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Research Fundings

● To support our students 
and our research 
initiatives, we rely mostly 
on public funding 
sources. 

● We do not accept 
financial support from 
any social media 
platforms.



Research Foci
The lab’s research seeks to advance the public’s understanding 

of the benefits and pitfalls of technology adoption and use.



The 
Washington 

Post

MIT 
Technology 

Review

Foreign 
Affairs

CBS News The New 
York Times Nature

NPR Los Angeles 
Times

The Globe 
and Mail

The Atlantic Business- 
week

Deutsche 
Welle (DW)

socialmedialab.ca/media-coverage/

Earned Media
Our research studies, public 

reports and expert commentaries 
are often featured in various popular 

news publications.

https://socialmedialab.ca/media-coverage/


[New Publications] Can a simple emoji make online toxicity worse?

● Morales, E., Hodson, J., O’Meara, V., Gruzd, A., & Mai, P. (2025). Online toxic speech as 
positioning acts: Hate as discursive mechanisms for othering and belonging. New Media & 
Society, 14614448251338493.

● Morales, E., Hodson, J., Gruzd, A., & Mai, P. (2025). I👍 your Hate: Emojis as Infrastructural 
Platform Violence on Telegram. HICSS https://hdl.handle.net/10125/109124

https://journals.sagepub.com/doi/abs/10.1177/14614448251338493
https://hdl.handle.net/10125/109124


[Recent Publication 2024] 
“To Share or Not to Share: Randomized Controlled Study of Misinformation Warning 
Labels on Social Media.”(n=1500)

Gruzd, A., Mai, P., & 
Soares, F. B. (2024). To 
Share or Not to Share: 
Randomized Controlled 
Study of Misinformation 
Warning Labels on Social 
Media. In Multidisciplinary 
International Symposium 
on Disinformation in 
Open Online Media (pp. 
46-69). Cham: Springer 
Nature. 
https://doi.org/10.1007/97
8-3-031-71210-4_4  

Both interventions decreased the mean 
number of interactions with false claims.

Control Group (500) Footnote Label (500) Blur Filter (500)

https://doi.org/10.1007/978-3-031-71210-4_4
https://doi.org/10.1007/978-3-031-71210-4_4


PUBLIC REPORTS
Data About 

Canadians For Canadians 
and the World

As part of our work, the Lab also produces 
public reports that provide a snapshot of 

social media usage trends in Canada and 
a window into Canadians’ attitudes and 

perspectives toward issues such as 
misinformation, politics, and privacy in the 

context of social media. 

Our public reports are widely used by 
different stakeholders including 

parliamentary committees, government 
departments, journalists, researchers, 

educators, the business community and 
the general public.

socialmedialab.ca/public-reports 

New New

https://socialmedialab.ca/public-reports/


[New Report] The State of Social Media in Canada 2025: 
A census Balanced Survey About Social Media Adoption and Use In canada (n=1500)

Gruzd, A. & Mai, P. (2025). The State 
of Social Media in Canada 2025. 
Social Media Lab, Toronto 
Metropolitan University. DOI: 
10.6084/m9.figshare.28830188

https://doi.org/10.6084/m9.figshare.28830188


Gruzd, Anatoliy; Mai, 
Philip; Clements Haines, 
Anthony (2025). The State 
of Generative AI Use in 
Canada 2025: Exploring 
Public Attitudes and 
Adoption Trends. Social 
Media Lab, Toronto 
Metropolitan University. 
DOI: 
https://doi.org/10.6084/m9.
figshare.28664780

[New Report] The State of Generative AI Use in Canada 2025: 
Exploring Public Attitudes and Adoption Trends (n=1500)

Key Findings
1. Adoption—but mostly casual: Two‑thirds of 

Canadians (66%) have tried a GenAI tool, yet 
only about 30% use them daily or weekly for 
leisure, work, or study. Leisure remains the 
primary entry point, especially for older adults, 
while younger Canadians lead usage for study 
and work.

2. Election anxiety: Two‑thirds (67%) worry 
GenAI could sway election outcomes, and 59% 
say they no longer fully trust political news 
online because of possible AI manipulation. 
More than half (54%) are unlikely to use 
chatbots for election information, though 
openness is higher among right‑leaning 
Canadians (34%) than left‑leaning ones (23%).

https://doi.org/10.6084/m9.figshare.28664780
https://doi.org/10.6084/m9.figshare.28664780


Online

Organize International Research Conferences, 
Seminars, and Workshops

2016

2017

2018

2019

2010

15 Years Running
400+ Authors, 
200+ Attendees from 
25+ Countries every year

2020

2022

2024

The Social Media Lab 
hosts a variety of research 
events throughout the 
year. These events allow 
participants to exchange 
ideas, learn new tools and 
methods, discover new 
research and network with 
peers. 

https://socialmediaandsociety.org

2026

https://socialmediaandsociety.org/


Research 
Tools & Apps
In addition to 
conducting original 
research, we also 
develop tools and 
dashboards that 
support social 
science research and
to track misinformation.

Our apps and tools are 
used by thousands of 
students, educators, 
researchers & analysts 
worldwide each year.  

socialmedialab.ca/apps

Today’s focus

Our Flagship 

Research Tool

https://socialmedialab.ca/apps/social-media-research-toolkit-2


Research Tools 
& Dashboard
In addition to conducting original 
research, we also develop 
dashboards and tools that support 
social science research and to track 
misinformation.

Our apps and tools are used by 
thousands of students, educators, 
researchers & analysts worldwide 
each year.  

socialmedialab.ca/apps
An Dashboard for 

discovering and analyzing 
Community Notes on X. 

An Dashboard for tracking 
mis/disinformation about the 

Russian-Ukraine War

An Dashboard for tracking 
fact-checks involving 

deepfakes & out-of-context 
media and narratives

notetracker.socialmediadata.org

https://socialmedialab.ca/apps/social-media-research-toolkit-2
http://notetracker.socialmediadata.org


Research 
Tools & 
Dashboard

Our Flagship 

Research Tool



About the Lab

@SocialMediaLab.ca
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Overview of the Online Political, Elections 
& Social Issues Advertising Market
It’s cheap, targeted, and can spread messages quickly across borders.

1. Estimated Market Size (2024): (Market size can fluctuate based on election cycles 
and social issues.)

● ~$16 bn+ globally just for political ad spend according to WPP Media, one of 
the world’s largest paid advertising agencies owned by British multinational 
WPP plc. *

● 2024 U.S. Elections saw record ad spending; online ad spending totaled at 
least $1.9 bn. **

2. Key Drivers:
● Exponential growth during national and local elections (e.g., U.S. Presidential 

Election).
3. Social Issues & Advocacy (No reliable estimate available) 

● Growth fueled by movements like #ReproductiveRights, #GunSafety, 
#EnvironmentalAdvocacy #BlackLivesMatter, #MeToo, and more.

* Source: https://www.axios.com/2023/12/08/us-political-ad-market-2024-spending
** Source: https://www.brennancenter.org/our-work/analysis-opinion/online-ad-spending-2024-election-totaled-least-19-billion

https://www.axios.com/2023/12/08/us-political-ad-market-2024-spending
https://www.brennancenter.org/our-work/analysis-opinion/online-ad-spending-2024-election-totaled-least-19-billion


How Do Targeted Ads work?

Source: About Facebook Ads

https://www.facebook.com/ads/about/


Why Advertising on Facebook or 
Instagram are still relevant in Canada

• 77% of Canadian 
adults (18+) visit 
Facebook at least 
monthly, 60%  - 
Instagram.

• In addition to 
Facebook and 
Instagram, Meta 
show ads on other 
websites, apps and 
smart TVs (i.e., 
“Meta Audience 
Network”)

https://www.facebook.com/business/help/788333711222886?id=571563249872422&helpref=faq_content
https://www.facebook.com/business/help/788333711222886?id=571563249872422&helpref=faq_content
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🚨
So, what’s the 
problem with 

targeted Facebook 
and Instagram ads 

and how can they be 
misused?



Run Scam Ads: An advertiser called "USA Daily 
Benefits" was running ads on FB/IG featuring 
President Biden using an AI generated voice 
promising American a check for $6,400.



Suppress Voters Turnout: An 
advertiser called “Hard Asset Heroes” 
was running ads asking…

Source: https://www.forbes.com/sites/emilybaker-white/2024/10/31/facebook-ads-election-misinformation 

“Was the 2024 
presidential election just 

postponed?”

“Does Kamala plan to 
POSTPONE the election 

to January 6, 2025”

https://www.forbes.com/sites/emilybaker-white/2024/10/31/facebook-ads-election-misinformation


Induce Vote-Splitting (The Spoiler Effect): A Facebook 
advertiser called “What’s Interesting Vaughan” (a supporter of 
the Conservative Party of Canada) was paying for a Facebook ad 
on a page called “vaughandemocrats” (which profess supports 
the New Democratic Party (NDP) of Canada)

Source: https://www.thestar.com/politics/federal/conservative-or-ndp-dual-facebook-election-pages-in-vaughan-share-an-unusual-connection/article_68e0897f-c9bf-4678-bcf4-72ff2ed89255.html

$
$ $

https://facebook.com/100087169232266
https://www.facebook.com/people/vaughandemocrats/100087746054553/#
https://www.thestar.com/politics/federal/conservative-or-ndp-dual-facebook-election-pages-in-vaughan-share-an-unusual-connection/article_68e0897f-c9bf-4678-bcf4-72ff2ed89255.html


Plant the Seeds of Doubt: An 
advertiser called “Epoch Times 
London” was running Meta ads 
raising doubts about climate 
change…

Source: https://globalwitness.org/en/campaigns/digital-threats/far-right-newspaper
-promotes-climate-disinformation-on-meta/ 

“As climate experts warn of 
looming catastrophe, faulty 

past forecasts hurt their 
message.”

“When climate predictions 
miss the mark”

“Unraveling climate myths”

https://globalwitness.org/en/campaigns/digital-threats/far-right-newspaper-promotes-climate-disinformation-on-meta/
https://globalwitness.org/en/campaigns/digital-threats/far-right-newspaper-promotes-climate-disinformation-on-meta/


Plant the Seeds of Doubt: An 
advertiser called “Epoch Times 
London” was running Meta ads raising 
doubts about climate change…

“UN says melting arctic ice is 
a key indicator of climate 

change—but it’s not melting”

“The data that challenges 
climate change”

“What scientist say about 
CO2 and climate predictions
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What is ?

A Transparency and Accountability Tool
● An open-source app for tracking paid targeted ads 

around politics, elections, and social issues

● It’s designed to make paid online political advertising 
on Meta’s platforms more transparent and resistant 
to domestic  and foreign manipulation.

● Contains data on more than 10 million ads from 
advertisers in 38 countries

● Features a suite of 7 unique analytical modules 
designed to reveal advertisers’ spending and 
targeting strategies in near real time (~ 48hrs)

● Data from an additional 25 countries are on the way 
(ETA Winter 2026)

PoliDashboard.org



Who is     for and how can it be used?

Investigate spending, 
target narratives, flag 
deception, craft 
data-driven stories

MEDIA

Analyze political ad data 
for scholarly research, 
study misinformation, 
targeting, and influence

ACADEMIA

Monitor compliance, 
detect manipulation, 
inform policy changes

REGULATORS

Oversee ad volume/time 
spikes, safeguard 
election integrity

ELECTION 
OFFICIALS

Track cross-border 
influence, compare 
narratives across regions

DIPLOMATS

Benchmark rivals, refine 
targeting, assess 
messaging effectiveness

POLITICAL
PARTIES

Spotlight manipulative 
campaigns, advocate for 
transparency

CIVIL 
SOCIETY

Explore ad data, detect 
biased targeting, stay 
informed

CITIZENS



https://www.facebook.com/ads/library 

https://www.facebook.com/ads/library


Examples of political ads running in Canada and mentioning 
‘Trump’



API



Ad #2 John Doe 2500

Ad #1
Funded by

John Doe
Impressions

1000

Ad #3
Funded by

John Doe
Impressions

2500

Ad #2
Funded by

Rebecca
Impressions

300000

Ad #4
Funded by

Rebecca
Impressions

250000

How do we organize data in PoliDashboard?

Ad #3
Funded by

Rebecca
Impressions

300000

3,500 = Total impressions of John Doe funded ads

Ad #1
Funded by

John Doe
Impressions

1000

550,000 = Total impressions of Rebecca funded ads

We then group and calculate stats for each funder.We receive ads from Facebook’s API one by one.



What is ?
PoliDashboard.org

- 10M+ ads from 38 countries 
- All 27 EU countries are included
- 25 new countries are on the way



Main Landing Module: 
Spending

List of advertisers 
ranked by an advertiser’s 
total ad spend

Click on any advertisers 
to see more stats about 
that advertiser



Main Landing 
Module: 
Demographics

List of advertisers 
sorted by the 
demographics of the 
people who saw an 
advertiser’s ads and 
ranked by total 
impressions

Click on any 
advertisers to see 
more stats about that 
advertiser



Main Landing 
Module: Location

List of advertisers 
sorted by the 
geographic location 
of the people who 
saw an advertiser’s 
ads and ranked 
by total impressions

Click on any 
advertisers to see 
more stats about 
that advertiser



Main Landing 
Module: Ad Search

Choose from two 
different search 
methods:
● Keyword Search

● Semantic Search 
- Finds advertisers 
running semantically 
similar ads

Click on any advertisers 
to see more stats about 
that advertiser



Click on an advertiser for more insights on their campaign



Module 1
A List of Facebook Pages 
Funded by the selected 
Advertiser
Questions that can be answered: 
- What Facebook page(s) are 

they funding?
- How much money are they 

spending on ads via each 
page?



Module 2
Total Number of Active Ads Per 
Day Funded by the Selected 
Advertiser
Questions that can be answered: 
- How many ads are they 

running each day?
- When were they most/least 

active?
- …



Module 3
An Overview And Summary Of 
The Content Of The Ads Funded 
By the Selected Advertiser
Questions that can be answered: 
- What are the most frequently 
used phrases in their ads?
- What themes or topic are most 
common in the advertiser’s ads?
- …



AI Summary

Prompt LLM (Large 
Language Model) to 
summarize ads.

The advertiser emphasizes the importance of individual action 
and collective action in building a better future, with a focus on 

housing, affordability, and economic growth. The core 
message is Build a Canada that works for everyone.

Num Ads: 2
We need to build more housing in Canada, 
and Mark Carney has the plan to do it. 
(Box 2) Mark Carney is ready to do it.

Num Ads: 1Mark Carney is ready to take on Pierre 
Poilievre and build a strong economy.



Module 4
Most Frequently-used Ad Copy 
Questions that can be answered: 
- What ads are they running?
- What is being said in their ads?
- …



Module 5
Geographic Location of the 
Audience 
Questions that can be answered: 
- Where geographically are their 

ads being shown?
- Is the advertiser targeting a 

broad national audience or  
narrow regional/local market?

-  …



Module 6
Demographics of the Audience 
Questions that can be answered: 
- What age groups and genders is 
the advertiser targeting most?
- Is the messaging skewed towards 
younger (18-24), middle age 
(35-54) or older (55+)?
- …



Module 6 (cont.)
Clicking on any of the dots in 
the box plot will reveal detail 
demographic stats for the 
selected ad.





As of October, 6, 2025
Meta no longer allow political, 
electoral and social issue ads 
on their platforms in the EU. 

- Meta claims that the EU’s 
Transparency and Targeting of 
Political Advertising (TTPA) 
regulation make these types of ads 
unworkable and creates legal 
uncertainties for the company



Two ways to collaborate with us!

Contribute to the open-source project
https://github.com/smlabto/polidashboard/tree/v2

Collaborate on a research project
Contact us info@socialmedialab.ca
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