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Abstract 

This study uses Media System Dependency Theory and Uses and Gratification Theory as 

theoretical underpinnings to examine the intricate relationship between social media use and 

civic involvement among young adults in Pakistan. As digital platforms become more and more 

important for social contact and political discourse, this study investigates how several aspects 

of social media such as usage patterns, motivations, political discourse, and content 

consumption influence civic behavior in the digital age. Utilizing a quantitative approach, 

information was gathered from 500 young social media users between the ages of 18 and 34 

via a structured online survey. The results show a statistically significant negative relationship 

between social media use and civic involvement, suggesting that excessive use may discourage 

active civic engagement and instead encourage passive behaviors. Civic participation did not 

significantly correlate with other factors, such as incentives, political discourse, or frequency 

of use. These results cast doubt on the idealistic notion that social media serves as an 

involuntary stimulant for political engagement and emphasize the necessity of distinguishing 

between petty online behavior and genuine civic citizenship. The study emphasizes how crucial 

it is to promote critical digital literacy and engagement tactics that go beyond "slacktivism" in 

order to develop more substantial kinds of active citizenship. 

 

Keywords: Civic Engagement, Social Media, Young Adults, Virtual Voices, Political 

Discussions, and Citizenship. 

 

Introduction 

Social media has completely changed how people interact, communicate, and take part in societal 

concerns in the digital age. Social media sites like Facebook, Instagram, TikTok, and Twitter have 

become essential parts of everyday life, particularly for young adults, providing forums for civic 

and political conversation in addition to entertainment and social connection. The widespread 

usage of digital platforms has changed conventional ideas of civic participation by making it 

possible for users to engage in community-building activities, voice their opinions, and organize 

for causes with never-before-seen ease and reach. Siddique and Singh (2016) define social media 

networks as computer-based platforms that enable the sharing of data, concepts, pictures, and 

videos among members of a larger network. According to Stieglitz et al. (2018), these platforms 

have developed over the last ten years into effective instruments for the spread of information in a 

variety of fields, such as politics, education, crisis management, and social action. As a result of 
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their expanding influence, civic engagement has changed, especially among young people who are 

increasingly using digital platforms to express their concerns, push for reform, and meet like-

minded people. The dynamics of political communication have also changed as a result of the 

convergence of interactive digital platforms with traditional media. Social networking sites, which 

provide more individualized and interactive forms of engagement, have grown in popularity at the 

same time that mass media's power has diminished, as noted by McCay-Peet and Quan-Haase 

(2017). These platforms encourage more engaged and knowledgeable citizens by enabling users 

to produce and distribute material in addition to consuming it. Social media consists of interactive 

programs and user-generated content that allow people with similar interests to communicate in 

real time (Kaplan and Haenlein, 2010). Civic engagement, which is the active involvement of 

citizens in endeavors to enhance community life, has on new dimensions in this context. Digital 

actions like signing online petitions, taking part in virtual town halls, and running social media 

campaigns have replaced more traditional civic engagement activities like volunteering, voting, 

and community service. The significance of civic involvement in promoting democratic values, 

social responsibility, and communal well-being is emphasized by scholars including Ehrlich 

(2000) and Diller (2001). Furthermore, social media’s immediateness and accessibility have 

reduced obstacles to involvement, especially for young individuals who might otherwise feel cut 

off from traditional political processes. The scope of civic engagement has expanded beyond 

institutional boundaries thanks to platforms like Facebook and Twitter, which have allowed young 

people to participate in political discussions, exchange information, and rally support for causes 

(Tufekci, 2017; Chadwick, 2017). The development of civic identity and the promotion of active 

citizenship are significantly impacted by this democratization of participation. However, social 

media does not always have a favorable effect on civic engagement. Although there are chances 

to get involved on these platforms, there are drawbacks as well, such as false information, echo 

chambers, and shallow participation. Concerns over the breadth and genuineness of digital civic 

involvement are raised by the phenomena known as "slacktivism," in which individuals participate 

in low-effort online activities that could not result in significant offline activity. As such, it is 

important to look at the reasons, trends, and results related to social media use in addition to its 

prevalence. 

 

These days, people use social media to share their thoughts and worries. According to Siddique 

and Singh (2016), social media networks are computer-based means of sharing and exchanging 

information, ideas, pictures, and videos within a larger network. Over the past decade, social media 

has become an increasingly important tool for the collection and sharing of information in a variety 

of fields, including business, science, entertainment, politics, and crisis management (Stieglitz et 

al., 2018). The past ten or so years have seen a tremendous socioeconomic and political impact on 

society from social media. While mass media's influence is waning, social networking sites' 

popularity is growing worldwide, demonstrating its uniqueness (McCay-Peet & Quan-Haase 

2017). The importance of social media as a global source of news, entertainment, and conversation 

is growing. Even while specific motivations and usage patterns differ greatly, social media 

adoption is a clear trend that has increased annually over the last 10 years. As social networking 

sites are used more often, a variety of communication-related problems and communication 

patterns can now be investigated in novel ways. According to Golder and Macy (2011), social 

networking site data can be analyzed to learn more about issues, trends, significant individuals, 

and other types of information. Social media, according to Kaplan and Haenlein (2010), is made 

up of user-generated content and interactive web and mobile applications that allow individuals 

with similar interests to make instant connections. Because social media enables people to 

organize, support, or mobilize for political and social change, Tufekci (2017) asserts that it is 

essential to contemporary politics. According to Chadwick (2017), social media platforms have 

transformed political communication by enabling real-time interactions, information sharing, and 

public discourse among politicians, political parties, and individuals. Additionally, people should 
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use social media to obtain political information so that they are politically involved or informed 

(Gil de Ziga et al., 2012). Highly engaged Twitter users who frequently consume political news on 

the platform are more politically conscious than their non-microblogging peers (Boulianne, 2015). 

According to Himelboim et al. (2013), digital platforms are evolving into venues for people to 

express their thoughts and participate in political discourse through various online platforms like 

Facebook and Twitter. Civic engagement is the process of attempting to enhance our communities' 

civic life and gaining the knowledge, skills, convictions, and motivation to do so, according to 

Ehrlich (2000). Civic engagement is defined by Diller (2001) as an individual's dedication to 

fulfilling civic duties and actively participating in volunteer activity that enhances a community, 

either alone or in partnership with others. Citing volunteerism and community support as key 

components, Saltmarsh et al. (2009) define civic engagement as a set of behaviors that take place 

in communities with the aim of addressing each individual's specific needs. Ginwright and 

Cammorata (2007) advocate for values such as community development, respect for others' rights, 

and the experiences of individuals and organizations. Both individually and collectively, these 

choices promote social justice. Civic engagement refers to the different ways a local person may 

actively participate in taking action that would enhance the lives of others or possibly influence 

the growth of the community (Adler & Goggin, 2005). A variety of actions aimed at creating public 

goods are referred to as civic involvement. Voting, volunteer work, community service, political 

advocacy, and involvement in civic associations are all examples of this (Verba, Schlozman, & 

Brady, 1995). Since civic engagement fosters social cohesion and citizen empowerment, it is 

commonly seen as a crucial component of a robust democracy (Putnam, 2000). Furthermore, the 

accessibility and connectivity offered by digital technologies have made it possible for people to 

engage in civic activities from anywhere, extending civic participation beyond traditional 

boundaries (Dahlberg, 2001). According to studies, social media platforms like Facebook and 

Twitter boost public participation (Backhouse & Canberra, 2008; Donath & Boyd, 2004). 

 

However, according to Dumitrica (2016), there is general agreement that using social media 

platforms for political purposes specially to promote current events has aided in reducing the 

obstacles that prevent young people from participating in politics and expanding the range of 

informal activities. Comparably, the widespread use of Facebook, especially by younger people, 

has made it possible for politicians to publicly promote themselves, use their platforms to their full 

advantage, and engage with the public in essentially new ways. Facebook, in a similar vein, has 

made it possible for young people to converse and exchange viewpoints regarding political 

matters. Political engagement is positively impacted by online political involvement, per study on 

Facebook’s influence in politics (Vitak et al., 2011). Political posting and commentary on the 

internet is positively correlated with political involvement in the offline world, claim Jung et al. 

(2011). According to Yamamoto and Kushin (2014), a favourable association exists between 

political information searching and online political activity as well as voting trends. This study 

examines the relationship between young individuals' civic involvement, online political activity, 

and social media use. By exploring the complexities of civic engagement, the study sheds light on 

the intricate relationships that influence young people's engagement with movements and issues. 

Understanding the complex relationship between civic engagement in the context of youth 

mobilization is essential, as the internet becomes an increasingly significant forum for social 

movement and political conversation. 

Research Objectives  

 To examine the influence of social media usage on civic engagement of young adults.                                                                                                                                                                            

 To investigate the role of demographics in moderating the influence of social media 

usage on civic engagement. 

Research hypotheses  
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H1: It is more likely that social media consumption negatively influences civic engagement 

of young adults  

H2: It is more likely that traditional media use negatively influences civic engagement of 

young adults. 

H3: It is more likely that social media use positively influences civic engagement of young 

adults. 

H4: It is more likely that social media usage frequency positively influences civic 

engagement of young adults. 

H5: It is more likely that political talk negatively influences civic engagement of young 

adults. 

H6: It is more likely that social media usage motivations negatively influence civic 

engagement of young adults.  

H7a: Males are more likely to show civic engagement behaviours than females. 

H7b: Civic engagement likely to decrease with increase in the age. 

 

Literature Review 

In this chapter, the literature review is explained in detail. The themes covered in this chapter 

include political discourse, social media sharing of traditional media content, social media usage, 

frequency of use, and motivations for using social media. This chapter also covers the use of social 

media and online political participation, as well as the use of social media and civic engagement, 

misinformation, and disinformation. 

Social Media Usage  

Twitter, Facebook, Instagram, TikTok, YouTube, and Facebook are the most popular social media 

platform. Zappavigna (2015) examines a way in which hashtags are employed as discourse 

markers in online communication, helping to shape meaning and identity. Bruns and Burgess 

(2012) highlight how hashtags influence public conversation and promote a culture of 

participation. Political and social movements have benefited greatly from hashtags, which have 

served as a platform for advocacy, awareness, and mobilization. Examples that come to mind 

include #BlackLivesMatter and #MeToo (Freelon et al., 2016). It is being noted that politicians in 

contemporary democracies around the globe have quickly embraced social networking sites as a 

means of interacting with the public, having direct conversations with citizens, along fostering 

dynamic debate about politics. (Hong & Nadler, 2011). Politicians in the US are thought to have a 

significant influence; Barack Obama is one prominent example, having made good use of social 

media throughout his most recent election campaign (Wattal et al. 2010). Use of social media can 

be advantageous or disadvantageous, depending on the user’s aims and ambitions. 

Notwithstanding, occasionally users become victims of uncontrollably unpleasant usage 

experiences, including but not limited to bullying, extortion, trolling, hacking, propaganda, and 

impersonation.  

 

Social Media Consumption for Political Purpose 

According to Ali and Fatima (2016), social media platforms will be utilised by Pakistani and 

Indonesian young for political purposes in the future. Though just half of these correlations were 

statistically significant, a meta-analysis of 36 research revealed a relationship between social 

media use and political activity (Boulianne, 2015). Prior social media research has demonstrated 

that the usage of social media increases Internet users’ connecting as well as bridge social capital, 

which is commonly operationalised as online and offline social capital (Valenzuela et al., 2009). 

The public and those involved in Indonesian politics and elections have lately been exceeded in 

the use of social media due to its rapid growth (Saraswati, 2018). Social media in particular, and 

new media in general, have seen a sea change in their use for political objectives since the US 

election of 2008. Additionally, social networking platforms were seen as particularly important 

and inventive during the protracted primary race between Hillary Clinton and Barack Obama. 
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Obama used social media extensively during the campaign, which contributed significantly to his 

eventual win in the presidential election (Owen et al, 2011). In their study, Lee, Chen, and Chan 

(2017) examined the relationship between social media use and participation in large-scale protest 

campaigns that offer several modes of engagement. The work develops a theoretical framework 

that distinguishes between behaviour activation effects and support generation, emphasises the 

distinctions between participation in digital, personalised, and collective actions, and proposes that 

the use of social media serves as a mediator within societal physiological indicators of the outrage 

behaviour as well as engagement in the action itself. 

 

Social Media Usage Frequency  

Pew Research Centre survey data analysis leads to the conclusion that a large number of people 

including those who are politically indifferent do participate in simple political acts such as 

appreciating and leaving comments on political information on social networking sites. There can 

be a rise in offline political activity when they do. However, the fact that people who participate 

in more difficult political behaviours are also more inclined to participate in simpler ones lends 

credence to the interest and activation hypothesis (Bode, 2017). Online political engagement has 

a major role in determining political efficacy. Furthermore, social media provides netizens with a 

crucial forum for engaging in offline political activities. The study’s findings show a strong 

correlation between online political action and political awareness as well as offline political 

involvement. According to Ahmad et al. (2019), younger generations in Pakistan’s rural areas are 

quite active on social media and use it as a platform to engage in political activities on the internet 

as well as offline. Research on the connection between social media use and political activity was 

conducted by Rainie, Smith, Schlozman, Brady, and Verba (2012). They found that 39% of 

Americans used social media, and that 1 in 8 of them did so for civic and political purposes. Social 

media usage influenced most respondents’ decision on presidential candidates in the 2011 

presidential election, as seen by the high mean value (1.5805) in the descriptive statistics data. 

According to respondents, the popularity of the two selected presidential candidates was also 

attributed to their usage of social networking sites throughout the elections (mean value of 1.5575). 

It was also revealed by the participants that their voting behaviour during the 2011 presidential 

contest was influenced by their utilisation of social networking sites. This was corroborated by a 

mean value of 1.6667. The results of the hypothesis test also showed that voters’ choice of political 

candidates was influenced by political debate on social media (Okoro, & Santas, 2017).  

 

Social Media Use Motivations 

This study adds to existing research on the incentives and benefits of using political Instagram. A 

survey shows why people follow political personalities on social media and how those reasons 

relate to the followers' demographics and political views. According to the findings, the main 

motivation for following political personalities on Instagram is information/guidance, which is 

followed by social utility. Additionally, Instagram is used by men more often than by women for 

social usefulness, and having a fun motive is associated with youth. According to Paramelee and 

Roman (2017), the findings provide insight into how politically active individuals might increase 

their influence on Instagram. According to the study’s findings, Saudis tend to be highly motivated 

to seek out information and utilize social media continuously for political and social reasons 

(Alothman, 2013). In their study, Kim and Lee (2016) examined the relationships between network 

heterogeneity, relative preferences for different types of social media, and social media motivation 

using data from a national survey conducted in the United States. By classifying social media into 

symmetrical and asymmetrical categories, they showed that relationship motivation was more 

likely to be linked to a preference for the symmetrical type, while information motivation was 

more likely to be linked to a preference for the asymmetrical type. It was discovered that 

relationship motivation outperformed information motivation as a predictor of network 

heterogeneity. In the end, it was found that a relative preference for the symmetrical form 
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moderated the relationship between the relationship motivator and network heterogeneity. The 

article by Jenson, Neumayer, and Rossi (2020) looks into why people share and create memes on 

the internet during times of crisis. For this purpose, they examine the kitten memes associated with 

the #Brusselslockdown hashtag on Twitter, which arose from the security lockdown in Brussels in 

November 2015 due to concerns about possible terrorist threats. Three user groups are identified 

through the use of social network analysis: producers of content, content shares, and talkers. They 

draw the conclusion that users’ reasons for creating and disseminating memes vary from personal 

engagement in the time of crisis circumstances to acts of resistance to creative self-awareness 

based on interviews with users from these three groups. 

 

Political Talk  

Vaccari and Valeriani 2018) came to the conclusion that they investigated if and to what extent 

informal political discourse on digital media affects people’s political engagement using original 

questionnaires utilising sampling representative of online users in seven European nations. They 

show a positive relationship between political discourse on mobile instant messaging apps and 

social networking sites and political involvement, both inside and outside of institutions. However, 

compared to “third wave” democracies (Greece, Poland, and Spain), established democratic 

systems (Denmark, France, the Kingdom of England, and the USA) show a significantly stronger 

correlation between social networking site discourse and both forms of engagement. However, 

there is no statistically significant difference in the intensity of the link between political debate 

and involvement on mobile instant messaging services when comparing more recent democracies 

to established ones. Schmitt-Beck and Lop (2013) proposed two hypotheses for why daily political 

conversation is likely to convert into political action. The first is about gaining useful political 

information during individual interactions, while the second is about a social influence process.  

Russo and Amna (2016) Concluded that It is normal to discuss politics in daily conversation, but 

it is unclear how this might inspire a desire to take up politics more actively. They contrasted two 

concepts: social influence, which is the belief that individuals take political conversation seriously 

when they believe their friends are politically engaged, and knowledge gain, which is the idea that 

people take political talk seriously when they learn about events and organizations. They 

discovered that when people believe their discussion partners are politically engaged, engaging in 

political talk gradually increases political participation. This effect is particularly strong for those 

who are amiable. The study’s findings confirmed the hypothesis that political talk can result in 

political action when social influence is present and among people who are more likely to follow 

social norms. 

 

This study looks at and discusses the influence of political speech as a social networking sites 

mediator of online political participation. The survey, which was completed by 1,050 college 

students in West Java, is intended to collect data about the candidates for the 2019 Indonesian 

presidential election. The results showed that political talk on the internet served as a mediator in 

contrast to face-to-face discussions. Furthermore, there was a positive correlation between social 

media use and politics and online political participation. The study’s conclusions suggest that 

social media may be utilised to encourage political dialogue and increase youth involvement, 

especially among undergraduates (Intrastat & Fairuzza, 2023). 

 

Traditional Media Content Shared On Social Media  

In light of the results, an examination of the shift in media credibility in Korea is conducted. This 

study examines the patterns of conventional and digital media consumption among Malaysians 

who have access to the Internet. The results show that traditional media such as radio, television, 

and newspapers and the Internet are used in tandem by the studied respondents to obtain political 

information. This survey indicates that while it is usual to get political information online, 

watching television and reading newspapers still have their role. Furthermore, data suggests that 
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Internet users participate in a limited scope of political activity on the network. However, it doesn’t 

seem that respondents’ online political knowledge influences their choices of political candidates 

in elections (Nor et al, 2011). In terms of political information, young adults use social networking 

sites more than conventional media. Compared to traditional media, social media seems to be a 

more important part of young people’s daily lives and political lives (Lata, 2020). 

 

Social Media and Civic Engagement  

The term “civic engagement” describes a person’s involvement in public life, including political, 

electoral, and civic activities. It usually seeks to alter or better society and is motivated by a feeling 

of duty and deference to power. (Lenzi et al., 2015). Reuben (2004) asserts that engagement occurs 

through civil or political acts as well as direct and indirect exchanges (Jugert et al., 2013). Civic 

engagement is any political or non-political activity that enhances the quality of life in a 

community. It is described as people’s relationships with their communities (Ehrlich, 2012). The 

popularity of online (internet-based) civic involvement has increased in tandem with the growth 

of the internet (Gil de Zúñiga et al., 2012). This includes publishing, leaving comments, voting, 

and even just clicking on links to show one’s awareness of society issues (Liu, 2013; Guo, 2015). 

Social media has been lauded for its ability to facilitate civic engagement. At a time when declining 

public participation in politics is one of the most severe problems confronting Western democracy 

(Dahlgren, 2009). According to Greenhow and Li (2013), The phrase “offline civic engagement” 

refers to actions taken for civic purposes in the real globe, for example interacting with the 

government or volunteering for an environmental organization. People are probably less interested 

in civic issues when they spend the majority of their internet time shopping and entertaining 

(Camaerts, 2008). Higher levels of civic engagement, political awareness, and internal efficacy are 

exhibited by those who use the Internet for information (kenski, & Stroud, 2005). Traditional 

media news consumption did not significantly correlate with political engagement in person or 

online. Conversely, it was discovered that offline as well as online news consumption through 

social networking sites and the Internet was highly associated with political awareness as well as 

civic and political participation (Hao, Wen, & George, 2014). Warren, Sulaiman, and jaafar (2014) 

The findings imply that institutions must build social capital through online civic engagement and 

close the public-police disengagement gap in order to increase public trust in their efforts to 

support meaningful and trustworthy citizen engagement. 

 

Theoretical Framework 

Theoretical Framework of this study was based on following theories: 

Media System Dependency Theory  

Media system dependence theory not only proposes micro-level relationships between people and 

media, but also macro-level relationships between the media system and social, political, and 

cultural systems (Ball- Rokeach, 1985; Ball- Rokeach & De-fleur, 1976). Ball-Rokeach & De-

fleur (1976) define "dependency" as "a relationship in which the accomplishment of one party's 

goals or the satisfaction of another's needs depends on the resources of another party." Individuals 

who find the media's resources useful in achieving their goals may grow dependent on it. 

Activities, introductions, and comprehension are the three primary goals of media use, according 

to the theory of media system dependency. Informational media is used by people to understand 

the world around them and make well-informed decisions. This exemplifies how people achieve 

comprehension objectives.In analyzing how social media use affects young adults' online political 

engagement, this method is useful. It is helpful to investigate how much the use of social media 

by young people influences their political discourse, usage patterns, and motivations. It's also 

helpful to investigate the kind of traditional media articles they share on social media. Examining 

the web-based interdependencies built by social media that influence this population's online 

dynamics of political participation is made easier by the concept. 
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Uses and Gratification Theory  

Katz, Blumler, and Gurevitch are the authors of Uses and Gratification Theory (1974). But in 

reality, theories started to take shape in the early 1940s when researchers began looking into why 

people consistently read newspapers and tune in to well-known radio shows (McQuail, 2010). As 

a result, theories were developed in an effort to explain why people select certain media to consume 

and what they learn from it. To investigate, elucidate, and provide solutions for why people utilize 

specific media and what benefits or satisfaction they derive from doing so, mass communication 

scholars employ U&G Theory. According to Galan (2010), the central idea of the theory is that 

people use mass media for a variety of reasons and to meet a variety of needs. This study looks at 

how young individuals choose and interact with political social networking sites to meet their 

various requirements using UGT as a lens. For instance, they might use social networking sites to 

engage with others in online groups or to express their party identification (Katz et al., 1974). In 

order to fully understand how these gratifications affect young adults' online political participation 

and behaviors, the study will use UGT to uncover the motivations and satisfactions that young 

adults derive from their use of political social media. 

 

Theoretical Model 

 
  

Methodology 

The impact of social media use on civic engagement among Pakistani young adults was 

investigated in this study using a quantitative research methodology. The research tool was a 

structured questionnaire, and the approach was survey-based. The questionnaire looked at a 

number of categories, including conventional media content sharing on social media, political 

discourse, social media use, frequency of use, and motivation for using social media. People 

between the ages of 18 and 34 who regularly use social media comprised the population. Data 

were collected through purposive sampling from a total of 500 respondents. Through the inclusion 

criteria, participants were guaranteed to be exposed to political content on online media. This study 



_____________________________________________________________________________

Volume: 3   Issue: 3                                         1072                                     (July - September, 2025) 

 

looked only one dependent variable, civic engagement. Numerous metrics related to social media 

use were included as independent variables. We looked into demographic parameters like age and 

gender as potential modifiers.Digitally active members of the population were reached through 

online data collection. Likert-scale items were included in the survey to gather data on attitudes 

and behaviors. After the data was gathered, hypothesized relationships were examined using 

descriptive statistics, independent samples t-tests, and Pearson correlation. Informed consent and 

confidentiality were two of the ethical issues that the study ensured. The methodological 

framework, which was informed by the theories of Uses and Gratification and Media System 

Dependency, offered a solid foundation for examining how social media influences political and 

civic behaviors in the digital age. 

 

Findings 

 

Table 5.1 Pearson product moment between social media consumption and civic engagement  

  SMCC CET 

SMCC 

Pearson Correlation  1 -.138** 

Sig (2-tailed)  .002 

N 500 500 

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

 

Table 5.1 displays to investigate the association between social media consumption and civic 

engagement, a product moment correlation was carried out. Given that the p-value is less than 

0.05, the results indicated a substantial but negative association between social media 

consumption and civic engagement. 

 

Table 5.2 Pearson product moment between Traditional media content shared on social media 

and civic engagement  

  TMC CET 

 Pearson Correlation  1 .026 

TMC    

 Sig (2-tailed)  .561 

 N 500 500 

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

 

Table 5.2 displays the Pearson product moment results. The relationship between traditional media 

content shared on social media and civic engagement was investigated using the correlation test. 

The results demonstrated that, as the p-value is greater than 0.05, there is no statistically significant 

correlation between traditional media content shared on social media and civic engagement. 

 

 

Table 5.3 Pearson product moment between social media use and civic engagement  

  SMUC CET 

 Pearson Correlation  1 -0.34 

SMUC    

 Sig (2-tailed)  .446 

 N 500 500 

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

 

The Pearson product moment correlation test results, which were used to determine the correlation 

between social media use and civic engagement, are shown in Table 5.3. Given that the p-value is 
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more than 0.05, the results demonstrated that there is no statistically significant correlation 

between social media use and civic engagement. 

 

Table 5.4 Pearson product moment between social media usage frequency and civic engagement 

  SMFC CET 

 Pearson Correlation  1 .051 

SMFC    

 Sig (2-tailed)  .254 

 N 500 500 

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

 

The Pearson product moment correlation test results, which were used to look into the relationship 

between social media usage frequency and civic engagement, were displayed in Table 5.4. Given 

that the p-value is more than 0.05, the results demonstrated that there is no statistically significant 

correlation between the social media usage frequency and civic engagement. 

 

  Table 5.5 Pearson product moment between political talk and civic engagement  

  PTC CET 

PTC Pearson Correlation  1  -.076 

 Sig(2-tailed)   .088 

 N 500 500 

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

 

The Pearson product moment results were displayed in Table 5.5. A correlation analysis was 

conducted to examine the relationship between political talk and civic engagement. Given that 

the p-value is more than 0.05, the results demonstrated that there is no statistically significant 

correlation between political talk and civic engagement. 

Table 5.6 Pearson product moment between social media usage motivations and civic 

engagement  

  SMUMC CET 

 Pearson Correlation  1 -.034 

SMUMC    

 Sig (2-2-tailed)   .453 

 N 500 500 

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

 

The Pearson product moment correlation test results, which were used to determine the correlation 

between social media usage motivations and civic engagement, are shown in Table 5.6. Given that 

the p-value is greater than 0.05, the results indicate that there is no statistically significant 

correlation among social media usage motivations and civic engagement. 

 

Table 5.7 Difference between level of civic engagement on the basis of gender 

Measure Male Female F (2, 497) η2 Sig. 

 M SD M SD    

Civic Engagement  52.36 10.392 51.67 10.857 .316  0.00127 .729 

 

Respondents were split into two groups according to gender (i.e., Group 1 = Males; Group 2 = 

Females) in order to determine the influence of gender on civic engagement. The findings for the 
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one-way analysis of variance between the groups are shown in table 5.7 above. Results of the test 

show that there is no discernible gender difference in the groups’ levels of civic participation [F 

(2, 497) =.316 p =.729]. Nevertheless, because there were only two groups, post-hoc comparisons 

were not feasible, making it impossible to ascertain whether there were any differences between 

the groups. 

 

Table 5.8 Difference between level of civic engagement on the basis of age 

Measure 18-21 22-25 26-29 30-33 34 – above F(4, 495) η2 
Sig

. 

 M SD M SD M SD M SD M SD    

Civic 

Engagement  51.46 11.14 53.02 10.36 51.09 11.64 50.39 9.80 53.65 6.89 1.11 0.00 .348 

 

The findings of a one-way analysis of variance between the groups to determine the influence of 

age on civic engagement are displayed in Table 5.6. Based on age, the respondents were split up 

into five categories. (i: e Groups 1 through 5 are 18–21, 22–25, 26–29, 30–33, and 34 and above, 

respectively). The test results explain the notable age-based difference between the groups for civic 

engagement. [F(4, 495=1.117,p=.348 ].Nevertheless, a post-hoc analysis revealed no statistically 

significant differences across the different age groups. 

 

Discussion 

 

H1: It is more likely that social media consumption negatively influences civic 

engagement of young adults (Approved) 

 

The hypothesis that social media consumption negatively influences civic engagement among 

young adults finds support in the results shown in Table 5.2. A Pearson product-moment 

correlation analysis yielded a notable negative correlation between these variables with P-Value 

of less than 0.05. The outcome is reliable with recent researches which argue that heavy usage of 

social media may lead to passive instead of active civic engagement like for example by Boulianne 

(2017) and Skoric et al. (2021). These scholars suggest that despite offering opportunities for 

political and civil engagements, social media channels can also support shallow interactions which 

do not translate into substantial citizenship practices. This may be due to such a negative 

coefficient as just scrolling through feeds or consuming content without deeper involvement or 

reactions. Additionally, Theocharis and Van Deth (2018) observe in their research that while these 

platforms could allow initial enkindling about an issue as well as its discussion, offline civic 

responsibilities like donations or attending community gatherings are not necessarily involved yet.  

Consequently, this pattern of passivity and slacktivism may decrease real expressions of civic 

participation since they are associated with a significant range from engagement level according 

to the current study’s findings – one more time they prove opposite view. Here too the passive 

nature of consuming goods in terms of scrolling down on various links posted online and 

consuming what we read is an alternative explanation for the observed negative relationship. 

Besides, citing another work by Theocharis and Van Deth (2018), it is worth mentioning that even 

though social media might help people get familiarized with certain issues; it does not mean that 

they will participate in any activities related to those subjects such as attending meetings or 

volunteer work. Thus, low levels of genuine citizen participation are enhanced during these 

instances characterized by passive involvement leading to a significant inverse relationship found 

from our investigation. 

 

H2: It is more likely that traditional media content shared on social media negatively 

influence civic engagement of young adults (Disapproved) 
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The hypothesis suggested that traditional media content shared on social media negatively 

influences civic engagement among young adults. Therefore, findings from the Pearson product-

moment correlation test as presented in table 5.8 contradict this hypothesis the test results indicated 

that no statistically significantly correlation exists between traditional media content shared on 

social media and or civic engagement as p-value above than 0.05 this suggested that sharing of 

traditional media content on social media does not impact significantly on civic engagement 

among young adults. These findings are aligned with research, suggested that mere presence of 

traditional media content on social media does not necessarily translate to decreased or increased 

civic engagement for instance engagement with traditional media content may not be as influenced 

as user generated content or interactive discussion that more actively involve young individuals. 

Thus, while traditional media shared on social media remains accessible, its role in fostering civic 

engagement appears limited without additional interactive or motivational elements that encourage 

active participation (Loader et al., 2015). Similarly, Thorson et al. (2019) found social media news 

content could stimulate civic activities by informing users about local events and issues thus 

engendering civic engagement. 

 

H3: It is more likely that social media use positively influences civic engagement of young 

adults (Disapproved) 

 

The hypothesis suggested that social media use positively influences civic engagement among 

young adults. Therefore, the findings from the Pearson product-moment correlation test as 

presented in table 5.9 do not support hypothesis as findings indicated there is no statistically 

significantly correlation exists among social media use or civic engagement as P-value above than 

0.05 This indicates that young individuals’ use of social media has no apparent impact on their 

degree of civic engagement. One study found that social media content consumption in a passive 

manner may not substantially boost civic engagement compared to active participation or content 

creation (Gil de Zúñiga et al., 2012). 

 

H4: It is more likely that social media usage frequency positively influences civic 

engagement of young adults (Disapproved) 

 

The hypothesis that was proposed is that, among young adults, an increased frequency of social 

media usage is likely to positively influence civic engagement. A contrast to this expectation, we 

find out from Table 5.10 that employed the Pearson product moment correlation test that there isn’t 

a statistically meaningful correlation among two variables. This is because of p-value being greater 

than .05. Several recent studies corroborate this finding as they argue against the efficacy of new 

media for promoting genuine citizen participation in politics; instead, they underscore the 

intricacies of e-interactions and their varying influences on different forms of citizenship which 

are always evolving (Theocharis & Van Deth, 2018). These findings imply that while social media 

remains pertinent among young adults, merely higher rates of social networking do not result into 

more active civic engagement.  According to Boulianne (2015) consuming information passively 

on social media has less impact on civic engagement compared to active participation in 

discussions and sharing content. Lee et al. (2012) indicated that moderate social networking sites 

usage may contribute to a rise in civic engagement. while excessive use may distract people from 

real-world involvement and reduce time spent on offline civic participation 

 

H5: It is more likely that political talk negatively influences civic engagement of young adults 

(Disapproved) 
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The hypothesis showed that political talk has negative influence on civic engagement for young 

adults besides the Pearson product-moment correlation test at table 5.11 counters this hypothesis 

in conclusion; Political talk and civic engagement do not statistically significantly correlate, as the 

p-value is higher than 0. 05.This means that any kind of political talk either positive or negative 

cannot influence the extent to which youth engage in politics in any capacity. Results challenge 

prevailing assumptions about what talking does to promote active citizenship and show that merely 

engaging in political discussions need not necessarily be equated to being actively involved with 

one’s community Political talk (Pew Research Centre, 2021). However, may be common among 

young people but it could also often be shallow or extreme, lacking such depth as would motivate 

actual civic action. It could be possible that most times when young adults engage in political talks, 

they are only interested in those issues without deeper meanings required for them to get 

committed towards real-life civic actions (Theocharis & Van Deth, 2018). Therefore, according to 

Kim et al. (1999), discussing political views with peers can boost the sense of responsibility 

towards the country as well as an individual’s inclination for taking part in public affairs; which 

contradicts expectations that such conversations would be harmful or dampen participation in civic 

activities. 

 

H6: It is more likely social media usage motivations negatively influence civic engagement of 

young adults (Disapprove). 

 

The hypothesis that social media usage motivations negatively influence social media on civic 

engagement of young adults was evaluated using Pearson Correlation test. According to the data 

in Table 5.12, there is no statistically significant correlation between social media usage motivation 

and civic engagement if the p-value is greater than 0.05. This implies the reason behind youths’ 

usage of social media. (for information, to make friends, etc.) does not significantly determine how 

much they get involved in politics and other forms of civic engagements. It corresponds with more 

recent studies revealing that influence social networking sites on civic engagement complex or 

involves serval factors such as content consumed and the context in which it is used (Boulianne, 

2020). One possible explanation for this apparent non-significance could be; while social media 

serves as a platform for various activities, the reasons behind its popularity may not always 

translate into involvement in public affairs. For instance, young people may primarily use sites 

like Facebook or Twitter for entertainment purposes or interacting with friends and not necessarily 

for purposes related to their active participation or involvement in public affairs or discussions. It 

emphasizes on the necessity of making distinction between those who merely take part as passive 

consumers and those individuals who are actively engaged when studying social media on civic 

engagement (Bossetta, 2018). Ellison et al., (2007) assert that utilising social media to maintain 

connections and create communities correlates favourably with civic engagement. 

 

H7a: Males are more likely to show civic engagement behaviours than females (Disapproved) 

 

The results of Table 5.14 do not support the hypothesis that males are more likely to be civically 

engaged than females. One-way ANOVA showed no significant difference between males and 

females on civic engagement; F-value of .316 and p=.729. The p – value is significantly higher 

than 0.05 indicating that gender has no statistically significant impact on civic engagement levels 

for respondents. These findings show that both groups are equally probable to participate in acts 

of citizenship, which contradicts other studies suggesting different patterns of male-female 

differences in civic activity (Verba et al., 1997). Burns et al. (2001) posit that women are often 

more involved in community-oriented activities, which represent an important form of civic 

engagement. 
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H7b: Civic engagement is likely to decrease with increase in age (Disapproved)  

 

The hypothesis that civic engagement decreases with age was subjected to a ANOVA test 

examining variations across five age groups (18-21, 22-25, 26-29, 30-33 and 34-above). Results 

in Table 5.16 indicate that the ANOVA test did not exhibit any noteworthy difference in civic 

engagement among different age groups with an F-value of 1.117 and p-value of .348. This means 

that this lack of statistical significance implies that level of civic engagement is not necessarily 

influenced by age as shown by this F-value statistic as well as a p-value. Age does not significantly 

influence the levels of active citizenship due to lack of such indicators. In addition, post-hoc 

comparisons were done which confirmed no significant differences between all pairs of age 

categories with respect to civic engagement. Therefore, it would be expected that there will be 

variations in how much people participate depending on their stage in life rather than just being 

determined by how old they are (Bekkers, 2019). Therefore, Verba et al., (1995) also pointed out 

because senior individuals typically to be more involved in their local communities and public 

affairs as they have more time for this purpose and feel a greater sense of responsibility for their 

neighbourhoods, thus disputing the view that decreasing age always leads to lower civic 

involvement. The influence of social media usage on young adults’ online political participation 

and civic engagement has been investigated in this study. One-way ANOVA and the Pearson 

product-moment correlation test were used to assess each of the sixteen hypotheses. The results 

demonstrated a moderately significant statistically significant association between online political 

participation and traditional media content shared on social media, as well as between social media 

use, frequency, political talk, and social media usage motivations. Furthermore, contrary to 

expectations and hypotheses social media use, social media usage frequency, political talk, social 

media usage motivations and traditional media content shared on social media didn’t have 

statistically significant relationship with civic engagement. Additionally, there is a significant 

difference in the likelihood that men will participate in online politics compared to women, but 

there is no difference in civic engagement. Additionally, there is a significant difference in the 

likelihood that people will participate in online politics based on age, with those in the 22–24 or 

34–plus age groups being more active than those in the 18–21 age group. but civic engagement 

didn’t show significant difference. 

 

Conclusion 

In an ever-changing media landscape, this study aimed to investigate how social media use affects 

young adults' civic involvement in Pakistan and provide a detailed knowledge of the relationship 

between digital habits and democratic participation. Based on the theories of Media System 

Dependency and Uses and Gratification, the study examined a number of aspects of social media 

use, such as frequency, usage patterns, content consumption, political discourse, and motivational 

drivers. It also took into account the moderating influence of demographic variables like age and 

gender. The results present a complicated and even contradictory picture. The data indicate that 

increased social media usage is significantly but negatively associated with civic involvement, 

despite the fact that social media provides hitherto unheard-of options for information exchange, 

mobilization, and virtual activism. This implies that real offline civic activities like volunteering, 

community service, or political activism might not be correlated with passive consumption, such 

as scrolling or like information. Additionally, factors including motivations, political conversation, 

and frequency of use did not show statistically significant connections with civic engagement, 

suggesting that active citizenship is not always fostered by exposure to or participation in online 

political discourse.  According to demographic study, age and gender had no apparent impact on 

levels of civic engagement, further debunking popular beliefs. This casts doubt on the notion that 

some demographic segments are innately more engaged in civic life than others in online settings. 
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Overall, the study emphasizes how important it is to reconsider social media's potential as a tool 

for civic change. Digital platforms can help people become more aware and interact with others, 

but they don't always ensure that people will actively participate in politics.  The results support 

initiatives that foster more in-depth kinds of participation, like civic education, critical digital 

literacy, and online forums that support thoughtful discussion and community-focused projects. It 

is crucial for academics, educators, and policymakers to distinguish between symbolic online 

gestures and genuine democratic engagement as civic life migrates more and more to digital 

realms. 

 

References 

 

Adler, R. P., & Goggin, J. (2005). What do we mean by “civic engagement”? Journal of 

Transformative Education, 3(3), 236–253. https://doi.org/10.1177/1541344605276792  

Ahmad, T., Alvi, A., and Ittefaq, M. (2019). The use of social media on political participation 

among university students: An analysis of survey results from rural Pakistan. Sage Open, 

9(3), 1-9. https://doi.org/10.1177/2158244019864484 

Ali, R. and Fatima, A. (2016) ‘Social media, newspapers and political awareness of youth in 

Pakistan’, Pakistan Library & Information Science Journal, 47(1,) pp.30–41. 

Alothman, A. B. (2013). A survey of social media users in Saudi Arabia to explore the roles, 

motivations, and expectations toward using social media for social and political purposes. 

Arkansas State University. 

Backhaus, B., Anderson, H., & Bedford, C. (2024). Communities, connections, and careers: 

building personal and professional networks through community media work. Continuum, 

38(1), 124-136. 

Ball-Rokeach, S. J. (1985). The origins of individual media-system dependency: A sociological 

framework. Communication Research, 12(4), 485–510. 

Ball-Rokeach, S. J., & DeFleur, M. L. (1976). A dependency model of mass-media 

effects. Communication Research, 3(1), 3–21. 

Bekkers, E. (2019). Challenges to the trade system: The potential impact of changes in future trade 

policy. Journal of Policy Modeling, 41(3), 489–506. 

Bode, L. (2017). Political news in the news feed: Learning politics from social media. Mass 

Communication and Society, 20(1), 24–48. 

Bossetta, M. (2018). The digital architectures of social media: Comparing political campaigning 

on Facebook, Twitter, Instagram, and Snapchat in the 2016 U.S. election. Journal of 

Political Marketing, 17(3), 1–31. 

Boulianne, S. (2015). Social media use and participation: A meta-analysis of current 

research. Information, Communication & Society, 18(5), 524–538. 

Boulianne, S. (2017). Does Twitter affect offline behavior? A review of the literature. Journal of 

Information Technology & Politics, 14(2), 103–118. 

Boulianne, S. (2020). Twenty years of digital media effects on civic and political 

participation. Communication Research, 47(7), 947–966. 

Bruns, A., & Burgess, J. (2012). Researching news discussion on Twitter: New 

methodologies. Journal of Media and Communication, 1(1), 1–15. 

Burns, N., Schlozman, K. L., & Verba, S. (2001). The private roots of public action: Gender, 

equality, and political participation. Harvard University Press. 

Camaerts, B. (2008). Critiques on the participatory potentials of Web 2.0. Communication, Culture 

& Critique, 1(4), 358–377. 

Chadwick, A. (2017). The hybrid media system: Politics and power. Oxford University Press. 

Chadwick, A. (2017). The hybrid media system: Politics and power (2nd ed.). Oxford University 

Press. 

https://doi.org/10.1177/1541344605276792
https://doi.org/10.1177/2158244019864484


_____________________________________________________________________________

Volume: 3   Issue: 3                                         1079                                     (July - September, 2025) 

 

Dahlberg, L. (2001). The Internet and democratic discourse: Exploring the prospects of online 

deliberative forums extending the public sphere. Information, Communication & 

Society, 4(4), 615–633. 

Dahlgren, P. (2009). Media and political engagement: Citizens, communication, and democracy. 

Cambridge University Press. 

Diller, P. (2001). Citizenship education: A critical look at a contested field. Educational Theory, 

51(2), 175–189. 

Diller, P. (2001). Citizenship education: A critical look at a contested field. Educational 

Theory, 51(2), 175–189. 

Donath, J., & Boyd, D. (2004). Public displays of connection. BT Technology Journal, 22(4), 71–

82. 

Dumitrica, D. (2016). Imagining engagement: Youth, social media and electoral 

processes. Convergence, 22(1), 35–53. 

Ehrlich, T. (2000). Civic responsibility and higher education. Oryx Press. 

Ehrlich, T. (2012). Civic engagement. In Civic Engagement in Higher Education (pp. 1–20).  

Ellison, N. B., Steinfield, C., & Lampe, C. (2007). The benefits of Facebook “friends”: Social 

capital and college students’ use of online social network sites. Journal of Computer-

Mediated Communication, 12(4), 1143–1168. 

Freelon, D., McIlwain, C. D., & Clark, M. D. (2016). Beyond the hashtags: #Ferguson, 

#BlackLivesMatter, and the online struggle for offline justice. Center for Media & Social 

Impact. 

Gallion, A. J. (n.d). Applying the uses and gratifications theory to social networking sites: A review 

Of related literature. Retrieved from 

https://www.academia.edu/1077670/Applying_the_Uses_and_Gratifications_Theory_to_

Social_Networking_Sites_A_Review_of_Related_Literature. 

Gil de Zúñiga, H., Jung, N., & Valenzuela, S. (2012). Social media use for news and individuals’ 

social capital, civic engagement and political participation. Journal of Computer-Mediated 

Communication, 17(3), 319–336. 

Ginwright, S., & Cammorata, J. (2007). Youth activism in the urban community: Learning critical 

civic praxis within community organizations. International Journal of Qualitative Studies 

in Education, 20(6), 693–710. 

Golder, S. A., & Macy, M. W. (2011). Diurnal and seasonal mood vary with work, sleep, and 

daylength across diverse cultures. Science, 333(6051), 1878–1881. 

Greenhow, C., & Li, J. (2013). Like, comment, share: Collaboration and civic engagement among 

youth on social media. Journal of Educational Computing Research, 49(1), 1–23. 

Guo, C. (2015). The role of social media in civic engagement: A meta-analytic review. Journal of 

Civic Studies, 3(2), 45–67. 

Hao, X., Wen, W., & George, C. (2014). News consumption and political engagement in 

Singapore: A study of youth. Asian Journal of Communication, 24(2), 146–164. 

Himelboim, I., McCreery, S., & Smith, M. (2013). Birds of a feather tweet together: Integrating 

network and content analyses to examine cross-ideology exposure on Twitter. Journal of 

Computer-Mediated Communication, 18(2), 40–60. 

Hong, S., & Nadler, D. (2011). Does the early bird move the polls? The use of the Twitter by U.S. 

politicians and its impact on public opinion. Journal of Political Marketing, 10(1–2), 1–

24. 

Intyaswati, D., & Fairuzza, M. T. (2023). The Influence of social media on Online Political 

Participation among College Students: Mediation of Political Talks. Southern 

Communication Journal, 1–9. https://doi.org/10.1080/1041794x.2023.2165703 

Jenson, J., Neumayer, C., & Rossi, L. (2020). Memes as crisis communication: #Brusselslockdown 

and the role of user-generated content in emergency response. New Media & Society, 22(2), 

1–20. 

https://www.academia.edu/1077670/Applying_the_Uses_and_Gratifications_Theory_to_Social_Networking_Sites_A_Review_of_Related_Literature
https://www.academia.edu/1077670/Applying_the_Uses_and_Gratifications_Theory_to_Social_Networking_Sites_A_Review_of_Related_Literature
https://doi.org/10.1080/1041794x.2023.2165703


_____________________________________________________________________________

Volume: 3   Issue: 3                                         1080                                     (July - September, 2025) 

 

Jugert, P., Eckstein, K., Noack, P., Kuhn, A., & Benbow, A. (2013). Offline and online civic 

engagement among adolescents and young adults from three ethnic groups. Journal of 

Youth and Adolescence, 42(1), 123–135. 

Jung, N., Kim, Y., & Gil de Zúñiga, H. (2011). The mediating role of knowledge and efficacy in 

the effects of communication on political participation. Mass Communication and 

Society, 14(4), 407–430. 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities 

of social media. Business Horizons, 53(1), 59–68. 

Katz, E., Blumler, J. G., & Gurevitch, M. (1974). Utilization of mass communication by the 

individual. In J. G. Blumler & E. Katz (Eds.), The uses of mass communications: Current 

perspectives on gratifications research (pp. 19–32). Sage. 

Kenski, K., & Stroud, N. J. (2005). Connections between Internet use and political efficacy, 

knowledge, and participation. Journal of Broadcasting & Electronic Media, 49(2), 180–

195. 

Kim, Y., & Lee, H. (2016). Network heterogeneity and social media use motivation: A national 

survey. Social Science Computer Review, 34(1), 56–73. 

Lata, M., & Gupta, A. (2020). Role of social media in environmental democracy. In Examining the 

roles of IT and social media in democratic development and social change (pp. 275-293). 

IGI Global. 

Lee, C., Chen, P., & Chan, M. (2017). Social media use and participation in protest campaigns: A 

study of the Umbrella Movement in Hong Kong. Telematics and Informatics, 34(2), 1–12. 

Lenzi, M., Vieno, A., Perkins, D. D., Santinello, M., & Mazzardis, S. (2015). Social capital and 

civic engagement in youth: The role of family, school, and neighborhood. Journal of 

Adolescence, 

McCay-Peet, L., & Quan-Haase, A. (2017). What is social media and what questions can social 

media research help us answer? In L. Sloan & A. Quan-Haase (Eds.), The SAGE handbook 

of social media research methods (pp. 13–26). SAGE. 

Siddique, M. A., & Singh, S. (2016). Social media and youth engagement: A study of university 

students. Journal of Media Studies, 31(2), 45–60. 

Stieglitz, S., Mirbabaie, M., Ross, B., & Neuberger, C. (2018). Social media analytics – Challenges 

in topic discovery, data collection, and data preparation. International Journal of 

Information Management, 39, 156–168. 

Tufekci, Z. (2017). Twitter and tear gas: The power and fragility of networked protest. Yale 

University Press. 

 


