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ABSTRACT

Social media has become an increasingly significant component of political mobilization and
electoral communication in India. Political parties and candidates use digital platforms to
disseminate campaign messages, organize supporters, engage voters, respond to political
developments, and construct public narratives. This paper examines the transformation of
campaign communication with particular reference to Delhi and Uttar Pradesh. It considers
how social media interacts with traditional campaign practices, how digital platforms
facilitate political mobilization, and what challenges emerge from misinformation and
manipulated political content. Evidence indicates that digital platforms have expanded
opportunities for political communication, particularly among younger and urban
populations, but they have not eliminated the importance of physical campaigning and local
political networks. Delhi demonstrates intensive integration of social-media monitoring into
campaign organizations, while evidence from Uttar Pradesh shows the continuing importance
of interpersonal outreach. The paper argues that contemporary electoral mobilization is
increasingly hybrid, combining online communication with rallies, door-to-door

campaigning, traditional media, and party organization.
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I.  INTRODUCTION

Social media has changed the organization and communication of electoral campaigns in
India. Political actors can now publish messages directly to large audiences without
depending entirely on newspapers, television channels, or conventional campaign events.
Platforms such as Facebook, Instagram, YouTube, X, and messaging services allow
campaign organizations to distribute political information rapidly and respond to political
events in real time. International IDEA identifies the period since 2014 as an important phase
in the expansion of social media within Indian electoral campaigning and notes the growing
relevance of digital strategies for political parties across the political spectrum.

Political mobilization through digital media involves more than the dissemination of
information. Social platforms can facilitate supporter coordination, volunteer communication,
event promotion, political discussion, fundraising-related communication, and rapid
circulation of campaign material. Short videos, graphics, livestreams, hashtags, and
messaging groups can provide political organizations with tools for sustaining campaign
visibility. At the same time, digital communication exists alongside conventional
mobilization through party workers, public meetings, rallies, door-to-door canvassing, and
interpersonal networks. Research conducted in Uttar Pradesh during the 2022 Assembly
election found that voters continued to place considerable importance on in-person campaign

activities.

Delhi offers an important case for understanding the institutionalization of social media in
electoral campaigns. During the 2024 Lok Sabha election, campaign war rooms in Delhi were
reported to monitor both online and ground-level campaigning, combining social-media
outreach with campaign planning and data-related activities. The 2025 Delhi Assembly
election further illustrated the significance of social-media outreach, with survey-based
reporting examining how different groups of voters encountered campaign efforts. These
developments indicate that social media has become integrated into campaign organizations

rather than remaining a peripheral communication tool.

The expansion of digital mobilization also creates risks. Political misinformation,
manipulated images and videos, deepfakes, hate speech, and misleading campaign claims can
circulate rapidly. During the 2024 general election, the Election Commission emphasized

responsible social-media use and warned political parties against the misuse of artificial

E-mail: editor.jrla24@gmail.com 1733


mailto:editor.jrla24@gmail.com

JRLA, 2(1), March 2025: 1732-1740 Online ISSN: 3048-667X

intelligence for creating deepfakes. The Commission also promoted "Verify Before You
Amplify" as part of its efforts to address misinformation and encourage citizens to check
information before sharing it.

This paper examines social media, political mobilization, and electoral participation through
a comparative discussion of Delhi and Uttar Pradesh. It considers the transformation of
campaign communication, the relationship between online mobilization and conventional
political organization, and the challenges associated with digital political communication.
The objective is to understand how social media contributes to the changing structure of
electoral campaigns without assuming that online exposure automatically produces electoral

participation or determines voting behavior.

Il. SOCIAL MEDIA AND THE TRANSFORMATION OF CAMPAIGN
COMMUNICATION

Traditional election campaigns were built around physical visibility and interpersonal
contact. Candidates travelled through constituencies, addressed rallies, visited local
communities, met party workers, distributed printed material, and relied on political
organizations to communicate with voters. Television and newspapers subsequently
expanded the geographical reach of campaign messages. Social media has added another
layer to this communication structure by allowing campaign organizations to distribute

political material continuously and directly.

One important feature of social media is speed. Political messages can be produced and
distributed within minutes, allowing campaigns to respond quickly to speeches, policy
announcements, opposition statements, news developments, and public controversies. This
can increase the intensity of campaign communication. A single speech can be converted into
multiple short videos, graphics, quotations, and social-media posts. These materials can then

circulate through different platforms and user networks.

Another feature is the possibility of interaction. Traditional mass communication generally
follows a one-to-many model, whereas social media permits comments, shares, replies,
livestream interactions, and direct messages. This does not mean that communication is
always equally participatory. Campaign organizations often continue to control the

production of official content. Nevertheless, citizens can respond publicly and can become
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secondary distributors of political messages by sharing campaign content with their own

networks.

Delhi's recent campaigns demonstrate the organizational importance of this transformation.
During the 2024 Lok Sabha election, campaign war rooms in Delhi monitored online activity
together with physical campaigning. This suggests that social media is increasingly
incorporated into campaign management rather than treated simply as an advertising
platform. Monitoring online discussions can help campaign teams identify emerging issues

and coordinate responses with ground-level activities.

Uttar Pradesh demonstrates the importance of combining digital and traditional
communication. Evidence from a survey of approximately 4,000 voters during the 2022
Assembly election showed that in-person campaigning remained highly important for voter
outreach. This is particularly significant because Uttar Pradesh's electoral environment
contains large and diverse populations spread across urban, semi-urban, and rural areas.
Digital communication can extend campaign visibility, but local political networks and

personal contact remain important mechanisms of mobilization.

Thus, the transformation of campaign communication should be understood as a hybrid
process. Social media has expanded the communication repertoire available to political
organizations but has not eliminated older methods. Modern campaigns can simultaneously
use WhatsApp messages, Instagram videos, YouTube speeches, television advertisements,
public rallies, local meetings, door-to-door canvassing, and party workers. The interaction

between these channels is an important subject for electoral research.
I1l.  POLITICAL MOBILIZATION AND ELECTORAL PARTICIPATION

Political mobilization refers to processes through which citizens are encouraged or enabled to
become involved in political activities. In electoral politics, mobilization can involve voter
registration, political discussion, campaign volunteering, attendance at meetings, participation
in rallies, communication with candidates, and voting. Social media provides additional
mechanisms for organizing and communicating with supporters, but the relationship between

online mobilization and actual electoral participation is complex.

Digital platforms can be especially useful for reaching young voters. The Election

Commission's 2024 "Turning 18" campaign explicitly targeted first-time voters through
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social-media content. The Commission reported using platforms including Facebook,
Instagram, X, YouTube, WhatsApp Channel, and LinkedlIn as part of its voter-engagement
strategy. This demonstrates that social media can be used not only by political parties but also

by public institutions seeking to strengthen civic awareness and electoral participation.

Delhi provides a useful context for examining youth-oriented digital outreach. Reporting
based on Lokniti-CSDS research concerning the 2025 Delhi Assembly election indicated
significant exposure to social-media campaigning among younger voters. Such findings
indicate that social media can provide political organizations with opportunities to
communicate with demographic groups that spend substantial amounts of time online.
However, exposure to a campaign does not necessarily mean agreement with its message or a

decision to vote for the communicating party.

Political mobilization can also take place through digital communities. Supporters can share
campaign materials, discuss issues, circulate slogans, organize local activities, and
communicate with other supporters. These processes can create a sense of participation even
when individuals are not physically present at campaign events. At the same time, online
political participation can range from simple content sharing to sustained political

involvement, making it necessary to distinguish different levels of engagement.

The Uttar Pradesh case demonstrates why digital mobilization should not be separated from
physical political organization. The survey evidence from the 2022 Assembly election found
that voters continued to assign substantial importance to door-to-door campaigning and mass
rallies. Political mobilization in a geographically large and socially diverse state therefore
involves multiple channels. Digital media can provide information and reinforce political
visibility, while local campaign workers and interpersonal networks can facilitate direct

engagement.

Electoral participation also depends on institutional information. Citizens require accurate
information concerning registration, polling locations, election schedules, eligibility, and
voting procedures. Digital platforms can help election authorities communicate this
information efficiently. The Election Commission's social-media initiatives during the 2024
general election included voter-information content, election-related educational material,
and campaigns encouraging young and urban voters to participate. This represents an

institutional form of digital mobilization distinct from partisan campaign communication.
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Therefore, the relationship between social media and electoral participation should be
analyzed carefully. Social media can increase political exposure, facilitate communication,
support mobilization, and reduce some communication barriers. However, participation also
depends on offline factors such as political organization, social networks, candidate contact,
local issues, access to polling facilities, and individual motivation. Digital communication is

consequently one element within a larger electoral participation system.

IV. DIGITAL CAMPAIGNING, MISINFORMATION, AND DEMOCRATIC
COMMUNICATION

The expansion of social media creates significant opportunities for political communication
but also introduces information-related challenges. Political messages can circulate quickly
without passing through conventional editorial processes. Citizens may encounter official
statements alongside commentary, satire, manipulated images, misleading claims, and
fabricated videos. During elections, when political competition and public attention are
particularly intense, such content can influence the information environment in which voters

make decisions.

Artificial intelligence has increased these concerns. The Election Commission of India
warned political parties in 2024 about the misuse of Al-based tools for creating deepfakes
and emphasized responsible and ethical use of social-media platforms. Reuters also reported
that election monitoring teams were tracking misinformation, hate speech, and manipulated
material during the 2024 general election, including monitoring activity in Uttar Pradesh.
These developments demonstrate that digital electoral communication requires new forms of

monitoring and verification.

The Election Commission's "Verify Before You Amplify" initiative represents one
institutional response. The initiative encouraged citizens to verify information before
forwarding or sharing it online. Such initiatives recognize that information integrity is not
solely the responsibility of election authorities. Citizens also play an important role because

users can become distributors of political content by forwarding messages or sharing posts.

Political finance is another area affected by digital campaigning. Digital advertising and
online campaign activities may involve expenditure on content creation, advertisements,
consultants, data services, and other technical infrastructure. International IDEA's analysis of

political finance in India highlights the growing importance of understanding online
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campaign spending and transparency. The increasing professionalization of digital
campaigning therefore raises questions about how electoral expenditure should be

documented and monitored.

The Delhi and Uttar Pradesh comparison is useful in understanding these challenges. Delhi's
highly organized campaign environments demonstrate the development of digital war rooms
and online monitoring structures. Uttar Pradesh presents a larger and more geographically
dispersed environment where election authorities and campaign organizations must monitor
digital information alongside extensive offline communication. Reuters' reporting from the
2024 election described online monitoring operations in Uttar Pradesh that included searches
for political content and verification of potentially controversial material.

Digital literacy therefore becomes an important component of democratic participation.
Citizens need the ability to distinguish official election information from campaign
communication, recognize potentially manipulated material, and verify political claims
through credible sources. The presence of more political information does not automatically
produce better-informed participation. The quality of the information environment is equally

important.

Future democratic communication will consequently depend on cooperation among election
institutions, political parties, technology platforms, journalists, researchers, civil-society
organizations, and citizens. Clear rules for political advertising, responsible use of Al, rapid
correction of false information, transparent campaign expenditure, and voter education can
contribute to a more reliable digital environment. These issues are particularly important as

digital communication becomes increasingly integrated into electoral campaigning.
V. CONCLUSION

Social media has transformed electoral campaign communication in India by providing
political organizations with new mechanisms for information dissemination, supporter
interaction, political mobilization, and voter outreach. The transformation is especially visible
in Delhi and Uttar Pradesh, although the nature of digital communication differs according to
political, demographic, geographic, and organizational conditions. Digital platforms have
increased the speed and scale of political communication while creating new possibilities for

interaction between political actors and citizens.
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The comparative evidence indicates that digital communication does not eliminate traditional
political campaigning. Research from Uttar Pradesh demonstrates the continuing importance
of door-to-door outreach and mass rallies, while evidence from Delhi shows the integration of
social-media monitoring into professional campaign organizations. The emerging electoral
environment can therefore be described as hybrid, with social media operating alongside
interpersonal communication, traditional media, party workers, rallies, and local political

networks.

Social media also has implications for electoral participation and voter education. Election
authorities increasingly use digital platforms to communicate with young and first-time
voters and to provide information about elections and voting. The Election Commission's
2024 campaigns demonstrate how social media can support institutional efforts to encourage
participation and disseminate electoral information. At the same time, digital political
communication introduces concerns regarding misinformation, deepfakes, online abuse,

political advertising, and campaign expenditure.

The future study of electoral politics in India therefore requires attention to both the
opportunities and challenges associated with digital communication. Researchers should
distinguish between online exposure, political engagement, mobilization, and actual electoral
participation. More comparative research involving Delhi and Uttar Pradesh can help identify
how demographic characteristics, digital access, political organization, and local campaign
practices shape digital political communication. A balanced understanding of these
developments is essential for studying the changing relationship between social media,

political mobilization, and electoral participation in contemporary India.
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