians. The next question ‘’Do you think media plays 
a crucial role in outcomes of the elections?’’ proves 
our hypothesis. It is obvious that our participants 
agree with the hypothesis we are trying to prove. 
Not one of our participants believes that the me-
dia has no significant influence on the outcomes 
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of the elections. Our participants believe that the 
media can shape public opinion when it comes to 
the election process. Only 2.7% participants strong-
ly disagree with this statement. This further proves 
that media coverage can affect individual opinion 
and, in that way, shape the overall outcome of the 
elections. The answer to the next question ‘’Would 
you say that the media impacted your decisions 
when it comes to voting’’ is complicated. 31.1% of 
the participants are unsure whether their decisions 
are impacted by the media, 29.7% strongly disagree 
that the media has impacted their decisions when 
it comes to voting, and lastly, 4.1% strongly agree 
that the media impacted their decisions. Looking 
at the graph we can clearly see that over 50% of 
our participants do not think that the media can 
shape their decisions when it comes to voting. Keep 
in mind that the question before this one showed 
that almost all of our participants believe that the 
media can, in fact, shape public opinion when it 
comes to elections. This tells us that the answers 
to current question are in some way biased. This 
is due to human nature and a person’s belief that 
he or she personally cannot be influenced by out-
side forces, because they are too strongly minded. 
We deliberately asked these two questions one af-
ter another in our questionnaire. The first question 
refers to participants’ views on media shaping the 
general public opinion, while the second question 
is much more personal since it refers to the par-
ticipants’ view on whether the media can influence 
their personal decisions related to the elections. 
This proves that the answers to the second ques-
tion are, in fact, biased. These two questions are the 
most important questions of our questionnaire. We 
asked this next question ‘’On what basis do you as-
sess a political candidate?’’ just to get the general 
idea on where our participants get their information 
from, however, since most of our participants, 35.1%, 
answered ‘’other’’ we can only speculate on what 
basis they assess a candidate. When it comes to 
the last question 47.3% of our participants are not 
sure whether the promotion of elections and pol-
itics on social media ultimately leads to positive 
outcomes. Good portion of our participants believe 
that it leads to positive outcomes. 

Through the SPSS analysis we discovered 
mean value and standard deviation value. Mean 
showed us the average opinion when it comes to 7 
linear questions. Most important are values for the 
third and fourth linear question. Since their values 
are the highest (4.0 and 4.2), it proves that partic-
ipants agree with our hypothesis. When it comes 
to standard deviation, it tells us how data deviates 

from the mean. Deviation occurs mostly by just one 
value. SPSS analysis also showed us that gender 
does not play a significant role, when it comes to 
correlation with the questions. We also discovered 
that the correlation between age group and ‘’Do you 
think media plays a crucial role in the outcomes of 
the elections?’’ is statistically significant. This clear-
ly shows that the age group of participants affects 
the opinion on this question. We also discovered 
that the correlation between age group and ‘’ Do 
you think that the media can shape public opinion 
when it comes to elections?’’ is statistically signifi-
cant. This shows that the age group of participants 
affects the opinion that the media can shape pub-
lic opinion when it comes to elections. Lastly, cor-
relation between education level and ‘’Do you think 
promotion of elections and politics on social media 
ultimately leads to positive outcomes politically?’’ is 
statistically significant. This shows that education 
level impacts the opinion on whether or not promo-
tion of elections and politics on social media lead to 
positive outcomes. 

ANSWER TO RESEARCH QUESTION

Through data analysis we showed that our 
hypothesis is correct. The answers of our partici-
pants prove that they agree with our hypothesis. So, 
we conclude that there is a significant media influ-
ence on the outcomes of the elections. Our research 
question was ‘’How does media coverage influence 
the outcomes of the elections’’. We proved that the 
media influences the outcomes of the elections and 
now we are going to state how exactly it influenc-
es the mentioned outcomes. This research paper 
proves that the media has many ways of affecting 
the outcomes of elections. We have mentioned a 
few of them: social media, TV, newspapers, radio, 
etc. This research shows that no matter what age 
you are some form of media can and mostly like-
ly will influence your decisions. We also concluded 
that, since everyone uses social media, it has the 
greatest power to influence individuals and their 
opinions. The best example of the importance of 
media when it comes to affecting outcomes of the 
elections is the fact that the politicians who have 
less media coverage are less significant than the 
ones that do have. By appearing on different media 
platforms politicians shape public opinion. The role 
of the media is to inform the public about the candi-
dates and the election process. But what matters is 
how a particular candidate is portrayed to the pub-
lic by the media. An average citizen’s choice and 
vote may be influenced by this. Most people use at 
least one media platform, and politicians promote 
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themselves on these platforms. That simply means 
that media coverage affects opinions and beliefs 
of individuals and in the long run affects the out-
comes of the elections.

CONCLUSION

The main purpose of this research was to 
try and understand the connection between the 
media and outcomes of the elections, and to see 
if outcomes of the elections actually depend on 
the media coverage. The main hypothesis was that 
there is a significant media influence on the out-
comes of the elections, and the questionnaire was 
set up according to this assumption. According to 
the given answers from the survey, our hypothesis 
turned out to be correct. The media does, in fact, 
have a significant influence on the election results 
and on politics in general. This study demonstrates 
that media, in one form or another, can and almost 
certainly will affect people’s decisions at any age. 
This demonstrates how important media coverage 
is in influencing elections and how important it is in 
forming the political narrative. The results not only 
support the initial theory but also provide important 
new light on the complex interactions between the 
media and democratic processes, highlighting the 
various ways in which the media forms and affects 
election results.
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