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Social media as an upcoming tool for political marketing

effectiveness
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6. Discussion and conclusion

This research paper examines the relationship between social media Buzz of political
parties on seats won in 2014 General elec-tions. The result indicates that social
media Buzz relating to polit-ical parties did have a positive and significant
effect on seats won in 2014 general elections by political parties.

There is very little consensus found in literature about which information
to be considered as such electoral outcomes. Some researchers considered
only the winners of the elections without any other consideration while
other considered number of seats and some other researchers considered
the actual vote sharing. Those predictions have been evaluated against
vote rates (Bermingham & Smeaton, 2011; Ceron et al.,, 2014; Gayo-Avello,
2011; Jungherr et al., 2012; Metaxas et al, 2011; Skoric et al., 2012;
Tumasjan et al., 2010a, 2010b), against a number of seats

(Sang & Bos, 2012), and also as dichotomous decisions (Metaxas et al., 2011). In this study, we
are suggesting possibilities of pre-dicting seats against tweets count and for that, we have
considered a total of 8,877,275 Social Media tweet.
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