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Abstract
The researcher examined the new media campaign strategy in the 2023 general elections in Nigeria with a study of gubernatorial election in Kwara State. The study was anchored on technological determinism theory. A structured questionnaire was used. Findings showed that the use of new media campaign approach was effectively used in the election under review. The outcome also revealed that the use of new media campaign strategy had effect on the gubernatorial election. The result also showed that the new media approach faced challenges in the gubernatorial election in some areas in Kwara State. Thus, the researcher suggested that the National Orientation Agency (NOA) in each State should embark on sensitisation on the new media literacy campaign. It is also recommended that the internet network providers are to improve in the network provision especially in the rural areas. 
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Introduction
[bookmark: _Hlk169116145]New media is a “catch-all” term used for various kinds of electronic communications that are conceivable due to innovation in computer technology. It is contrast to old media, which includes newspapers, magazines, books, television and other such non-interactive media. The acceptance and the use of information technologies can bring immediate and long-term benefits at organisational and individual levels, such as improved performance, financial and time efficiency and convenience. According to the Nigerian Bureau of Statistics, NBS (2023), there are 222.5 million active telephone subscribers as at the end of 2022. In the same vein, NBS (2023) says that Nigeria’s internet user has increased to 154.8 million in the fourth quarter (Q4) of 2022. These technologies are now key social links.
Without mincing words, the advent of the new media has globally changed the media space and business environment in recent time. New media may be defined as any form of communication delivered through the use of internet or digital technology. New media is a computational media that shares materials online and through computer. The emergence of new media has changed the media space from the legacy system: Broadcast (radio and television) and print (newspapers and magazines) to the digital system which is now in vogue in the communication field. The new media innovation has turned the world to a global village where information is share to heterogeneous audience without distance barrier.  Businesses are now conducted online; educational trainings are received without a classroom attendance. 
New media is a new concept in communication industry in Nigeria. Therefore, new media campaign strategy is a new phenomenon in Nigeria politics. In general elections before the advent of new media, posters, fliers, house to house campaign, and terrestrial communication channels were the order of the day. Though, the channels are still in use even in the last general election under review, but the new media has almost taken the day due to availability, accessibility and unlimited outreach.
Campaign tours and risks involved have been eliminated by the new media. McLuhan, a Canadian English Professor in 1964 propounded the concept of “global village” regarding the entire globe as having the tendency of becoming a “global community” where information and messages are passed across from one end to another in seconds without any hindrance.
It implies that even when people are not physically close, they can still connect, share experiences, and access the same information irrespective of location. Edegoh & Samson (2014, p. 203) corroborate this when they noted that “access to social media is easy and could be done anywhere, in one’s office, home, while waiting in the car, in the comfort of people’s bedroom using smart phones, laptops and other forms of communication device at the disposal of people. Akande (2018, p. 78) affirms that Nigeria as Africa's most populous nation and a vibrant democracy, has experienced profound changes in election campaigns and voter behaviour due to the pervasive influence of social media. He asserts that as a tool for mass communication and information dissemination, social media platforms such as Twitter, Facebook, WhatsApp and Instagram have reshaped the landscape of election campaigns and voter behaviour. 
Therefore, reviewing the concept of the new media communication strategy in the 2023 gubernatorial election campaign in Kwara State is a progressive notion assessing the dynamism of technology turning the world to a global village propounded by McLuhan. The emergence of new media has positive impacts not only in the political electioneering campaign, but in all human endeavours such as: medicine, engineering, law, accounting to mention but few as above mentioned in the work of  Marikyan & Papagiannidis. (2023). The new phenomenon has reduced or eliminated some political challenges or constrains such as distance barrier in campaigning, reaching out to heterogenous audiences, opportunity of feedback through social media interactions among other benefits Albert (2017, p.65).
According to Odon (2024, p.107), ”social media platforms have become indispensable tools for political communication in Nigeria. Political candidates and parties utilise platforms like Twitter, Facebook, WhatsApp and Instagram to disseminate their messages directly to voters, bypassing traditional media channels.” This work justifies how, why and what rate the use of new media technology in 2023 electioneering in Nigeria was considered with a specific reference to the governorship election in Kwara State. Thus, this study was motivated by the need to determine the use of new media platforms for campaign during the 2023 gubernatorial election in Kwara State, Nigeria.


Research Questions
The following research questions guide the study:
1.	To what extent did gubernatorial candidates in Kwara State used the new 	media platforms in the 2023 general election.
2.	Which of the media platforms was frequently used for campaigning among the candidates in 2023 elections in Kwara State?
3.	What are the challenges that hampered the use of new media for election campaign during the 2023 gubernatorial election in Kwara State?

Review of Related Literature
New media is a social media that is persuasive and often works to change or influence opinions regarding views because of variants of ideas, thoughts and opinions. According to Calderaro (2018, p.781), social media play a key role in circulating news through multimedia platforms, beyond national boarders, cross social, cultural and political niches. In the modern age, Calderaro mentioned that new media plays a key role in the political sphere across political landscapes, actors and political practices, by paying particular attention to how social media is used for campaigning and for mobilising social movements. 
According to Hardy & Sheufele (2005, p.71) “today, we can rely on more empirical evidence on the influence of the use of new media, thereby giving more substance to the debate on the imparts of new media in politics. The studies explored the relationship between internet and politics from a broad range of analytical perspectives.” The scholars stressed that the internet could develop civic engagement by creating connections between affinity groups. 
The internet which is the influencer of new media has evolved since its beginning and its influence on politics has changed due to the emergence of many new digital platforms; from the first Bulletin Board System (BBS), to our constant capacity to stay connected through social media platforms via mobile phone.  Today, the new media offers a variety of tools that influence politics. The advent of social media has revolutionised further the capacity of digital platforms to connect people, allowing their constant interaction and cooperation, bringing their voices to a broader public. It is commonly assumed that social media play a key role in diffusing information and claims of political groups (Chadwick, 2013).
New media has become an important channel of communication through which political communities or individual citizen can provide information about their activities, publicise their positions on specific topics, share information coming from multiple sources, as well as reporting about issues surrounding them at a specific setting and time. New media communication strategy means any tool one can use to create, transmit, store and share political campaign information with the aid of internet. In other words, it may also mean technologies that use computer skills and internet to interact between a political candidate and the voters in this context. The new media technology is now in vogue across the globe. This is not far from the attributes such as: fastness, accuracy and privacy attributed to it. Some of the new media technologies are now used by professional such as media professionals, public relations practitioners and advertising professionals, respectively.
Political campaign is an effort to reach certain goal. In particular, the term refers to involving (or trying to involve) mass participation with a particular issue, candidate or proposition, most often through wining an election. The goal is to reach as many people as possible and persuade them to support the campaign. Therefore, campaign strategies are an important element in discussions about electoral democracy anywhere in the world. This kind of political activity is as old as the earliest attempts to establish representative democracy. Campaigning involves political advocacy, lobbying and communication (Idasa, 2007). It is a matter of ‘knocking the other side’ (Mayer 1994, p 115), with political campaigners frequently torn between the quality and quantity of the ‘knocking.’ The success or failure of every political campaign is dependent on its talkability and political narratives among electorate and electioneering stakeholders (Ate, Chidika, Nwadiwe & Ekene, 2023).  They emphasised that how well people receive the political campaign communications and how much of the campaign premises are being discussed by the public goes to a great extent to determine how successful that campaign would be.
	According to Odon (2024), “social media influences voter perceptions by shaping the information they consume, leading to changes in attitudes and decision-making processes.”    Social media encourage voter engagement and participation by providing platforms for political discussions, criticisms and mobilisation, especially among the youth.  Similarly, he emphasised that social media platforms empower voters to engage in digital activism, such as online petitions, boycotts and protests, which can influence political agendas and outcomes. Political campaigns in Nigeria have increasingly relied on social media for outreach and mobilisation (Ogundipe, & Adebayo, 2020).  According to him, the advent of social media has revolutionised campaign strategies and mobilisation efforts in Nigerian elections.  He opined that political campaigns now utilise targeted advertising, viral content and online engagement tactics to reach specific demographic groups and persuade undecided voters. According to him, the interactive nature of social media enables real-time feedback and data analytics, allowing campaigns to refine their messaging and outreach strategies based on audience responses.
	In recent years, the proliferation of social media platforms has significantly altered the landscape of political discourse and electoral processes worldwide (Adewunmi, 2019).  According to Akande (2018), Nigeria as Africa's most populous nation and a vibrant democracy, has experienced profound changes in election campaigns and voter behaviour due to the pervasive influence of social media. He asserts that as a tool for mass communication and information dissemination, social media platforms such as Twitter, Facebook, WhatsApp and Instagram have reshaped the landscape of election campaigns and voter behaviour. 	

Theoretical Framework

Technological Determinism Theory 
This research is anchored on the technological determinism theory coined by Vebien (1857– 1929). The theory states that media technology shapes how we as individuals in a society think, feel, act and how are society operates as we move from one technological age to another (tribal-literate-print-electronic-internet) (Asemah, Nwmmuo & Nkwam-Uwaoma, 2017). This theory is closely related to the theory developed by Marshall McLuhan “medium theory” in 1962.
The adoption of the new media strategy by the gubernatorial candidates in the said election has established the change in campaigning attitude of the candidates as well as the electorates from the old method to the digital form by the use of WhatsApp, Facebook and twitter rather than the legacy media. The adoption of the new media campaign strategy in the 2023 gubernatorial election in Kwara State by candidates indicate the acceptability and popularity of the new media campaign strategy in the area under review. The acceptability of the new technologies by the candidates and the electorates maintains the positivity of the technological determinism theory in this work.

Methodology
The research method adopted to gather data from the respondents in this work is quantitative approach with the use of survey method. The method is designed to gather responses based on respondents’ perceptions of the phenomenon. The study population is 144, 947 electorate that actually voted during the 2023 gubernatorial election in Kwara State. This is according to the Independent National Electoral Commission (INEC).
Multistage cluster sampling technique was adopted to select respondents for the survey. One Local Government Area was selected from each of the three Senatorial District (Kwara Central, Kwara North and Kwara South) using Krejcie & Morgan to determine the sample size. Ilorin west Local Government Area from Kwara Central with 78, 840 voters was represented with 384 respondents. While Baruten Local Government Area from Kwara North with 37,539 voters was also represented with 380 respondents, and Ifelodun Local Government Area from Kwara South with 28,568 voters was also represented with 379 respondents, respectively; making a total of 1,143 respondents in all. This figure is in compliance with the Krejcie & Morgan specification of 1970. The three Local Government Areas selected led the election in their respective senatorial districts based on the Independent National Electoral Commission (INEC) 2023 Governorship election results. 

Data Presentation, Analysis and Discussion of Findings
Figure 1:  Extent to which Gubernatorial Candidates in Kwara State used the New Media Platforms during the 2023 General Election										
KEY:
60%  = Very High
20%  = High
20%  = Low


Based on the data, it can be established that the gubernatorial candidates adopted the new media campaign strategy during the election. On this note, it is obvious that the use of new media campaign strategy was very high. This is based on the fact that majority of the respondents answered in that direction. This finding is in line with the diffusion of innovation theory initiated by Rogers (1962). The theory explains how innovations such as the new media technology in question spread among the people in the society. The theory analyses how the people (gubernatorial candidates) adopted the new innovative ideas and how they made the decision towards engaging the idea in the election campaign.

Figure 2: Responses on the Media Platforms frequently used for Campaign during 2023 Elections in Kwara State					
KEY
65% = WhatsApp
30% = Facebook
  5% = Legacy Media


The findings affirmed that WhatsApp was the most used new platform during the 2023 3l3ction campaigns in Kwara state. This is because a total of 65% of the respondents answered in that direction. The above affirms that WhatsApp remains a more popular and frequently used platform for campaign during the 2023 gubernatorial election in Kwara State. The result of the finding is in line with the diffusion of innovation theory postulated by Rogers (1962). The communication theory explains the passage of a new idea through stages of adoption by different people who participate in or begin using the new idea. The postulator argues that diffusion is the process by which an innovation is communicated through certain channels over time among the participants in a social system. 

Figure 3: Challenges of using the New Media during the 2023 Election Campaign in Kwara State

KEY
50% = Poor internet service
30% = Lack of handset
20% = Operational know   how


Lack of good internet service was a major challenge that hampered the use of new media technology during the 2023 election campaign. Therefore, the use of internet compliance handset was a challenge to respondents in the new campaign strategy. The empirical feedback to an extent affirmed that new media illiteracy is a challenge to the use of new media. However, Digital Divide Theory of Castree (2003) which refers to an inequality in the access to the use and impact of digital information and communication technology among social agents is applicable to the research question. According to the findings, poor internet facility was a major challenge (inequality). In view of the foregoing, it is established that the concept of inequality as a result of ICT illiteracy, absence of regular internet service and inability to acquire internet compliance, among others are challenges to the use of new media technology. 

Conclusion and Recommendation
Based on the findings, it is safe to conclude that new media platforms were highly used during the 2023 gubernatorial election in Kwara state, Nigeria. Thus, the researcher recommends that political parties and candidates should use new media platforms for political campaigns.
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