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: 

Abstract: The study aims to identify the political issues presented by the 

Egyptian House of Representatives on social media channels by using a a 

survey that employs both analytical and field survey methods. The research 

tools included a content analysis form applied to a sample of social media pages 

of 14 members of the Egyptian House of Representatives on Facebook. The 

study's findings indicate that social issues ranked first among the topics 

discussed on the representatives' pages, accounting for 41.6%. These were 

followed by economic issues. In terms of the geographical scope, local issues 

ranked first, followed by regional issues. In terms of the published content, 

public services provided by the representatives ranked first, comprising 49.68%. 

 
Keywords: Social issues - House of Representatives - Social media - Qena 
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https://www.facebook.com/share/168ii1D8PP/
https://www.facebook.com/share/168ii1D8PP/
https://www.facebook.com/share/1FjH5uu4MY/
https://www.facebook.com/share/1FjH5uu4MY/
https://www.facebook.com/share/15qWSA7kHY/
https://www.facebook.com/share/15qWSA7kHY/
https://www.facebook.com/share/1ASqUYQBhn/
https://www.facebook.com/share/1ASqUYQBhn/
https://www.facebook.com/share/1Ben8Y2WS5/
https://www.facebook.com/share/1Ben8Y2WS5/
https://www.facebook.com/share/1FcVTz116f/
https://www.facebook.com/share/1FcVTz116f/
https://www.facebook.com/share/18h9BvnB5k/
https://www.facebook.com/share/18h9BvnB5k/
https://www.facebook.com/share/16VGbXfLaj/
https://www.facebook.com/share/16VGbXfLaj/
https://www.facebook.com/share/1HEMrmgRzh/
https://www.facebook.com/share/1HEMrmgRzh/
https://www.facebook.com/share/16UQ53szZ5/
https://www.facebook.com/share/16UQ53szZ5/
https://www.facebook.com/share/1C8g8iGaPb/
https://www.facebook.com/share/1C8g8iGaPb/
https://www.facebook.com/share/18xcYqPZg7/
https://www.facebook.com/share/18xcYqPZg7/
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https://www.electionanalysis.uk/uk-election-analysis-2024/section-6-the-digital-campaign/which-social-networks-did-political-parties-use-most-in-2024/
https://www.electionanalysis.uk/uk-election-analysis-2024/section-6-the-digital-campaign/which-social-networks-did-political-parties-use-most-in-2024/
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