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social media’s impact on political campaiGns

Media has always been considered as the main instrument of communication between government 
and population. However this communication used to be unilateral and aimed to inform people before 
the Internet. The Internet and social media in particular created opportunities for bilateral communica-
tion of government and population. Thus, users can not only openly discuss one or other political topic 
but also influence on outcomes of political campaigns. 

The main goal of the article is to define how internet users can influence on outcomes of elections 
through social media and how politicians use social media to pursue their own political goals. 

Scientific significance of this article is in the compliment it makes to existing concepts of social net-
works and new media.

As a result of conducted study it has become clear that social media is a strong instrument of 
communication of government and population using which authorities can communicate with target 
groups immediately and agitate or antagonize. Using comments, blogs, messages and creation of 
online-communities social media users can respond to actions of politicians, agitate or antagonize. 
And since these conclusions were made on the basis of study of foreign experience of using social 
media as a tool of influence on the outcomes of political campaigns, this work is very important from 
the viewpoint of international journalism. Practical relevance: Social networks and new media are 
considered as platforms using which anyone can feel themselves journalist and highlight political 
themes without even having appropriate education. That means that any concerned citizen can influ-
ence on the outcome of one or other political campaign, and doing so increase index of democracy 
and freedom of speech. 

key words: social media, new media, the internet, political campaigns, elections, politics, com-
munication.
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Әлеу мет тік же лі лер дің сaяси кaмпa ниялaрғa ықпaлы 

Бұқaрaлық aқпaрaт құрaлдaры әрқaшaн би лік пен хaлық тың aрaсындaғы бaйлaныс тың не-
гіз гі құрaлы бо лып сaнaлaтын. Алaйдa Ин те рет тің пaйдa болуынa де йін  мұндaй бaйлaныс бір 
жaқты болaтын, әрі оның бaсты мaқсaты – aқпaрaттaнды ру бо лып тaбылaтын. Ин тер нет жә не 
aтaп aйт қaндa, әлеу мет тік же лі лер, жaңa ме диaның не гіз гі плaтформaсы ре тін де хaлық пен би-
лік aрaсындaғы ком му никaцияны екі жaқты қы луғa мүм кін дік жaсaды. Осылaйшa қaзір қолдaну-
шылaр Ин тер нет ке ңіс ті гін де бел гі лі бір сaяси мә се ле лер ді тaлқылaп қaнa емес, сондaй-aқ сaяси 
кaмпa ниялaрдың нә ти же ле рі не өз ықпaлдaрын кел ті ре aлaды. Әлеу мет тік же лі лер пaйдaлaну-
шылaры сaйлaулaрғa қaлaй ықпaл ете aлaтындaрын жә не би лік өкіл де рі әлеу мет тік же лі лер ді өз-
де рі нің сaяси мaқсaттaрын орындaу үшін қaлaй пaйдaлaнaты нын aнықтaу – бұл мaқaлaның бaсты 
мaқсaты. Мaқaлaның ғы лы ми мaңыз ды лы ғы оның әлеу мет тік же лі лер мен жaңa ме диa жа йын-
дaғы тү сі нік тер ді то лықтa уын дa.

Жүр гі зіл ген зерт теу дің нә ти же сін де әлеу мет тік же лі лер – хaлық пен би лік ком му никaциясы-
ның мық ты құрaлы екен ді гі, оның кө ме гі мен би лік өкіл де рі мaқсaтты aуди то риямен бaйлaныс ты 
лез де орнaтып, үгіт не қaрсы қою жұ мыстaрын жүр гі зе aлaтындaры бел гі лі бол ды. Өз ке зек те рін-
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де, әлеу мет тік же лі лер пaйдaлaну шылaры ком ментaрий, блогтaр мен хaбaрлaмa жі бе ру, онлaйн 
қоғaмдaстықтaрды құ ру aрқы лы би лік өкіл де рі не жaуaп бе ріп, үгіт не қaрсы қою жұ мыстaрын 
жүр гі зе aлaды. Бұл тұ жы рымдaр әлеу мет тік же лі лер ді сaяси кaмпa ниялaрғa ықпaл ету құрaлы ре-
тін де пaйдaлaну дың ше тел дік тә жі ри бе ле рі не гі зін де жaсaлғaндықтaн, бұл жұ мыс хaлықaрaлық 
журнaлис тикa сaлaсы үшін aсa мaңыз ды. 

Мaқaлaның тә жі ри бе лік мaңы зы: әлеу мет тік же лі лер мен жaңa ме диa бұл мaқaлaдa әр бір 
aдaм өзін сәй кес бі лім сіз-aқ журнaлист бо лып се зі ніп, сaяси тaқы рыптaрды бaяндaй aлaтын 
плaтформa ре тін де қaрaсты рылaды. Яғ ни сaясaт тaқы ры бынa қы зы ғу шы лық тaнытaтын әр бір 
aдaм бел гі лі бір сaяси кaмпa ниялaрдың нә ти же ле рі не ықпaл етіп де мокрaтия мен сөз бостaнды-
ғы ның ин дек сін кө те ре aлaды.

Тү йін  сөз дер: әлеу мет тік же лі лер, жaңa ме диa, Ин тер нет, саяси кaмпa ниялaр, сaйлaу, сaясaт, 
ком му никa ция.
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Влия ние со циaль ных се тей нa по ли ти чес кие кaмпa нии

Во все вре менa средс твa мaссо вой ин формaции считaлись ос нов ным спо со бом ком му-
никaции влaсти с нaсе ле нием. Однaко рaньше, до появ ле ния Ин тер нетa, ком му никaция этa былa 
од нос то рон ней, нaце лен ной нa ин фор ми ровa ние. Ин тер нет, и в чaст нос ти со циaльные се ти, кaк 
ос новнaя плaтформa но вых ме диa, создaли воз мож нос ть для двус то рон не го об ще ния предстaви-
те лей влaсти с нaсе ле нием. Тaким обрaзом, те перь, поль зовaте ли мо гут не толь ко отк ры то об-
суждaть те или иные по ли ти чес кие воп ро сы нa прос торaх Ин тер нетa, но и влиять нa ис ход по-
ли ти чес ких кaмпa ний. 

Ос новнaя цель стaтьи – оп ре де лить, кaк поль зовaте ли со циaль ных се тей мо гут влиять нa ис-
ход вы бо ров, a тaкже, кaк по ли ти ки ис поль зуют со циaльные се ти для дос ти же ния собст вен ных 
по ли ти чес ких це лей. 

Нaучнaя знaчи мос ть стaтьи зaключaет ся в том, что по лу чен ные вы во ды до пол няют 
предстaвле ния о со циaль ных се тях и но вых ме диa. 

В ре зуль тaте про ве ден но го исс ле довa ния стaло яс но, что со циaльные се ти – это мощ ный 
инс тру мент свя зи нaсе ле ния с прaви тель ст вом, с по мощью ко то ро го предстaви те ли влaсти мо гут 
мг но вен но нaлaживaть контaкт с це ле вой aуди то рией, aги ти ровaть и про ти во постaвлять. Пос-
редст вом ком ментaриев, бло гов, сооб ще ний, создa ния онлaйн-сооб ще ств и т.д. поль зовaте ли 
со циaль ных се тей, в свою оче редь, мо гут от вечaть нa дей ст вия по ли ти ков, aги ти ровaть и про ти-
во постaвлять точ ки зре ния. И тaк кaк эти вы во ды бы ли сделaны нa ос но ве изу че ния зaру беж но го 
опытa ис поль зовa ния со циaль ных се тей в кaчест ве инс тру ментa влия ния нa ис ход по ли ти чес ких 
кaмпa ний, дaннaя рaботa предстaвляет осо бую цен ность для меж дунaрод ной журнaлис ти ки.

Прaкти ческaя знaчи мос ть рaбо ты зaключaет ся в том, что со циaльные се ти и но вые ме диa 
рaссмaтривaют ся в ней в кaчест ве плaтформ, нa ко то рых кaждый поль зовaтель мо жет стaть 
журнaлис том, и ос вещaть по ли ти чес кие те мы, не имея соот ве тст вующе го обрaзовa ния. А знaчит, 
лю бой, ко му это ин те рес но, мо жет пов лиять нa ис ход тех или иных по ли ти чес ких кaмпa ний, тем 
сaмым по вышaя инд екс де мокрaтии и сво бо ды словa. 

Клю че вые словa: со циaльные се ти, но вые ме диa, Ин тер нет, по ли ти чес кие кaмпa нии, вы бо-
ры, по ли тикa, ком му никa ция.

Introduction

Media has always been considered as the main 
instrument of communication between government 
and population (Howard, 2005). However this 
communication used to be unilateral and aimed to 
inform people before the Internet. The Internet and 
social media in particular created opportunities 
for bilateral communication of government and 
population. Thus, users can not only openly discuss 
one or other political topic but also influence on 
outcomes of political campaigns. 

The object of the study is social media’s impact 
on political campaigns. The subject of the study is 
social media users. 

Conducting the study three main objectives 
were established: 

– to identify the role of the Internet in political 
discourse; 

– to identify the concept of new and social  
media; 

– to assess impact of social media (namely, 
Facebook) on political campaigns through a case 
study (End of Hosni Mubarak regime (Tolbert, 
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Macneal, 2013), B.Obama’s electoral campaign) 
(Bivings Group, 2009). 

To reach the objectives quantitative exploratory 
case study method was used.

In the study it is proposed that using social 
media authorities can communicate with target 
groups immediately and agitate or antagonize. Using 
comments, blogs, messages and creation of online-
communities social media users can respond to 
actions of politicians, agitate or antagonize. It means 
that any concerned citizen, no matter politician or 
ordinary person can influence on the outcome of one 
or other political campaign, and doing so increase 
index of democracy and freedom of speech which 
is of paramount importance now (Cornfield, 2004).

Material and methods
To be able to examine the date connected with 

the topic of the article quantitative exploratory case 
study method was used. The case study method 
enabled the author to explore and investigate the 
relationship between social media use and outcome 
of a political campaign. To reach the objectives of 
this particular study Revolution started by Wael 
Ghonim on Facebook which lead to the end of Hosni 
Mubarak regime and Barak Obama’s electoral 
campaign on Facebook were took as an examples. 

Literature review 
Researchers have studied the relationship 

between voters’ use of social media and their levels 
of political attentiveness, knowledge, attitudes, 
orientations, and engagement(Jamieson, Capella, 
2008). Early studies of the effects of social media 
on voter’s campaign knowledge acquisition are 
mixed, while more recent study shows more 
consistent evidence of information gain (Bimber, 
Davis, 2003; Weaver, Drew 2001; Drew, Weaver 
2006; Wei, Lo 2008). Researchers also have studied 
the impact of using of new election media on the 
development of political attitudes and orientations, 
such as efficacy and trust (Johnson, Mahmoud, 
Sothirajah, 1999; Kenski, Stroud 2006; Wang, 
2007; Zhang, Johnson, Seltzer, Bichard, 2010). 
In some studies a connection between exposure 
to online media and higher levels of electoral 
engagement and turnout are discussed (Johnson, 
Kaye 2003; Tolbert, Macneal 2013; Wang 2007; 
Gueorguiva 2008; Gulati, Williams 2010). Social 
media use does not necessarily enhance the level 
of participation to elections, even though it has 
a positive effect on people engagement, such as 
community volunteerism (Zhang, Johnson, Seltzer, 
Bichard 2010; Baumgartner, Morris 2010).

The role of the internet in political discourse
Rapid development of electronic com-

munications, in particular of the Internet brought new 
communication variables to society. Development 
of virtual sphere contributes to emergence of 
multiplicity of forms and methods of communication 
among participants by presenting better and more 
effective instruments of interaction and influence on 
each other. At the same time, the Internet stimulates 
the intensification of communication processes 
as a result of precipitous penetration of computer 
technologies to all the spheres of life of the society 
(Mutz, Martin, 2001). 

Thus, the global network is becoming the most 
dynamic and rapidly developing technological, 
economic, cultural and political phenomenon of 
modernity shaping new possibilities and realities of 
communication. 

According to Owen, theoretical analysis is 
basically impossible in the framework of the 
Internet-discourse since the Internet is being 
“revolutionized” very quickly, by those provoking 
changes in conceptual apparatus (Owen, 2002). He 
also considers the Internet anti-theoretic as there is 
no science that could describe the Internet-processes 
adequately (Blumler, 1979). Nevertheless, in politics 
the Internet is considered to be a computer network 
in which different communications including 
politicaltake place. Moreover, for politicians the 
internet is the instrument of political communication 
and just a mass media. 

There are many definitions of the Internet 
phenomenon. Broad understanding of the internet as 
a technical mean of communication is one of its most 
popular interpretation. For instance, A.A. Tedeyev 
defines it as “an electronic communication network 
linking all the world computers through telephone 
lines and optic fiber cables”(Blumler, 1979).

The Internet is a very multidimensional 
phenomenon combining different aspects of social 
and technical characters. Therefore it is reasonable 
to consider this phenomenon in the context of its 
complex understanding in which its core purpose is 
to create technically indirect communication process 
in society. Thus, S.Boulianne notes that computer-
indirect communication includes information 
exchange that takes place in global united complex 
network using TCP/IP protocols(Boulianne, 2009). 

In light of the Internet penetration question 
of granting it a status of mass media is broadly 
discussed. Very general, today we can divide two 
main research attitudes towards this issue:

In the first case, the internet is acknowledged 
as a full-fledged mass media on an equal basis 
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with television, press and radio involving in 
the communication process large masses of 
population. According to some researchers it is 
the mass character of this phenomenon that makes 
it possible to acknowledge the Internet as a mass 
media, in particular, V.Voroshilov believes that “the 
transformation of the Internet into mass media is a 
logical outcome of emergence of new information 
carrier available to large masses”(Lepore, 2010). 
However the researcher suggested that the Internet 
should be considered in two theoretical time-
tableOn the one hand, the whole virtual network 
could be considered as a kind of mass media 
with particular structure that is divided according 
to thematic, target and other basis. From the 
other hand, electronic versions of magazines, 
newspapers, information agency resources 
created by professional journalist community are 
considered to be the mass media. 

It can be deduced that the Internet is a 
multidimensional area of mass medium including 
various communicational configurations. 
Moreover, the Internet has distinctive 
characteristics that distinguish it from traditional 
forms of communication and mass media. 
In particular, interactivity,hypertextuality, 
multimedia, batch communication and timing are 
distinguished. 

Regarding interactive parameter of the Internet 
it is worth noting that whilst traditional mass 
media oriented on dissemination of information on 
a wide scale among the public are less interested 
in audience participatory and do not expect a 
steady feedback, virtual information implication 
can be understood as interaction in which users 
are involved in communication process by 
forming feedback and further dissemination of 
information. 

The interactive format of the Internet is in fact 
makes it possible to implement bilateral political 
communication which is vital for development of 
civil society. In the modern world social networks, 
blogs and chats can be viewed as the most interactive 
instruments of internet-communication. 

So, the Internet is considered as a two-way 
communication. This definition is very close with 
the definition of new media term. Thus, according 
to Robert Logan, new media refers to “those 
digital media that are interactive, incorporate 
two-way communication and involve some form 
of computing”. Moreover, new media is “very 
easily processed, stored, transformed, retrieved, 
hyperlinked and, perhaps most radical of all, easily 
searched for and accessed” (Lepore, 2010) 

Social media and new media
Professor and new media theorist Lev Manovich 

describes new media as being native to computers 
or relying on computers for distribution: websites, 
human-computer interface, virtual worlds, virtual 
reality, multimedia, computer games, computer 
animation, digital video, special effects in cinema 
and interactive computer installations(Owen, 2009).

It is noteworthy that political communication 
gained new qualitative characteristics from the 
viewpoint of such parameters as effectiveness 
of communication, the speed of information 
dissemination and promptness of receiving feedback 
or reaction (Jenkins, 2006). Changes in the above 
mentioned vectors of development of political 
communication are connected with the emergence 
of the new media (social media, blogs and video 
services). 

Social media is one of the key resources of new 
media. Popularization of social media in the world is 
evolving rapidly during the last (Owen, 2009). Thus, 
according to statista.com information, the number 
of monthly active Facebook users worldwide as 
of 3rd quarter 2018 is equal to 2.27 billion users, 
and Twitter averaged at 326 million monthly active 
users in this period (Statista.com). So, social media 
serve as one of the key trends of development of 
internet communication tools in general and political 
communication in particular.

Thus, rapid development of new media in the 
last 5-7 years opened new possibilities for improving 
quality and effectiveness of using communication 
technologies in political marketing. Namely, today 
we have such broad possibilities of increasing 
effectiveness of informational influence as targeting 
or direction of informational influence towards 
particular target groups, contextual promotion 
of political parties and programs, creation and 
development of internet communities and personal 
pages of particular leaders and political figures 
(Druckman, Hennessy, Kifer, Parkin, 2010)

It should be noted that social media, proving 
itself to be one of the best tools in professional 
marketing and promotion of goods and services, 
create great possibilities to evaluate effectiveness 
of various informational, advocacy, image and other 
messages which are of paramount importance in 
creation of measured strategy of political campaign 
in the context of political marketing (Bivings Group, 
2009). It is available to analyze it due to the high 
speed of receiving feedback from wide range of users 
of social media, including cross section of various 
target groups. Moreover, the named advantage 
makes it possible to correct development vector of 
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discussions of one or another information through 
efforts of professional blogger and the specialists in 
the field of WOM-marketing (Davis, Owen, 2001). 

However, obvious advantages of new media 
such as rapid feedback from users can also be 
presented as a complex of problems connected 
with the risks of vulnerability of political strategies 
and campaigns for anti-advocacy, incriminating 
information messages, and the absence of total 
control over and prevention of immediate extensive 
development of adverse information field among 
broad mass of users. 

Importance of comments on one or another news 
opportunity can be reaffirmed by a number of research 
projects. For instance, David Schlosberg Head of 
the Department of Political Science at University 
of Arizona South conducting a survey received data 
that “approximately 75% of respondents always read 
commentaries with interest and 34% of respondents 
admitted that they can change their minds after 
reading comments (Boulianne, 2009)

Thus, the Internet and social media in particular 
enable public to feel and become subject of political 
process in practice (Sunstein, 2007). Foreign and 
Kazakh experience of development of internet show 
that new media, in particular social media are the 
most effective instrument of mobilization of citizens 
under one political theme and interests. 

International experience of using social media 
for political purposes.

Repost technologies today enable users to find 
associates, create groups ofmany thousands of 
supporters and turn “online “ or virtual manifestation 
into “offline” or a real event. It is obvious that now 
new media serve as a base for further development of 
civil society in which networks of people consisting 
of large number of participants-ordinary Internet 
users will be the core subject of social and political 
life (Davis, 1999). 

December, 2010 Wael Ghonim, head of 
marketing of Google in the Middle East and North 
Africa, had created a Facebook page, “We Are 
All Khaled Said”, which portrayed and protested 
the death of a 28 year-old man beaten to death by 
Egyptian police. The page showed frightening 
mobile phone photographs of Khaled Said’s tortured 
body. The page attracted interest of Facebook users 
and galvanized protests. International human rights 
organizations, social justice movements and other 
ordinary people around the world started reposting of 
the images. They created online communities where 
they discussed demonstrations. Thus, on January, 
25 massive rally at Tahrir Square took place in 

Cairo. Protests with calls of end of Mubarak regime 
continued up until February, 9 2011. February, 
11, 2011 Hosni Mubarak, after 30 years of brutal 
dictatorship was overthrown (Lepore, 2012). After 
that Wael Ghonim, the symbol of Egypt’s revolution 
told in an interview that he wanted to meet Mark 
Zuckerberg one day and thank him as that revolution 
started online; it started on Facebook (Tolbert, 
Macneal, 2013).

In fact, effectiveness of direct solicitation of 
followers in social media and blogs as a part of 
election campaigns in developed western countries 
has already been proved. Forinstance, according 
to the results of Barak Obama’s first electoral 
campaign a significant proportion of votes were 
vested to internet users. Obama’s team could gather 
13 million of email addresses and more than 3 
million Facebook Followers on the candidate’s 
personal account. The internet communication 
brought about an encouraging mobilization for his 
electoral campaign (somewhere around 500 million 
US dollar) (LaRose, Eastin, 2014)

Furthermore, social media and blogs are being 
used as an instrument of involving and mobilization 
of users implicitly assigning role of adherents 
and active participants of political campaigns, in 
fact forming a strong networking instrument of 
communication in the Internet (Baum, 2005).

Results and discussion
Using social media authorities can communicate 

with target groups immediately and agitate or 
antagonize. Using comments, blogs, messages and 
creation of online-communities social media users 
can respond to actions of politicians, agitate or 
antagonize. It means that any concerned citizen, no 
matter politician or ordinary person can influence on 
the outcome of one or other political campaign, and 
doing so increase index of democracy and freedom of 
speech which is of paramount importance now. This 
could be proved by the example of overthrowing of 
Hosni Mubarak after Facebook revolution started by 
Wael Ghonim in 2010 (Lepore, 2012).

It is worth concluding by highlighting weaknesses 
in the study, and thus pointing the way for

future research. Only one socialmedia platform 
was addressed in this paper. The extent to which 
the use of Twitter correlates withuse of other types 
of social media (such as Facebook and Snapchat) 
is unknown, hence we are unable to say towhat 
extent it is Twitter itself which makes the difference, 
as compared to other platforms. Futurework that 
studied campaign effort on multiple platforms 
would be highly valuable. 



ISSN 1563-0242                                                            Herald of journalism. №4 (50). 2018 147
eISSN 2617-7978

Gadylkan Zh.

Conclusion

It is obvious that development of the Internet 
platforms in the above mentioned context to a 
great extent brings renewed specificity to processes 
of political communication; in the strict sense 
promoting development of new instruments of 
political marketing, in a broader sense bringing 
complication in political communication challenging 
political systems and stimulating direct democracy 
and freedom of speech establishment. 

Thus, specific features of computer-based 
communication makes it possible to consider 

social media as an effective instrument of political 
communication bringing new opportunities and 
horizons of interaction in political aspects of society’s 
life (Burgess, Green, 2009). In particular it should be 
noted that social media gives opportunity to create 
utmost informative information flow; inform a target 
audience timely; post information unsuitable for 
traditional media. In addition social networks make 
it possible to receive feedback of public immediately 
and broaden the level of political participation of 
citizens. In this sense it can be argued that social media 
are influencing political campaigns to a significant 
extent in the era of the Internet. 
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