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ABSTRACT

This study examines the role of social media networks specifically Jamii Forums and Mwananchi Digital in shaping public opinion during general elections in Tanzania. It addresses the gap in understanding how citizen-led and institutional digital media interact to influence voter behaviour. A descriptive design was employed, with data collected from 100 respondents through questionnaires and interviews, and analyzed using both quantitative and qualitative methods with SPSS. Findings showed that social media significantly shapes voter perceptions by facilitating opinion sharing, public debate, and advocacy for electoral reforms. 60% of respondents stated that political content on these platforms helped them express views and respond to policy shortcomings in past elections. These results align with the Uses and Gratifications theory and existing literature, which identify digital platforms as spaces for both transparency and the spread of misinformation. Platforms such as Facebook, Twitter, and Instagram provided timely information, encouraged debate, and mobilized citizens toward active participation, reinforcing their role as educational and mobilizing tools in democratic participation. The study also highlighted key challenges, including misinformation, lack of funding (37.7%), limited political knowledge (31.1%), unwillingness to participate (17.7%), and lack of trust (13.3%). Literature emphasizes the need for regulatory frameworks, media literacy, and trust-building initiatives to address these issues. 

Keywords: Social media, social media networks, public opinion, political engagement, general elections
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CHAPTER ONE

INTRODUCTION

1.1 Chapter Overview

This chapter provides an overview of the study. It begins with the background, setting the context and importance of the research. This is followed by the statement of the problem, which outlines the specific issue being addressed. The chapter then presents the objectives and research questions guiding the study. Next, the significance of the study is discussed, highlighting its potential contributions. The chapter also acknowledges the limitations faced during the research. Finally, the organization of the study is outlined, providing a roadmap for the reader.

1.2 Background of the Study

Social media has increasingly become a powerful tool for political engagement, public discourse, and election campaigns worldwide. Historically, traditional media such as newspapers, radio, and television played a dominant role in shaping public opinion during elections (Arugay and Baquisal, 2022). However, with the advancement of digital technology, social media platforms like Facebook, YouTube, WhatsApp, and Twitter have transformed how people receive and use political information. Major-Vázquez and associates (2021) Social media networks' growth over the past two decades has made it easier to communicate in real time, giving political actors the ability to engage with people directly and influence political narratives (Marakis, 2022). 
Due to the widespread use of social media for political financing and mobilization, the 2008 U.S. presidential elections were a historic moment. Since then, social media has been increasingly important in influencing public opinion and voting behavior in many nations, making it a vital field of study in political communication (Aboagye, Kipgen and Nwuche, 2020). Globally, Scholars have extensively studied the role of social media in political discourse, particularly in Western democracies. 
According to Gorodnichenko, Pham, and Talavera (2021), social media platforms played a significant role in influencing public sentiment during the Brexit referendum and the 2016 U.S. presidential elections. Their study found that social media content, particularly from political influencers, shaped voter perceptions through emotional and ideological appeals. The authors highlighted how misinformation and selective exposure to political content on social media led to political polarization and the reinforcement of partisan beliefs. This underscores the growing concern that social media networks, while enhancing political engagement, also serve as a tool for public opinion manipulation (Gorodnichenko, Pham, and Talavera, 2021).

Similarly, in Nigeria, social media played a critical role in the 2023 general elections, as highlighted by Ise Olorunkanmi et al. (2023), who noted that social media platforms were instrumental in political communication, particularly among young voters who used these platforms to access real-time election updates. The authors noted that while social media increased political participation and awareness, it also created an avenue for misinformation and political propaganda, influencing voters’ perceptions of candidates. This suggests that social media can both enhance democratic engagement and pose risks to electoral integrity through the spread of fake news and political bias (Ikefuama, 2023).

In Kenya, according to Ogejo (2023), social media has also reshaped political communication and electioneering, where digital influencers significantly impacted voter perception through targeted political messaging. Politicians strategically used social media influencers to amplify campaign messages, mobilize support, and counter negative publicity. In addition, Ogejo (2023) highlighted ethical concerns regarding the manipulation of public opinion through paid influencers, raising questions about the authenticity of political discourse on social media platforms.

In the Tanzanian context, social media penetration has dramatically changed the political landscape. Awinia (2021) examined the role of social media in party politics and elections, highlighting how platforms like WhatsApp and Facebook were used to engage voters during electoral campaigns. However, the study noted that while Awinia (2021) noted that social media platforms like WhatsApp and Facebook played a big role in facilitating political participation, they were also used as a tool for propaganda, censorship, and misinformation. The Tanzanian Government has imposed regulatory restrictions on digital communication, affecting how political actors utilize social media for electioneering. This indicates a complex dynamic where social media serves both as an enabler of political engagement and a means of information control (Gasuku, 2023).

While existing studies highlight the role of social media in shaping public opinion during elections in different countries, there remains a gap in understanding its specific impact on public opinion formation in Tanzania’s general elections. Previous research, such as that by Awinia (2021) and Kwayu (2022), has focused on social media penetration and party politics but has not extensively examined how digital platforms influence voter perceptions, decision-making, and electoral outcomes in Tanzania Recent studies have explored the influence of social media on political discourse in Tanzania, particularly among youth and academic communities. Kimweri (2024) examined how platforms like Twitter and Facebook shape political opinions among young adults, revealing that social media is a primary source of political information and a space for public debate. Similarly, Alfred (2021) focused on university students, identifying that social media not only informs but also mobilizes political engagement among young Tanzanians. These studies collectively emphasize the growing relevance of digital platforms in shaping political awareness and behavior, particularly among youth populations.

However, a critical gap remains in understanding how specific platforms like Jamii Forums and institutional media outlets such as Mwananchi Communication Limited influence public opinion during general elections. While Kaale and Mjema (2025) explored the interaction between state house communications and traditional media via social media, their focus was on information flow rather than public reception or opinion formation. None of the studies address how citizen-generated content and professional journalism intersect in the digital sphere to influence electoral perceptions at the national level. This gap warrants a deeper investigation into how both grassroots discussions and institutional narratives on these platforms shape public opinion in Tanzania's electoral processes

1.3 Statement of the Problem

In recent years, social media has emerged as a powerful force in shaping public opinion globally, particularly during election periods. In the United Kingdom, platforms such as Twitter and Facebook have been found to significantly influence voter behavior by enabling rapid dissemination of political content, including misinformation and targeted campaigns (Ausat, 2023). These networks play a dual role on one hand, enhancing democratic participation, and on the other, contributing to information distortion that may sway electoral outcomes. As a result, public opinion is increasingly molded by digital interactions rather than traditional media, raising concerns about the integrity and independence of voters’ choices.

In the East African region, Kenya presents a compelling case for the influence of social media in political discourse. Marakis (2022) highlighted that during Kenya’s general elections, platforms like WhatsApp and Twitter were instrumental in mobilizing political support, spreading campaign messages, and even triggering ethnic polarization. Although these platforms have expanded access to political information, they have also enabled the spread of hate speech and unverified content that can undermine national unity. The tension between social media’s empowering potential and its ability to fuel divisiveness illustrates a critical regional challenge in balancing free expression with democratic stability.
Tanzania mirrors many of these challenges but presents unique dynamics shaped by its regulatory and media environment. Manyerere (2021) observed that Tanzanian youth rely heavily on social media to access political information, with Jamii Forums serving as a key platform for anonymous civic debate. However, restrictive digital policies have stifled open interaction and created a climate of fear, limiting the constructive use of such platforms (Churk & Volkmer, 2021). The dominance of state-aligned narratives through official media, coupled with the unregulated nature of forums, has generated a polarized digital environment that affects how citizens form opinions during elections.

Despite these findings, there is a significant gap in understanding the dual influence of both citizen-led platforms like Jamii Forum and institutional media outlets such as Mwananchi Communication Limited (Mwananchi Digital) on public opinion formation during Tanzania’s general elections. Existing studies have primarily focused on youth engagement, policy restrictions, or regional trends, without a direct focus on how these two major players interact to shape electoral perceptions. This study seeks to bridge that gap by investigating how user-generated discourse and professional journalism intersect in the digital space to influence public sentiment and voting behavior. Addressing this issue is critical, as failure to understand these dynamics may allow for manipulation of public opinion, undermining the transparency and fairness of the electoral process.

1.4 Objectives of the Study

1.4.1 General Objective

The general objective of the study was to assess contribution of social media network in shaping public opinion during general election in Tanzania. 

1.4.2 Specific Research Objectives
i. To examine the effects of social media network in shaping voter perceptions during general elections in Tanzania.

ii. To evaluate the impact of social media discussions influences political engagement during general elections in Tanzania.

iii. To analyze the challenges of social media networks in shaping public opinion during general elections.

1.5 Research Question
1.5.1 Specific Research Questions
i. What effect do social media networks have on shaping voter perceptions during general elections in Tanzania?

ii. How do social media discussions influence political engagement among voters during general elections in Tanzania?

iii. What challenges of social media networks in shaping public opinion during general elections in Tanzania?

1.6 Significance of the Study
This study was significant as it offers valuable insights for voters by enhancing their understanding of how social media platforms influence their political perceptions and decisions during general elections. By critically analyzing the content from Jamii Forum and Mwananchi Communication Ltd (Mwananchi Digital). The study might help voters become more discerning consumers of political information, potentially reducing the impact of misinformation and manipulation. Policymakers will also benefit, as the findings informed the development of digital communication regulations and electoral policies that balance freedom of expression with the need for credible and transparent information flows during elections.

For media houses, the study provides a framework for evaluating the effectiveness and credibility of their digital engagement strategies during electoral periods. Understanding how public opinion is shaped online can help outlets like Mwananchi Communication Ltd. refine their content strategies and ethical reporting standards. Lastly, electoral bodies such as the National Electoral Commission (INEC) were gain empirical evidence to guide voter education campaigns and improve communication practices in the digital space. The findings can support the design of more inclusive, informed, and participatory electoral processes in Tanzania.

1.7 Scope of the Study

This study was focused on analyzing the contribution of social media networks in shaping public opinion during general elections, with specific reference to Jamii Forum and Mwananchi Communication Ltd (Mwananchi Digital). This study is geographically limited to Tanzania, with a specific focus on two influential digital platforms: JamiiAfrica   and Mwananchi Communication Ltd (Mwananchi Digital). Methodologically, the study will employ a mixed-methods approach, combining qualitative and quantitative techniques. It will involve content analysis of discussions and news articles from Jamii Forums and Mwananchi Communication Ltd. These platforms were select due to their prominence in shaping political discussions and public opinion during general elections. 
The research was concentrated on the Tanzanian context, where the interaction between digital media, voters, and political actors reflects unique socio-political dynamics. By narrowing the geographical focus, the study aims to generate context-specific insights that are directly relevant to Tanzania’s electoral landscape. The temporal scope of the study covers the most recent general election period, allowing for the analysis of contemporary and real-time interactions, voter sentiments, and media coverage during the electoral cycle. In terms of content scope, the study was examining how social media networks influence public opinion, voter perceptions, and political engagement. 

1.8 Organization of the Study

This research is divided into five chapters:  The study's history, the problem description, the study's aims, the research questions, and its importance are all included in the study's brief introduction in Chapter one. The literature review based on the definition of important ideas, theoretical review, and reviews of related works is highlighted in Chapter two. The approaches and procedures utilized for data collecting and analysis are illustrated in Chapter three. The research design, study population, sampling techniques, sample size, data collection techniques, validity and reliability of research instruments, data analysis techniques, and ethical issues are all explained in this section. Data analysis, presentation, and discussion are explained in chapter four. The study's summary, conclusion, and suggestions are presented in chapter five.
CHAPTER TWO

LITERATURE REVIEW

2.1 Chapter Overview

This chapter presents a review of literature pertinent to the study as presented by various researchers, scholars, analysts, and authors. The chapter summarizes the literature reviewed for the purpose of the study. The literature covers an overview of the previous studies, definitions, theoretical framework, empirical literature, research gap, and conceptual framework. The literature review helps the study to develop a conceptual framework. 

2.2 Definition of Key Terms

2.2.1 Social Media

In the context of this study, social media refers to digital platforms that facilitate the creation, sharing, and discussion of political content and opinions during general elections in Tanzania. These platforms, including Jamii Forum Africa and Mwananchi Communication Ltd.’s online outlets, serve as critical spaces where voters access information, engage in political debates, and form perceptions about candidates and policies. Social media in electoral settings enables real-time communication between citizens, political actors, and the media, thereby influencing public opinion and voter behavior (Eichner et al., 2021; Wang, Cheng & Sun, 2021). 
Given the increasing reliance on digital platforms for political engagement in Tanzania, this study operationally defines social media as any internet-based application used to disseminate, discuss, or influence political content during the general election period. This definition is tailored to the Tanzanian context, where traditional media is often complemented or challenged by user-driven digital discourse.  

2.2.2 Public Opinion

In the context of this study, public opinion refers to the collective views and attitudes of Tanzanian citizens regarding electoral processes, candidates, and political parties, as shaped through discussions and information shared on social media platforms. It represents the dominant perceptions and sentiments formed through public discourse, particularly during the general election period, where voters express their concerns, preferences, and expectations (Vincent, 2021; David, 2022). In Tanzania, where traditional media is often limited by regulatory constraints, platforms like Jamii Forum and Mwananchi Communication Ltd (Mwananchi Digital) have become critical arenas for the formation and expression of political opinion. Therefore, this study operationally defines public opinion as the aggregated political attitudes and intentions expressed by citizens through online interactions during elections, reflecting how digital engagement shapes democratic participation and electoral outcomes.

2.3 Theoretical Review

This section focuses on examining and synthesizing various theories related to a specific research question or topic. This type of review involves identifying, scrutinizing, and comparing different theoretical frameworks, models, and concepts to clarify and determine their relevance, applicability, or contribution to the topic under discussion. This study will be guided by uses and Gratifications (U&G) theory.

2.3.1 Uses and Gratifications Theory
The Uses and Gratifications (U&G) theory was first developed by Blumler and Katz (1974) to explain how and why individuals choose to consume certain kinds of media because they expect to obtain specific gratifications as a result of those selections. According to the theory, audiences are not passive consumers of media but are active participants who select media content based on their psychological and social needs (Blumler and Katz, 1974). The theory identifies five key uses of media: information and education, personal identity, integration and social interaction, entertainment, and escapism. For instance, during general elections, citizens may use social media platforms like; JamiiAfrica and Mwananchi Communication ltd (Mwananchi Digital) to access political news, engage in political discussions, and express their opinions. This demonstrates that media consumption is driven by the need for information, social interaction, and personal identity formation.

However, the U&G theory has faced criticism. Ruggiero (2000) argues that the theory overlooks the influence of media structure and technological affordances on audience behavior. He suggests that modern digital media, particularly social media, provide more interactive and participatory opportunities, which complicates the simple notion of audience motivation as proposed by U&G theory. Similarly, Severin and Tankard (2001) criticize the theory for being overly individualistic and failing to account for the broader sociocultural and political contexts influencing media consumption patterns. 
Despite these criticisms, U&G theory remains relevant in the digital age as it helps explain how social media influences political engagement. For example, during general elections, platforms like Jamii Forum and Mwananchi Communication (Mwananchi Digital) serve as spaces where users seek political information, discuss political issues, and shape public opinion. The strength of the U&G theory lies in its focus on the audience's active role in media consumption and its ability to explain why different individuals use the same media content for different reasons. Its relevance to the study on the contribution of social media networks in shaping public opinion during general elections is evident, as it highlights how voters actively engage with social media for information, political debate, and opinion formation. 
In relation to the first objective which examined the effect of social media networks in shaping voter perceptions U&G theory helps explain how individuals actively seek political information to satisfy their need for awareness, personal identity, and informed decision-making. Voters use these platforms not passively, but deliberately, to form opinions about candidates and issues that matter to them. Regarding the second objective which evaluated the impact of social media discussions on political engagement, the theory is particularly relevant in understanding how social interaction and community belonging motivate users to participate in political discourse. 
Social media provides a space for citizens to debate, share opinions, and react to political events in real-time, which fosters a sense of civic involvement and political mobilization. The third objective which analyzed the challenges of social media networks in shaping public opinion is also well-aligned with critiques of the U&G theory. As Ruggiero (2000) and Severin & Tankard (2001) point out, the theory’s individualistic focus may overlook the structural and technological complexities of digital platforms, such as algorithmic bias, misinformation, and digital censorship, which can distort public opinion formation. These challenges are critical to understanding the limitations of social media in democratic processes and directly inform the analysis of barriers to effective political communication in Tanzania.

2.3.2 Reception Theory

Reception theory, first developed by Hans Robert Jauss in 1982, focuses on how audiences actively interpret media messages rather than passively receiving them. This theory emphasizes the role of the reader or viewer in constructing meaning based on their cultural background, emotions, and lived experiences. In the context of the study titled “Contribution of Social Media Network in Shaping Public Opinion During General Election: Evidence from Jamii Forum   and Mwananchi Communication Limited (Digital)”, reception theory is highly relevant as it provides a lens to understand how Tanzanian citizens engage with political content on social media platforms. Particularly during elections, users do not merely consume information they interpret it based on prior beliefs, political affiliations, and emotional states (Jauss, 1982).

One of the core strengths of reception theory lies in its acknowledgment of diverse audience interpretations, which is especially significant in emotionally charged contexts like general elections. Social media platforms such as Jamii Forum and Mwananchi Communication Limited (Digital) become spaces where users not only receive information but also express fear, anger, hope, and trust emotions that significantly shape how they perceive political content. As Hall (1980) expanded upon in his encoding/decoding model, the emotional and cultural context of audiences influences their reading of media texts, resulting in dominant, negotiated, or oppositional interpretations. This aspect aligns closely with the emotional narratives observed in the study, where user reactions on social media reflect varying political sentiments and affective responses.

However, scholars have criticized reception theory for its heavy reliance on subjective interpretation. Staiger (2005) argues that while the theory values audience agency, it often overlooks the power structures and media framing that guide and limit interpretation. Similarly, Philo (2008) critiques the theory for underestimating the influence of dominant ideologies in shaping public opinion, even when audiences appear to resist. These criticisms suggest that while users on platforms like Jamii Forum may exercise agency, their interpretations are still significantly shaped by the political and media environment, including editorial framing by Mwananchi Communication Ltd (Digital) and algorithms that amplify certain narratives.

Despite these critiques, reception theory remains highly applicable to this study, particularly because it captures the emotional and interpretative complexity of media engagement during elections. Social media enables rapid and emotionally charged exchanges of information, often leading to shifts in public opinion that cannot be understood through linear communication models. By using reception theory, the study effectively explores how different audiences interpret election-related content, express emotion, and form public opinion in real time. It also helps explain how users’ emotional reactions such as anxiety over election fraud or hope for political change are shaped by their interaction with media texts, offering a comprehensive framework for analyzing digital political discourse.

2.4 
Empirical Literature Review

2.4.1 
The Effect of Social Media Network in shaping Voter Perceptions during General Elections in Tanzania
The studies by Dada (2023), Tomar et al. (2023), and Mwainyekule (2022) collectively highlight the transformative role of social media in shaping public opinion during general elections, yet they differ in focus, context, and methodology. Dada’s research, based in the United Kingdom, emphasizes the impact of news framing on voter perception, finding that platforms like Facebook and Twitter significantly influenced political discussions and agenda setting. 
Similarly, Tomar et al.’s study in India reveals how AI-powered tools and targeted messaging on social media influenced voter behavior and engagement. In contrast, Mwainyekule’s Tanzanian-based study takes a qualitative approach and centers on the role of platforms such as Jamii Forums and WhatsApp in enhancing political transparency and freedom of expression. While all three studies acknowledge social media’s political influence, only Mwainyekule contextualizes it within a Sub-Saharan African democratic environment where regulatory and infrastructural challenges are more pronounced.

A notable methodological difference lies in the research designs employed. Dada (2023) and Tomar et al. (2023) utilize quantitative and mixed-method approaches respectively, integrating surveys, content analysis, and AI data interpretation to measure the influence of digital media. In contrast, Mwainyekule (2022) relies on qualitative interviews, providing depth and nuance about individual experiences with political discourse in Tanzania. These varied methodologies suggest that while the former studies excel in offering generalizable insights, they may overlook cultural and regulatory nuances captured more effectively through qualitative research. Furthermore, the African context, especially Tanzania, remains underrepresented in large-scale quantitative media research, indicating a geographical and methodological gap that limits global comparative insights into voter behavior.

Thematically, the findings revealed both overlapping and divergent concerns. All three studies acknowledge that social media can both empower and manipulate voters. Dada (2023) and Tomar et al. (2023) stress the role of digital platforms in shaping narratives and polarizing public discourse through strategic framing and algorithmic personalization. Mwainyekule (2022), however, shifts the focus to the dual role of social media as both an enabler of transparency and a source of misinformation, particularly in a context where formal media may be constrained. While Dada and Tomar et al. emphasize how digital technologies are used for political messaging and control, Mwainyekule draws attention to grassroots engagement and the organic spread of both truthful and misleading content, suggesting the need to balance freedom of expression with regulatory oversight.

Critically, the gaps identified across these studies highlight the need for a localized, in-depth analysis of how social media affects trust, accountability, and political stability in African electoral contexts. Dada (2023) and Tomar et al. (2023) call for further exploration into the long-term effects of media manipulation on democratic integrity, while Mwainyekule (2022) reveals a lack of understanding of how misinformation could be effectively regulated without infringing on digital rights. These findings justify the relevance of a study focused on Jamii Forum and Mwananchi Communication Ltd (Mwananchi Digital). in Tanzania, examining how localized social media platforms influence public opinion, voter perception, and political engagement, while addressing emerging challenges such as misinformation, bias, and regulatory limitations. This study aimed to bridge these gaps by providing an empirically grounded and context-specific understanding of the electoral role of social media in Tanzania.

2.4.2 The Impact of Social Media Discussions Influences Political Engagement During General Elections in Tanzania

The studies by Theocharis et al. (2023), Uwalaka (2021), and Kwayu (2022) collectively emphasize the growing importance of social media as a tool for political engagement, particularly among younger and more digitally literate populations. Theocharis et al(2023). found that social media platforms in Germany significantly enhanced political engagement through real-time interaction and algorithmic personalization, especially among young voters. Similarly, Uwalaka (2021) observed that Nigerian university students utilized platforms like WhatsApp and Twitter to participate in political discourse, protest organization, and direct communication with leaders. 
Both studies highlight the interactive and participatory nature of social media, showing that digital affordances help lower traditional barriers to political engagement. However, while Theocharis et al. focused on a European democratic context with high internet access, Uwalaka contextualized the findings within a more polarized and digitally uneven environment, where misinformation played a more significant role.

In contrast to these studies that center on users’ engagement, Kwayu (2022) takes a political party-centric view, analyzing how Tanzanian opposition parties strategically use social media particularly Twitter as a countermeasure to state-controlled traditional media. Unlike the user-focused methodologies of the previous two studies, Kwayu (2022) employs qualitative methods to understand institutional strategies rather than individual behaviors. The study provides unique insight into how social media is used to circumvent censorship and reach urban voters. However, it also reveals a key contextual limitation: poor digital infrastructure in rural Tanzania, which restricts the outreach and effectiveness of social media-driven political campaigns. This contrasts with the environments in Germany and even parts of Nigeria, where mobile connectivity and digital literacy are relatively more widespread among youth populations.

Despite their different focuses and methodologies, all three studies underscore key challenges that remain underexplored. Theocharis et al. (2023) and Uwalaka(2021) both raise concerns about the authenticity and quality of political engagement, citing algorithm-driven behaviors and misinformation as critical threats. Kwayu (2022) identifies a structural gap in access, which has implications for equitable political participation in Tanzania. Collectively, these findings highlight a methodological gap in combining digital behavior analysis with grassroots-level understanding in the African context. There is also a contextual gap regarding how local platforms beyond global giants like Twitter and Facebook shape political discourse. These gaps justify a focused inquiry into Tanzanian platforms such as Jamii Forums and local media outlets like Mwananchi Communication Ltd. (Mwananchi Digital), to assess their role in shaping informed, inclusive, and meaningful political engagement during elections.

2.4.3 Challenges of Social Media Networks in Shaping Public Opinion During General Elections

The studies by Couzigou (2021) and Ahmed et al. (2023) both address the pervasive issue of misinformation during electoral periods, yet they differ in focus, methodology, and contextual framing. Couzigou centers on the regulatory dimension within France, using a legal analysis to assess how the state attempts to curb misinformation while preserving democratic freedoms. This legalistic perspective highlights the institutional efforts to ensure transparency in political communication but underscores the dilemma of possibly infringing on freedom of expression. In contrast, Ahmed et al. take a behavioral and demographic approach in South Africa, using a quantitative survey to explore how misinformation impacts political engagement across different age groups. While both studies acknowledge the seriousness of misinformation, their methodologies reflect different lenses one structural and policy-oriented, the other individual and perceptual.

A key comparative insight is the role of digital literacy and age as factors in misinformation vulnerability. Ahmed et al. found that older voters in South Africa were more susceptible to misinformation, whereas younger voters possessed better critical evaluation skills, suggesting that education and familiarity with digital tools can mitigate misinformation’s impact. Couzigou, on the other hand, does not address demographic factors but instead emphasizes the institutional response to misinformation threats through legal instruments. This creates a complementary picture: while France focuses on top-down solutions such as legislation and sanctions, the South African context reveals the need for bottom-up interventions like media literacy programs and public education. These differing focal points underline a gap in integrating both regulatory and educational strategies to address misinformation comprehensively.

Despite offering valuable insights, both studies overlook several crucial dimensions. Neither investigates how social media algorithms or platform-specific moderation policies contribute to the amplification or suppression of false content. Moreover, the influence of coordinated disinformation campaigns, whether orchestrated domestically or by foreign actors, remains underexplored. This omission is significant given the growing body of evidence that such campaigns can erode trust in democratic institutions and skew electoral outcomes. As a result, there is a clear methodological and contextual gap in understanding the role of platform governance and algorithmic amplification in the spread of political misinformation. Future research particularly in the Tanzanian context should examine how local platforms like Jamii Forum and traditional media hybrids like Mwananchi Communication Ltd (Mwananchi Digital) navigate these regulatory and technological challenges to ensure credible political discourse during elections.

2.5 Research Gap
The reviewed literature shows that various studies were done from global, region and local Globally, studies such as those by Dada (2023) in the United Kingdom and Theocharis et al. (2023) in Germany reveal that social media plays a critical role in shaping voter behavior, agenda setting, and political engagement, particularly among younger and digitally active populations. These studies predominantly utilize quantitative and mixed-methods approaches, generating insights based on high internet penetration, strong regulatory frameworks, and sophisticated digital infrastructures. 
However, a significant gap exists in understanding how these global trends apply to less digitally mature or politically different contexts, particularly in Sub-Saharan Africa. Moreover, while Dada and Theocharis et al. examine the strategic use of social media by political actors and the affordances of platform algorithms, they overlook the complexities of misinformation, digital inequality, and localized political dynamics that may be more pronounced in African settings. Regionally and locally, studies such as Uwalaka (2021) in Nigeria and Mwainyekule (2022) in Tanzania begin to address these contextual nuances by exploring how social media affects political engagement in African electoral environments. 
Both studies highlight the significance of platforms like WhatsApp and Jamii Forum Africa in fostering freedom of expression and mobilizing youth political participation. However, gaps remain in terms of platform-specific governance, the role of misinformation in undermining political trust, and the lack of digital infrastructure in rural areas. Additionally, there is limited empirical research that integrates both voter perception and platform-level strategies in the Tanzanian context. This justifies the need for a localized study focusing on Jamii Forum and Mwananchi Communication Ltd (Mwananchi Digital), aiming to fill methodological and contextual gaps by capturing how Tanzanian voters interact with and are influenced by social media during general elections.

2.6 Conceptual Framework
A conceptual framework is a diagrammatic presentation of the relationship between independent and dependent variables to be used in the study (Kumar, 2019). The conceptual framework for this study is structured around three key components: the independent variable, the intervening variable, and the dependent variable. The independent variable, social media networks, encompasses activities such as accessing political content, sharing political information, and engaging in online discussions. These actions represent the active use of platforms like Jamii Forum and Mwananchi Communication Ltd (Mwananchi Digital), through which users seek political news, participate in debates, and circulate political opinions. These platforms serve as channels for political communication, enabling users to bypass traditional media gatekeeping and directly influence or be influenced by political narratives.

The intervening variable represents how social media reshapes voters' beliefs and outlooks. This involves the internal cognitive and emotional responses individuals form as they consume and engage with political content. Through exposure to diverse viewpoints, persuasive messages, and real-time discussions, social media can reinforce or shift individuals' political attitudes, trust in electoral processes, and interpretations of political events. These transformed perceptions then influence the dependent variable, shaping public opinion, which is reflected in observable outcomes such as changes in voting behavior, increased participation in political discussions, and the broader formation of collective opinions on political matters. Together, this framework illustrates the process by which social media facilitates political engagement and opinion shaping, especially during general elections in Tanzania.

Independent variable
Intervening variables               Dependent variable
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Figure 2. 1 Conceptual Framework
Source: (Researcher, 2025)

CHAPTER THREE

METHODOLOGY

3.1 Introduction

This chapter outlines the research design, study area, and sampling procedures, including the determination of sample size. It details the instruments and methods employed for data collection, ensuring robust and systematic gathering of information. The data analysis section explains the analytical techniques used to process and interpret the collected data. Ethical concerns are also addressed to ensure the research adheres to established ethical standards.

3.2 Research Philosophy

A research philosophy is a framework that directs how research should be carried out under beliefs regarding reality and the nature of knowledge (Creswell, 2020). This study was employing a pragmatic research philosophy. The pragmatic research philosophy focuses on reality. It asserts that the research challenge largely influences the choice of research philosophy. This research philosophy places importance on practical outcomes (Kumar, 2019). Through this philosophy, the researcher had room to apply both quantitative and qualitative approaches (Trochim & Donnelly, 2020). This philosophy also allows the use of interviews, case studies, and (Mwita, 2025).

3.3 Research Approach

Takona (2024) described the research approach as a comprehensive plan encompassing everything from hypothesis formulation to data collection, analysis, and interpretation. In this study, both quantitative and qualitative methods will be employed, the quantitative approach utilizes computational, statistical, and mathematical tools to measure the problem and generate results for a larger population, while the qualitative approach is adopted to clearly define the research problem and meet the study’s specific objectives through focused data analysis (Huntington-Klein, 2021).

3.4 Research Design
This study employs a descriptive research design, which is appropriate for systematically obtaining information about social media’s role in shaping public opinion during general elections in Tanzania. According to Kombo and Tromp (2018), a descriptive design enables researchers to observe and describe phenomena as they occur naturally, making it ideal for capturing current voter perceptions, political discussions, and media engagement patterns without manipulating the environment. Given the study's aim to understand how platforms like Jamii Forum and Mwananchi Communication Ltd (Mwananchi Digital) influence voter behavior and political discourse, the descriptive design provides a structured way to analyze these dynamics in a real-world setting. 
As supported by Majid (2018), this design is particularly beneficial when working within limited timeframes and resources, as it allows for the collection of both qualitative and quantitative data that reflect public attitudes and experiences. Moreover, it aligns with similar studies on media influence in political settings (e.g., Dada, 2023; Mwainyekule, 2022), which emphasize descriptive analysis as crucial for interpreting evolving patterns of digital political engagement.

3.5 Study Area

Jamii Forum and Mwananchi Communication Ltd (Mwananchi Digital) were chosen for their pivotal roles in shaping political discourse and voter behavior in Tanzania. Jamii Forum, dubbed the "Tanzanian whistleblower platform," fosters political debates and exposes scandals, significantly influencing voter perceptions during elections, while Mwananchi Communication Ltd (Mwananchi Digital), through its widely read newspaper and digital platforms, serves as a major source of political news and frames key political issues.

3.6 Population of the Study
Population refers to the complete set of individuals or entities sharing common characteristics that are of interest to the researcher (Majid, 2018; Bhandari, 2021). In this study, the focus is on Mwananchi Communication Ltd (Mwananchi Digital), Jamii Forum (Jamii Forum), and citizens (political stakeholders actively engaged in online discussions). A pilot survey estimated the total population size to be 132 individuals.
Table 3.1: The Target Population

	Rank Category
	Description
	Number of respondents 
	Percentage

	Mwananchi Communication L.T.D(Digital)
	Staffs
	50
	37.9%

	Jamii Forum
	Staffs 
	25
	18.9%

	Citizens
	Stockholder of political parties
	57
	43.2%

	Total
	Approximate Total number of target population
	132
	100%


Source: Researcher (2025).
3.6.1 Justification of the Target Population Estimates

The estimated figures of 50 staff members from Mwananchi Communication Ltd (Digital), 25 staff members from Jamii Forum, and 57 citizen stakeholders do not represent the total workforce of these institutions nor the entire population of citizens. Rather, they constitute the eligible population frame identified through systematic screening and pilot mapping in line with the study’s objectives. First, within the two media organizations, the numbers were derived from official staff rosters accessed through human resource offices and departmental records. However, only those employees directly engaged in digital media production, content moderation, online community management, or analytical roles relevant to political communication were included. 
Staff members in unrelated departments (e.g., finance, security, or logistics), those on long-term leave, and individuals outside the digital units were excluded. Based on these inclusion and exclusion criteria, the eligible population comprised 50 staff at Mwananchi and 25 staff at Jamii Forum. Second, for the citizen stakeholders, the figure of 57 was generated through a pilot mapping exercise of active online participants in political discussions. This involved identifying individuals who, within the last three months, had contributed a minimum of five posts or comments related to political discourse across the targeted platforms. 
The initial list was further refined by removing duplicates, unverified or inactive accounts, and those under the age of 18. The remaining 57 individuals formed the citizen subgroup in the target population. Finally, all three categories were subjected to validation checks. For institutional staff, validation was confirmed by cross-checking with departmental supervisors. For citizens, activity logs and online participation records were examined to confirm their eligibility. In this way, the final target population of 132 respondents (50 + 25 + 57) was established as a realistic and research-driven sampling frame, which was then used in the application of Yamane’s formula to determine the study sample size.
3.7 Sample Size

Table 3.2: Size of Sample

	Rank Category
	Number of respondents
	Percentage

	Mwananchi Communication L.T.D staffs (Digital)
	38
	38

	Jamii Forum staffs
	19
	19

	Citizens
	43
	43

	Total
	100
	100


Source: Researcher (2025)

The sample size refers to a subset of elements selected from the entire population (Schindler & Cooper, 2011). This research applied Yamane’s (1967) formula to determine the appropriate sample size:
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Where:

n = Sample size

N = Total population (132 citizen and staff)

e = Margin of error (assumed at 5% or 0.05 for a 95% confidence level)
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Therefore, the size of sample is 99 .9 which is 100 respondents

3.8 Sampling Design

Sampling involves selecting elements from a population to represent the entire group (Kothari, 2020). This study employed both probability and non-probability techniques. Simple random sampling was applied to select 43 citizens, ensuring each individual had an equal chance of being chosen, thus minimizing bias (Kothari, 2019). Purposive sampling was used to obtain key informants, including 38 staff members from Mwananchi Communication Ltd (Digital) and 19 from Jamii Forum, based on their relevance to the study (Kothari, 2019).

3.9 Data Collection Methods

Both secondary and primary data was collected in this study. Primary data was be collected through questionnaires and in-depth interviews with key informants from the staff members of Jamii Forum, Mwananchi Communication Ltd(Digital) and citizens while secondary data will be obtained from documented sources. The use of multiple data sources serves to triangulate and enhance the quality of the data collected (O’Leary, 2014).

3.9.1 Primary Data

Primary data is the data collected from a first-hand source and is original (Kothari, 2019). It consists of information gathered to address a specific issue or problem. In this study, primary data was collected through questionnaire (quantitative data) surveys and in-depth interviews (qualitative data) with selected staff members of Jamii Forum, Mwananchi Communication Ltd (Digital) and citizens.

3.9.2 Secondary Data

Secondary data is defined as information previously collected and analyzed by other researchers, often used in social science to support new research inquiries (Creswell, 2020). In this study, secondary data was sourced from a broad review of academic publications, online repositories, scholarly articles, magazines, journals, and credible internet sources. Specifically, academic databases such as Google Scholar, JSTOR, ScienceDirect, SAGE Journals, and Taylor & Francis Online was utilized to access peer-reviewed global literature. Regionally grounded sources were drawn from local digital repositories like the University of Dar es Salaam Institutional Repository (UDSM IR) and Tanzania Online, which host theses, policy documents, and research relevant to the Tanzanian context (Majid, 2018; Bhandari, 2021). 
Document selection   follows predefined inclusion criteria: (i) Relevance to social media, public opinion, and electoral processes; (ii) Empirical focus with publication dates between 2015 and 2025 to ensure recency. Findings were classified based on the platforms studied (e.g., Jamii Forumn, Mwananchi Communication Ltd (Digital), methodologies used, and identified gaps, providing critical insight into the conceptual and methodological framing of this study.
3.10 Tools for Data Collections
3.10.1 Structured Questionnaires

This study used structured questionnaires as the primary data collection tool to address its specific research objectives. Structured questionnaires, as defined by Dubey and Kothari (2022), consist of a predetermined set of standardized questions that ensure uniformity in responses, facilitating effective quantitative analysis. A total of 69 questionnaires were administered to purposively selected participants, including readers and social media users engaging with Jamii Forumn and Mwananchi Communication Ltd(Digital). 
The first objective examined the effect of social media networks in shaping voter perceptions the questionnaire includes items assessing exposure to political content, perception changes due to social media use, and trust in online political information. The tool was gathering data on users’ experiences with misinformation, censorship, political bias, and access barriers. The structured questionnaire format ensures that the collected data directly aligns with each research objective and supports reliable, comparable, and valid analysis.

3.10.2 In-depth Interviews 

In-depth interviewing (IDIs) is a qualitative research technique that involves conducting intensive individual interviews with a small number of respondents to explore their perspectives on a particular topic of the study (Creswell, 2018). An ‘interview’ is typically a face-to-face conversation between a researcher and a participant involving a transfer of information to the interviewer (Cresswell, 2020).  In this study, in depth interviews conducted to 38 key informants, from Mwananchi Ltd staffs while 19 was involve from Jamii Forum and   43 Citizen. IDIs was guided by Interview Guide. The duration of the interview per respondent was not more than 30 minutes. The second objective evaluated the impact of social media discussions on political engagement. It covered participation in online political forums, sharing of political content, and interactions with political actors. The third objective analyzed the challenges of social media networks in shaping public opinion the tool was gather data on users’ experiences with misinformation, censorship, political bias, and access barriers. The interviews format ensures that the collected data directly aligns with each research objective and supports reliable, comparable, and valid analysis.
3.10.3 Documentary Review

According to Kothari (2019), secondary data refers to the data which have already been collected and analyzed by someone else. Kothari (2019) emphasizes on the value of documents as they can provide more insight into the programs being studied by cross validating and augmenting evidence from other source. Relevant information was reviewed to extract natural secondary data from the various documents, where books, journals were reviewed. For objective two and three were used University of Dar es Salaam Institutional Repository (UDSM IR) and Tanzania Online, which host theses, policy documents, and research relevant to the Tanzanian context (Majid, 2018; Bhandari, 2021). Document selection was following predefined inclusion criteria: (i) Relevance to social media, public opinion, and electoral processes; (ii) Empirical focus with publication dates between 2015 and 2025 to ensure recency based on Jamii Forum and Mwananchi Communication limited policy.
3.11 Validity and Reliability of the Study

Defined as the extent to which research truly measures what it is intended to measure, is crucial for ensuring truthful and sound research results (Kumar, 2019). In this study, data validity is secured by developing solid evidence that the instrument’s test interpretation aligns with its intended purpose, with a pilot study involving nineteen staff members conducted to assess and refine the questionnaire based on their responses (Kumar, 2019). Reliability, which Suhairom et al. (2014) describe as an instrument's ability to consistently measure the intended construct, is equally important. The study were  assess reliability by examining the internal consistency of test results (Oluwatayo, 2012) using Cronbach's Alpha, with values above 0.7 recommended by Fraenkel and Wallen (2006) deemed acceptable for further analysis.
3.12 Data Analysis

Hirose and Creswell (2023) defined data analysis as the systematic arrangement of information by case classification; accordingly, this study employed descriptive analysis for quantitative data using IBM SPSS (version 7) and Microsoft Excel, tools favored for their user-friendliness and efficiency with large datasets, with results presented in frequency tables, percentages, and charts. In this study, qualitative data was analyzed using content analysis, which involves a structured process of coding, categorizing, and interpreting textual data. The analysis began with open coding, where responses and textual information from documents, interviews, or media content was read thoroughly and assigned initial codes based on recuring words, phrases, or concepts relevant to the study objectives. 
These initial codes were be grouped into broader categories or themes such as voter perception, misinformation, political engagement, and media influence. The themes were analyzed for frequency and contextual meaning to identify patterns and relationships within the data. This interpretative process draws connections between the themes and the research objectives, helping to explain how social media networks like Jamii Forum and Mwananchi Communication Ltd (digital) contribute to shaping public opinion during general elections. Throughout the process, researcher reflexivity and triangulation with quantitative findings were applied to enhance the validity and credibility of the interpretations.
3.13 Ethical Consideration

To ensure ethical compliance, the study was guided by key research ethics principles including voluntary participation, informed consent, the right to withdraw, and data confidentiality. Respondents were informed that their participation is entirely voluntary, and they may decline or withdraw from the study at any point without facing any penalty or consequence. Prior to participation, the researcher was providing a detailed informed consent form outlining the purpose of the study, the nature of their involvement, potential risks or benefits, and the measures taken to protect their privacy. Participants were asked to sign this form only after they have fully understood the information provided. Furthermore, all collected data treated with strict confidentiality: No personal identifiers and responses was stored securely using password-protected digital files accessible only to the researcher. No names or identifying details was appear in the final report. These steps, along with ethical clearance from the Open University, Mwananchi Communication LTD and Jamii Forum.
CHAPTER FOUR TC "CHAPERT  FOUR" \f C \l "1" 
DATA PRESENTATION AND ANALYSIS OF FINDINGS
4.1 Chapter Overview
This chapter presents, analyzes and discusses the findings of the study which assessed contribution of social media network in shaping public opinion during general election in Tanzania. Following specific objectives guided the study; examination of the effect of social media network in shaping voter perceptions during general elections in Tanzania, evaluation of the impact of social media discussions influences political engagement during general elections in Tanzania, and analyzed the challenges of social media networks in shaping public opinion during general elections. 
The data results are presented using frequency tables and percentages (charts). The size of sample was 100 respondents. Simple random sampling was employed to select 43 respondents from citizens engaged in political discussions, ensuring that each individual had an equal chance of being chosen and minimizing bias. Purposive sampling was used to obtain key informants, with 38 staff members from Mwananchi Communication Ltd (Digital) and 19 from Jamii Forum who were selected based on their relevance to the study. Primary data was collected through questionnaires and in-depth interviews with key informants from the staff members of Jamii forum, Mwananchi Communication L.T.D (Digital) and citizens while secondary data obtained from documented sources.

4.2 Demographic Characteristics of Respondents

4.2.1 Respondent’s Gender

Gender is a significant demographic feature in this study since it helps the researcher to guarantee that the results are genuine and devoid of gender bias. As shown in Table 4.1, the findings indicated that, out of the 90 respondents, 52 (57.7%) respondents were male, and 38 (42.2%) respondents were female. This suggests that men made up most of the respondents the researcher was able to contact. Due to the study topic's nature, the researcher expected that there would be an equal number of male and female participants. This is because a greater proportion of males than women are active in providing public opinion during general election. Moreover, this was attributed by the nature of the contribution of social media network in shaping public opinion during general election in Tanzania requires people with energy and don’t fear to deal with the system of government as longer as opinion are the part of freedom of expression.
Table 4.1: Gender of Respondents
	
	Frequency
	Per cent

	Valid
	Male
	52
	57.7

	
	Female
	48
	42.2

	
	Total
	100
	100.0


Source: Field Data, 2023.
4.2.2 Respondent’s Age

According to Table 4.2, 4 (4.4%) of the respondents were in age group between 55 years and above, 20 (22.2%) were in age group between 26 and 35 years, 30 (33.3%) were between the ages of 36 and 45, 24 (26.6%) were between the ages of 46 and 55 years, and 12 (13.3%) of the respondents were in age group between from 18 to 25 years. According to the results, most responders were between the ages of 36 and 45. These results imply that those majority respondents were youth with enough energy to engage in providing opinion about the general election via Mwananchi and Jamii Forum social media particular to Instagram and x space (Twitter). Another characteristic or variable that influences the use of social media network is age. Younger participants are keener to be involved in providing more opinion.
Table 4.2: Age of Respondents

	
	Frequency
	Percent

	Valid
	18 – 25
	12
	13.3

	
	26 – 35
	20
	22.2

	
	36-45
	40
	33.3

	
	46-55
	24
	26.6

	
	Above 55
	4
	4.4

	
	Total
	100
	100


Source: Field Data, 2023
4.2.3 Respondent’s Level of Education
The results show that 35 (35.5%) of the respondents had only completed primary education, 27 (27.7%) had completed secondary education, 18 (20%) had completed a certificate program, 10 (11.1%) had completed a diploma program, and 5 (5.5%) had finished secondary education (Table 4.3). Education enables individual users to know how to seek information on asses contribution of social media network in shaping public opinion during general election in Tanzania. This is because, when people gain knowledge, they desire to broaden the scope of their experience by solving some problems in the social media. This suggests that education level is the component that motivates Thus, education has been able to enable the citizens to express their opinions about the shortcomings that emerged in the general election through social media platforms led by the Jamii Forum and Mwananchi communication Limited (Digital).

Table 4.3: Level of Education of Respondents

	
	Frequency
	Percent

	Valid
	Primary education
	42
	35.5

	
	Secondary education
	25
	27.7

	
	Certificate
	18
	20

	
	Diploma
	10
	11.1

	
	Others(specify)
	5
	5.5

	
	Total
	100
	100


Source: Field Data, 2023
4.2.4 Distribution of Respondents on Economic Activities

Table 4.4 indicates that, about 40(44.4%) of community members were engaging in Social Media Platforms (Core Providers), 25(27.7%) Social Media Marketing & Advertising Agencies, 15 (16.6%) E-commerce via social media, and the remaining 10(11.1%) were dealing with Social Media Consulting & Training. This implies that the greater percentages of economic activities were 30.3% of those dealing with online business activities, and the lowest was 4% of those dealing with Social Media Data & Analytics Firms. The kind of economic activity is a significant demographic feature in this study because it enables the researcher to establish if a member of the community doing a specific type of employment that can affect the sense social media network in shaping public opinion during general election in Tanzania.
Table 4.4: Types of Economic Activities

	
	Frequency
	Percent

	Valid
	Social Media Platforms (Core Providers)
	50
	44.4

	
	Social Media Marketing & Advertising Agencies
	25
	27.7

	
	with Social Media Consulting & Training
	15
	16.6

	
	Social Media Data & Analytics Firms
	10
	11.1

	
	Total
	100
	100


Source: Field Data, 2023
4.3 
Effect of Social Media Network in Shaping Voter Perceptions During General Elections in Tanzania
4.3.1 
Citizens Accessing Political Content
The respondents were questioned whether accessing political content are useful and whether they have actually whether they have been able to provide opinion that the government has implemented as a policy to reduce the shortcomings in the 2015 and 2020 general elections. The study examined whether respondents perceived accessing political content as useful and whether such access had enabled them to provide opinions that the government implemented as policies to address shortcomings identified in the 2015 and 2020 general elections. As presented in Table 4.5, 54 respondents (60%) agreed with the statement, 30 respondents (33.3%) disagreed, and 6 respondents (6.6%) were unsure. 
The majority, therefore, acknowledged that citizens’ access to political content through social media had been effective in influencing electoral reforms and amendments to general election regulations.

“Through online platforms, I have shared my views on election issues, and later I saw changes that reflected those ideas.”

“Political content keeps me informed and allows me to contribute suggestions for improving our elections.”

“When we engage in discussions on social media, the authorities appear to take note, and sometimes, policy changes follow.”
These findings resonate with the principles of Uses and Gratifications theory, which emphasizes citizens’ collective responsibility to address undesirable practices, thereby shaping public opinion. In the context of Tanzania, the effectiveness of accessing political content in shaping voter perceptions is significantly influenced by the level of trust between citizens through their participation on social media platforms and, the Tanzania Independent Electoral Commission (TIEC) in electoral processes. This trust has been observed to steadily grow over time, supported by the continuous expansion of social media networks in the country, creating greater opportunities for participatory democracy.
Tomar et al. (2023) stress the role of digital platforms in shaping narratives and polarizing public discourse through strategic framing and algorithmic personalization. Mwainyekule (2022), however, shifts the focus to the dual role of social media as both an enabler of transparency and a source of misinformation, particularly in a context where formal media may be constrained. While Dada and Tomar et al. emphasize how digital technologies are used for political messaging and control, Mwainyekule draws attention to grassroots engagement and the organic spread of both truthful and misleading content, suggesting the need to balance freedom of expression with regulatory oversight.
Table 4.5: Citizens Accessing Political Content

	
	Frequency
	Per cent

	Valid
	Yes
	64
	60

	
	No
	30
	33.3

	
	I don’t know
	06
	6.6

	
	Total
	100
	100.0


Source: Field Data, 2025
4.3.2 
Impact of Social Media Discussions Influences Political Engagement During General Elections in Tanzania
The question of whether Impact of social media discussions influences political engagement during general elections in Tanzania was placed to the respondents. According to Table 4.6, 20 (22.2%) people said "No" and 70 (77.7%) said "Yes". This indicates that most Impact of social media discussions influences political engagement during general elections in Tanzania. Scholars’ views on the role of social media in political engagement echoed patterns observed in comparative studies by Theocharis et al. (2023), Uwalaka (2021), and Kwayu (2022). Several participants, particularly younger and digitally literate individuals, noted that social media platforms provide a unique space for real-time interaction, political discourse, and the dissemination of election-related information. 
As one respondent observed, “Through WhatsApp groups and Twitter discussions, I can follow debates instantly and contribute my opinion without waiting for formal meetings.” This perspective aligns with Theocharis et al.’s findings in the German context, where algorithmic personalization and interactive affordances were shown to enhance youth political engagement. Similarly, Uwalaka’s study of Nigerian university students found that platforms such as WhatsApp and Twitter facilitated political discussion, protest mobilization, and direct communication with political leaders, lowering traditional barriers to participation.
Other scholars, however, reflected experiences more in line with the political party–centric perspective advanced by Kwayu (2022). In the Tanzanian context, participants noted that opposition parties strategically use social media particularly Twitter to bypass state-controlled traditional media, reach urban audiences, and present counter-narratives. One respondent commented, “Most of the information I get from opposition parties comes directly from their Twitter accounts, since TV and radio often avoid such stories.” While this approach was seen as effective in urban centers, respondents also acknowledged the challenge of poor digital infrastructure in rural areas, which limits the reach of these campaigns. This reality contrasts with the higher connectivity and digital literacy observed in Germany and, to some extent, in Nigeria, where mobile internet penetration is more evenly distributed.
Despite these variations, scholars consistently highlighted challenges that parallel those identified in the three referenced studies. Concerns were raised about misinformation, algorithm-driven polarization, and unequal access to digital platforms. One participant noted, “Sometimes you don’t know which information to trust; fake news spreads very fast online.” This reflects the authenticity and quality concerns emphasized by Theocharis et al. and Uwalaka. Others mentioned the structural limitations of internet access, reinforcing Kwayu’s observation that rural communities remain digitally marginalized. Collectively, these insights point to a methodological and contextual gap in understanding Tanzanian digital political engagement particularly the role of local platforms such as Jamii Forums and Mwananchi Digital which warrants targeted research to assess their contribution to inclusive and informed electoral participation.
Table 4.6: Scope of Sharing Information

	
	Frequency
	Per cent

	Valid
	Yes
	80
	77.7

	
	No
	20
	22.2

	
	Total
	100
	100.0


Source: Field Data, 2023
4.3.3 Scope of Sharing Information
The researcher asked the respondents as to whether the social media discussions influences political engagement during general elections in Tanzania in Scope of Sharing information. The researcher sought to establish whether social media discussions influence political engagement during general elections in Tanzania, specifically in the scope of sharing information. As indicated in Table 4.7, 56 (62.2%) of respondents answered “Yes,” 28 (31.1%) of the respondents answered “No,” and 6 respondents (6.6%) stated they had nothing to comment on the statement. The majority view suggests that social media platforms facilitate political engagement by enabling users to exchange information, deliberate on political matters, and participate in electoral discourse.
Respondents reported that online political conversations have enhanced their ability to differentiate between accurate information and misinformation, remain updated on political developments in real time, and become more conversant with key political issues. These engagements were also perceived to improve their capacity to critically analyze political matters. 
“Online political conversations have helped me identify the difference between facts and propaganda.”

“I now follow political news more closely because social media delivers updates instantly.”
One respondent explained that such discussions are a valuable learning opportunity, allowing them to build on existing knowledge, encounter diverse perspectives, and observe how others reason through political arguments. This process, they noted, strengthens their analytical skills and improves their contributions to political discourse. 
“Social media has exposed me to perspectives I had never considered before.”

“When I read and respond to other people’s political opinions, I learn how to argue my case better.”
Furthermore, some participants indicated that they not only respond to political discussions initiated by others but also create their own threads or posts to stimulate engagement. They emphasized that actively initiating such conversations fosters greater involvement, encourages wider participation, and deepens understanding of political processes. Overall, the findings underscore the role of social media as both a participatory and educational space, which, when effectively utilized, can strengthen democratic engagement during general elections in Tanzania.
Table 4.7: Scope of Sharing Information

	
	Frequency
	Per cent

	Valid
	Yes
	66
	62.2

	
	No
	28
	31.1

	
	I don’t know
	06
	6.6

	
	Total
	100
	100.0


Source: Field Data, 2023
4.4 
The Social Media Discussions Over Influenced Your Decision to SAttend a Political Rally
The study sought to examine whether social media discussions influenced respondents’ decisions to attend political rallies, vote, or support a particular candidate. Findings revealed a substantial influence, with many respondents acknowledging that online political interactions played a decisive role in shaping their political engagement. Specifically, the survey indicated that 34 (37.7%) of the respondents stated that such discussions motivated them due to advocacy for election reforms, 28 (31.1%) of the respondents reported that they were influenced through increased political awareness, 28 (31.1%) of the respondents highlighted that they gained knowledge about the structure of the general election.

The data suggests that social media platforms not only served as spaces for political debate but also as catalysts for mobilizing physical participation in political events. Discussions advocating for election reforms appeared to be the strongest motivator, as respondents reported that these conversations often translated into a sense of urgency and personal responsibility to take part in rallies or voting. Moreover, political awareness gained from such interactions was perceived as empowering, equipping individuals with sufficient information to make informed choices regarding candidates and parties. This aligns with literature indicating that politically active online communities can stimulate offline political action through continuous exposure to targeted messages and peer-driven dialogue.

Table 4.8: 
Social Media Discussions Influenced Decisions to Attend Political Rallies, Vote, or Support a Particular Candidate
	
	Frequency
	Per cent

	Valid
	Yes
	44
	37.7%

	
	No
	28
	31.1%

	
	
	28
	31.7%)

	
	Total
	100
	100


Source: Field Data, 2023.
Additionally, the findings demonstrate that knowledge about the structure of the general election acquired through social media discussions enhanced citizens’ understanding of electoral processes, making them feel more confident in participating. Trust-building emerged as another crucial factor, as respondents expressed that positive, transparent, and informative interactions online fostered credibility towards both the electoral system and individual candidates. Overall, the evidence strongly supports the conclusion that social media discussions have a significant influence on citizens’ willingness to attend political rallies, cast their votes, and even endorse specific candidates during general elections in Tanzania., as demonstrated in Figure 4.1.
4.5 
The Challenges of Social Media Networks in Shaping Public Opinion During General Elections
4.5.1 
Engaging in Political Discussions
The study investigated challenges faced by social media networks in shaping public opinion during general elections, particularly in relation to political discussion engagement. Findings revealed several obstacles that hinder effective online political discourse. A key concern identified was that social media enables the rapid spread of false or misleading information, often shared without verification. Such content can distort public understanding of candidates, policies, and the electoral process, thereby influencing voters’ choices unfairly. 
“Sometimes the information I see on social media is not accurate, but by the time it is corrected, many people have already believed it.”
Another challenge highlighted by respondents was the limitation of relying on a single platform or source for political information. Participants noted that while social media offers unique insights into public opinion, it cannot provide a complete or balanced perspective on electoral issues. To gain a comprehensive understanding, it must be complemented with other reliable information sources such as mainstream media, government reports, or direct civic engagement. 
“Social media gives one side of the story, but I always look for other sources to confirm what I read.”
Survey data further revealed structural and resource-based challenges to engagement in political discussions. Of the respondents, 34 (37.7%) mentioned a lack of funding as a significant obstacle, 28 (31.1%) cited insufficient knowledge about political or electoral matters, 16 (17.7%) indicated a lack of willingness to participate, and 12 (13.3%) reported a lack of trust in the credibility of online political content. 
“I do not join many online political discussions because I feel I don’t know enough to contribute meaningfully.”
Trust emerged as a recurring issue, with some respondents expressing skepticism towards political conversations on social media due to perceived bias, misinformation, or manipulation. This distrust was seen as limiting active engagement, as individuals were hesitant to rely on online discussions for decision-making. 
“I am careful with political content online because I suspect some of it is meant to mislead or push certain agendas.” 
Overall, the findings underscore that while social media has the potential to enhance political engagement, these challenges must be addressed to ensure informed, constructive, and trustworthy political discourse during general elections in Tanzania. Also, some imperial literature reveals that the studies by Couzigou (2021) and Ahmed et al. (2023) both address the pervasive issue of misinformation during electoral periods, yet they differ in focus, methodology, and contextual framing. 
Couzigou centers on the regulatory dimension within France, using a legal analysis to assess how the state attempts to curb misinformation while preserving democratic freedoms. This legalistic perspective highlights the institutional efforts to ensure transparency in political communication but underscores the dilemma of possibly infringing on freedom of expression. In contrast, Ahmed et al. take a behavioral and demographic approach in South Africa, using a quantitative survey to explore how misinformation impacts political engagement across different age groups. While both studies acknowledge the seriousness of misinformation, their methodologies reflect different lenses one structural and policy-oriented, the other individual and perceptual.

A key comparative insight is the role of digital literacy and age as factors in misinformation vulnerability. Ahmed et al. found that older voters in South Africa were more susceptible to misinformation, whereas younger voters possessed better critical evaluation skills, suggesting that education and familiarity with digital tools can mitigate misinformation’s impact. 
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Figure 4.1:
The Challenges of Social Media Networks in Shaping Public Opinion During General Elections
Couzigou, on the other hand, does not address demographic factors but instead emphasizes the institutional response to misinformation threats through legal instruments. This creates a complementary picture: while France focuses on top-down solutions such as legislation and sanctions, the South African context reveals the need for bottom-up interventions like media literacy programs and public education. These differing focal points underline a gap in integrating both regulatory and educational strategies to address misinformation comprehensive, as demonstrated in Figure 4.1
CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.1 Chapter Overview

The chapter has been divided up into three sections: the first portion provides an overview of the study and its findings, and the second section enumerates the study's conclusions. The last section includes recommendations based on the findings obtained in chapter four above and areas for further study.

5.2 Summary of the Key Findings

The main aim of the study was to investigate the Contribution of Social Media Network in Shaping Public Opinion During General Election: Evidence from Jamii Forums and Mwananchi Communication Limited (Digital). The study was driven by three main objectives namely to; examine the effect of social media network in shaping voter perceptions during general elections in Tanzania. Others were; to evaluate the impact of social media discussions influences political engagement during general elections in Tanzania and to analyze the challenges of social media networks in shaping public opinion during general elections.

5.2.1.
Effect of Social Media Network in Shaping Voter Perceptions During General Elections in Tanzania
The study assessed the effect of social media networks in shaping voter perceptions during general elections in Tanzania, with particular focus on whether access to political content was useful in addressing electoral shortcomings. Findings revealed that a majority of respondents (60%) agreed that accessing political content via social media enabled citizens to share opinions that influenced government policies and reforms related to the 2015 and 2020 general elections. Conversely, 33.3% disagreed, while 6.6% remained uncertain. These results indicate that social media platforms have played a significant role in facilitating civic engagement and promoting electoral reforms, thereby contributing to improved electoral regulations and transparency
5.2.2
Impact of Social Media Discussions Influences Political Engagement During General ERlections in Tanzania
The study examined the impact of social media discussions on political engagement during general elections in Tanzania. Findings revealed that a majority of respondents (77.7%) agreed that social media discussions significantly influenced political engagement, while only 22.2% disagreed. The results highlight the role of platforms such as WhatsApp and Twitter in enabling real-time political discourse, dissemination of election information, and citizen participation.
5.2.3
Challenges of Social Media Networks in Shaping Public Opinion during General Elections in Tanzania
The study also examined the challenges of social media networks in shaping public opinion during general elections. Findings revealed that despite their potential to enhance political engagement, social media platforms face significant obstacles that hinder effective discourse. Chief among these is the rapid spread of false or misleading information, often circulated without verification. Such misinformation can distort public perceptions of candidates, policies, and the electoral process, ultimately influencing voter decisions in ways that may undermine democratic integrity. These challenges highlight the need for stronger digital literacy, fact checking mechanisms, and regulatory measures to safeguard fair political engagement online.
The study employed a descriptive research design. The sample size comprised 100 respondents. The study employed only primary methods, where questionnaires and interviews were used as the data collection tools. The collected data were analyzed quantitatively and qualitatively with the aid of the Statistical Package for Social Scientists (SPSS). The findings of this study indicate that social media networks play a significant role in shaping voter perceptions and influencing political engagement during general elections in Tanzania. 
Under Objective One, the majority of respondents (60%) agreed that accessing political content through social media was useful and had enabled them to share opinions that were later reflected in government policy, particularly in addressing shortcomings in the 2015 and 2020 general elections. Respondents reported that online platforms served as spaces for expressing views, gaining information, and contributing to electoral reforms. This aligns with the Uses and Gratifications theory, suggesting that citizens use social media to fulfill informational and participatory needs, with trust in the Tanzania Independent Electoral Commission (INEC) and platform growth enhancing this impact. 
Literature by Tomar et al. (2023) and Mwainyekule (2022) reinforces the dual nature of digital platforms as enablers of transparency and as potential sources of misinformation. The study was guided by the following specific objectives: to examine the effect of social media network in shaping voter perceptions during general elections in Tanzania, to evaluate the impact of social media discussions influences political engagement during general elections in Tanzania and to analyze the challenges of social media networks in shaping public opinion during general elections.

The study investigated whether respondents perceived access to political content on social media as useful and whether such access had enabled them to contribute opinions that were later adopted by government as policies addressing shortcomings observed in the 2015 and 2020 general elections. Findings presented in Table 4.5 show that a majority of respondents (60%) agreed that political content facilitated meaningful participation, while 33.3% disagreed and 6.6% were uncertain. The positive responses indicate that citizens’ engagement with political content through online platforms has played a role in influencing electoral reforms and amendments to election regulations. Respondents’ narratives also reinforced this perspective, pointing to instances where opinions expressed online were later reflected in policy outcomes.

These findings are consistent with the Uses and Gratifications theory, which highlights the active role of audiences in seeking information and using media platforms to address collective concerns. In the Tanzanian context, respondents emphasized that accessing political content not only kept them informed but also allowed them to contribute to public discourse on electoral integrity. Trust in the Tanzania Independent Electoral Commission (TIEC) was identified as a critical factor shaping these perceptions, with increasing social media participation fostering greater confidence in electoral processes and creating opportunities for participatory democracy.

Comparative literature further underscores the complex role of digital platforms in shaping political outcomes. Tomar et al. (2023) emphasize how digital media influences narratives through framing and algorithmic personalization, while Mwainyekule (2022) highlights the dual function of social platforms as both promoters of transparency and channels of misinformation. Unlike studies that focus primarily on political control and strategic messaging, the present findings stress grassroots engagement, where citizens perceive their online participation as consequential to reform. This suggests that, although challenges of misinformation persist, social media continues to serve as a vital mechanism for amplifying citizen voices and shaping policy in Tanzania’s evolving democratic landscape.

The findings revealed that a substantial majority of respondents (70, representing 77.7%) affirmed that social media discussions significantly influence political engagement during general elections in Tanzania, while only 20 respondents (22.2%) disagreed. This suggests that social media platforms are perceived as critical arenas for political discourse, information dissemination, and real-time interaction, particularly among younger and digitally literate populations. Several participants described how social media enables them to engage with political debates without the constraints of traditional physical meetings. 
As one respondent explained, “Through WhatsApp groups and Twitter discussions, I can follow debates instantly and contribute my opinion without waiting for formal meetings.” These observations are consistent with Theocharis et al. (2023), who found that interactive features and algorithmic personalization in Germany enhanced political engagement among youth, and with Uwalaka’s (2021) findings in Nigeria, where platforms such as WhatsApp and Twitter facilitated political mobilization and reduced participation barriers.

Other respondents shared perspectives aligned with Kwayu’s (2022) political party–centric framework, particularly in the Tanzanian context where opposition parties rely on social media especially Twitter to circumvent state-controlled traditional media. Respondents emphasized that these platforms provide direct access to party narratives, especially in urban areas where internet connectivity is stronger. As one participant put it, “Most of the information I get from opposition parties comes directly from their Twitter accounts, since TV and radio often avoid such stories.” This supports Kwayu’s conclusion that social media serves as a strategic tool for bypassing censorship. However, participants also acknowledged the rural-urban digital divide, noting that poor infrastructure in rural Tanzania hampers the equitable reach of such campaigns, a limitation less pronounced in Germany and certain Nigerian regions.

Despite these divergent emphases, respondents consistently identified challenges that echo those raised in the three comparative studies. Misinformation, algorithm-driven echo chambers, and uneven access to digital platforms emerged as recurrent concerns. One respondent cautioned, “Sometimes you don’t know which information to trust; fake news spreads very fast online.” This mirrors the authenticity and reliability concerns highlighted by Theocharis et al. (2023) and Uwalaka (2021). Additionally, the structural exclusion of rural populations from online political discourse reinforces Kwayu’s observation that unequal digital access constrains broad-based electoral participation.

Collectively, these findings indicate both methodological and contextual gaps in current understandings of Tanzanian digital political engagement. Respondents pointed to the need for a deeper exploration of how locally relevant platforms such as Jamii Forums and Mwananchi Digital influence voter awareness, trust, and participation. While international platforms like Twitter and Facebook dominate much of the literature, the Tanzanian context presents unique dynamics in which homegrown digital spaces may hold significant yet underexplored potential for fostering inclusive and informed electoral processes. This highlights the necessity for targeted, context-specific research that integrates both user-centric and institutional perspectives.

The study examined the challenges that social media networks face in shaping public opinion during general elections, with a focus on the obstacles limiting effective political discussion and engagement. A prominent issue identified was the rapid dissemination of false or misleading information, which respondents noted often spreads without verification, shaping electoral perceptions before corrections can be made. “Sometimes the information I see on social media is not accurate, but by the time it is corrected, many people have already believed it.” This finding aligns with Couzigou’s (2021) observation that misinformation during elections poses a significant threat to transparency, and with Ahmed et al.’s (2023) conclusion that such content can distort voter understanding and influence electoral outcomes. Both studies emphasize the seriousness of the challenge but approach it from different angles one through legal and regulatory mechanisms in France, and the other through behavioral and demographic analysis in South Africa.

In addition to misinformation, participants highlighted the limitation of relying exclusively on social media as a source of political information, stressing the importance of complementing it with mainstream media, government reports, and direct civic engagement. “Social media gives one side of the story, but I always look for other sources to confirm what I read.” Survey results further revealed structural and resource-based barriers: 34 respondents (37.7%) cited lack of funding, 28 (31.1%) mentioned insufficient political knowledge, 16 (17.7%) indicated a lack of willingness to participate, and 12 (13.3%) expressed distrust in online political content. These insights echo Ahmed et al.’s findings that low levels of digital literacy increase vulnerability to misinformation, particularly among older voters, suggesting the need for targeted public education programs.

Trust emerged as a recurring challenge, with respondents expressing skepticism toward political discourse on social media due to perceived bias, misinformation, and hidden agendas. “I am careful with political content online because I suspect some of it is meant to mislead or push certain agendas.” This reflects the authenticity and credibility concerns documented in both Couzigou’s and Ahmed et al.’s work. Comparatively, Couzigou underscores the role of institutional responses such as legislation and sanctions protect the integrity of electoral communication, while Ahmed et al. advocate for bottom-up strategies, including media literacy initiatives, to equip voters with critical evaluation skills. The Tanzanian context, therefore, presents a dual need: regulatory interventions to limit the spread of false information and educational efforts to enhance citizens’ ability to discern credible political contents.
5.3 Conclusion

In conclusion, this study has demonstrated that social media networks, particularly platforms such as Jamii Forum and Mwananchi Communication Limited (Digital), significantly contribute to shaping public opinion during general elections in Tanzania. Findings under the first objective revealed that these platforms serve as vital spaces for political discourse, enabling citizens to access relevant political information, share views, and influence policy reforms, especially in the wake of the 2015 and 2020 elections. Grounded in the Uses and Gratifications theory, the results confirm that citizens utilize social media to satisfy informational and participatory needs, with trust in electoral institutions and increased platform usage enhancing this role.

The study also established that social media networks foster political engagement by facilitating debates, information exchange, and critical analysis of political issues. Respondents noted that participating in online discussions boosted their political awareness, confidence, and willingness to engage in electoral processes. These findings reinforce the role of digital platforms as educational and mobilizing tools, which, when used effectively, can promote participatory democracy and active citizenship during elections.

However, the research identified significant challenges that hinder the effectiveness of social media in shaping public opinion. Misinformation was the most pressing issue, with participants expressing concerns about its potential to distort electoral understanding. Other constraints, including limited funding, inadequate political knowledge, unwillingness to participate, and lack of trust, further weakened the ability of online discussions to meaningfully influence voter perceptions and political engagement.

To address these challenges, the study emphasizes the need for integrated strategies combining regulatory frameworks and civic education. Drawing from comparative literature, the findings suggest that top-down measures to curb misinformation should be complemented by grassroots initiatives to improve digital literacy and political knowledge. Strengthening trust in institutions, enhancing access to credible information, and promoting informed participation will be critical in ensuring that social media networks continue to serve as constructive platforms for shaping public opinion and supporting democratic processes in Tanzania.

5.4 Recommendations

Based on the study’s findings, it is recommended that policymakers and electoral management bodies, particularly the Tanzania Independent Electoral Commission (TIEC), strengthen the integration of social media platforms into official electoral communication strategies. By leveraging established platforms such as Jamii Forums and those managed by Mwananchi Communication Limited, electoral authorities can disseminate timely, accurate, and accessible information to counter misinformation and provide clear guidance on electoral processes. Such integration should be supported by official verification mechanisms, including platform-based fact-checking tools and verified accounts for electoral announcements, to enhance public trust and reduce the influence of unverified political content.

Secondly, there is a need to promote comprehensive digital literacy programs aimed at improving citizens’ ability to critically assess online political information. These programs should be implemented collaboratively by government agencies, civil society organizations, media institutions, and educational bodies, with a focus on equipping users with skills to identify misinformation, assess source credibility, and engage constructively in online political debates. Special emphasis should be placed on reaching rural and marginalized populations, who may have limited access to quality political education, thereby reducing disparities in political engagement and participation during elections.

Furthermore, enhancing the participatory potential of social media requires addressing infrastructural and resource-related challenges. Stakeholders, including political parties, NGOs, and donor agencies, should invest in capacity-building initiatives that empower citizens to utilize social media effectively for civic engagement. This could involve providing training in content creation, facilitating online policy dialogues, and ensuring affordable internet access to encourage broader participation. Addressing economic barriers will help bridge the digital divide, ensuring that political engagement through social media is inclusive and representative of diverse voices across Tanzania.

Lastly, regulatory frameworks governing the use of social media during elections should be reviewed and updated to balance freedom of expression with the need to safeguard electoral integrity. The development of clear, transparent, and enforceable guidelines on political communication online would help curb misinformation without stifling legitimate debate. Such regulations should be participatory in design, incorporating input from government agencies, technology companies, media organizations, and civil society. By fostering a collaborative governance approach, Tanzania can harness the democratic potential of social media while mitigating its risks, ultimately strengthening public opinion formation and political participation during general elections.

5.4 Recommendation for Further Studies
5.4.1 Comparative Analysis Across Social Media Platforms

Future studies could compare the influence of different platforms such as Facebook, Twitter, Instagram, TikTok, and Jamii Forums to determine which has the strongest effect on shaping voter perceptions and political engagement during elections in Tanzania.

5.4.2 Longitudinal Study on Social Media Influence

Conduct a multi-election longitudinal study to examine whether the impact of social media on public opinion changes over time, particularly across different political cycles and technological advancements.

5.4 3 The Role of Fact-Checking Initiatives

Investigate the effectiveness of fact-checking organizations and tools in reducing misinformation and shaping informed voter opinions during general elections.

5.4.4 Demographic Differences in Social Media Influence

Explore how factors such as age, gender, education level, and geographic location (urban vs. rural) influence the way citizens use social media for political engagement and opinion formation.

5.4.6 Government Regulation and Freedom of Expression Balance

Study the effects of Tanzania’s legal and policy framework on political discourse in social media, focusing on the balance between curbing misinformation and preserving freedom of expression.

5.4.7 The Role of Social Media in Mobilizing First-Time Voters

Investigate how targeted social media campaigns can encourage first-time voters to participate in elections and whether such engagement is sustained in subsequent political events.
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APPENDICES

APPENDIX I: QUESTIONNAIRE

I am Nuru Ally, a Master’s student at the Open University of Tanzania, conducting a research study titled: “Contribution of Social Media Networks in Shaping Public Opinion During General Elections: Evidence from Jamii Forum and Mwananchi  Communication (Digital).” This questionnaire and interview guide are designed to collect data from selected staff members of Jamii Forum, Mwananchi Communication (Digital), and citizens. The information collected will be used strictly for academic purposes and will remain confidential and anonymous. Participation is voluntary, and respondents may withdraw at any time without any consequences. The tool also includes sections for bio-data, institutional background, and other supporting information relevant to the study.
Section A: Demographic Information
From the following questions Tick (√) the correct answer in blanks where necessary.

1.Age of respondents 

20-30         (  )

31-40        (√ )

41-50        (   )

50-60       (   )

Above 60 (  )

2.Gender of respondents. 

Male                          (        )

Female                      (  √   )

3.The respondent's education level

Primary education  ( )

Secondary education( )

Certificate       (  )

Diploma    (  )

Bachelor’s degree (√)

Master’s Degree ( )

Other (please specify) ...........................

4.The respondent's working experience

Less than 1 years  ( )

1-5 years (√)

6-10 years ( )

More than 10 years ( )
Section B: Institutional Background
(For staff of Jamii Forum and Mwananchi Communication(Digital)

5.Name of Institution:
√Jamii Forum ☐ Mwananchi Communication (Digital)
6.Department/Section: Citizen Voices Amplification

…………………………………………………………….
Your Position/Role: Citizen Voices Amplification Lead

…………………………………………………………………….
Years of Work Experience in this Organization:
☐ Less than 1 year   √ 1–3 years ☐ 4–6 years ☐ More than 6 years

Are you involved in social media content creation, management, or monitoring during general elections?
√ Yes ☐ No
If yes, briefly describe your role: 
……………………………………………………………………………………………………………………………………………………………………………………
SECTION B:

The role of Jamii Forum and Mwananchi Communication (Digital) in shaping voter perceptions during general elections in Tanzania.

	Statement
	Strongly Disagree (1)
	Disagree (2)
	Neutral (3)
	Agree (4)
	Strongly Agree (5)

	The information shared on Jamii Forum influences your perception of political candidates during general elections?
	
	
	
	
	√

	To rely on news from Mwananchi Communication (Digital) to shape your political views during general elections?
	
	
	√
	
	

	A Jamii Forum provides unbiased political information during general elections?
	
	
	
	
	√

	The influence does social media reports from Mwananchi Communication (Digital) have on your voting decisions during general elections?
	√
	
	
	
	


SECTION C: 

To assess the extent to which social media discussions on Jamii Forum and Mwananchi Communication (Digital). influence political engagement.

	Statement
	Strongly Disagree (1)
	Disagree (2)
	Neutral (3)
	Agree (4)
	Strongly Agree (5)

	Do discussions on Jamii Forum motivate you to participate in political activities during general elections?
	
	
	
	
	√

	Is the information shared by Mwananchi Digital. influenced by political decisions or actions?
	
	
	
	√
	

	Do type of political content on Jamii Forum find most engaging, and practice?
	
	
	
	
	√


SECTION D: The challenges associated with the use of social media networks in shaping public opinion during general elections

	Statement
	Strongly Disagree (1)
	Disagree (2)
	Neutral (3)
	Agree (4)
	Strongly Agree (5)

	Social media enables the rapid spread of false or misleading information, often shared without verification. This can distort public understanding of candidates, policies, and the electoral process, and can unfairly influence voters’ choices.
	
	√
	
	
	

	Algorithms on platforms like Facebook and X (Twitter) often expose users to content that aligns with their existing views, reinforcing biases and increasing political polarization. This reduces exposure to diverse perspectives and weakens informed debate.
	
	√
	
	
	

	Social media can be exploited by foreign actors or domestic interest groups to manipulate public opinion, hack political figures, or spread divisive propaganda, threatening national sovereignty and the legitimacy of elections.
	
	√
	
	
	

	The use of bots, paid influencers, and undeclared political advertising often violates campaign finance laws and electoral regulations. This undermines transparency and fairness in the electoral process.
	
	√
	
	
	


APPENDIX II: SEMI-STRUCTURED INTERVIEW QUESTIONS

Objective i: To examine the effect of social media networks in shaping voter perceptions during general elections in Tanzania

How often do you use social media during general elections, and for what political purposes? I use it a lot, mainly to access information and understand what’s happening in areas I can’t reach physically what people are thinking, how they perceive various events during the election period, their level of awareness, and to verify information.

…………………………………………………………………………

Can you recall a time when something you saw on social media changed the way you viewed a political candidate or issue? Yes. For example, when candidates pretend to be poor during election periods by using low status means of transport, which is different from what they normally use in their day-to-day lives it changed my view. It felt like a mockery to citizens who actually live in those conditions, because for them, it’s not an act   it’s their reality.
…………………………………………

In your opinion, how does social media influence the way voters perceive political parties and their manifestos? Through social media, citizens gain different perspectives and add to what they already knew or learn things they didn’t know before. It also gives them a broader view, not just of what’s happening in their own neighborhood, but across the entire country. As a result, they get a clearer picture of their leaders and the overall political landscape. For instance, if someone was planning to vote for a particular candidate based on limited information, social media helps them see the other side of the coin and make more informed decisions.
Objective ii: To evaluate the impact of social media discussions on political engagement during general elections in Tanzania

Do you participate in political discussions on platforms like Facebook, Twitter, or instagram during elections? Why or why not? Yes, I do. 
I don’t just participate in discussions started by others   I also initiate some myself. As I mentioned earlier, these discussions are a learning opportunity; they help me build on what I already know, expose me to different perspectives, and show me how others reason. This, in turn, improves my own skills in engaging in political conversations.

……………………………………………………………………………..

Have social media discussions ever influenced your decision to attend a political rally, vote, or support a particular candidate? Yes. For example, I had never participated in local government elections before, but I did this year. Part of what influenced me was the ongoing discussions on social media. I became curious  I wanted to see how things are done, whether the process is free from corruption or other forms of malpractice, how it compares to the general election, and what might be different this time based on what I was seeing and hearing online.
………………………………………………………………………………..

In what ways do online political conversations impact your level of political awareness or activism? Online political conversations have made it easier for me to distinguish between accurate information and misinformation, stay updated on political developments in real time, become more conversant with political issues, and develop the ability to analyze political matters more critically.
……………………………………………………………………………..

Objective iii: To analyze the challenges of social media networks in shaping public opinion during general elections

What challenges do you associate with relying on social media for political information during elections? No single source can fully satisfy all your information needs you always need to complement it with other tools or sources. That said, social media can give you a certain perspective on an issue, especially when you're trying to understand public opinion. But to get a complete picture, you have to combine it with information from other sources. …………………………….

How do you determine whether political content on social media is accurate or trustworthy? I check pages belonging to official institutions or trusted sources known for sharing accurate information. I also look at details like the date the content was posted, and sometimes use tools like Google Reverse Image Search. Additionally, I consider comments from people in the area where the event supposedly happened they can often help verify whether it truly took place there or not. We also have the JamiiCheck tool, which helps in fact-checking information.
……………………………………………………………………………..

Do you think the use of social media during elections can mislead or manipulate public opinion? How so? Sometimes. On social media, everyone can post anything  and that’s why it’s important to think critically. You’re not expected to take everything at face value without analyzing it, just like in any other space. You’re more likely to be misled if you accept everything without question. While social media can help you understand the reality of what’s happening, that doesn’t mean there won’t be people trying to spread false or misleading information. It’s up to you to filter through it and make informed decisions. ……………………………………
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MWANANCHI COMMUNICATIONS LTD

Empowering the nation

A Subsidiary of Nation Media Group Company

P.0.Box 19754
Dar es Salaam

Ref. No. MCL/HR/Research/2025
Gugustl1, 2025
The Open University of Tanzania

P.O.Box 23409
DAR ES SALAAM-Tanzania

Dear Sir/Madam,

RE: RESEARCH CONFIRMATION — NURU ALLY

The above named person, Ms. Nuru Ally a student of The Open University of Tanzania has
been granted a permission to collect data at Mwananchi Communications Limited for her
research titled, “Contribution of Social Media Networks in Shaping Public Opinion during
General Elections: Evidence from Jamii Forums and Mwananchi Communication Limited .

e The attachment will start on August 11, 2025 to August 31, 2025.

e She will be attached to our Editorial Department.

e Mwananchi Communications Limited does not offer any payment to Research
students.

e The student should adhere to MCL’s rules, regulations, policies and practices.
We wish her a warm stay with us.

For and On Behalf of,
MWANANCHI COMMUNICATIONS LTD

Caroline Mkinga
HUMAN RESOURCES OFFICER.

sanos | MWANANGHI SiEger ""CITIZEN {)MNetion g oaendg) [ Hobarihub MWANANCHI

Mandela Road, Plot No. 34/35. Tel: (022) 2450875/6, Fax: 2450886, 2450873
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July 11, 2025

Prof. Gwahula Raphael Kimamala
Vice Chancellor,

The Open University of Tanzania,
P.O. Box 234009,

Dar es Salaam.

RE: ACKNOWLEDGEMENT OF RESEARCH CLEARANCE FOR MS. NURU ALLY
REGISTRATION NUMBER: PG202301798

On behalf of JamiiAfrica, | would like to express our appreciation for your
letter dated 10th July 2025 granting Ms. Nuru Ally research clearance to
conduct her study titled “Contribution of Social Media Networks in Shaping
Public Opinion during General Elections: Evidence from JamiiForums and
Mwananchi Communications.”

We are pleased to welcome Ms. Nuru Ally and fully support her data
collection exercise. JamiiAfrica is committed to facilitating her research in
accordance with our policies and ensuring she receives the necessary
cooperation from our team.

We value the importance of academic research in contributing to
knowledge and informed public discourse, and we look forward to the
findings of Ms. Nuru Ally’s study.

Please convey our regards to the Open University of Tanzania for fostering
such impactful academic initiatives.

Yours sincerely,

Ziada Seukindo
Director of Programs

House No 18 | Plot 447, Avocado Street | Kinondoni, DSM | Mob: +255 743 440 000




Moderating Variables


Reshapes voters’ 


Beliefs 


Outlooks
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