Must Be Original Work. Initial post needs to be 2 paragraphs (5-7 sentences per paragraph) and 2 scholarly sources. AND a peer response that is at least 1 paragraph long and 1 scholarly sources. DUE WEDNESDAY 3/26. 
Electoral College Argument, Politics and Social Media
Discussion

Required Resources

Read/review the following resources for this activity:

· Textbook: Chapters 5, 6 and 10 Book: The struggle for democracy, 2018 elections and updates edition. (12th ed.)
· Lesson: Read this Week's Lesson which is located in the Modules tab

· Initial Post: minimum of 2 scholarly sources (must include your textbook for one of the sources). Follow-Up Post: minimum of 1 scholarly source for your Follow-Up Post.

Initial Post Instructions

For the initial post, respond to one of the following options, and label the beginning of your post indicating either Option 1 or Option 2:

Option 2: There are numerous discussions involving the Electoral College. There are some people that want to abolish the electoral college while others want to keep it. What do you think? Keep the electoral college or abolish it? Explain the reasons for your choice.

Respond to this peer
P.N “Contemporary presidential campaigns have increasingly relied on social media as a campaign tool, transforming political communication and voter engagement. Social media platforms like Facebook, Twitter, Instagram, TikTok and YouTube have become crucial in the campaigns since they help candidates reach many people quickly. One way social media is used is voter mobilization. Candidates can use these platforms to pass their messages to the public, announce their campaigns and achievements in real time, and hear back from the voters. Compared to other media types, social media is based on direct communication and does not involve interference from other media related to the candidates. This direct interaction creates a feeling of trust and approachability, and most voters feel that they have a certain level of interaction with the candidates. 

Another significant way social media is employed in campaigns is through targeted advertising. Users provide vast amounts of information to social media platforms, and the campaign teams can target ads depending on age, preferences, and activities. For instance, Facebook and Instagram allow micro-targeting, meaning each campaign message will be sent to specific voters. This way, it ensures that the most significant number of persuadable voters are targeted while at the same time getting the candidate's supporters to the polls. Also, the use of social media in fundraising cannot be lost to history. To finance their campaigns, candidates use platforms to seek funds, mainly from small donations from a vast pool of people. Barack Obama's 2008 and 2012 campaigns were the first to use digital fundraising, which is now frequently utilized; for instance, Bernie Sanders and Donald Trump took millions of small online donations (Brodnax & Sapiezynski, 2022).

Furthermore, social media amplifies campaign messaging through viral content. The candidates use memes, videos, and hashtags to get engagement and visibility of the posts. These specific instances may be in speeches, debates, or interviews. They are timely and frequently excerpted and disseminated and may become key defining features of a campaign. For instance, in the just-ended US presidential election, Biden's campaign team adopted TikTok and Instagram short-form videos to be popular with the youthful population. In the same regard, the now-former President of the United States, Donald Trump, relied heavily on Twitter to set agendas and mobilize supporters.

Mobilization is another significant function of social media in the campaigns for the presidential seats. Websites offer information on registering, where to vote, when, and how to do it. Campaigns work with influencers and lobby groups to promote the voting process, especially among young people who spend much time on social media. Furthermore, events like live-streaming town hall meetings and question-and-answer sessions help candidates interact directly with voters. These live sessions are practical in real time and assist in answering some of the voters' questions.

Social media is also used for opposition research and quick responses to the opposition. Campaign teams follow activities on social media platforms, research for fake news, and actively respond to them when found. Organizational campaigns benefit from the real-time processing of images and messages since they can counterattack or work on addressing an issue that has gone viral on social media (Greenberg & Page, 2018). For instance, in the 2016 election, Clinton's campaign team had to counter conspiracy theories circulating on social media platforms, showing the need to undertake digital campaigning.

Despite all the positive aspects demonstrated in this framework, certain demerits doubt the framework's effectiveness. One major issue is that people can easily access fake news and information. There is no doubt that the flow of fake news is becoming widespread, and it alters voter perceptions and the political climate. In the 2016 United States presidential election, Russian agents used social media platforms to disrupt the democratic process by pushing provocative content into the public sphere (McKay & Tenove, 2020). The fact that the information being shared on social media can be banned and unverified makes using social media as a campaign tool questionable in terms of reliability.

Another issue with social media in presidential campaigns is the potential for echo chambers and polarization. The algorithms on sites such as Facebook enhance polarization since they recommend content that the users are likely to agree with. This leads to echo chambers, which means that the people only read information favorable to their belief systems and avoid opposing opinions. Political polarization has become more current, especially in the past few years, because of the effects it has brought by narrowcasting prejudiced narratives via social media platforms.

Social media campaigns are also vulnerable to manipulation through bots and automated accounts. These accounts can skew the engagement statistics, manipulate public opinion through astroturfing, and disseminate misleading information. It is common for political campaigns to have difficulty distinguishing between objective opinion and fake news. The issue of troll farms and paid influencers adds to the problem of genuineness of posts made online.

Moreover, social media engagement does not always translate into electoral success. As much as followers' likes and shares define activity on social media, they do not measure voter turnout. It is important to note that some candidates with established online presence have lost in the electoral process. For instance, Andrew Yang's presidential bid in the 2020 elections was popular on social media platforms, but the level of support did not translate into votes (Ferrara et al., 2020). This weakness underlines that social media should not be considered an independent campaign strategy.

Nevertheless, social media has been one of the most critical factors in the recent presidential campaigns. However, it comes with challenges and has not scratched the surface concerning the following areas of campaigning. Misinformation, political polarization, privacy issues, and imbalance of engagement are still apparent, and it can be said that social media has its pros and cons. However, in the right and proper hands, it can increase political engagement and people's access to campaign information. As the elections draw nearer, it will be imperative for campaigns, platforms, and regulators to work on these issues so that social media can remain a positive and open influence in democracies.”

