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Abstract 

 

 

The increased use of  the Internet and social media and the exchange of information through 

their means influences people's behavior and decision-making forms. 

The purpose of this thesis is to investigate how Volodymyr Zelensky and Jair Bolsonaro used 

social media as a major component of their election campaigns and how did the transition from 

traditional media to social media affect the election results. 

Research shows that in both countries, social media was used not only for one-way 

communication, but for discussion and interaction between politicians and voters; for 

disseminating news, political messages, photos, videos, misinformation and fake news. 

Although the presidential candidates used different strategies to influence the electorate, the 

voter response to their political communication was the same - the study confirms the high 

correlation between the presidential candidates' activity in the social network and the election 

results – according to the election outcome, the candidates with high social media involvement 

won the elections with the majority of votes.  

Keywords: Presidential Elections, Pre-election campaign, Social Media, Political 

Communication, Political PR, Political Marketing, Volodymyr Zelensky, Jair Bolsonaro, 

Ukraine, Brazil. 

 

 

 

 

 


