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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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aAEYMETTiK )KEAiAepAiH, CasiCu KaMlnaHHUsIAapfa bIKIMaAAbl

Bykapaabik aknapaT KypasAapbl dpKallaH OMAIK MeH XaAbIKTbIH apacblHAAFbl GAMAAHBICTbIH, He-
risri Kypaabl GOAbIN caHaAaTbiH. AAaraa MHTepeTTiH namaa GOAyblHA AeriH MyHAail GarAaHbic 6ip
>KaKThl GOAATbIH, 8pi OHbIH 6ACTbI MaKCaTbl — aKMapaTTaHABIPY GOAbIN TabblAaTbiH. MHTEpHET oaHe
aTan anTKaHAQ, SAEYMETTIK XeAiAep, >kaHa MeAMaHbIH Heri3ri naatopmachl peTiHAE XaAblK, neH 6u-
AIK apacblHAAFbl KOMMYHMKALMSHBI €Ki XKakKTbl KbIAyFa MYMKIHAIK »Kacaabl. OcblAanilla Kasip KOAAAHY-
wblAap MIHTEpHET KeHicTiriHae 6eAriai 6ip cascn MaceAeAepAi TaAKbIAAM KaHa eMec, COHAAM-aK, casicu
KaMMaHUIAAPAbIH HOTUXKEAepiHe 63 bIKMAAAAPbIH KEATIpe aAaAbl. OAEYMETTIK >KeAiAep nanAasaHy-
LIbIAQPbI CallAQyAQPFaA KAAAM bIKMAA €Te aAATbIHAAPbIH JKaHE OUMAIK OKIAAEPI BACYMETTIK XKeAirepAi 63~
AEPiHiH Casic MakcaTTapbiH OPbIHAQY YLUIH KAaAal ManAaAQHATbIHbIH aHbIKTay — OYA MakaAaHbIH 6acTbl
MakcaTbl. MakaAaHbIH, FbIAbIMW MaHbI3ABIAbIFbI OHbIH, DAEYMETTIK >KeAiAep MeH KaHa MeAMa >KarblH-
AQFbl TYCIHIKTEPAI TOAbIKTaYbIHAQ.

KyprisiareH 3epTreyaiH HOTUXECIHAE BAEYMETTIK XKEAIAep — XaAbIK MeH BUAIK KOMMYHMKALMSCbI-
HbIH MbIKTbI KYPaAbl EKEHAIT|, OHbIH KEMeriMeH GUAIK OKIAAEPI MaKCaTTbl ayAMTOPUSIMEH GalAQHbICTbI
AE3AE OPHATbIM, YTiT HE KAPCbl KOO XKYMbICTApPbIH XYPri3e aAaTbiHAAPbI 6eAriai 60AAbL. O3 Ke3ekTepiH-
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A€, DAEYMETTIK XXeAiAep nanaasaHyLblAapbl KOMMEHTapUI, 6A0rTap MeH xabapAama >Kibepy, OHAAMH
KOFaMAACTbIKTapAbl KYPY apKbiAbl OMAIK ©KiAAepiHe >kayan 6epin, yriT He KapCbl KO >KYMbICTapbIH
JKYPri3e anaabl. ByA TY>KbIpbIMAQP BAEYMETTIK >KeAiAepAl Casicu KaMrnaHUsAapFa bIKMaA €Ty KYpaAbl pe-
TIHAE MaAAAQHYABIH, LLIETEAAIK TEXipubeAepi HerisiHAe >KacaAFaHAbIKTaH, OYA )KYMbIC XaAblKapaAbIK,
>KYPHAAMCTMKA CaAacChl YLiH aca MaHbI3AbI.

MakaAaHbiH TeXXipnbeAik MaHbI3bl: 9AEYMETTIK XKEAIAep MeH >kaHa meama By Makaaapa apbip
aAaM e3iH caiikec BiAIMCi3-aK >XYpHAAMCT GOAbIN Ce3iHin, casicM TakblpbinTapAbl 6asHAAM aAaTbiH
naatopma peTiHAE KapacTbIpbiAaAbl. SIFHM cascaT TakbipblObIHA KbI3bIFYLLbIAbIK, TaHbITaTbIH 9pPOIp
aaam GeAriAi 6ip casic KaMNaHUSIAAPAbIH, HOTMXKEAEPIHE bIKMAA eTil AEMOKPATHS MeH Co3 GOCTaHAbI-
FbIHbIH, MHAEKCIH KeTepe aAaAbl.

TyiiH ce3aep: 9AeyMETTIK XKeAiAep, XKaHa Meara, MIHTepHeT, casicu KamnaHusiAap, caiaay, cascar,
KOMMYHMKaLMSI.
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BAansiHue COUMUAAbHbIX ceTel Ha NOAUTUYECKHME KaMIMaHUKU

Bo Bce BpemeHa CpeACTBa MacCoBOM MH(OPMAaLMM CUMTAAMCb OCHOBHbIM CMOCOGOM KOMMY-
HMKaLMKU BAAQCTU C HaceaeHnem. OAHAKO paHblle, AO NOSIBA€HUSI MIHTepHeTa, KOMMYHMKAaLMS 3Ta OblAa
OAHOCTOPOHHE, HalleAEHHOM Ha MH(OPMMpPOBaHMe. MIHTEPHET, U B YaCTHOCTU COLMaAbHbIE CETH, Kak
OCHOBHas nNAaTopmMa HOBbIX MeAMA, CO3AAAM BO3MOXKHOCTb AASt ABYCTOPOHHErO 00LLEeHUS NpeACTaBM-
TEAEN BAACTM C HaceAeHuem. TakMm 06pasoMm, Tenepb, MOAb30BATEAM MOTYT HE TOAbKO OTKPbITO 06~
CY>KAQTb T€ MAM UHbIE MOAUTUYECKME BOMPOCHI Ha NMpocTopax MHTepHeTa, HO U BAMSTb HA MCXOA Mo-
AUTUYECKMX KaMMaHWA.

OCHOBHas$ LleAb CTaTbU — OMPEAEAUTb, KaK MOAb30BATEAM COLIMAAbHbIX CETEN MOTYT BAUSITb Ha UC-
XOA BbIGOPOB, a TaK>Ke, KaK MOAMTUKM UCMOAB3YIOT COLUMAAbHBIE CETU AAS AOCTMXKEHMS COBCTBEHHbIX
MOAUTUYECKUX LIEAEN.

HayuHas 3HAUMMOCTb CTaTbM 3aKAIOYAETCS B TOM, UTO TMOAYYEHHbIE BbIBOAbl AOMOAHSIOT
NpeACTaBAEHMS O COLMAAbHbIX CETSIX M HOBbIX MEAMA.

B pesyAbraTte nMpoBEAEHHOrO MCCAEAOBAHUSI CTAAO SICHO, YTO COLIMAAbHblE CETU — 3TO MOLLHbIN
MHCTPYMEHT CBSI31 HAaCEAEHMS C MPABUTEAbCTBOM, C NMOMOLLbIO KOTOPOIO NMPeACTaBUTEAN BAACTU MOTYT
MIFHOBEHHO HaAQXKMBaTb KOHTAKT C LIEAEBONM ayAMTOPMEN, arMTUPOBATb M MPOTMBOMOCTABASTL. [loc-
PEACTBOM KOMMEHTapueB, 6AOroB, COOOLLEHUI, CO3AQHUSI OHAQMH-COOOLECTB M T.A. NMOAb30BATEAM
COLMAAbHbIX CETEN, B CBOIO OYEPEAb, MOTYT OTBEYUATb HA AEMCTBUSI MOAUTUKOB, arMTMPOBATb U NMPOTU-
BOMOCTaBASITb TOUKM 3peHus. M Tak Kak 3Tu BbIBOAbI ObIAM CAEAAHbI HA OCHOBE M3Yy4deHuWs 3apyOeXKHOro
OrbITa UCMOAb30BaHMS COLMAABHBIX CETEl B KQUeCTBE MHCTPYMEHTA BAMSIHUS HA MCXOA NMOAUTUYECKMX
KamrnaHui, AaHHas paboTa NpPeACTaBASET 0COOYIO LEHHOCTb AAS MEXKAYHAPOAHOM XKYPHAAUCTUKM.

[NpakTnueckas 3HaUMMOCTb PabOoThbl 3aKAIOYAETCS B TOM, UTO COLMAAbHble CETU M HOBblE MeAMa
paccmaTpmBatoTCsl B Hel B KauyecTBe NMAAT(OPM, Ha KOTOPbIX KaXKAbll MOAb30BAaTEAb MOXKET CTaTb
>KYPHAAUCTOM, M OCBELLLATb MOAUTUYECKME TEMbI, HE UMESi COOTBETCTBYIOLLEr0 0OPa30BaHMs. A 3HAUUT,
AOOOW, KOMY 3TO MHTEPECHO, MOXKET MOBAMSITb Ha MCXOA TEX MAM UHbIX MOAMTUYECKMX KaMMaHWI, TeM
CaMbIM MOBbILAS MHAEKC AEMOKPaTUM U CBOGOAbI CAOBA.

KAtoueBble CAOBa: COLMaAbHbIE CETU, HOBble MeAMa, MHTEpPHET, MOAMTMYECKME KaMMaHnM, BblGO-
pbl, MOAUTMKA, KOMMYHUKaLMSL.

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.
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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)
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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 bereaffirmed by anumber ofresearch
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.

146 Xabapust. XKypHanucruka cepusicel. Ne4 (50). 2018



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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