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Abstract 
Facebook has become a pivotal platform for political propagandists. Since it can be used 
as a very convenient medium. Facebook, a political participation and conversation center, 
keeps becoming Bangladesh’s most popular social networking site. This study explores how 
Facebook usage influences the political perceptions of Bangladeshi people during the 2024 
general election campaign. By focusing on a specific demographic (e.g., age, parliamentary 
constituency, gender, occupation), the study investigates relationships between Facebook 
interactions, exposure to political content, and their influence on shaping political opinion. 
Using a mixed-methods approach, findings suggest that interaction with political figures 
and exposure to diverse political content can shape public perceptions. However, the emo-
tional and often spontaneous nature of reactions highlights the nuanced role of Facebook 
as a tool for political engagement and discourse. 

Keywords: Bangladesh elections, political campaign, public opinion, social media influ-
ence, voter behavior. 
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Resumo 
O Facebook tornou-se uma plataforma fulcral para os propagandistas políticos. Uma vez 
que pode ser utilizado como um meio muito conveniente. O Facebook, um centro de 
participação política e de conversação, continua a tornar-se a rede social mais popular do 
Bangladesh. Este estudo explora a forma como a utilização do Facebook influenciou as 
perceções políticas da população do Bangladesh durante a campanha para as eleições gerais 
de 2024. Centrando-se num grupo demográfico específico (por exemplo, idade, círculo 
eleitoral parlamentar, sexo, profissão), o estudo investiga as relações entre as interações no 
Facebook, a exposição a conteúdos políticos e a sua influência na formação da opinião polí-
tica. Utilizando uma abordagem de métodos mistos, os resultados sugerem que a interação 
com figuras políticas e a exposição a diversos conteúdos políticos podem moldar as perce-
ções do público. No entanto, a natureza emocional e muitas vezes espontânea das reações 
realça o papel diferenciado do Facebook como ferramenta de ativismo e discurso político. 

Palavras-Chave: eleições no Bangladesh, campanha política, opinião pública, influência 
dos media sociais, comportamento dos eleitores. 

Introduction
Social media platforms have significantly reshaped political discourse and 

democratic participation. Facebook is a platform that people broadly use to engage 
with political content, connect with other users, and navigate intricate networks of 
information during election campaigns (M. Alodat, Al-Qora’n, & Hamoud, 2023). 
As political actors and parties increasingly utilize social media to engage with 
voters and shape political narratives, it is essential to understand how Facebook 
influences public opinion to enhance decision-making, democratic accountability, 
and civic engagement. 

This study addresses existing literature gaps by providing empirical insights 
into the dynamics of political communication and public opinion formation within 
the Bangladeshi context. This research explores Facebook’s impact on political 
discourse, focusing on its connections to democracy and citizen engagement in 
the digital age. Using a multidimensional mixed-method approach that includes 
quantitative and qualitative analyses, this study examines how political actors utilize 
Facebook, their content and messaging strategies, the demographic factors that 
affect user engagement, and the broader implications for democratic governance. 

(Heatherly, Lu, & Lee, 2016) states that many Facebook users regularly obtain 
their news from the Facebook Feed. Furthermore, according to Khan (2017) People 
use social media mainly to receive news and interact with friends. Sharing and 
commenting on news articles are popular activities on Facebook (Lee & Ma, 2016). 
This has made it possible for news organizations to share their content on digital 
platforms like Facebook in several ways Napoli (2015), including live broadcasts, 
straight content uploads to social media (like news posts on Facebook), and brief, 
enticing hyperlinks from their websites to their Facebook pages.
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Definition of Public Opinion:
Public opinion is broadly defined as the collective attitudes, beliefs, and pref-

erences of a population or a specific group toward issues, individuals, or events 
expressed explicitly or implicitly. (Lippmann, 1922, p. 427) described public opinion 
as being shaped by mediated perceptions, where stereotypes and simplified images 
heavily influence collective thought, emphasizing the role of media and elites 
in guiding public views. In contrast, public opinion is viewed as a dynamic and 
democratic process emerging through informed discussion and collective prob-
lem-solving, underlining the active role of citizens in its formation (Dewey, 1927).

Modern theorists expand on these foundational ideas by integrating insights 
from communication and media studies. (Noelle-Neumann, 1993) posits that 
individuals are less likely to express views perceived as unpopular, reinforcing 
dominant opinions. Similarly, Habermas’s concept of the Public Sphere (1989) 
highlights the necessity of rational-critical discourse in forming legitimate public 
opinion, emphasizing its democratic potential when free from distortion by power 
or media biases.

In the digital age, online platforms have significantly influenced the formation 
and dynamics of public opinion. Research, including studies conducted by Sunstein 
(2001) on “echo chambers” and Pariser (2011) on “filter bubbles” illustrate how algo-
rithms and personalized content can polarize public opinion by limiting exposure to 
diverse perspectives. These developments underscore the evolving nature of public 
opinion in contemporary societies, shaped by both traditional and digital media.

Public Opinion Formation and Dynamics:
Public opinion is shaped by various interrelated factors, including family, reli-

gion, customs, education, political systems, media, and social groups, influencing 
individual beliefs and tendencies in society (Al-Dbeisi, Ali, Al-Tahaat, & Yassin, 
2013). Public opinion formation now involves new dynamics due to the rise of social 
media platforms. Research has demonstrated that social media is a powerful forum 
for political mobilization, opinion expression, and discussion (Alodat, Al-Qora’n, & 
Hamoud, 2023). Information flows are defined as the phenomena in which people 
quickly spread information within a network by adopting the beliefs or actions of 
others (Bikhchandani, Hirshleifer, & Welch, 1992). 

According to (Barberá, Jost, Nagler, Tucker, & Bonneau, 2015), social media 
amplifies information cycles, which may result in the creation of echo chambers and 
the polarization of opinions. Individuals’ susceptibility to media influence and their 
engagement with political content on social media are influenced by demographic 
factors, including age, education, income, and political ideology (Bode & Vraga, 
2015). Users engage with political content on Facebook through various behaviors, 
such as liking, sharing, commenting, and reacting to posts (Gil de Zúñiga, Weeks, 
& Ardèvol-Abreu, 2017). 

Formation of Public Opinion Through Facebook:  
A Study on the 2024 General Election Campaign of Bangladesh
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Facebook and Forming Public Opinion:
Social media platforms have transformed political communication, providing 

new channels for political actors to connect with citizens, rally support, and influ-
ence public opinion. Social media platforms have transformed traditional political 
communication approaches by enabling citizens and political actors to commu-
nicate directly and instantly (Bennett & Segerberg, 2012). Social media platforms, 
like Facebook, Twitter, and Instagram, allow for networked forms of engagement, 
real-time communication, and user-generated content, in contrast to traditional 
media channels (Calderaro, 2018). According to (Bennett & Segerberg, 2012), 
these platforms have enabled new forms of political activism and participation 
and democratized access to political information.

A dynamic and varied information ecosystem is created by users exchanging 
news articles, videos, memes, and personal viewpoints (Hargittai & Hsieh, 2010). 
However, social media is decentralized, and it can be challenging to confirm the 
authenticity and accuracy of information, which raises concerns about the spread 
of false information and echo chambers (Woolley & Howard, 2017). 

Figure 1 Public Opinion Formation Process on Facebook

Figure 1 illustrates how political posts on Facebook initiate the spread of informa-
tion. User interactions, such as likes, comments, and shares, enhance the visibility 
and impact of these posts. The figure also demonstrates how political organizations 
target specific user groups to influence public opinion, emphasizing Facebook’s 
crucial role in contemporary public discourse.

Facebook Usage Patterns and Trends:
The user base on Facebook is diverse, spanning age groups, educational 

backgrounds, and geographic locations, according to research by (Duggan & 
Smith, 2014). Analyzing Facebook users’ demographics helps evaluate its repre-
sentation in shaping public opinion across various societal segments. Research 
has revealed that Facebook users use the site in different ways, visiting it several 
times a day and devoting a significant amount of time to content consumption 
(Ellison, Steinfield, & Lampe, 2007). Facebook usage frequency and duration 
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influence political exposure and online discussions, shaping opinions and atti-
tudes toward political issues. (Bode & Vraga, 2015) emphasize the importance of 
analyzing the content shared on social media platforms to understand its impact 
on public opinion formation. Exposure to diverse viewpoints and narratives on 
Facebook can influence individuals’ attitudes, beliefs, and behavioral intentions, 
shaping the broader public discourse.

Facebook’s Role in Electoral Campaigns: A Review of Recent 
Literature

Algorithmic biases in Facebook’s advertising platform, evident during the 
2021 German federal elections when political ads reached unintended audiences, 
underscore the urgent need for transparency in ad delivery systems (Bär, Pierri, 
Morales, & Feuerriegel, 2023). Research on the 2020 U.S. presidential election 
demonstrates that exposure to political content on Facebook and Instagram 
significantly influences voter behavior, shaping political beliefs and turnout 
and underscoring their impact on electoral outcomes (Fujiwara, Müller, & 
Carlo, 2024). Facebook has proven effective in engaging younger demographics 
during Pakistan’s 2018 general election; the platform played a significant role in 
shaping the political opinions of young voters and a tool for engaging politically 
less-active demographics (Sajid, Javed, & Warraich, 2024). Populist parties have 
effectively used Facebook to disseminate issue-focused messages, as seen in the 
2019 European Parliamentary elections, where they captured a disproportionate 
share of ad impressions, highlighting the platform’s competitive advantage for 
such groups (Capozzi, Morales, Mejova, Monti, & Panisson, 2023).

Conceptual Framework
The theoretical framework integrates the Theory of Social Influence and the 

Uses and Gratifications Theory to examine how social interactions and indi-
vidual motivations shape behavior and opinion on social media platforms like 
Facebook. The Theory of Social Influence explains how individuals’ opinions, 
attitudes, and behaviors are influenced by their social environment. This the-
ory emphasizes that individuals frequently modify their beliefs and behaviors 
in response to social interactions and pressures, as outlined by Kelman (1958), 
who identified processes like compliance, identification, and internalization in 
attitude change. On platforms like Facebook, social influence is evident through 
phenomena such as polarization, where opinions diverge within echo chambers 
because of selective exposure to similar views. (Sunstein, 2001). Conformity 
significantly influences individuals as they adjust their opinions to match group 
norms, fueled by a desire for social acceptance and belonging (Asch, 1951). 
Furthermore, selective reinforcement occurs when users prioritize information 
that aligns with their preexisting beliefs, which further solidifies existing biases 

Formation of Public Opinion Through Facebook:  
A Study on the 2024 General Election Campaign of Bangladesh
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and contributes to the fragmentation of public discourse (Festinger, 1957). These 
dynamics underscore the profound impact of social influence on online behaviors 
and opinion formation in digital environments.

Since its inception in the late 1940s, the Uses and Gratification (U&G) approach 
to media use has sought to understand why people use media and how they 
use it to satisfy their needs (Blumler & Katz, 1974). According to U&G theory, 
media users make choices and get gratification from the media because they are 
conscious of their needs, motives, and expectations of the medium. The U&G 
theory has been widely applied to various media, including newspapers (Elliott 
& Rosenberg, 1987), Television (Rubin, 1981), smartphones (Dimmick, Sikand, & 
Patterson, 1994), and internet options (Papacharissi & Rubin, 2010), to measure 
the reasons behind people’s media use.

The theoretical framework for studying the formation of public opinion 
through Facebook during the 2024 general election campaign in Bangladesh will 
be based on the Uses and Gratifications Theory (UGT). This theory posits that 
individuals actively seek media content to satisfy specific needs and gratifications. 
Here is how the UGT can be applied:

Information Seeking
To keep up with political candidates, party platforms, and campaign events, 

Facebook users can interact with political content. To make well-informed choices 
regarding their political inclinations, they search for information (Gil de Zúñiga, 
Weeks, & Ardèvol-Abreu, 2017). (hypothesis 1)

Social Interaction
Users use Facebook to interact with peers, candidates, and political parties, 

have political conversations, and exchange opinions. They look for interaction with 
like-minded people, social validation, and support (Valenzuela, Piña, & Ramírez, 
2017).(hypothesis 2)

Entertainment Factor 
Facebook users can find entertaining political content with humorous stories, 

captivating images, and information about the election campaign. With political 
content, users aim to engage and have fun (Bakshy, Messing, & Adamic, 2015). 
(hypothesis 3)
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Figure 2 Conceptual Framework for Formulation of Public Opinion

Empowerment Gratification
Users convey their identities, values, and political beliefs by engaging with polit-

ical content on Facebook. Within their social networks, they look for validation 
and strengthening of their political identities (Chadwick & Stromer-Galley, 2016). 

Engaging with political content on Facebook can empower users. By partici-
pating in discussions and rallying support for causes, they feel they can influence 
change and decision-making (Valenzuela, Piña, & Ramírez, 2017). Users actively 
participate in political discourse on Facebook to influence public opinion and 
significantly contribute to democracy. (hypothesis 4)

Materials and Methods
This study examines Facebook’s influence on the formation of public opinion 

during Bangladesh’s 2024 General Election campaign. Specifically, it seeks to address 
the following research questions:

i)  �What role does Facebook play in disseminating political information during 
election campaigns?

ii)  �How does Facebook usage influence political engagement and empowerment 
among its users?

iii)  �What patterns shape public opinion formation through Facebook during 
elections?

A mixed-method approach was employed to address these questions. This 
design captures the complexity of public opinion formation, integrating quantitative 
data from surveys with qualitative insights from semi-structured interviews. The 
sequential methodology ensures that qualitative data enriches the interpretation 
of quantitative findings, aligning with the principles outlined by (Schoonenboom 
& Johnson, 2017).

Formation of Public Opinion Through Facebook:  
A Study on the 2024 General Election Campaign of Bangladesh
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Quantitative Data Collection

Target Population and Sampling
The study targeted citizens aged 18 to 50 residing in five parliamentary con-

stituencies in Bangladesh. A purposive sampling technique was used for both 
paper-and-pencil and online questionnaires. This approach was chosen based on 
its effectiveness in reaching specific subgroups relevant to the research objectives. 
According to (Prior, Campbell, Greenwood, & Shearer, 2020) Purposive sampling 
allows researchers to intentionally select participants who can provide valuable 
insights based on their understanding of the population. This method is particu-
larly useful for exploratory studies where detailed, context-specific information is 
prioritized over representativeness.

Data Collection
Respondents provided socio-demographic information, including gender, age, 

educational qualification, occupation, and parliamentary constituency. Data on 
Facebook usage patterns, exposure to political content, and political engagement 
were also collected. Surveys were administered using a combination of paper-and-
pencil and online formats to maximize participation.

Data Analysis
SPSS version 22.0 was employed for quantitative data analysis. Statistical meth-

ods included:

i)  �Descriptive Statistics: Summarizing demographic data, Facebook usage, and 
political engagement patterns.

ii)  �Pearson Correlation Coefficient: Exploring relationships among variables.
iii)  �Multiple Linear Regression: Assessing the impact of Facebook usage on 

public opinion formation.

Scales for each variable were created by normalizing and averaging responses, 
with higher scores indicating greater levels of the respective variables.

Qualitative Data Collection
Semi-structured interviews were conducted through Facebook to delve deeper 

into the nuances of public opinion formation. This flexible format allowed par-
ticipants to share their perspectives in a conversational style, fostering authentic 
and reflective responses (Morris, 2015). The interviews concentrated on key topics 
such as political information-seeking, social interactions, and the empowerment 
experienced through Facebook during the election campaign.
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Recruitment of Interviewees
Purposive sampling was also used for the qualitative phase, as it enabled the 

selection of participants representing a range of perspectives and experiences. As 
(Dudovskiy, 2022) states that the purposive sampling method utilizes researchers’ 
judgment to identify individuals who can offer diverse insights into the phenom-
enon being studied.

Table 1 Profiles of the interviewees

Interviewees Gender Facebook 
Usage

Political 
Information 
Seeking on 
Facebook

Social 
Interaction 

on 
Facebook

Political 
Entertainment 

Factor on 
Facebook

Political 
Empowerment 

Factor on 
Facebook

A Female 3.50 2.50 2.00 2.33 1.87

B Male 4.00 2.50 1.33 2.67 2.47

C Male 4.00 1.50 1.67 1.33 2.47

D Female 3.00 1.50 1.67 1.00 2.20

E Male 3.50 3.58 4.33 3.33 3.27

F Male 3.00 3.33 3.00 3.00 3.27

G Female 4.00 2.08 1.67 2.67 2.00

Seven participants, aged 25 to 45, were recruited, ensuring a balance in gender 
and variation in Facebook usage and political engagement levels. This sampling 
approach was not intended to produce generalizable trends but to explore the depth 
and diversity of experiences.

Results

The socio-demographic characteristics of the samples
The survey was conducted between March and April 2024, with data collection 

spanning approximately one month. The result was 307 valid questionnaires. 

Formation of Public Opinion Through Facebook:  
A Study on the 2024 General Election Campaign of Bangladesh
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Table 2 Demographic of the Respondent

Demographics Study (n=307)
Frequency (%)

Gender
Male

Female
175 (57.00%)
132 (43.00%)

Age
18–21 Years
22–25 Years
26–29 Years

30+ Years

22 (7.20%)
94 (30.60%)
88 (28.70%)

103 (33.60%)

Educational Qualification
<Secondary School Certificate
Secondary School Certificate
Higher Secondary Certificate

Bachelor’s Degree
Master’s Degree or above

17 (5.5%)
14 (4.6%)

97 (31.6%)
113 (36.8%)
66 (21.5%)

Occupation
Student

Social Worker
Private Job

Government Job
Business 
Others

82 (26.7%)
48 (15.6%)
46 (15.1%)
32 (10.4%)
20 (6.5%)

79 (25.7%)

Age Minimum Maximum Mean SD

18 50 28.39 6.263

*Source: Computed Primary Data Using SPSS 22 Version

Table 2 displays the sociodemographic characteristics of the sample. Among 
the respondents, 57% are males and 43% are females, with an average age of 28.31 
years (SD = 6.263). The participants, aged 18 to 50 with an average age of 28.39 
years, represent a diverse age range, highlighting significant engagement from 
a younger demographic in Facebook-based political discourse. Educationally, 
58.3% hold at least a bachelor’s degree, suggesting enhanced critical thinking 
and understanding of politics. Occupationally, the sample includes students 
(26.7%), social workers (15.6%), private sector employees (15.1%), government 
workers (10.4%), business owners (6.5%), and others (25.7%), reflecting varied 
perspectives and influencing factors in political opinion formation during the 
election campaign.
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Figure 3: Trends in Political Engagement on Facebook

The dataset shows diverse political posts: election songs (0.26), video shares 
(2.77), live streams (1.44), news shares (1.19), and picture posts (1.44). Analyzing 
these types and their engagement can reveal their impact on public opinion 
and voter perceptions during the election campaign. The study reveals diverse 
patterns in Facebook use related to political communication. Most respondents 
(59.3%) use Facebook multiple times daily, with 34.9% spending 15–30 minutes 
per session. Regarding political engagement, 24.8% search for political infor-
mation a few times a week, while 37.8% rarely engage in political discussions or 
debates. Sharing political content is also infrequent, with 43.0% seldom or never 
sharing such posts.

News articles are the most engaged content type (89.9%), indicating their 
importance in shaping public opinion. Videos (36.2%), expert opinions (58.3%), 
and live streams (24.8%) are less engaging but still relevant. Notably, 47.9% of users 
do not engage with specific political content, though political event announce-
ments (14.0%) and campaign updates (8.8%) are relatively more popular. This 
data highlights Facebook’s role in political engagement and suggests that the type 
of content consumed can significantly influence public opinion during elections.

Hypothesis Testing

Analysis Using Linear Regression
The Durbin-Watson test was utilized to evaluate the independence of residuals. 

This assessment is vital as it verifies a key assumption in regression analysis (refer 
to Table 4). The results from the Durbin-Watson test for each model are as follows: 
IS (1.886), SI (1.862), ENF (1.767), and EMG (1.803). The values, close to the bench-
mark of 2, indicate no significant autocorrelation in the residuals, suggesting that 
residuals from one prediction do not influence another. This supports the validity 

Formation of Public Opinion Through Facebook:  
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of the models and confirms that they effectively capture data patterns without bias 
from data point ordering, indicating reliable analysis of the factors’ impact.

Table 3 Regression Diagnostic Tests

Regression 
Model

Independence of 
Residuals

Homoscedasticity Normality of Residuals

Information 
Seeking (IS)

Durbin-Watson test: 
1.886 (no significant 

autocorrelation)

Residuals spread 
consistently across 
predicted values 
(no rejection of 

null hypothesis).

Histogram and Q-Q plot: 
Residuals approximately 

follow normal distribution; 
Shapiro-Wilk test: p =. .931, 
Kolmogorov-Smirnov test: 

p = .103 (no rejection of null 
hypothesis)

Social 
Interaction (SI)

Durbin-Watson test: 
1.862 (no significant 

autocorrelation)

The dispersion of 
residuals remains 

uniform across pre-
dicted values (no 

rejection of the null 
hypothesis).

Histogram and Q-Q plot: 
Residuals tend to conform to 

a normal distribution roughly; 
Shapiro-Wilk test: p =. .936, 
Kolmogorov-Smirnov test: 

p = .134 (no rejection of null 
hypothesis)

Entertainment 
Factors (ENF)

Durbin-Watson test: 
1.767 (no significant 

autocorrelation)

The spread of 
residuals is consis-
tent throughout the 

predicted values 
(no rejection of 
null hypothesis)

Histogram and Q-Q plot: 
Residuals tend to conform 
to a normal distribution; 

Shapiro-Wilk test: p =. .792, 
Kolmogorov-Smirnov test: 

p = .093 (no rejection of null 
hypothesis)

Empowerment 
Gratification 

(EMG)

Durbin-Watson test: 
1.803 (no significant 

autocorrelation)

Residuals spread 
consistently across 
predicted values 
(no rejection of 

null hypothesis).

Histogram and Q-Q plot: 
Residuals tend to conform to 

a normal distribution roughly; 
Shapiro-Wilk test: p =. .935, 
Kolmogorov-Smirnov test: 

p = .139 (no rejection of null 
hypothesis)

The regression models were tested for homoscedasticity, confirming that the 
variance of residuals remains consistent across predicted values, indicating no 
significant heteroscedasticity. This supports the validity of the models by ensuring 
unbiased standard errors and reliable hypothesis testing. Additionally, residuals 
adhere to a normal distribution, as confirmed by Shapiro-Wilk and Kolmogorov-
Smirnov tests (p-values: 0.792-0.975 and 0.093-0.134, respectively), affirming 
the robustness of parametric tests. These findings validate the models’ reliability 
in analyzing how Facebook user factors influence public opinion formulation.
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Table 4: Summary of the findings of Linear Regression

Hypothesis Regression 
Weights

Beta 
Coefficient

R2 F t-value p-value Hypotheses 
Supported

H1 IS → FPO .723 .523 333.871 18.272 .000 Yes

H2 SI → FPO .682 .733 835.336 28.902 .000 Yes

H3 ENF→FPO .486 .302 132.081 11.493 .000 Yes

H4 EMG→FPO .806 .650 565.832 23.787 .000 Yes

Note: *p < 0.05. IS: Information seeking, SI: Social Interaction, ENF: Entertainment Factor, ENG: 
Entertainment Gratification, FPO: Formulation of Public opinion

The findings from the regression analysis have significant implications in the 
socio-political context, highlighting the various factors that influence the formu-
lation of public opinion (FPO). The strong influence of Information Seeking (IS) 
suggests that when individuals actively engage with information, they are more 
likely to form informed opinions on political and social issues, which is crucial 
for democratic participation and decision-making. Similarly, Social Interaction 
(SI) underscores the importance of social networks, as conversations and group 
discussions often shape individuals’ opinions, influencing voting behavior and 
policy support. 

The Entertainment Factor (ENF) demonstrates that entertainment media, 
including television, films, and online content, can significantly alter perceptions 
of political figures or issues, often contributing to public discourse. Furthermore, 
Entertainment Gratification (EMG) shows that people derive emotional or psy-
chological satisfaction from entertainment, which can align their political views 
with the content they consume, such as in political satire or drama. 

These findings suggest that media, social networks, and entertainment all play 
essential roles in shaping public opinion. Politicians, policymakers, and advocacy 
groups can strategically use these factors to influence public discourse, while 
media literacy programs are necessary to ensure that citizens critically engage 
with information. However, these factors also highlight the potential risks of 
political polarization, as ideologically homogeneous networks and entertainment 
sources could deepen societal divisions. Overall, the trends indicate the need for 
a balanced media ecosystem that fosters informed and diverse public opinion, 
essential for a healthy democracy.

Correlation for Research Model

The statistical analysis of Facebook usage and its impact on political engagement 
and public opinion formation reveals several key insights. 

Formation of Public Opinion Through Facebook:  
A Study on the 2024 General Election Campaign of Bangladesh



90

political observer
portuguese journal of political science  |  revista portuguesa de ciência política

Table 5 Mean, Standard Deviation, and Correlation for Research Model

Variables Mean SD 1 2 3 4 5 6 7

1. Facebook Usage 4.35 0.93 -

2. Information Seeking 2.43 0.78 .12* -

3. Social Interaction 2.57 1.04 .13* .56** -

4. Entertainment Factor 2.21 0.93 .26** .29** .26** -

5. Empowerment Gratification 2.14 0.69 .18** .55** .61** .36** -

6. Political Engagement 2.13 0.82 .30** .69** .84** .48** .69** -

7. Public Opinion Formation 3.05 0.83 .21** .72** .86** .55** .81** .86** -

* Correlation is significant at the 0.05 level (2-tailed).

** Correlation is significant at the 0.01 level (2-tailed).

Significant correlations were found in the study, notably between political 
engagement and public opinion formation (0.86). This indicates that higher 
political engagement on Facebook has a strong impact. The average Facebook 
usage is high at 4.35, with a standard deviation of 0.93, indicating that most users 
actively engage with the platform. Information-seeking and social interaction 
have moderate average scores of 2.43 and 2.57, respectively, with social inter-
action showing the highest variability among users. influences public opinion. 
Information Seeking is also strongly correlated with Political Engagement (0.69) 
and Public Opinion Formation (0.72), suggesting that active information seekers 
are more politically engaged and influential. Although primarily for leisure, the 
Entertainment Factor moderately correlates with Political Engagement (0.48), 
implying some political impact. Empowerment Gratification correlates strongly 
with Political Engagement (0.69) and Public Opinion Formation (0.81), high-
lighting Facebook’s role in empowering users to engage in political discourse 
and opinion shaping. These correlations demonstrate Facebook’s complex role 
in boosting political engagement and shaping public opinion through informa-
tion-seeking, social interaction, and empowerment.

Figure 7 : Effects of Facebook Use on Formation of Public Opinion
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Based on the findings from the questionnaire survey, Hypotheses 1, 2, 3, and 4 
find support. These findings suggest that engagement with Facebook contributes 
to the formation of public opinion, particularly concerning Bangladesh’s 2024 
General Election Campaign. Facebook users who actively seek information, engage 
in social interactions, derive entertainment gratification from political content, and 
feel empowered through their interactions on Facebook are more likely to shape 
their public opinion.

Table 6 Hypotheses and the results

Hypothesis Result

H1: Facebook users’ seeking information has a significant impact on the formulation of 
public opinion.

Supported

H2: Facebook users’ social interaction positively impacts the formulation of public 
opinion.

Supported

H3: Entertainment Factors associated with political content on Facebook impact the 
formulation of public opinion.

Supported

H4: Empowerment Gratification has significant positive effects on the formulation of 
public opinion.

Supported

According to the questionnaire’s survey findings, hypotheses 1, 2, 3, and 4 
receive support, indicating that Facebook use plays a significant role in forming 
public opinion.

Findings of the Interview 
A common opinion expressed by the interviewees is that Facebook provides 

a range of perspectives on political issues, leading to a more well-rounded under-
standing of these topics. Interviewee F highlights the platform’s ability to present 
uncensored and diverse viewpoints, mentioning that it allows access to voices that 
may not be featured in traditional media. 

“You have access to diverse voices on the platform (Facebook), pro-
viding various perspectives for a deeper understanding of any topic, 
without censorship.” – Interviewee F

Facebook is an alternative to traditional media, offering users a broader spectrum 
of political information, which can lead to a more diverse political perspective. 
Interviewee C shares this view of Facebook’s direct information with the filtered 
content of traditional media.

“Conventional media... may struggle to provide information as directly 
as available on platforms like Facebook.”-Interviewee C

Formation of Public Opinion Through Facebook:  
A Study on the 2024 General Election Campaign of Bangladesh
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Facebook is known for promoting lively political discourse. It allows users to 
discuss, debate, and influence one another’s views. Another important aspect is 
the role of social interaction in shaping political opinions. Interviewee F states 
how interactions in Facebook groups and comment sections contribute to opinion 
formation, particularly during election campaigns.

“Parliamentary candidates for my constituency conduct their cam-
paigns on Facebook, where a diverse range of political interactions 
occurs in the comments section, within their groups, and on their 
pages. I believe these interactions are crucial in shaping opinions 
about how we vote.”-Interviewee F

While interviewees value Facebook’s interactivity, opinions on politicians’ plat-
form use vary. Interviewee D criticizes their one-sided communication.

“Politicians, in my opinion, ignore what people have to say online. 
They created a Facebook page only to raise awareness and get support. 
To achieve this, they have admin.”- Interviewee D

Emotional and rational factors influencing political opinions often diverge. 
Several interviewees noted that emotional appeals, like music or nationalistic mes-
sages, significantly shape political sentiment. For example, Interviewee D described 
a video of the Padma Setu inauguration paired with a patriotic song, illustrating 
content designed to evoke emotional responses.

“A political party and its supporters have circulated a video of the 
Padma Setu inauguration on social media, pairing it with an emotive 
song. The caption underscores the party’s dedication to advancement 
and stability, appealing to voters’ patriotism and optimism for the 
future.”-Interviewee D 

This emotional strategy is a standard tool used in political campaigns, as it 
appeals to feelings of national pride and civic duty to generate support. However, 
some interviewees emphasize the importance of rational, fact-based engagement. 
For example, Interviewee B values factual information and actively challenges 
misinformation in posts from opposing political groups.

“I have liked the Facebook pages of individuals from various political 
affiliations, including rival parties or those with opposing politi-
cal views. Sometimes, their posts... are humorous and entertaining. 
However, there are times when I comment against any misinformation 
or falsehoods presented in their posts.”-Interviewee B

This suggests that while emotional appeals effectively engage users, rational-
ity—primarily through fact-checking and discussions—also influences interactions 
with political content on Facebook.
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Facebook shapes political opinions by offering access to diverse political perspec-
tives and fostering real-time discussions. Emotional messaging resonates with users’ 
feelings, motivating political action and voting. At the same time, rational engagement 
encourages critical evaluation of information. Ultimately, Facebook blends emotional 
and logical elements, leading to varying user responses to political content.

Discussion
This study aligns with Social Influence Theory, which posits that social inter-

actions within networks shape political opinions. The data indicates that 65% of 
participants felt influenced by Facebook during the 2024 election, highlighting the 
effect of online political discussions on personal beliefs (Lazer, Rubineau, Chetkovich, 
Katz, & Neblo, 2012). Facebook’s role in fostering engagement with political figures 
supports the theory by enhancing users’ political efficacy and participation, as users 
are exposed to persuasive, mobilizing content (Tang & Lee, 2013). 

Additionally, Facebook enables expressive political engagement, allowing users 
to post, comment, and share political opinions, which influences their networks, 
consistent with Mahmud’s (2017) argument. The study also highlights Facebook’s 
ability to activate weaker ties, expanding political engagement through indirect 
exposure to diverse viewpoints, echoing the findings of (Barberá, Jost, Nagler, 
Tucker, & Bonneau, 2015). Passive exposure to political content on Facebook 
further supports the theory, as users’ political awareness is shaped by observing 
friends’ posts and reactions, a trend also observed by (Cantijoch, Cutts, & Gibson, 
2015). Overall, the study demonstrates how Facebook facilitates the spread and 
reinforcement of political opinions through direct and indirect social interactions, 
embodying the principles of Social Influence Theory.

Social scientists suggest that social interactions and discussions partly shape 
political opinions (Dahl, 1991). People in this study are more involved in express-
ing their political views. Survey respondents indicated that Facebook offers users 
ample opportunities to share their opinions through activities like posting, com-
menting, and sharing political content, which aligns with (Tufekci, 2017) findings. 
These activities take less labor than formalized political activity, such as working 
for political organizations and organized interest groups or personally contacting 
politicians (Gil de Zúñiga, Weeks, & Ardèvol-Abreu, 2017).

This research indicates a positive correlation between Facebook use and inter-
action with political actors on the platform. The trends stand by those of earlier 
studies (Calderaro, 2018), which explain that digital media features enhance political 
participation by providing users with opportunities to interact with politicians. The 
individuals sampled in this study agree that Facebook allows them to access opin-
ions from political figures (77.9%) and comprehend their stance on social problems 
(63.1%). Only 33.1% of respondents believe that Facebook helps people connect 
directly with political figures, indicating a lack of closeness to political leaders. 
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An exploratory lens was adopted to understand Facebook’s multifaceted role 
in shaping public opinion during a specific electoral context. While the findings 
offer valuable insights, they are not intended to be generalizable to all popula-
tions or contexts. Instead, they provide a foundation for further research into the 
intersection of social media and political behavior. The study’s focus on the 2024 
election campaign highlights how Facebook influences political opinions, mainly 
through interactions with political figures and the sharing of political content 
(Lazer, Rubineau, Chetkovich, Katz, & Neblo, 2012). However, due to limitations 
in sample size, diversity, and geographical representativeness, the findings may not 
fully capture the breadth of political engagement across different demographics or 
regions (Mahmud, 2017).

Furthermore, this study highlights a positive association between utilizing 
Facebook and encountering political content on the platform. Supported by insights 
from interviews, it suggests that using Facebook may inadvertently expose individ-
uals to political information. As users scroll through their newsfeeds and observe 
the activities of others in their networks, such as friends’ comments and reactions, 
they are more likely to come across political content passively. Consequently, 
Facebook as platforms facilitate the dissemination of public opinion strengthens 
passive political communication among users and influences users’ perceptions 
within the socio-political landscape.

Conclusion
Facebook plays an increasingly vital role in shaping public opinion and enhancing 

political engagement in Bangladesh, particularly during significant events like the 
2024 General Election campaign. Its ability to disseminate diverse political content, 
provide real-time updates, and enable dialogue between citizens and political figures 
underscores its importance as a tool for political communication. By broadening 
access to political discourse and amplifying marginalized voices, Facebook has 
made the political process more inclusive and participatory.

However, challenges such as the spread of misinformation, political polarization, 
and superficial interactions with political actors hinder its transformative potential. 
A collaborative effort involving policymakers, platform authorities, and users is 
essential to address these issues. Initiatives like strengthening fact-checking mech-
anisms, promoting digital literacy, and ensuring transparency in political content 
can mitigate these drawbacks. By fostering respectful discourse and authentic 
engagement, Facebook can continue to empower citizens, encourage meaningful 
political discussions, and contribute to a more informed and democratic society 
in Bangladesh.

Received: 16/09/2024
Accepted: 20/11/2024



95

References 
Al-Dbeisi, Ali, A. K., Al-Tahaat, & Yassin, Z. (2013). The Role of Social Media in Forming 

Public Opinion among Jordanian University Students. Studies, Humanitarian and 
Social sciences, 1(4), 66–81.

Alodat, A. M., Al-Qora’n, L. F., & Hamoud, M. A. (2023). Social Media Platforms and 
Political Participation: A Study of Jordanian Youth Engagement. Social Sciences, 12, 
402. doi:10.3390/socsci12070402

Asch, S. E. (1951). Effects of group pressure upon the modification and distortion of judgment. 
In H. Guetzkow, Groups, Leadership, and Men (pp. 222–236). Pennsylvania: Carnegie 
Press.

Bakshy, E., Messing, S., & Adamic, L. (2015). Political science. Exposure to ideologically 
diverse news and opinion on Facebook. Science, 1130–1132. doi:10.1126/science.aaa1160

Bär, D., Pierri, F., Morales, G. D., & Feuerriegel, S. (2023). Systematic discrepancies in the 
delivery of political ads on Facebook and Instagram. doi:10.48550/arXiv.2310.10001

Barberá, P., Jost, J., Nagler, J., Tucker, J., & Bonneau, R. (2015). Tweeting from left to right: Is 
online political communication more than an echo chamber? Psychological Science, 
26(10), Psychological Science. doi:10.1177/0956797615594620

Bennett, L., & Segerberg, A. (2012). The Logic of Connective Action: Digital Media and 
the Personalization of Contentious Politics. Information, Communication & Society, 
15(5), 739–768. doi:10.1017/CBO9781139198752

Bikhchandani, S., Hirshleifer, D., & Welch, I. (1992). A Theory of Fads, Fashion, Custom. 
Journal of Political Economy, 100(5), 992–1026.

Blumler, J., & Katz, E. (1974). The Uses of Mass Communications: Current Perspectives on 
Gratifications. Beverly Hills: Sage Publications.

Bode, L., & Vraga, E. (2015). In related news, that was wrong: The correction of misinformation 
through related stories functionality in social media. Journal of Communication, 
65(4), 619–638. doi:10.1111/jcom.12166

Calderaro, A. (2018). Social Media and Politics. In The SAGE Handbook of Political Sociology. 

Cantijoch, M., Cutts, D., & Gibson, R. (2015). Moving slowly up the ladder of political 
engagement: A ‘spill-over’ model of Internet participation. The British Journal of 
Politics and International Relations, 18(1), 26–48.

Capozzi, A., Morales, G. D., Mejova, Y., Monti, C., & Panisson, A. (2023). The Thin Ideology 
of Populist Advertising on Facebook during the 2019 EU Elections. International 
World Wide Web Conference 2023 (pp. 2852–2862). New York: Association for 
Computer Machinary.

Chadwick, A., & Stromer-Galley, J. (2016). Digital Media, Power, and Democracy in Parties 
and Election Campaigns: Party Decline or Party Renewal? The International Journal 
of Press/Politics, 21(3), 283–293. doi:10.1177/1940161216646731

Dahl, R. A. (1991). Democracy and Its Critics. New Haven, CT: Yale University Press.

Dewey, J. (1927). The Public and Its Problems. Holt Publishers.

Formation of Public Opinion Through Facebook:  
A Study on the 2024 General Election Campaign of Bangladesh



96

political observer
portuguese journal of political science  |  revista portuguesa de ciência política

Dimmick, J. w., Sikand, J., & Patterson, S. (1994). The Gratifications of the Household 
Telephone: Sociability, Instrumentality, and Reassurance. Communication Research, 
21, 643–663. doi:10.1177/0093650940210050

Dudovskiy, J. (2022). The Ultimate Guide to Writing a Dissertation in Business Studies: 
A Step-by-Step Assistance. In Research Methodology. 

Duggan, M., & Smith, A. (2014). Social Media Update 2013. Pew Research Center. Retrieved 
from http://pewinternet.org/Reports/2013/Social-Media-Update.aspx

Elliott, W., & Rosenberg , W. (1987). The 1985 Philadelphia Newspaper Strike: 
A  Uses and Gratifications Study. Journalism Quarterly, 64(4), 679–687. 
doi:10.1177/107769908706400

Ellison, N., Steinfield, C., & Lampe, C. (2007). The Benefits of Facebook “Friends:” Social 
Capital and College Students’ Use of Online Social Network Sites. Journal of Compu-
ter-Mediated Communication, 12(4), 1143–1168. doi:10.1111/j.1083-6101.2007.00367.x

Festinger, L. (1957). A theory of cognitive dissonance. California: Stanford University Press.

Fujiwara, T., Müller, K., & Carlo, S. (2024). The Effect of Social Media on Elections: Evidece 
From the United States. Journal of the European Economic Association, 22(3), 1495–1539.

Gil de Zúñiga, H., Weeks, B., & Ardèvol-Abreu, A. (2017). Effects of the News-Finds-Me 
Perception in Communication: Social Media Use Implications for News Seeking 
and Learning About Politics. Journal of Computer-Mediated Communication, 22. 
doi:10.1111/jcc4.12185

Habermas, J. (1989). The Structural Transformation of the Public Sphere. Cambridge, 
Massachusetts: MIT Press.

Hargittai, E., & Hsieh, Y.-l. P. (2010). Predictors and Consequences of Differentiated Practices 
on Social Network Sites. Information, Communication & Society, 13(4), 515–536. 
doi:10.1080/13691181003639866

Heatherly, K., Lu, Y., & Lee, J. (2016). Filtering out the other side? Cross-cutting and like-
minded discussions on social networking sites. New Media & Society, 19(8), 1271–1289. 
doi:10.1177/1461444816634677

Kelman, H. C. (1958). Compliance, identification, and internalization three processes of 
attitude change. Journal of Conflict Resolution, 51–60.

Khan, M. (2017). Social Media Engagement: What Motivates User Participation and 
Consumption on YouTube? Computers in Human Behavior, 236–247. doi:10.1016/j.
chb.2016.09.024.

Lazer, D., Rubineau, B., Chetkovich, C., Katz, N., & Neblo, M. (2012). The Coevolution of 
Networks and Political Attitudes. Political Communication, 27(3), 248–274.

Lee, C., & Ma, L. (2016). News Sharing in Social Media: The Effect of Gratifications and Prior 
Experience. Computers in Human Behavior, 331–339. doi:10.1016/j.chb.2011.10.002.

Lippmann, W. (1922). Public Opinion. New York: Brace and Company.

M. Alodat, A., Al-Qora’n, L., & Hamoud, M. A. (2023). Social Media Platforms and Political 
Participation: A Study of Jordanian Youth Engagement. Social Sciences, 12(7), 402. 
doi:https://doi.org/10.3390/socsci12070402



97

Mahmud, A. (2017). Use of Social Networking Media in Political Participation: A Study on 
Dhaka University Students. Sociology and Anthropology, 5(6), 481–488.

Morris, M. (2015). Research on Evaluation Ethics: Reflections and an Agenda. New Direc-
tions for Evaluation, 31–42. doi:10.1002/ev.20155

Napoli, P. (2015). Social Media and the Public Interest: Governance of News Platforms in 
the Realm of Individual and Algorithmic Gatekeepers.”. Telecommunications Policy, 
39, 751–760. doi:10.1016/j.telpol.2014.12.003.

Noelle-Neumann, E. (1993). The Spiral of Silence Public Opinion — Our Social Skin. Chicago: 
University of Chicago Press.

Onwuegbuzie, A . J. , Dickinson, W. B. , Leech, N. L. , & Zoran, A . G. (2009). 
A  Qualitative Framework for Collecting and Analyzing Data in Focus 
Group Research. International Journal of Qualitative Methods, 8(3), 1–21.  
doi:https://doi.org/10.1177/160940690900800301

Palys, T. (2008). Purposive Sampling. The Sage Encyclopedia of Qualitative Research 
Methods, 2, 697–698.

Papacharissi, Z., & Rubin, A. (2010). Predictors of Internet Use. Journal of Broadcasting & 
Electronic Media, 175–196. doi:10.1207/s15506878jobem4402_2

Pariser, E. (2011). The Filter Bubble: What the Internet is Hiding from You. New York: 
Penguin Press.

Pew Research Center. (2023, March 08). Retrieved March 08, 2023, from www.pewresearch.
org: https://www.pewresearch.org

Prior, S., Campbell, S., Greenwood, M., & Shearer, T. (2020). Purposive sampling: 
complex or simple? Research case examples. Journal of Research in Nursing, 25(3). 
doi:10.1177/1744987120927206

Rubin, A. (1981). An Examination of Television Viewing Motivations. Communication 
Research, 8, 141–165. doi:10.1177/0093650281008002

Sajid, M., Javed, J., & Warraich, N. F. (2024). The Role of Facebook in Shaping Voting 
Behavior of Youth: Perspective of a Developing Country. SAGE Publications, 14(2). 
doi:10.1177/21582440241252213

Schoonenboom, J., & Johnson, R. B. (2017). How to Construct a Mixed Methods Research 
Design. Köln Z Soziol, 107–131. doi:10.1007/s11577-017-0454-1

Sultana, N. (2020, October 19). https://www.tbsnews.net/thoughts/blackout-movement-
-bangladesh-performance-social-responsibility-146932. Retrieved from https://www.
tbsnews.net/: https://www.tbsnews.net/thoughts/blackout-movement-bangladesh-
performance-social-responsibility-146932

Sunstein, C. R. (2001). Republic.com. New Jersey: Princeton University Press.

Tang, G., & Lee, F. L. (2013). Facebook use and political participation: the impact of exposure 
to shared political information, connections with public political actors and network 
structural heterogeneity. Social Science Computer Review, 31(6), 763–773.

Formation of Public Opinion Through Facebook:  
A Study on the 2024 General Election Campaign of Bangladesh



98

political observer
portuguese journal of political science  |  revista portuguesa de ciência política

Tufekci, Z. (2017). Twitter and Tear Gas: The Power and Fragility of Networked Protest. 
New Haven, CT: Yale University Press.

Valenzuela, S., Piña, M., & Ramírez, J. (2017). Behavioral Effects of Framing on Social 
Media Users: How Conflict, Economic, Human Interest, and Morality Frames 
Drive News Sharing: Framing Effects on News Sharing. Journal of Communication, 
67(18). doi:10.1111/jcom.12325

Woolley, S. C., & Howard, P. N. (2017). Computational Propaganda Worldwide: Executive 
Summary. University of Oxford: Oxford Internet Institute. 



99

About the authors
Md Fakrul Islam graduated in Development Studies from the Faculty of Social Sciences 
at Islamic University, Bangladesh, where he is currently pursuing his Master’s degree in 
the same field. His main interests lie in Public Policy, Governance, Communication for 
Development, and Geopolitics. With a strong academic foundation, Mr. Islam aims to 
contribute to research and policy discussions that drive sustainable development and 
social progress.
[ORCID ID: https://orcid.org/0009-0000-4677-7139]

Md. Hafizul Islam, an Assistant Professor of the Department of Development Studies of 
Islamic University, Bangladesh, holds a bachelor’s degree in politics and public adminis-
tration. With expertise in Comparative Politics, Public Policy Analysis, and Development 
Administration, he has a strong academic and research background. Mr. Islam was awarded 
the Prime Minister Gold Medal in 2015 for academic excellence. His research interests include 
governance, international relations, and policy development; also contributed to various 
academic and social initiatives, focusing on community development and institutional 
governance. His work has been published in leading national and international journals 
contributing significantly to the understanding of politics, administration and development.
[ORCID ID: https://orcid.org/0009-0005-8877-9411]

Sobre os autores
Md Fakrul Islam licenciou-se em Estudos de Desenvolvimento na Faculdade de Ciências 
Sociais da Universidade Islâmica do Bangladesh, onde está atualmente a tirar o mestrado na 
mesma área. Os seus principais interesses são as políticas públicas, a governação, a comu-
nicação para o desenvolvimento e a geopolítica. Com uma sólida base académica, o Sr. 
Islam pretende contribuir para a investigação e para os debates políticos que impulsionam 
o desenvolvimento sustentável e o progresso social.
[ORCID ID: https://orcid.org/0009-0000-4677-7139]

Md. Hafizul Islam, Professor Assistente do Departamento de Estudos de Desenvolvimento da 
Universidade Islâmica, Bangladesh, tem um bacharelato em Política e Administração Pública. 
Com experiência em Política Comparada, Análise de Políticas Públicas e Administração do 
Desenvolvimento, tem uma sólida formação académica e de investigação. Foi galardoado 
com a Medalha de Ouro do Primeiro-Ministro em 2015 pela sua excelência académica. Os 
seus interesses de investigação incluem a governação, as relações internacionais e o desen-
volvimento de políticas; também contribuiu para várias iniciativas académicas e sociais, 
centradas no desenvolvimento comunitário e na governação institucional. O seu trabalho 
foi publicado nas principais revistas nacionais e internacionais, contribuindo significativa-
mente para a compreensão da política, da administração e do desenvolvimento.
[ORCID ID: https://orcid.org/0009-0005-8877-9411]

Formation of Public Opinion Through Facebook:  
A Study on the 2024 General Election Campaign of Bangladesh


