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Abstract 

The influence of the media in shaping voters' political perceptions is a popular issue among 

academics, politicians, and the general public. The purpose of this study is to measure the 

influence of mass media on voters' political attitudes, especially during election campaigns. A 

quantitative survey among a representative sample of voters, asking them about their media 

consumption habits, their attitudes towards political issues, and their voting intentions. Here, 

results show that exposure to certain types of media can significantly influence voters' political 

perceptions and voting intentions. It is found that voters who consume a diverse range of media 

sources are less likely to be influenced by any one particular source. 
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Introduction 

The influence of the media in affecting public opinion and political discourse has long been a 

topic of scholarly and popular discussion. The effect of mass media on political perception has 

grown even stronger with the introduction of new media technologies such as social media and 

online news platforms. The influence of the media on voters' political beliefs and conduct, in 

particular, has been the subject of considerable controversy and discussion. The purpose of this 

study is to measure the influence of mass media on voters' political attitudes, particularly during 

election campaigns. To do so, we conducted a quantitative survey among a representative sample 

of voters, asking them about their media consumption habits, their attitudes towards political 

issues, and their voting intentions. Our research is driven by the finding that the media has a 

significant impact on people' political perceptions. Political candidates and parties invest 

significant resources in crafting their media messages and advertising campaigns, with the aim of 
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influencing voters' opinions and voting behavior. Furthermore, media coverage of political 

events and problems has the potential to impact public discourse and agenda, as well as set the 

tone for political debate and discussion. At the same time, the effect of the media on political 

perception is complex. Individual qualities, social environment, and the substance and tone of 

media messages are all elements that can moderate the link between media exposure and political 

opinions. Furthermore, with the growth of social media and other online platforms, voters' media 

consumption patterns have shifted substantially in recent years. This calls into question the 

efficiency of traditional media platforms like television and newspapers in moulding people' 

political perspectives. In this context, our research seeks to further knowledge of the function of 

mass media in affecting voters' political perspectives. We hypothesize that exposure to certain 

types of media can significantly influence voters' political perceptions and voting intentions. We 

also expect that voters who consume a diverse range of media sources are less likely to be 

influenced by any one particular source. By evaluating the influence of the media on citizens' 

political perceptions, our study can inform policymakers, political candidates, and media 

organizations on how to effectively engage with voters and shape political discourse. 

 

Literature Review 

The media's impact in developing political views and behaviours has received a great deal of 

attention and controversy. Television, radio, newspapers, and social media are examples of mass 

media communication platforms that reach enormous audiences and have the capacity to 

influence their ideas and behaviours. The goal of this study is to look at existing research on the 

influence of mass media on voters' political perceptions, with a concentration on empirical 

studies that use quantitative methodologies. Several studies have found that the media has an 

impact on political beliefs and behaviours. For example, research has repeatedly established that 

voters' candidate choices and views towards political issues can be influenced by political 

advertising (Ansolabehere & Iyengar, 1995; Geer, 2006). 

 

Similarly, news media exposure has been proven to influence voters' understanding of political 

topics, sentiments towards political parties and candidates, and probability of voting (Delli 

Carpini & Keeter, 1996; Prior, 2007). A meta-analysis of 59 research discovered a link between 

news media exposure and political awareness, as well as a small but substantial influence on 
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voting behaviour (Bennett, 2008). Furthermore, the influence of mass media on political 

perception extends beyond traditional media platforms. With the growth of social media 

platforms such as Facebook and Twitter, new opportunities and problems for political 

communication have arisen. According to research, social media may influence political views 

and behaviours in a variety of ways, including promoting political engagement and fostering 

exposure to varied ideas (Bimber, Flanagin, & Stohl, 2012; Wojcieszak & Mutz, 2009). 

 

While the media may have a considerable influence on public opinion, the effect varies 

depending on the individual and circumstance. Individual qualities, social environment, and 

media content all function as moderators of the influence of media on political beliefs and 

behaviours. Personality factors such as political ideology, partisanship, and cognitive style can 

all help to mitigate the effect of media exposure on political perception. Those with strong 

political identities, for example, are more likely to selectively attend to media messages that 

confirm their prior ideas, according to study (Garrett & Stroud, 2014). Those with a high degree 

of political expertise are also less sensitive to media influences than those with a low level of 

political knowledge (Mutz, 1992). 

 

The social environment is equally important in mitigating the influence of mass media on 

political perspective. According to research, exposure to political communication inside a social 

network may either magnify or lessen the influence of media exposure, depending on the degree 

of agreement or dissent among network members. (Huckfeldt & Sprague, 1995). Moreover, the 

impact of media on political perception can vary depending on the political climate, such as 

during times of crisis or political polarization (Zaller, 1992). Finally, media content can also 

mediate the impact of mass media on political perception. Research has found that the tone and 

framing of media messages can affect how individuals interpret political information and form 

political attitudes (Chong & Druckman, 2007; Iyengar & Kinder, 2010). 

 

Many theoretical frameworks are used to explain the link between media exposure and political 

views in the study of media and politics. The agenda-setting hypothesis, which holds that the 

media has the potential to impact the relevance and significance of problems on the public 

agenda, is one of the most important ideas. According to this view, the media may set the agenda 
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by emphasising specific concerns and presenting them in a specific way, influencing how people 

think about and prioritise political matters. 

The cultivation hypothesis, which contends that media exposure may affect people's views of 

social reality and impact their attitudes and beliefs, is another popular viewpoint. According to 

this theory, media exposure can create a shared cultural worldview that shapes people's attitudes 

and beliefs about social issues. Lastly, according to the media effects model, media exposure 

may exert an immediate and profound effect on people's views and behaviour. This model 

assumes that people are passive consumers of media and that media messages can directly 

influence their attitudes and behaviour. 

 

A substantial corpus of empirical study has been conducted to explore the link between mass 

media and political perception. These studies used a variety of study methodologies and 

methods, such as experiments, questionnaires, and content analyses. One popular method has 

been to assess the effect of media exposure on political knowledge and issue opinions. For 

example, Delli Carpini and Keeter (1996) discovered that exposure to television news was 

positively related with political awareness and participation, albeit with a tiny impact. Similarly, 

Eveland et al. (2003) discovered that exposure to political news on the internet was positively 

related with political knowledge and issue opinions, albeit with a very minor impact. Another 

approach has been to examine the impact of media framing on political attitudes. For example, a 

study by Price and Tewksbury (1997) found that media framing of a political issue influenced 

public opinion on the issue. Specifically, they found that framing the issue as a public health 

problem led to more support for government intervention, while framing the issue as a personal 

responsibility problem led to less support for government intervention. A third approach has 

been to investigate the impact of media bias on political attitudes. For example, a study by 

Groeling and Baum (2008) found that exposure to biased news coverage of the ‘2004 

presidential election’ influenced viewers' perceptions of the candidates' character and policy 

positions. Specifically, they found that exposure to biased coverage led to more negative 

perceptions of the opposing candidate and more positive perceptions of the favoured candidate. 

Despite the valuable insights provided by existing research, there are several limitations that 

need to be considered when interpreting the findings. One major limitation is the difficulty of 

isolating the causal impact of media exposure on political perception. While studies have found 



JOURNAL OF CRITICAL REVIEWS  
 

ISSN- 2394-5125   VOL 06, ISSUE 01, 2019 
 

387 
 

associations between media exposure and political attitudes, it is challenging to establish a causal 

relationship because of the possibility of reverse causation and other confounding factors. 

Moreover, most studies have relied on self-reported measures of media exposure and political 

attitudes, which may be subject to bias and measurement error. In addition, studies have typically 

focused on a limited set of media sources and political issues, which may not generalize to other 

contexts or issues. 

 

Contemporary media tools such as social networking sites and online news platforms are gaining 

popularity, and have created new challenges and opportunities for studying the impact of media 

on political perception. These new media platforms have fundamentally changed the way people 

consume and engage with political information, and they may have different effects on political 

attitudes than traditional media channels. Future research should address these limitations by 

employing more sophisticated research designs and methods, such as natural experiments and 

randomised controlled trials, to better isolate the causal impact of media exposure on political 

perception. Additionally, researchers should explore new media platforms and their effects on 

political attitudes, including the impact of social media and algorithmic filtering in shaping 

political orientations. 

Objectives of the study:  

To find the role of Mass Media in Forming Voters Perception  

Research Methodology:  

This study is empirical in nature. In this study 240 respondents were contacted to give their 

viewpoints on how the media during elections change or form their perception towards the 

political partis. The data analysis was done with the help of the frequency distribution and pie 

charts were used to present the data.  

Data Analysis and Interpretation: 

Table 1 Mass Media talk about the Performance of Ruling Parties 

Particulars  Agree Disagree Can’t Say Total  

Respondents  187 14 39 240 

% age  77.92 5.83 16.25 100 

Table 1 presents that with the statement Mass Media talk about the Performance of Ruling 

Parties, it is found that 77.92% of the respondents agree with this statement.  
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Figure 1 Mass Media talk about the Performance of Ruling Parties 

 

Table 2 Mass Media provides useful analysis about the political orientation of the parties   

 

Particulars  Agree Disagree Can’t Say Total  

Respondents  211 10 19 240 

% age  87.92 4.17 7.92 100 

 

Table 2 presents that with the statement Mass Media provides useful analysis about the 

political orientation of the parties, it is found that 87.92% of the respondents agree with this 

statement.  

 

Figure 2 Mass Media provides useful analysis about the political orientation of the parties 
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Table 3 Mass Media gives opportunities to the political candidates to Inforourm their 

agenda to public 

Particulars  Agree Disagree Can’t Say Total  

Respondents  190 42 08 240 

% age  79.17 17.50 3.33 100 

 

Table 3 presents that with the statement Mass Media gives opportunities to the political 

candidates to Inform their agenda to public, it is found that 79.17% of the respondents agree 

with this statement.  

 

Figure 3 Mass Media gives opportunities to the political candidates to Inform their agenda 

to public 

 

Table 4 Mass Media gives Platform for Interaction, Debates and Deliberations 

Particulars  Agree Disagree Can’t Say Total  

Respondents  198 12 30 240 

% age  82.50 5.00 12.50 100 

 

Table 4 presents that with the statement Mass Media gives Platform for Interaction, Debates 

and Deliberations, it is found that 82.50% of the respondents agree with this statement. 

Considering all the responses of the statements, it was found that to a good percentage, the 
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respondents have agreed which means that Mass Media plays an important role in forming the 

voters’ perception.  

 

Figure  4 Mass Media gives Platform for Interaction, Debates and Deliberations 

 

Conclusion 

The impact of the media on voters' political view is complicated and diverse, mediated by a 

variety of elements such as individual qualities, social environment, and media content. While 

previous study has offered useful insights into the influence of the media on political beliefs, 

there are numerous limitations that must be addressed in future research. Researchers can obtain 

a better grasp of the function of mass media in affecting political attitudes and the consequences 

for democratic processes by adopting more sophisticated study designs and techniques and 

investigating new media platforms. 
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