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4.
SOCIAL MEDIA AND ITS IMPACT ON INDIAN POLITICS

Dr. Namanand Gautam Sathe
Deptof Political Science,
Shikshan Maharshi Dnyandeo Mohekar College, Kallam. disi- Osmanabal.

Invoduction: - Indian Politics has observed a whirl of change over the period of time and it
dependency over social media to connect with people experiencing the fellow democracies amd i
etfect. Over its diversified nature, 40% of its total population constitute of Indian youth and coneernin:
to the popular culture, Indjan political parties are holding to internet and social media 1o contieet wiil
youth for their agenda and political events. Observing the famous 2014 general clccliun..w of IIn([;;:. SOCld
media was the battleground of various political campaign and tremendous flow of varied paliticul
opinions.

Objective of Research:-

I.- To Search the Types of Social Media,

2. To Search the Impact of Social Media on Young Generation.

3. To Search the Impact of Social Media on Indian Politics.

4. To Search the Use of Social Media i Indian Politics.

5. To Search How many Political Parties use The Social Media in Politics.

Use of Social Media in Politics:-

Since that time, use of social media in politics has significantly increased. There are various
ways by which people connect, by commenting, creating memes and even wolling. Their news teed 1«
the space which they own and feel more comfortable, They don’t have 1o move out of their room 1o
follow a certain political face or to be a part of campaign, The dependeney over print media and
electronic media has reduced as people can now be a part of news. express their views with others on
this platforn1. Videos and pictures of sting operation are shared on Facebook. YouTube and other
piatforms showing the truth without any moderation. The common man participation i paolitics s
mcreased,

The recent use of social media websites by Indian government has been much talked about. M.
Suresh Prabhu, along with his team, very efficiently used Twitter for helping owt the Indian Rail
passengers in need. From sending food to school children by taking action on 1 tweoet (o helpimg wongen
who tweeted that she is in distress due o harassment faced in her train journey, he has done eversthin
right so far. Minisiry of Railway's heartiest elforts were truly a sweot surprise for the people wha v
assistance when they needed it the most.

Social media has influenced politics and it has also inereysed mterest ot people in politics. The
pulitical parties have now 1aken social media as one of the most importint channels for their public
relations activities and almost every party has its ofticial pages on Facebook and twitter w hore they post
political updaes, press releases and news abouy their campaigns. Iy recent tmes, soeiad media has been
amtegral purt of polities and its growth seems (o be cContinuous.,

Social Mediu- A road toreach out to youth:-

_ I's no hide truth, (hay youth of this generation s highly invested i polities and the ound of
sdc;.w :Iunuz:fi . Social media has become 4 plattorin ol voiead epiions and charges and eyen though
politicians for 1heiy campaigns sufl use posters, Cut=outs, fhers and gralliv tor their tally. but becoming
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digital and being attentive over digital platform has changed the picture or l‘ll'hilll India ““_‘f I"f"““-‘_‘- As
per various surveys and reports, alter 2014 ¢lections, 2-5% of budget is set for every Cfﬂf»‘““”-“ I“I’!'"Ui”
campaign on social media (which is roughly around 400-500 crores for major leading n;L‘lrnnuJ parties).

From the very beginning, Bharativa Jant Party (BIP) has strong social media PECACIHEC; M
Narendra Modi (who was the prime minister candidate that time) achieved highest pupularity man
comparison 1o another parties, Even partics like AAD, actively started social media and has stared 10
zain popularities over it

Social Media Stra tegy to win elections :-

Twitter is a wonderful platform for the political organisation 10 broadcist inlormation o g
worldwide stream; be it debates or discussions. India is the third largest user of wwitter with an
estimation of 53.1 million active users (as per census of 2015). The number of masses using for this
platform is on high and turns 10 be the great way ol influencing the elections arqd campangns. Litely
many politicians have adapted 1o the norms and culiure ol social media, per se: Arvind Kegriwal, Suresh
Prabhu, Smriti Irani and Rahul Gandhi Nitin Gadkari our Prime Minister Narendra M. .

Conclusion :-

As India is also gradually becoming digital, social media is also becoming one of the powertil
tools to reach millions of people with just one click, That it is why it is playing an important role and
have a huge impact on Indian elections as well. Therefore, in coming elections, social media wil] be
leveraged to most by political parties with the help of a team ol social media experts. These politicrans
of India have adopted social media because they know where and how to find the youth of the countr
on majority. One has seen major difference of the power of youth, in the recent times ol Gujara
elections 2017, where the voting demographics were torn between urban and rural categories of vating
Needless to say, one can majorly see the effect of social media on Indian politics
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