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THE ROLE OF SOCIAL MEDIA IN THE ELECTORAL PREFERENCES
OF FIRST-TIME VOTERS: A STUDY BASED
ON THE U.S. PRESIDENTIAL ELECTIONS

The research studies the impact of social media consumption on the voting behavior of first-time
voters during the U.S. presidential elections. With the development of main sources of political com-
munication — such as Facebook, Twitter and Reddit — this paper explores how political awareness, social
influence and voting incentives are shaped by mentioned digital platforms among first-time voters.

The purpose of this paper is to conduct an elaborative data analysis on the correlation between
social media activity and voting preferences, particularly determining the predictive effect of different
engagement levels on the choice of a political candidate. The scientific significance of the paper includes
quantification of social media engagement’s impact on voting behavior and showcasing its statistical im-
age, which enriches the area of political communication.

The paper’s practical significance consists of producing insights for political strategists, journalists
and civic educators about digital mobilization strategies, which can contribute to the development of
political campaigns on social media platforms. The study adopts a quantitative methodology utilizing
the American National Election Studies 2020 dataset, also by applying regression analysis to explore the
correlation between social media habits (frequency and political posting) and voting behavior among
first-time voters.

Results showed positive correlation between active usage of Twitter/Reddit and voting for the Dem-
ocratic candidate, while Facebook usage, in contrast, indicated a nonsignificant influence. The value
of the study is to facilitate the understanding of digital political socialization and to generate empirical
evidence of how online engagement reflects electoral outcomes. Practical value of the results presents
guidance for potential digital campaign strategies and civic engagement programs.

Keywords: political behavior, social media, first-time voters, U.S. presidential elections.
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OACYMETTIK XKEAIAePAiH aAFall peT AaybiC GepyluirepAiH,
3AEKTOPAAAbIK, TaHAAQyAApPbIHA bIKMAADI:
AKLL npe3naeHTTIK caiiAaybl Heri3iHAEri 3epTTey

3epTreyaiH  TakbipbiObl — AKLL npesmMAeHTTIK camAayblHAQ —aAfall peT  Aaybic  Gepred
CanAayllbIAAPAbIH, TaHAQYbIHA DAEYMETTIK XKeAiAepAl naaasaHy acepiH aHbikrTay. Facebook, Twitter
>kaHe Reddit cMsaKTbI HEri3ri casic KOMMYHMKaLMS apHAAaPbIHbIH AaMybiHa GaiAaHbICTbI, OYA 3epTTeyae
aTaAFaH UMPAbIK, NAATOPMaAAPAbIH aAFaLll AQybIC HepyLUiAepAiH casch XabapAAPAbIFbIH, BAEYMETTIK
bIKMAAbIH >K8He AaybiC Gepyre AereH bIHTACblH KAAbINTACTbIPY >KOAbl KAPaCTblPblAAAbl. 3EPTTEYAIH
MakcaTbl MEH GaFblTbl — BAEYMETTIK >KEAIAED KOAAAHBIChI MEH CalAQyLIbIAAPAbIH TaHAQYbl aPACbIHAAFbI
6aAQHbICTbl XKaH->KaKTbl TaAAQy, COHAAM-aK, 8PTYPAI AEHremAeri UMMPAbIK OEACEHAIAIKTIH casicyu
KQaHAMAQT TaHAQYbIHA 8CepiH aHbIKTay. KYMbICTbIH, FbIABIMU MAHbI3AbIAbIFbl — BAEYMETTIK XXeAiAepAeri
GEACEHAIAIKTIH CcalAayLIbIAAPAbIH AdybiC Oepy 8pekeTiHe acepiH CaHAbIK, TYpFblaa OaFasdy >KoHe
OHbIH, CTAaTUCTMKAABIK, KOPIHICIH YCbIHY apKbIAbl Casic KOMMYHMKAaLMS CaAaCbiH >KaHa 3MMMPUKAAbIK,
AepekTepMeH GaibiTy. MpakTUKAAbIK, MaHbI3AbIAbIFbI — CasicaTTaHyLIblAAPFa, >KYPHAAUCTEPre >KoHe
asamartTblK GiAiM 6epy caAacbiHbIH MaMaHAAPbIHA SAEYMETTIK >KeAiAepAeri UMMPAbIK MOBUAM3aLMS
CTpaTernsAapbiH a3ipaeyre kemek OepeTiH namAaAbl akrapar YCbiHy. 3epTTey MeTOAOAOrUSIChl
asCbiHAQ CaHAbIK dAicTemere Herizaeae oTbipbin, American National Election Studies 2020 aepekrtep
>KMbIHTbIFbI BOMbIHLIA PErpecCusiAbIK, aHaAM3 XXYprisiaai. Hatmxkeaep Twitter meH Reddit xeainepin
6eAceHAl narAaraHy MeH AEeMOKPaTUSIAbIK, MapTusl KaHAMAATbIHA AayblC Gepy apacblHAA MO3UTUBTI
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kepcetTi, arn Facebook koAAaHbICHI, KepiciHLIe, TOMEH acepre me ekeHiH aHbIKTaAbl. byA 3epTTeyaiH
MaHbI3AbIAbIFbI — LUM(PPABIK, CasiCht SAEYMETTEHY MPOLLECIH TePEH TYCiHYre KoHe OHAANH OGEACEHAIAIKTIH
cafAay HoTMXKEeAepiHe aCepiH SMMUPMKAABIK, TYPAE KOPCETYre MyMKIHAIK 6epy. AAbIHFAH HOTUXKEAEp-
AiH MPaKTMKAABIK, MaHbI3bl — LIMGPABIK, CasiCh HayKaHAAP MEH a3amMaTTbIK, 6EACEHAIAIK GaFAapAamMana-
PbIHbIH, CTpaTernsAapbiH a3ipAey yiuiH 6araap 60Aa aAybiHAQ.

Tyiin ce3aep: aAaybiCc 6epy, DAEYMETTIK >KeAiAep, aAralikbl carAaylubiaap, AKLL npe3naeHTTik
caraaybl.

A.C. Kanmbekosa, A.b. AkbiHOekoBa®,
K.A. bawaHoBa, >K.T. AAbmuL
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UccaepoBaHMe poAMu COLMAABHBIX CeTei
B 9AEKTOPaAbHbIX MPEANOYTEHUSIX BNiepBble FTOAOCYIOLLUX:
Ha MaTepuaAe npe3mAeHTCKux Bbibopos B CLLA

Tema MCCAEAOBaHUSI — BAUSIHUE MCTIOAb30BaHMS COLIMAAbHbBIX CETEN Ha BbIGOp M3bupaTeaeit, Brep-
Bbl€ FOAOCYIOLMX HA Mpe3rMAeHTCKUX Bbibopax B CLLIA. B cBs3u ¢ pasBuMTHEM OCHOBHbIX MCTOYHUKOB
NMOAMTUYECKON KOMMYHMKaLMK, Takmx Kak Facebook, Twitter n Reddit, B AaHHOM paboTte paccmaTtpum-
BAETCY, KaK BbllLenepevymcAeHHble LmdpoBble NAaT(opMbl (HOPMUPYIOT MOAUTUYECKYIO OCBEAOMAEH-
HOCTb, COLIMAAbHOE BAMSIHUE 1 MOTMBALMIO K TOAOCOBAHMIO CPEAM BIEPBbIE FOAOCYIOLLMX U3BMpATEAeid.

LleAb AaHHOI paboTbl — MPOBECTN AETAAbHbIN aHAAM3 AQHHbBIX O KOPPEASILIMM MEXKAY aKTUBHOCTbIO
B COLMAAbHbIX CETSX U MPEAMNOYUTEHUSAMM M3OMpaATEeAeid, B YaCTHOCTM, OMPEAEAUTH BAMSIHME Pa3AMY-
HbIX YPOBHEI BOBAEYEHHOCTM HA BbIGOP MOAMTMUECKOrO KaHAMAaTa. HayuHas 3HaumMmocTb paboTbl
3aKAIOYAETCH B KOAMYECTBEHHOM OLEHKE BAMSIHUS BOBAEUEHHOCTU B COLIMAABHBIX CETSIX Ha MoBeAeHue
nsbupartesen u AEMOHCTPALMM ero CTaTMCTUYECKUX AQHHbIX, YTO oboraiwaet cepy NoOAMTUYECKOW
KOMMYHMKaLMH.

[NpakTrueckas 3HAUYMMOCTb PabOTbI 3aKAIOHUAETCS B MPEAOCTABAEHUM NMOAUTOAOTaM, >KYPHAAUCTaM
M CMeuraAmcTam Mo rpadk AAHCKOMy o6pasoBaHuio MHMOPMALMK O CTpaTernsx UMpoBoi MOOUAM-
3aumu, KOTopas MOXeT crnocobCcTBOBaTh pa3paboTKe MOAUTUUECKMX KaMMaHWi B COLIMAAbHbIX CETSIX.
B nccaepoBaHMM MCMOAB3YETCS KOAMYECTBEHHAs METOAOAOMMS C MCMOAb30BaHMEM AAHHbIX American
National Election Studies 2020, a Tak)xe perpecCMOHHbIN aHAAM3 AAS M3YUEHMSI KOPPEASLIMM MEXKAY
MPUBbIUKAMM B COLMAAbHbBIX CETSX (YAaCTOTOM MOCEWeHUA U NyBAMKALMSAMM NOAMTUYECKMX MaTepua-
AOB) U NMOBEAEHNEM M30MpaTeAeit, BNepBble FOAOCYIOLLMX HA BbIGOpaX.

Pe3yAbTaTbl MOKA3aAM MOAOKMUTEAbHYIO KOPPEASLIMIO MEXAY aKTMBHbIM MCMOAb30BaHMem Twitter/
Reddit u ronocoBaHuem 3a kaHAMAATA OT AEMOKPATUUECKON MapTHK, B TO BPEMsl KaK MCMOAb30BaHMe
Facebook, HanpoTvB, He 0Ka3blBaAO CYLLECTBEHHOrO BAMSIHUS. LIEHHOCTb MCCAEAOBaHMS 3aKAOHAETCS
B TOM, YTO OHO CNOCOBGCTBYET MOHUMAHMIO LIUPPOBOI MOAMTUYECKOM COLIMAAM3ALIAN U MOAYUEHMIO IM-
MUPUYECKMX AQHHBIX O TOM, KaK OHAQMH-aKTUBHOCTb BAMSIET HA PE3yAbTaTbl BbIOOPOB. [MpakTmyeckas
LeHHOCTb PE3YAbTATOB MO3BOASIET MCMOAb30BaTh MX B KAUYE€CTBE PYKOBOACTBA AAS Pa3paboTKM MOTEH-
LiMaAbHbIX CTpaTerunii LMdpoBbIX KamnaHWi U MPOrpaMm rpaXK AQHCKOro B3anMOAENCTBUS.

KAtoueBble CAOBa: MOAUTUYECKOE MOBEAEHME, COLMAAbHbIE CETU, BEPBbIE FOAOCYIOLLME n3bmpaTte-
AM, npesmaeHTckme Bbibopbl B CLLA.

Introduction

In the past decades, social media has completely
changed political communication, especially among
young people. Social media like Facebook, Twitter
(now “X”) and Reddit have not only been commu-
nication platforms but have also become sources of
political information and campaigning. First-time
voters are in an unusual environment where tradi-
tional patterns of political participation meet new
internet habits. Therefore, it is especially essential
to study the importance of social media among new
voters in the context of political divisiveness and the
USA'’s rapidly altering media landscape.

Despite heightened interest in this topic, various
questions continue to linger. While research explains
the political awareness-raising role and mobilization
of youth by social media (Boulianne, 2015; Valen-
zuela et al., 2019), others describe the echo cham-
ber and political polarization threat (Sunstein, 2018;
Bail et al., 2018). As first-time voters become a new
voting force, with special significance because of
the record youth voter turnout in the 2020 elections,
a more accurate analysis of how social media influ-
ences their political decisions is urged.

Social media influences the voting behavior of
first-time voters in the US profoundly by increasing
their political consciousness, shaping their choice
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by social influence, and raising their vote incentive,
but at the cost of polarization and exclusion from
information.

This study seeks to offer a balanced account of
the advantages and drawbacks of social media us-
age by first-time voters, drawing on current research
and a detailed data analysis assessing the statistical
significance of corresponding correlations.

Literature review

Social media is an information network and
technology that uses a form of communication by
processing interactive and user-produced data. The
main functions of social media include the dissemi-
nation of information, building up interpersonal re-
lationships and maintaining virtual communication
(Biswas et al., 2014).

Voting behavior is defined as a way of voters
to be able to express their preferences through the
decision-making process of choosing a party or can-
didate to vote for (Fiorina, 1997).

One of the most prominent drivers in social
media influence is growing political consciousness.
Boulianne (2015) found that political conscious-
ness has a steady positive relationship with the use

of social media, especially among young people.
Social media makes news instantly available, thus
breaking political information barriers. This is
also confirmed by the statistics obtained by Pew
Research Center (2022). According to it, Figure 1
shows that majority of Democrats in the U.S. be-
lieve that Twitter is a very and somewhat effective
tool to raise awareness about politics. Authors also
emphasized 32% of liberal democrats and 33% of
young adults (age 18-29), who claimed that Twit-
ter is very effective at raising public awareness and
influencing people’s minds on political and social
issues.

Particularly, Gil de Zufniga, Jung, and Valenzue-
la (2012) argue that Facebook has emerged as a ma-
jor source of news among young adults, enabling the
formation of essential information about candidates
and issues. However, awareness can be an artefact
of the content: political memes and entertainment
status updates are identified by research by Weeks
and Holbert (2013) to appeal more to young voters
compared to usual news stories. As it was stated by
Bestvater et al. (2021), on Twitter, more than one-
in-ten U.S. users see political content in a form of
humor, parody and memes almost every time they
use the platform (Figure 2).

Larger share of Democrats on Twitter see the platform
as effective at raising awareness about issues

% of U.S. adult Twitter users who say the platform is very/somewhat

effective at ...

Raising public
awareness about
political or social
issues

Getting elected
officials to pay
attention to issues

Dem/Lean Dem

Changing other
people's minds
on political or
social issues

Dem/Lean Dem

Note: Other responses not shown.

Total

Rep/Lean Rep

Total

Rep/Lean Rep

Very Somewhat NET

-0 B

Dem/Lean Dem

10

11

o
-9
@

11

Source: Survey of U.5. adult Twitter users conducted May 17-31, 2021.
“Politics on Twitter: One Third of Tweets From U.S. Adults Are Political”

PEW RESEARCH CENTER

Figure 1 — Survey of U.S. adult Twitter users conducted on May 17-31, 2021
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More than one-in-ten Twitter users see political
memes and parody videos almost every time they use

the site

% of U.S. adult Twitter users who say they see on the site ...

News articles about social

or political issues a7
Political memes 53
Funny or parody videos that 51
reference political or social issues
Petitions to raise awareness or 49
encourage political or social change
Campaign advertisements 40
Mote: Other responses not shown.
Source: Survey of U.S. adult Twitter users conducted May 17-31, 2021
“Politics on Twitter: One-Third of Tweets From U.5, Adults Are Political”
PEW RESEARCH CENTER

Figure 2 — Survey of U.S. adult Twitter users

on the political content type they regularly see on Twitter

As much as social media increase exposure
to information, they also create supposed “echo
chambers” (Sunstein, 2018). Young voters will fol-
low pages and profiles that share the same political
views as them, and this leads to selective informa-
tion consumption. In a study by Bakshy, Messing,
and Adamic (2015), social media websites such as
Facebook increase the filter bubble impact of social
media by subjecting users to information that reso-
nates with their already existing beliefs.

This has a double effect: on the one hand, users
become more confident in their views, on the other,
it also leads them to be less likely to critically re-
visit them. In the case of first-time voters, this would
mean prematurely solidifying political preferences
on the grounds of a limited range of sources.

The formation of political attitudes by social me-
dia has been the subject of much research. Bond et
al. (2012), in research, indicated that political mes-
sages on Facebook containing news of the friends’
voting can readily increase a Facebook user’s like-
lihood to vote. This is a testament to the fact that
social influence on the internet is very strong.

Further, a study by Vaccari et al. (2015) found
that social media communication with friends and
acquaintances is more influential in the formation of
political views than official political leaders’ pages.
Young first-time voters were especially susceptible:
not only are they interested in information, but also

in their positions being validated within their social
network.

Some studies alert us to political polarization
among first-time voters. Bail et al. (2018) showed
that exposure to political messages on Twitter can
potentially reinforce polarized opinions. Young vot-
ers who are heavy users of social media will be ex-
posed to emotive messages, which shape their opin-
ions regarding political opponents. Nevertheless,
the impact of polarization is context-dependent.
According to one research work by Guess, Nagler,
and Tucker (2019), users who consciously consume
alternative political sources have a lower tendency
to radicalize. The consumption pattern of informa-
tion is, hence, the determining factor.

The greatest positive effect of social media is on
first-time voter mobilization. According to a study
by Valenzuela et al. (2019), the use of political dis-
course on social media ensured the participation of
voters. Political campaigns utilizing special interest
advertisements and calls to action on social media
are more effective with young voters.

An example of such a campaign was the 2008
presidential campaign of Barack Obama, who em-
ployed social media to a large extent to mobilize
youth (Kreiss, 2012). Donald Trump’s and Joe
Biden’s recent campaigns have also used online in-
fluence tactics to a large extent, which indicates a
growing trend of social media becoming an increas-
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ingly important part of electoral mobilization.

Although most studies concur with the wide-
spread social media influence, there are a number of
criticisms. Most studies rely on correlational data,
and therefore causal effects cannot be readily deter-
mined (Tufekci, 2014). Second, differential digital
literacy must be accounted for: novice voters who
have not yet honed critical analysis skills are more
susceptible to manipulation. Besides, the effect of
social media may differ across demographic traits
of race, gender, and education level (Pew Research
Center, 2020). Limited generalizability of results
stems from non-representative sampling in some
studies.

Considering that the given literature suggests
social media contributes to political awareness,
formation of political preferences and mobilization
efforts, it indicates there is an influence of social
media on people’s voting behavior. To evaluate the
degree of influence, this research will focus on the
following operationalization and measurement:

1) Social media use will be measured by survey
responses determining frequency of social media
platform (Facebook, Twitter, Reddit) use and the
frequency of posting political content on social me-
dia.

2) Voting behavior will be measured through the
vote choice of respondents, or in other words, which
candidate they chose to vote for in the 2020 U.S.
presidential elections (Donald Trump/Joe Biden).

Materials and Methods

This study uses a dataset from the American Na-
tional Election Studies 2020. The ANES is consid-
ered to be among the reputable and most popular
datasets to study the political behavior of U.S. citi-
zens. ANES 2020 is a major survey that questions
respondents regarding voting behavior, political at-
titudes, socio-economic and demographic attributes,
and usage of media sources, including social media.

During the data quality assessment, it was deter-
mined that the target population of the survey design
is 231 million eligible-to-vote American citizens
based in 50 US states or the District of Columbia
and voting in the 2020 presidential election. The
sample size constitutes 8,280 respondents. Sample
frame includes U.S. adults aged 18 and older found
in the USPS Delivery Sequence File with residen-
tial addresses databases across 50 states and Wash-
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ington DC. The dataset was produced through the
fresh cross-sectional sampling method, which indi-
cates that the data collection was conducted among
various individuals at a single point in time. Since
there were COVID-19 restrictions, a contactless and
mixed-mode design was used to conduct the 2020
ANES survey, which included self-administered
web surveys, online live video interviews and inter-
view over the phone. The invitation to the survey
included $10 in cash and later respondents were
offered $40 of incentives upon completion of the
survey. The time period for data collection of post-
election interviews was between November 4, 2020
and January 4, 2021 (American National Election
Studies, 2021).

ANES employs high-end data weighing tech-
niques to counteract differences of coverage and
response participation (post-stratification weights).
So, data quality is then thought to be exceedingly
high: principles of representativeness are fulfilled,
systematic faults are minimized to a negligible
quantity, and maximum demographic representation
is ensured.

Description of data for analysis

From the overall ANES 2020 dataset, first-time
voters only were chosen. Hence, it was decided to
set the filter to the variable in the following way:
V202056 =1 (“When did you register to vote for the
first time?”” = “In the past twelve months”).

Following data cleaning for missing values
(NA) concerning voting and social media usage, the
final sample was between 374 and 391 respondents
based on the particular variable.

Table 1 below illustrates the list of variables
which were chosen for the current data analysis.
Given the variety of response options, it was decid-
ed to group them into 2 to 3 main categories:

- Frequency of Facebook/Twitter/Reddit use:
high (many times every day, a few times every day,
about once a day), medium (a few times each week),
low (about once a week, once or twice a month, less
than once a month).

- Frequency of posting political content on
Facebook/Twitter/Reddit: frequent posting (always,
most of the time, about half of the time), rare posting
(sometimes, never).

To determine voting behavior, the variable
V202073 (“Who did you vote for?””) was chosen and
binary coded: 1 — vote for Joe Biden, 2 — vote for
Donald Trump.
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Table 1 — Dataset variables chosen for data analysis

Variable

Code Response options

Frequency of Facebook use

V202542 1. Many times every day

Frequency of Twitter use

V202544

[g]

. A few times every day

Frequency of Reddit use

V202546 3. About once a day

4. A few times each week
5. About once a week

6. Once or twice a month

7. Less than once a month

Frequency of posting political content on

Facebook

V202543 1. Always

[R]

. Most of the time

Frequency of posting political content on

Twitter

V202545 3. About half of the time

4. Sometimes

Frequency of posting political content on

Reddit

V202547 5. Never

Discussion and Results

There were six bar charts constructed that re-
flected the association between use and frequency
of posting political content on social media and vot-
ing behavior.

Figure 3 displays the relationship between the
frequency of use of Facebook and votes cast by first-
time voters in the 2020 presidential election. Out of
the very active group on Facebook, 62% supported
Joe Biden and 38% Donald Trump. Out of the mod-
erately active group, the number supporting Biden
was 58%, whereas that of the lowly active group
was 55%. These results show a low-positive rela-

tionship between Facebook usage frequency and the
likelihood to vote for Biden, though the differences
among the groups are very minimal.

The bar chart in Figure 4 presents the relation-
ship between Twitter activity and candidate support.
Here, there is an even more increase in dynamic:
70% of highly active Twitter users endorsed Biden,
compared with 65% of moderately active and 57%
of low-level active users. These numbers show that
high activity on Twitter shows a statistically signifi-
cant association with higher support for the Demo-
cratic candidate, consistent with previous research
considering Twitter’s status as an active political
platform.
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Percentage of Voters

Percentage of Voters

Voting Behavior by Frequency of Facebook Use
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Figure 3 — Voting Behavior by Frequency of Facebook Use

Voting Behavior by Frequency of Twitter Use

100

70%
65%
S57%
43%
35%
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o]
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w

VoteChoice

- Biden
- Trump
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Medium
Frequency Level

Figure 4 — Voting Behavior by Frequency of Twitter Use

Figure 5 shows the results of the Reddit frequen-
cy analysis. Of the active users of Reddit, 68% voted
for Biden, followed by 62% of the medium-active
users and 59% of the low-activity users. While the
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differences among these groups are not as striking
as they are for Twitter, the active usage of Reddit
also has a moderate positive correlation with the
probability of the Democratic candidate’s vote.
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Voting Behavior by Frequency of RedditUse

100

75

68%
62%
59%
41%
38%
32%
25
0
Low

High Medium
Frequency Level

VoteChoice

- Biden
- Trump

Percentage of Voters
u
o

Figure 5 — Voting Behavior by Frequency of Reddit Use

Figure 6 shows the distribution of votes by how  among those who posted infrequently. The groups
often respondents posted political content on Face-  were very close to each other, which means there is
book. Among those who posted political content  no discernible relationship between frequent politi-
frequently, 60% voted for Biden, compared to 58%  cal posting on Facebook and candidate choice.

Voting Behavior by Frequency of Posting Political Content on Facebook
100

75

v
S
g 60.1% 58.4%
Z VoteChoice
81 50 - Biden
S 40.9% 41.6% - T
& s rump
b
[<F]
a

25

o
Freguentposting Rare posting

Frequency of posting political content

Figure 6 — Voting Behavior by Frequency of Posting Political Content on Facebook
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The next bar chart (Figure 7) displays the re-
lationship between posting on Twitter frequency
and voting choice. It shows the following trend:
73% of people who actively post political con-
tent on Twitter voted for Biden but among non-

active discussers on Twitter only 58% voted for
him. Therefore, high rates of active discussion of
politics on Twitter are strongly correlated with an
increased percentage of voting for Biden by first-
time voters.

Voting Behavior by Frequency of Posting Political Content on Twitter

100

Percentage of Voters
1%
o

73%
L

Frequent posting

41.9%

Rare posting
Frequency of posting political content

58.1%

VoteChoice
- Biden
- Trump

Figure 7 — Voting Behavior by Frequency of Posting Political Content on Twitter

The last bar chart (Figure 8) illustrates the in-
teraction between the frequency of posting on
Reddit and vote for candidates. Among the people
who posted political content on Reddit with high
frequency, 66% voted for Biden, whereas 60% of

voters posting infrequently voted for him. While
the contrast was not as stark as in the case of Twit-
ter, the results indicate that there is a weak positive
correlation between political engagement on Reddit
and choosing Joe Biden.

Voting Behavior by Frequency of Posting Political Content on Reddit

100

75

66%
34%
25
0

Frequent posting

Percentageof Voters
3

l 40.3%

Rare posting
Frequency of posting political content

59.7%

VoteChoice

- Biden
- Trump

Figure 8 — Voting Behavior by Frequency of Posting Political Content on Reddit
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Regression analysis

To evaluate the impact of social media use on
voting behavior among first-time voters, a logistic
regression model was conducted using voting for
Biden as the dependent variable. The results of the
regression analysis indicated that Twitter and Reddit
use has the most influence on the probability to vote
for Biden by first-time voters. High Twitter activity
was followed by a rise in the coefficient by 0.91 at
a p < 0.001 significance level (Table 3), which re-
flects a high level of reliability of the discovered re-
lationship. Average Twitter activity also positively
influenced, = 0.58 at p = 0.0037 (Table 3). Active
use of tweeting political content on Twitter was an
even more powerful predictor: frequent posting in-
creased the regression coefficient by 1.03 at a sig-
nificance level p < 0.001 (Table 6), bearing witness
to a tight coupling of tweeting with a Democratic
candidate preference. A frequency test of Reddit us-
age also showed that an elevated activity level on
the platform has a positive effect on the likelihood
of voting for Biden: f =0.66 at p=0.0010 (Table 4).
Average activity on Reddit, however, failed the sig-
nificance test, so the effect was found only among
high-activity users. Frequency of posting on Reddit
also influenced positively, although less so: = 0.60
at p = 0.0027 (Table 7). These results strengthen
the hypothesis that Reddit facilitates mobilization

Table 2 — Frequency of Facebook use

of political youth voters but to a lesser degree than
that of Twitter. As for Facebook activity, the effects
were weaker. Table 2 shows that excessive Face-
book activity was significantly associated with vot-
ing for Biden (B = 0.62, p = 0.0006), but regular ac-
tivity was not statistically significant. The frequency
of posting politic posts on Facebook was not signifi-
cantly associated with voting: the coefficient [ was
only 0.15 at a significance level p = 0.453 (Table 5),
which turned out to be no effect.

The analysis of the models’ intercepts further
showed that even for low social media users, base-
line support for Biden was extremely high. This is in
line with the broader trend in vote switching among
first-time voters in the 2020 election. Greater use
of social media, especially political participation
through posts, had an additional significant effect on
the likelihood of voting for Biden.

Thus, the results of the regression analysis vali-
date that social media usage and political content
exposure are positively associated with voting sup-
port for the Democratic candidate among first-time
voters. The impact is most significant in the case
of the Twitter platform, while that of Facebook is
considerably weaker. These findings validate the
importance of online sources of political socializa-
tion and their effects on the political inclinations
of youth.

Estimate Std. Error z-value Pr(=|z|)
(Intercept: Low) | 0.42 0.12 35 0.0005
Medium 0.28 0.18 1.56 0.118
High 0.62 0.18 3.44 0.0006

Table 3 — Frequency of Twitter use

Estimate Std. Error z-value Pr(=|z))
(Intercept: Low) | 0.35 0.13 2.69 0.007
Medium 0.58 0.2 2.9 0.0037
High 0.91 0.19 4.79 0.000002
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Table 4 — Frequency of Reddit use

Estimate Std. Error z-value Pr(>z|)
(Intercept: Low) | 0.38 0.14 2.71 0.00067
Medium 0.35 0.21 1.67 0.0095
High 0.66 0.20 33 0.001
Table 5 — Frequency of posting political content on Facebook
Estimate Std. Error z-value Pr(=|z))
(Intercept: Rare | 0.41 0.12 3.42 0.0006
posting)
Frequent 0.15 0.2 0.75 0.453
posting
Table 6 — Frequency of posting political content on Twitter
Estimate Std. Error z-value Pr(=|z))
(Intercept: Rare | 0.39 0.13 3.00 0.0027
posting)
Frequent 1.03 0.19 5.42 0.000001
posting
Table 7 — Frequency of posting political content on Reddit
Estimate Std. Error z-value Pr(=|z)
(Intercept: Rare | 0.44 0.13 3.38 0.0007
posting)
Frequent 0.6 0.2 3.00 0.0027
posting
Conclusion among first-time American voters for the 2020

Active use of social media, in the case of
Twitter and Reddit, is positively correlated to the
vote probability for a Democratic Party candidate

132

election. Active Twitter usage demonstrates the
strongest correlation, which corroborates previous
research on how essential the platform is to po-
litical affiliation among young people. However,
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Facebook use and Facebook posting were linked to
voting behavior less or statistically nonsignificant,
thus a more precise explanation of various social
sites was required.

This study complements earlier research into the
impact of social media by outlining its role specifi-
cally for first-time voters. In contrast to much earlier
research, which aims at the mass youth community,
this study highlights that the nature of social media
activity is key to explaining the political behavior of
first-time voters.

The empirical application of the findings is to
comprehend the dynamics of digital mobilization:
political campaigns to mobilize young voters on
Twitter and Reddit can be especially useful to boost
turnout and may shape political opinions among

first-time voters. The findings can be applied to cre-
ate strategies for political marketing, civic educa-
tion, and online literacy.

As potential avenues of future research, it would
be prudent to propose an examination of the impact
of some forms of social media content (e.g., news,
memes, direct political appeals) on political partici-
pation. It would also be beneficial to examine the
role played by demographic characteristics — race,
gender, and education level — in the influence of so-
cial media on the votes of first-time voters.

Overall, the study underscores the growing im-
portance of social media as a mechanism of digital
political socialization and highlights its differenti-
ated role in shaping the electoral preferences of first-
time voters.
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