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Effect of Social Media in Developing Political Consensus among People


The global response towards the social media or the deliberately used term new media has been increasing extensively over the decades due to a large potential technological advancement in the field of Internet, which dates back to 1970s (Neuman, Bimber, and Hindman). The domains, where the potential impacts of social media have been observed are wide and different; significantly one is politics. Social networks are relevant both in developing and evaluating the acquisition of political knowledge, an individualistic-level characteristic of political expertise (Campbell, 2013). Although this fact that social media is developing the political consensus among people is still not very well-recognized by commoners, there are a few very positive evidences proving the matter by and large. The present paper is another attempt in this thread of researches with the objective of articulating the degree of learning about politics by people through online. The question here is: to what extent do citizens learn about politics online?
Media is always very controversial. It can spread both constructive and destructive information and manipulate people’s thinking to a large extent. Social media is another wing to the existing body of media, and consequently it is also not free from debate and apprehension. Therefore, it is very important for every one of us to see and acknowledge the right prospects of social media in circulating the political knowledge among people. Scholars have presented some very significant focus in this evolution by revealing why and how the new media has enhanced the quality democracy, including factors like deliberation, learning, political engagement and more. The importance of the issue also lies in polarization and incivility, fake news and conflict surrounding the social media that creates some misled documentation of information.
Social media especially, Facebook, Twitter and some other emerging examples like LinkedIn, Instagram have been deliberately used as an effective tool for political campaign over the last decade with the help of their new way of communication technology (Theocharis, and Lowe, 2015). With the development in the worldwide internet access, people have become more engaged and involved in the daily news through the online platform. Although the initial impact has largely been observed in the field of entertainment and personal message sharing, creating political concern and engaging in political debate is also an on-growing process. The recent years have provided some very good examples of political campaigning, and message sharing via social media suggesting the fact of changing mindset of common people. The increasing interest in news regarding politics, especially during the election times is significant to make a change. 
There are a number of experimental studies accomplished in the field to evaluate the effect of political mobilization through social media precisely. A significant randomized study conducted by Bond et al during the 2010 U.S Congressional election suggest that messages have a direct influence upon “political self-expression, information seeking, and real world voting behavior of millions of people”; even their friends and friends of friends (Bond et al, nd). The subsequent study by (Jones et al (2017) during the 2012 U.S presidential election shows the similar effect of online social networks in influencing offline behaviors. Get-out-the vote messages are significantly motivational for the viewers and their friends to go to the polls. “A consistent finding from both the 2010 and 2012 experiments is that indirect effects account for a large majority of the total impact of get out the vote campaigns” (Jones et al, 2010). 
The role of another social media, Twitter, is also very effective for the three integral categories- parties and candidates, general public, and mediated events- of political campaigning (Jungheer, 2016). It has been observed that all these three groups by and large use Twitter for specific purposes ranging from posts of campaign activities to public interaction through hash tag mention or creating strong reaction by covering debates, election night coverage, key moments etc. in mediated events. Social media has an indirect influence upon electoral success, although dependable upon electoral context. Twitter is also an efficient platform for political communication, mobilization, and organization of social movements (Theocharis et al, 2015). It contributes significantly to political discussion and communicating protest information, although not very effective for seeking participation.
These findings cannot be taken as ultimate, as there are evidences that contradict the idea of positive effect of social media in developing political consensus. The Brookman and Green study (2013) takes a different note in the issue suggesting that “even frequent exposure to advertising messages may be insufficient to impart new information or change attitudes” (Brookman and Green, 2013). The findings of the study reveals that randomly assigned voters were not likely recall the candidates’ names, were not very interested to update opinions about the candidates, and even were not interested to view the ads at all. Therefore, the online advertisements in shaping public’s political beliefs, perceptions, and evaluations are not significant enough as well as it does not have meaningful role in determining candidate’s success or failure. There may be a large interpretative factors such as versatility of ads, cost-efficiency, delivering method, distraction elements etc. that could change this attitude and should be considered. 
Another study testing the Internet’s causal effect on political evaluation reveals the negative influence of Internet upon “individuals’ perception of the fairness of both the election and the subsequent re-count” (Bailard, 2012) by diminishing the both. The Tanzania field experiment evaluates the Internet capacity of the mirror-holding or providing extensive array of information and the window-opening or better viewing of democratic functioning in other countries. These capacities can alter individual’s evaluation of the governmental and political system, but may not make substantial changes in political behavior and organization. 
To sum up, the best part of social media in creating the political consensus is influencing the younger generation, who are the most active participants in these media platform by directing them to a democratic practice of learning, thinking, acknowledging, criticizing, advocating and reforming. The scope of the political participation through online social media is large and effective as it creates a direct and instant reaction among the viewers. Also there is less censorship and threats that curbs the political activity and engagement of common people. But there are always some other factors like misinformation, improper advertisements, validity of information that could have considerable impacts upon public opinion. 
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