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1 INTRODUCTION

Newly available Information and Communication Technologies (ICTs), such as the Internet
and mobile phones, offer opportunities for political parties to develop riefermation
relationshipswith the electorate as well asith their MPs, party members and internal staff
members For examplelCTscan be used foiinformationexchangen multiple (media) forms

with a variety of people and independent of time and locatiortargeted information
provision to specific user grougsarrowcastingpr evenpersonalised information provision

to individuals and interaction with the electoratasynchronous om real time(Anstead &
Chadwick, 2008; Chappelet & Kilchenmann, 2005; Hill, 260@)her possibilities to make

use ofICTsare to predict voting behaviour (e.giainstant polls), or, even more negatively,

to quickly spread rumours, incidents or negative statements, which may lead to an

uncontrollable influence on political image or opinion development (Sunstein, 2001).

These new ICT¥enabled opportunities for political parties to develop or maintain
relationships & increasingly acknowledgebtlowadays many political partiesaround the
world have their ownwebsite for reaching out to potential voters or establishing more
efficient relationships with internal staff members or MPs, for exampareover, as
demonstrated by the use of ICTs in election campaigning in the USA for example, a
upcoming election may further increase the uptake and use oflyewailable electronic
mears by political parties such asvideo-sharing, blogsinstant messagingr SMS(Short

Messaging Service@wen & Davis, 2008; Ward, Owen, Davis, & Taras, 2008)

With the uptake and use of ICTs by political parties, important questions emeggeding

the implications forsystemicrelationships between political parties and socigBgneraly in

academic literaturethe followingthree theoretical assumptions of the impact of ICTs on the

democratic systencan be distinguishee.g.Boogers & Voerman, 260

1. Iy 2 LJO AobifsationfbOemipavermenthesis: the use of ICTs would support
the empowement of political parties and individuals and, with that, enhance
democratic participation;

2. ! LJS & a RairKoiicane thedis: the use of ICTs wid lead to the
reinforcement @ existing power balances arekisting forms and patterns of public
LI NOAOALI GA2Y addiLI2f AGAOA | & dzadzZ f QOT
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3. Amplification thesis: effects of the use of ICTs depend on the context in which ICTs
are used and wilintensify politicatcultural characteristicef the democratic system
(e.g. amplification of the Med Member Proportional electoralsystem in Nw
Zealang.

Theseperspectivegaise mportant empirical researclguestions abouthe uptake and use
of ICTs bypolitical parties in New Zealarauring national electionsand their implications
So far, thereappearsto be a lack of empirical knowledge about thptake and use of ICTs
by New Zealandpolitical parties for election campaignindyloreover, New Zealand only
recently hada national electionin November 2008, immediately after the presidential

elections in the USA.

The overall purpose of thigsearchproject has beento undertake arempirical,exploraory
study into how political parties in New Zealand malse of ICTs in and around the 2008
national electioncampaign and their implications. The following research questibase

beenexplored:

How, in what form, and to what extent diblitical parties in New Zealand make use of ICTs
duringthe 2008 nationaelectior? How canhie use,and nonuse of ICTs be understo@hd

explaine®

What are the implications of theptake and ue of ICTsby New Zealand political partidésr

their external relationshipsith voters?

What recommendations can be made regaglithe use of ICTs yew Zealandoolitical

parties for electiorcampaigning

This reporthas been organiseds follows. In the next section, we reviewailable academic
literature in the field of the uptake anduse of ICTs by political partiefor elecion
campaiging. In Section 3, we describe our research methodoloflye empirical findings
and analysis of these findings greesentd in section 4 And finally, in section 5, we present

conclusionsand recommendations
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2 LUTERATURREVIEW

2.1 QHARACTERISTIEEFINITIONSNDDEVELOPMENTS CAMPAIGNING

Elections, especially at the national levelre a major event for a democrayg, as
governments are born as a result of securgrgpughvotes cast by legitimate voter@he
Hansard Society, 2005; The Natib@@nference on Citizenship, 200E&)ection campaigning

by political partiesand candidategherefore is a critical activityduring anelection period,

and essentially is seen as a form of advocacy, propaganda, or marketing for the purpose of
vote maximiation (Anstead & Chadwick, 2008; Hill, 2009; Stang@65; Ward, Owen, et al.,
2009.

Given thefact that the essence of election campaigning is around delivering campaign
messages to voterghe use of medianot only has become critical to political pées and
candidateshut also inseparable from the election campaigning proc8ase politicians e

well knownfor their strategic use o@vailablemediain their political campaigngor example,
former US Presiderfranklin D Roosevelt was renowned lfidg strategic use ahe radio to
promote his political proposals amongbe Americargeneralpublic in order to promote his
proposals;and former US Presidentohn F Kennedpecamefamous for his use ofthe

television in political campaigrfgvVard, Owenet al., 2008)

Traditionally, media for election campaigning inclutte television, newspaper, radio,
billboards and printed materiakuch as pamphlets and letters (Anstead & Chadwick 2008;
Ward, Owen,et al. 2008) Recently howevera new form of eletion campaigning started to

emerge, which is characterised by, but not limited to, #Huoption anduse of the Internet

and its related applicationBimber, 2001h)This new form of election campaigningpften

referred to asde-Campaigning e.@@ BentdS 3yl wHnnyo® 2 KAf Se-I  Of SI NJ
Campaigning is lacking ¢ some scholars use interchangeable term like ¢ L y &4 SN S i
OF YLI AIyAy3ITé 2N degyTibsoyi & RAxim¥le JR005 Gibspra Ward) &
Lusoli, 2003; Westcott, 2007pthers simply refer to & | Yy S g or &2 biMelection

Ol Y LJ A @Byhbey, 2G01b; Ward, Owen, et al., 20@8an important commonality of

these vayingterms is the role thatCTs play in election campaigning. For the purpose of this
report, taking into account recent IGJevelopments in society and their potential uptake in

election campaigning activities, S R SéFCargp&igniag  dtha adoption and utilisation
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of ICTs, such as the Internet and mobile phones, by political parties or candidates in election
campaigns fothe purpose of vote maximisatiénThis definition not only allows us to draw

on studies of this emerging form of election campaigning also to explore the adoption

and use oiCTs other than the Internet and its related applicatiomsichmight be wsed by

political parties and candidates election campaigning activities nowadays

The earliest documented case efCampaignings the US presidential election in 1992
when Bill Clinton deployedwaebsite containing basic information of his candidg&ibson,

et al., 2003; Owen & Davis, 20@8) ! f (i K 2 dz3mébsite &t ihg' iin® Wa3 Static and
basic, it started to drawboth public and academic attention to the concept ef
CampaigningToday, given the exponential growth rate of the Internet @sdliffusionon a
global scalege-Campaignindhas evolved from a mere equivalent to an information kiosk
cyber spacea vehiclefacilitating campaign activitiess asupplementto, and overcoming
barriers in,traditional ways and form®f election campaiging. Recently the most notable
example ofe-Campaignindnas been provided by US presidential candid&arack Obama
during the 2008 US presidential electia Worldwide, he elected president of the United
States haseen acknowledged foK A & & Y lugeliob tN&F Idiréiet andbther ICTsto
RSt AGSNI I yR NBAYTF2NOS KA durin@boty th# phirdayy and®al &1 3 S &
presidential electiorcampaigs (Hill 2009; Scherer & Owning 2009; Straw & Browne, 2009;
Tumulty, 2007).

)

2.2 SCHOLARLYERSPEGIES ONNCENTIVES FERAMPAIGNING

In generalas stated earlierthe ultimate goal of election campaigns in a democracy is vote
maximisation. Within this broad goalcholars point avaryingperspectiven incentives for
e-Campaigningoy political paties and candidate¢e.g. Boas, 2008; Gibson, et al., 2003;
Grant, 2005; Hill, 2009; Ward, Lusoli, & Gibson, 208&pssacademicstudies the following
common perspectivescan be distinguishednteractivity, permanency pluralism and cost

effectivenessEach of these perspectives will be further explained below.

2.2.1 INTERACTIVITY

Political @rtiesQF y R OF YRARF 1SaQ Ay (dSNI Ol A Ddieledidni K @2 G SN
campaigns, as iswidelybelieved that voters, especially the undecided ones, are rikety

to cast their votes to the party or candidate whom they fekdsely connected witl{Boas,

THEUSE ONEWMEDIA BYOLITICAPARTIES IN TREOOSNATIONAIE.ECTION Pagel0Oof 122



2008; Gibson, et al., 2003; Hill, 2009; Stanyer, 200bjsattempt to develop connections
with voters explainswhy political parties organisevarious everg in different locations
duringan electionperiod. Howeverdue to various constrainisuch as time, resources and
geographicalocation,it is impossible fopolitical parties and candidates to interact with all
prospective voters (Anstead & ChadwicR08; Hill, 2009).

Given a high level of Internet diffusion in most democracies and the ability to facilitate
interaction between connected individuals, adopting the Interfat election campaigimg
purposesalsocreatesan opportunityfor political paries and candidates to capture a wider
group of voters and establisbnline communicationwith voters overcoming barriers in
physical interaction. Generally speaking, there are two formsoofine interaction:
synchronous and asynchronous interactions (Qiedgt & Kilchenmann 2005). Synchronous
interaction allows parties and candidatde interact in real timewith voters Instant
messaging or online conferencing, either audio or video, are typical examples of
synchronous interactions enabled byternet-related applications. Asynchronous interaction,
on the other hand, allows delayed interaction between both sides, which means either party
can choose to interacin accorchnce withtheir own time schedule. Emails, blogs, online
bulletin boards and forums on @mpaigrwebsitefor discussion or feedback ard typical
examples of asynchronous interaction. It is worth noting that in the current contété
Internet technology and related applications not only facilitate interactive communication
between parties/candidates and voters, but alsmongvoters.Chen, Gibson, and Geiselhart
(2006)observedanother formof interactivity between parties and voteis e-Campaigning
activiesY &2 YS LJ2 f vielisitedrobide bdflineApplBaiidds, such as debtavecut

calculators, to allow voters to interact witfroposedpolicy in those domains.

Based on their post 2004 election study in theAJ8ark and Perry (2008) find that in
general,e-Campaigningtrongdy correlates withincreasel interactivity betweea parties and
voters, or amongst voters. Thigesearch finding points towardsncreasa political
engagement in society, which fisrther demonstratedby research findingsuggesting that
voters who interact withelectioncampaign websitege.g.retrieving campaign information,
signing up for campaign emails, participating in activities on campaign webaresnore

likely to vote than others.
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facilitate interactve communication, manpolitical parties and candidates are still cautious
in decidingon the level of interactivityto be allowed on their campaigwebsites. This has to
do with their fears of Wpening the gat&or attacks from their opponent$Coleman2001;
Ward, et al., 2006)As a result, the Internet has not been fully exploiyed when it comes

to increasing interactivity in election campaigns.

2.2.2 PERMANENCY

Permanency is anber incentive identifiedfor adoptinge-CampaigningAccording to Ward
et al. (2006), compared withinformation provision viatraditional media such asthe
newspaper, televisiomr radio, the internet and related applicationallow political parties
and candidates to establisi H n gemm@rkent campaign presence. Furthermotiee speed
of usingIC™ allows political parties and candidates to promptly respond to eventstand

deal withattacks from opponents almost instantaneously (Hill 2009; Ward et al., 2006).

2.2.3 PLURALISM

In severalcountriesaround the worldsuch as theJSA UKand Australia, national elections
are usually the competition between twargepolitical parties This situation islso referred
G2 | a -K2N&EBG NI OS¢ I e twd l@rbedmirtles havg fa &ealisti& chance of
winning the elections and becong the next governmenftAnstead & Chadwick, 20D&\s a
result, coverage via traditionamedia mainly focuses othe two large parties Although
there aresmall partiesin these countriestheir exposure irtraditional media is much less
compared totheir larger counterparts and is usually at the mercy waditional media
presenters(Hill, 2009; Ward, Owen, et al., 20P8As a result, the gap in public exposure

betweenlargeparties andsmallparties is continuously widening.

As Ward, Owen, et al.{2008 emphasise,each political party, irrespective of its size,
representsa voice and opinions from a setal segment From a democracy point of vieiv
isimportant therefore to foster political pluralism ana tprovidesmallpartieswith an equal
opportunity to have theirperspectivesheard by thegeneralpublic. Tosmall parties, the
Internet not only serves as a costetfive platform for campaigning, bumore importantlya
platform whichis independent frontraditional mediabiases andvhere they can dvocate

their policies and viewpoints to the general pubResearcltonducted in the UK shathat,
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small parties usually exhibit a more positive and open attitude towaedSampaigning

compared totheir larger counterpartssmall parties believe thate-Campaignindas given

GKSY | FFEANBN OKFyOS G2 o(BillekendSacksén, 2007 RVarm,K S I NR £
Owen, et al., 2008)

2.2.4 COSTEFECTIVENESS

Nationally and internationally, ost election campaigns facbstantialfinancial pressure
to cower various costs incurred durirtfpe elections The majority of these costsisuallyare
related to advertising androadcastingcampaign messagethrough varioustraditional
mediato increase public exposure of thgarty andits candidates (Grant, 2005; 3unitt,
2009; USA Today, 20043enerally, ihe costsof campaigningend to increase witheach
election (Grant 2005). For example, the campaign costs o208 UK GeneralHection
involved £26.7 Million GBP(Grant, 2005)the campaign costs of th2004 USPresidential
Hection were at leastUS$4 billion (USA Today, 2004) ait@ costs of the recenR008US
Presidentialelectionsat leastUS$5.3 billion (Schmitt 2009 hese costpressures aremore
severe forsmallparties or, in the USA, fothe presidential candidatesas theyare expected
to bear most of their campaigncosts of their campaigns (Grant, 2005; Maisel & Buckley,
2004).

Sources offinancialpressure can beinternal or external, creating incentives for parties and

candidates to curb the gmdingduring election campaigns. Internallgselection campaign

budgetsare constrainedpolitical partiesmust find alternative cost effectivecampaigning

means to avoid financial overhead8xternally, the eveincreasing spending on election

campaigis attracts criticism for being excessive from the public because in most
RSY2ONI OASa StSOGA2y OFYLIAIYyE FNB LI NGAIFfte F

As a result,political partiestry to make use ofvolunteers & well asmore cost effective
meda, such as the Internetto broadcast their campaign advertisements apdlitical
messages (Chen, et al., 2006; Hill, 20B@)itical parties acknowledghé Internet as a cost
effective medium fothe followingfour reasons (Gibson, 2004; Hill, 2009;rd/@Dwen et al.,
2008):firstly, the Internet has a high penetration rate globally, especially in the developed
world and amongst youth; secohd the costs of Internet access arelativelylow in most
developed countries thirdly, the Internet and its elated applications allow campaign

materials to be represented in various formatsuch adext, picture, audio, videopr a
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combination oftheseformats; andfinally, the cost of producing materials online is relatively
low and the cost of duplicating matials online is nearly zero. Joe Trippi, a @ction
campaign strategist for presidential candidates in both the 2004 and 2®%residential
Elections, argues that Internet advertising is not only cheaper but also more effective than
advertising throgh other media(Hill, 2009). While it is difficult to provide cleemt figures

on exactly how much cost savings can be achieved from Internet advertising, Trippi
substantiates his claim by using an example of political advertidinong the 2008 US
presdential electionswhen a total of 1800 videos were published &ouTubed € h o | YI Qa
official campaign teams. €ke videos were watched 110 million timiesolving14.5 million
hours2 ¥ Wo NR I R OTo purchasathe (eduivaefours onUSbroadcast V would

have cost the Obama team approximatéhs$47 million compared to very modest costs

involved with Internet advertising

It is worth noting thatalthough e-Campaigningmight be a costffective means, its
associated hidden costs should not bedggd. According to WardOwen,et al. (2008), the
ongoing costs ofnvebsite maintenance by dedicated staff and/or upgrading to a more

professional, sophisticategtebsitecan bequite substantial, especially on a longer term

2.3 MAJORACTVITIES I=CAMPAIGNNG

In general, thefollowing e-Campaigningactivities by political parties and candidatase
distinguished (e.gAnstead & Chadwick, 2008; Bimber, 2001a; Gibson & McAllister, 2008;
Kluver, 2008; Owen, 2006; Ward, Gibson, & Lusoli, 20@ymation provsion; blogging;
support mobilisation; customised campaign to voters; fund raising; and targeted campaigns
to opponents.These activities are not mutually exclusiv&e will further describe each of

these activities below.

2.3.1 INFORMATIORROVISION

Although e-Campaigningioday has departed from being a mere equivalent to a cyber
information kiosk, using the Internet as a platform to provide-taglate, consistent
campaign information still remains a fundamental activitgi@ampaigningcross the globe

(Gib®n, 2004; Gibson, et al., 2003)
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Various studies in which theontent of political partie€wwebsites has been analysed point
out that information provision ine-Campaigningctivitieshas become more comprehensive
Typically, the web conteribvolves thehistory, key values and principled a political party

a series of party policy proposals @ey priorities; biographies and photos oparty
candidates; contact informatignsuch as ghysicalmail and an email addressa list of
campaign eventsan arclive of press releasesnd campaign newdinks to other relevant
websites (e.g. individuakandidate$, election and voting information; downloadable
campaign materialsuch as computer wallpapeasid pamphlets; key speeches in text, audio
or video formats and information for donations or volunteeringctivities (Anstead &

Chadwick, 2008; Boas, 2008; Gibson & McAllister, 2008; Ward, Gibson, et al., 2008)

Based on quantitative research findingsmber (2001a) argudbat information provision is
a critial activity in e-Campaigningwvith a positive impact on democracgn increaseof
information provision efforts by political parties usually leads to enhangealitical
awareness angublic exposure. This mathen lead to further opportunities for political
engagementand better informed citizens.Moreover, several studies demonstrate that
voters who use the Internet fogathering political information are more likely to vote
compared toothers who do notThe Pew Research Center, 2008a; Ward, Owen, &048)
Boas (2008)articularly stresses the fadhat information provision is a very common
activity in e-CampaigningOften,the web contentused ine-Campaigningctivities alsacan
be found in offline campaign materiahs a resulthardly any innovéon or creativityin

information provision needs tbe expected in this activitfBoas 2008)

2.3.2 BLOGGING

Blogging is another widelybservedactivity ine-CampaigningKluver, 2008; Owen & Davis,
2008; Small, Taras, & Danchuk, 2008; Ward, Gibson, 208B) A blogcan be described as
an online journal entrymost blogging applications enable an asynchroniateraction (e.g.
posting comments or feedbacketweenthe author, in this case the politicgdarty, and the
readers the general publicUsually,the objective for a political party to use ldog is to
disseminate ideawith an ultimate aim to reinforce opinions in society or to mobilise people
(Boas, 2008; Owen & Davis, 2008; Ward, Gibson, et al., .2888 resultmost political

blogs are issu#ocusedand rathershort.
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Two types of blogging are reported in the literature. The first and the mostcommon
type of blogs in election campaignis | texttonlyQblog €.g. Boas, 2008; Chappelet &
Kilchenmann, 2005; Owen & Davis, 2008%e8ondtype of blogging uses photos or videos
instead oftext (Anstead & Chadwick, 2008; Boas, 2008). It is worth noting tiesd¢tond
type of blogging istrongly dependent on theavailability ofinternet bandwidth.In some
cases, (registered visitors of the LI2 f A G A OF £  LJ NI &t post oomehehts | NS | f f
however,the majority of blogsrivolvesone-way communicationmainly due to the fear of
attracting attacks from opponents or their supportefdnstead & Chadwick, 20D8It is
worth noting that in somedemocracies blogging has not gained much interdgpaditical
parties in election campaignin@nstead & Chadwick, 2008; Boas, 2008)reover, £veral
studies find that people enjoy reading political blpgspecially during elections; however,
these pe@le show a strongemreference for blogs written by political activists or
commentators instead of political partie¢Chen et al., 2006; The Pew Research Center,
2008a).

2.3.3 SUPPORMOBILISATION

To a political party, achieving a victory in an election igddy dependent orconsistent
support ofvoters (Anstead & Chadwick, 2008; Owen & Davis, 2008; Scherer & Owning, 2009;
Stanyer, 2005; Tumulty, 2007However, in the current environment,obciting and
AYONBI aAy3a dueng Sstecion Zatmnpaigadlbecome somewhat challenging
as the traditional proactive role of supporters has changed into a passivédulen & Davis,
2008) This passive role especially emerged with the introduction oftefevisionasa major
instrument for political campaiging Moreover,the time votersspend onsupporting a
political party has declied. Anotherchallenging issue faced kpolitical parties in election
campaigning is reachimgut to and getting support from young voters below the age of 30
(The Pew Resear@enter, 2008b)AsWard, Owen, et al2008)point out, young voters are
the least likely to vote on Election Dayhey are alsthe least interested in conventional

politics.

Internet technology and its related applications allow political parties teviate these
LINBaaAy3 OKIftftSyaSa Addringekedtioncanmpaignsibgacilidtidgi SNE Q & dz
support mobilisation.For instance, active involvement and participation of voters in the

election campaigts highly sought after by political paesasthese participants carfurther

expandexisting support networksof political partiesby inviting their family members or
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friends tobecome an active supportand, ultimately, to cast their votedor the political
party concernedn Election DayOwen & Davis, 2008)nternet technologys perceived aa
useful tool to facilitate voters supportor example, Internet technologgilows voters to
demonstratetheir supportto the partyin various forms includg joining a mailing lisbr
online registenmg in order to receive campaign newslettermaking online donations
registering for becoming avolunteer, participating in online campaign eventsonline
collaborating with other supportersparticipating in online political discussions and

forwardingonline availableeampaign information to family members and friends.

Furthemore, research demonstrates that Internenabled political engagementis
attractive to young votersalso compared to their political engagement in the offline world
(The Pew Remrch Center, 2008b; Ward, Owen, et al., 2068y example, research findings
showthat 40% of young votersntil the age of 30 look for campaign newsn the Internet,
compared to 16% of voters agbetween 30and49years and 7% in the age of 50 or alaov
(The Pew Research Center 2008b)

2.3.4 QUSTOMISEBAMPAIGNSTOVOTERS

Researchfindings suggestthat election campaigningssentiallyis a form of advocacy,

marketing or propagandand that effective campaigningherefore is about knowing who

the audienceis and delivering messages that are tailored to the needs and wantsi®f th

audiencec in this case the voterAnstead & Chadwick, 2008; Hill, 2009; Stanyer, 2005)

However, he challengefor political partiesis that voters have their own needs, and any

given issueadvocated by a politicglarty has varied significance to them. The limitation of
usingtraditional media inelection campaigning, such # televisionorNI RA 23X A& GKS daz
sizefits-k £ £ ¢ I thitIN,BolitiCakparties camot tailor their campaigns tehe needs and

desires of individuavoters However, thelnternet offers the possibilityof customizationin

electioncampaigningsuch as targeting at young voters

2.3.5 FUNDRAISING

In general, election capaigns consume a considerable amoohfinancial resources. This is
particularly the case in the US, where primary and presidential elections are described as
ay2ySe odaNyAy3a StSOGA2yaeg o!yaadSIR #sa KIFIRgAO]

result, political partiesneedto gatherenoud financialresources in order to finance their
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election campaignRecently, especially during the 2004 and 2008 US Presidential Elections,
the Internetsuccessfullynas demonstratedts value topolitical partiesto be used as a fund

raising tool

2.3.6 TARGEINGCAMPAIGN T@PPONENTS

The Internet not aly canassist political partieghn enhancing their owrpublic exposureit

also has the potential to be used asnm@seansto attack opponents irthe elections. An
interestingexamplecan be found in the USA, in afectionrace for the Virgini&tateSenate

seat (Anstead & Chadwick, 2008). George Allen was a candidate in the race representing the
USRepublicarparty andexpected to retain the seat comfortably. Yet, only a few months
before the election, Allen wasazight in a video clipn whichhe made a racistomment

about an election campaign worker for his Democratic opponent. This video clip was
uploaded toYouTubea social networking and multhedia sharing siteand subsequently
viewed by many peopléncludng news mediaepresentatives The videogeneratedmuch
criticism andpublic allegations against Allefor being a racist, which finally led to Allen

losing the election

2.4 ExAMPLES cFCAMPAIGNINGN THE2Z008USH_ECTION

Internationally, the 2008 US preidential electionsand especially the election campaigning
of US Presidential candidate Barack Obaara,acknowledgedas a prime example dfow
ICTs can be usddnovativdy in election campaigning activiti€s.g. Anstead & Chadwick,
2008; Baston, 20Q8vieyer, 2009; Stirland, 2008; Straw & Browne, 20@istered around
the e-Campaigningcategories introduced abovehé followingexamples ofinnovative e-
Campaigningctivities could be observed duritige 2008U Spresidentialelectiors (e.g. Hill,
2009 Tumulty, 2007)

Support Mobilisation: a strong feature ofObamd&2 &Campaigningactivitiesis his ability to
use the Internet formobiliang support. At the early stage of his campaigihased on
knowledge thatmost youngAmericanvoters are frequentlyisiting social networking sites
like MySpace, YouTuber Facebook, Obamarranged to have airtual presence across
these social networking sitesargeting his e-Campaigningactivities at issuesof particular

interestto young Americanvoters. Moreover, ®ama made a music viddogether with a
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popular musical band in th&JSA,the Black Eyed PeaShis video containech 0 I Y I Qa
campaign message and was published on YouTldibe 2009)

Obama mobilised support amongoters in other age group®y usingthe networking
capabilitiesof the Internetto build a large virtual community of suppartMembers of this
virtual community wereencouraged to organise campaign events in botiine and offline
environments andto recruit new members to tis community.Furthermore, Obamaused a
combination ofinternet and SM3nessages viaobile phones to remind his supporters to
vote at Election Day, togethawith their friends and family memberg:or instancepn the
day of theelection, voters whohada A 3y SR dzLJ SV Mlerteréceivéd & feast
three text messagesirging them to cast their votlor Obama(Hill, 2009)

Customised Campaignto Voters in his e-Campaigningactivities #argeted at young

Americanvoters, Obamainvited well-known public figures tadhis ©cial networking sites to

SYR2NARS hol Y,lfofuging@lthg RIudF Mbdt concern ® young Americans,

namely the war against Iraq (Hill, 2009; Straw & Browne, 2009y, ISy SNI f X hol YI
OFYLI A3y GSFY YIRS dzaS 27 6XK2 deNJGIK S@l N\NBSSBANY Fies
characteristics ofwebsite visitors, to target online campaign advertisementshem a

LINR A LISOGA @S @23§SNI OA aA (welRite the websit@wouldi2sEahA OA | £ Ol
cookiesavailable2 y (1 KS LIS NE 2 ¢s8 éooki@grovidadnsightd IntolickkS GA A A G 2 NR &
online behaviour, such ashetherthe personhasvisited thewebsite2 ¥ h ol YI Q& 2 LI Y S\
Online artificial intelligence tools were used to analyse pattefny’ (G KS @A aAiiz2NDa
behaviour on the basis of whicha dedsion could be made aboutvhich campaign
advertisemento send to this particular individuafs Hill (2009.11) pusit, this technique

not only allowed Obama todformulate an adertisingcampaign for each individual voter

but alsoto segment his suppters, crafting differentmethods of communicatioffior each

groupé

Fund RaisingObama also used the Internet as a sophisticated fund raising ¢ot&cting
about USD$750 milliorwith the majorityof the fund @mingfrom smallcontributions(Hill,
2000). In sedoingh 6 I Y I Q&  (dany uded hglous creative strategies, such a
organisingan online drawfor those whohad donated at least USD$%ith an opportunity

for donorsto win adinnerfor five peopletogetherwith Obama.

! A cookie i small text file recoritig the web sites and web pagessited by the user of that
computer
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Targeting Campaigns t@®pponents During the election periodjn order to convince

American voters that the credibility of his opponent was questionable because of changing

policy statementson the war against Iraggthe campaign team of USresidentialcandidate

John McCain ufded a new automated online tracking service calédrsionist&o spider

hol YI Qa @ébateanditracl precise word changes, in somasesas frequently as

every hour (Stirland, 2008). As shown in Figure 2.1, the paragraphs highlighted in pink were

GKS ¢g2NRa RSt SiSR gitédrdthosednlgiéen Dére tiielwyrdslinseRed.

These highlighted changeswere used to demonstrateh 0 I Y I Q ding Qdsitioy \&th

regard to the. dza K | RY A Y A & in e wiak igIndcqRRor ekdgnpley @i1d Jig 2008

the following statement could be found dno | YWwe@siteY G+ G INBIF G O02adX 2 dzNJ
helped reduce violence in some areas of Iraq, but even those reductions do not get us below

the unsustainable levels of violence of RAAO0E& (Sirland, 2008para.11) In about three

daystime, this statement was replaced by the followigg2 NRAY G hdzNJ GNR2LJA KI @€
helped reduce civilian casualties in Iraq to early 2006 levels. This is a testament to our
YATAGFNRBQA KIFNR g2 N ¥ tadticsLaNR eddrivus Gacidiigelib@ bk y & dzNH S
troops and military families(Stirland, 2008, para. 12Jhese recorded changésrmed an

important factual basis on which McCain and his supporteied to attack Obame a

credibility.

The page comparison below was performed by Versionista com, an online change monitoring service, Leam more

http://wwv.barackobama.com/ 1ssues/ iraq/
You are viewing a beside comparison
Fetched other comparisons: [hirnl] [text] [ads] [onty) [beside] Fetched
2008 Jul 11 01:06 PT hame - help - fegend. added detsiad 2008 Jul 14 23:27 PT

“I'M ASKING YOU TO BELIEVE, o “I’'M ASKING YOU TO BELIEVE.

'OBAMAOS | IR, OBAMA0O8

ACTION PEOPLE STATES . LEARN ISSUES MEDIA ACTION PEOPLE STATES

® LEARN  ISSUES MEDIA

WAR#IRAQ WAR#IRAQ

PLAN FOR EIDNIG THE WAR Il IRAQ PLAN FOR ENOIG THE WAR 1 IRAO

“But cony 1 think in Wash lined up for war. The pundits “Here is the truth: fighting a war without end will not force the Iraqis to

Judged the political winds to be blowing in the direction of the President. take responsibility for thelr own future. And fighting in a war without end

Despite - or perhaps because of how much experience they had in will not make the American people safer,

Washington, too many politiclans feared looking weak and falled to ask S0 when I am Commander-in.Chief, T will set a new goal on day one: T will

hard questions. Too many tock the President at his word instead of ond thils war; Not'b politics pels it, Not b our troops

reading the intelligence for themselves. Congress gave the President the cannot bear the burden- as heavy as it is. But because it is the right thing

authority to go to war, Our only opportunity to stop the war was lost. to do for our national security, and it will ultimately make us safer.”

I made a different judgment. I thought our priority had to be finishing the ~Barack Obama, Clinton, Fajjetteville, North Carolina, March 19, 2008

fight in Afghanistan. I spoke out against what I called *a rash war' in Iraq. I

worried about, ‘an occupation of undetermined length, with undetermined At a Glance

costs, and undetermined " The full % of those costs

and consequences will only be known to history. But the picture is Judgment an Trust

- « A Rasponsible, Phased Withd awal

beginning to come into focus.” 9| i T ¥

Deon

Figure2.1: The changes in Obama's stance on war in Iraq spidered by McCain (Stirland, 2008)
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2.5 POTENTIAUIMPACT OECAMPAIGNING

Someacademic literaturesuggest that the use of ICTs democratic processes, such as
political campaigning, may have fundamental implicationgdtationships between political
representatives and the general publie.g. Smith, 1998 van de Donk & Tops, 1995-or
example, some scholasuggesthat new ICFsupportedforms ofelection campaigningyill
renew civic engagement ang@ublic participation, particularly amongstyoung people
resulting in anore democratic and begr-informed society(e.g. Owen, 2006)Others point

out that political parties may perceive the use of ICTs, and particularly the Internet, as an
opportunity tostrengthentheir own position in societydue to thefact that they cardirectly
communicate wh people and, with that, bypastraditional media (e.g. Smit,998). In
addition, political parties could use ICTs to offer tatbimformation provision to specific
GFNBSG 3INRBdzZLJA o604yl NNRgOlIalAy3aIeéo 6. 223SNEA
consicer this latter opportunity as a negative development, pointing at the possibility of
increased fragmentation in information provision of political parties and, consequently,
RSOPSt2LIySyia 2F NBAGNAOGSR NBiyIRPBaEy and A LI
decreasingdemocratic debate in which conflicting perspectives are preserstad being

discussede.g. Sunstein 2001).

However, several research initiatives in this area himgnd that the impact of the use of
ICTs in election campaignirgjimited so far. According to these research findings, restricted
impact of ICHBupported political campaigning activities is eviddmyt the lack of greater
Lldzo £ A O Ay (i S NB adiCarpéignidgeiy. Bénthvé&hat 2008l GibEok & MAllister,
2008). Moreover, political parties appear to see the Internet as a-tmst extension of their
campaign advertising, supplementing a range of other activities (Sr888). For example,
in his research on the use of ICTs byitall parties in the UK, Srhitfound that, while
political parties have been encouraged to take advantage of new ICTsupalelimited

through the scarcity of resources and the skills necessary to use the technology.

Some scholars hold the view that the impact of using ICTs ati@mecampaigning should
not be considered as a single antonomous outcome, but that the outcome depends on
the context inwhich ICTsupported election campaigning takes plg@»ogers & Voerman,
2005) Agre (2002) for instance points at how specific cheateristics of the US political

system can be observed in the use of the InternetdgCampaigningd Amplificatioré Und
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general, the followinghree theoretical assumptions of the impact of ICTs on the democratic

systemcan be distinguished (e.g. Booge&& Voerman, 2005):

1. Ly 2 LJ0 AobilisatiorebOemipavermentihesis: the use of ICTs would support
the empowement of political parties and individuals and, with that, enhance
democratic participation;

2. ! LIS & & Re¥irfoiicéme® thedis: te use of ICTs would lead to the
reinforcement @ existing power balances arexisting forms and piéerns of public
LJ- NJi A O pdliicsias #syal aody

3. Amplification thesis: effects of the use of ICTs depend on the context in which ICTs
are used ad willintensify politicalcultural characteristicef the democratic system
(e.g. amplification of the Med Member Proportional electoralsystem in Nw

Zealang.

2.6 TOWARDH FRAMEWORK FOREBCONTENANALYSIS

Gibson et al. (2003) stress that web contanglysis is criticab the study ofe-Campaigning

as it forms a source of empirical, objective evidence how political parties communicate with
a wider publi¢such as voters and the medi@his is confirmed by a survey of recent studies
on eCampaignings shown in Appendix A.is worth noting that some studies refer to web
content analysis adeb features analysi¥e.g. Chen, et al., 2006)however essentially

they all focus on the same issue: the assessment of what is availatpelitinal partiS & Q

websites from an objectivpoint of view.

2.6.1 STUDIEFEATURINGVEBCONTENTANALYSIS IN THEERATURE

In general, there are two major ways of conducting a web content anajysis is guidedy

a framework(Chen, et al., 2006; Gibson, et al., 2003; Hmog& Vissers, 2008; Schweitzer,
2008; The Bivings Group, 2006; Ward, Gibson, et al., 2008 the other is no{e.g.Boas,
2008; Kluver, 2008; Small, et al., 2008; Voerman & Boogers,.2008)

Generally a web content analysis is conducted accordinggdpectsdefinedin the research.
Typically, hese aspects are related to aimasnd activities oe-Campaigningln general, the
following aspects are distinguished:A y F 2 NI | ( A Zeyf. BedtiBgdah 20Q82 Boas,
2008; Gibson & McAllister, 2008; Gibsaet al., 2003; D. T. Hill, 2008; Hooghe & Vissers,
2008; The Bivings Group, 2006; Voerman & Boogers, 2008 A y ( S(@\g. Beritivegha, (i & ¢
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2008; Gibson, et al., 2003; Hooghe & Vissers, 2008; Lilleker & Jackson, 2007; Schweitzer,

2008; Small, etal.2ny T 2 NRE hgSys SiG I ®&g.RBoas/R908;T & & dzLILJ:
hgSy 9 51 @AAaZ HnnyO T (elgiAddghd &IBsEeRsd2008;IVard, SipoNT G A 2 v €
et al., 2008). In addition to #se aspects, some researchers adlsdude analytical aspest

whichare not directly associated with the aims and activitiee@ampaigningsuch ashe

format in which the web content is deliveregltext only or multimedia €.g. Bentivegna,

2008; Chen, et al., 2006; Hooghe & Vissers, 2008; Lilleker & Jack8dnT@6 Bivings Group,

2006); content accessibilityeg. Hooghe & Vissers, 2008; Lilleker & Jackson, 2007); and

content navigatibility €.g.Bentivegna, 2008; Hooghe & Vissers, 2008).

So far howeveralthough the importance of web content analydisr research one-
Campaigningis evident in the academic literature, we can observe variation and
inconsistencyacross analytical frameworks availaldeen in studies conducted by the same
authors. here are two possible explanations fathese discrepans in website content

analysis

First of all, scholars use differenterminology in defininga similaraspectfor their web

O2yiSyiG lyrftearad C2NJ Ay alusedi® Same stueS (e.¢. a LISOG 2 -
Bentivegna, 2008; Boas, 2008; Waridal., 200§ isSNB F SNNB R {2 lindothek LI NI A OA L
studies(e.g.Gibson et al., 2003Moreover,l Yy | a LIS OG> adz0K & daGAYyTF2NXNI
involve a wide variety of content elements. As a result, content elements could be clustered

under different aspectsAn example would be a blog as a content element which could be
NEALISOGADGStEe f20F0SR dzyRSNJ GKS aLISOGn2F aAYyTz:
e-Campaigningctivity can be usefbor more than one purposewhich may lead tdurther

confusionin the analysisind clusteringf web content elements

Secondlythe nature of web content analysis is evolutionanyd contextual. This is a result

of changes in the adoption and use of ICTe-hampaigningactivitiesemployed within a
specific instititional context as well asacross time For example,for e-Campaigning
activitiesin countries likethe US and the UKwvhere the adoptionand useof ICTsin e-
Campaignings relatively advanced web content analysis tends to include a wider array of
aspectscompared to countries like Indonesia and Spain, where the adoption and use of ICTs
in e-Campaignings less developed and often restricted to information provigiewny.Dader,

2008; D. T. Hill, 2008)
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A possible way t@vercome these problems ie-Campaigningesearchis to make use of
qualitative research methods, such as interviews or focus group meetings, in order to better

understand the content offered through campaigningbsites.

2.6.2 THEWEBCGONTENANALYSISRAMEWORKISEDN THISSTUDY

On the basis of an academic literature revigwspecially consideringthe presented
shortcomings of existing web content analysis frameworks, we decided to dewatopwvn

web content analysif'lameworkin order to empirically explore-Campaigningctivities of
political parties in the 2008 national election New Zealandn scdoing we did not include
GKS LI2aaAoAtAde 2 Websid aritiehasis dfi? weh coatedt ahalysigi NI A Sa Q
as some researchers have done so(f&ag. Chen et al. 2006)We used the following two
arguments fornot using scoring criteria in our web content analysis framewbiisty, in
research projects in whictvebsite content has been scoredhe deployedscoringcriteria

and their outcomes appear to bguestionablefrom an e-Campaigningubstance point of
view. For example, Chen et gR006)scoral the content of politicapartie<websitesin an
election periodin Australia based ona criterion of thenumber of paragraphgresented
under a specificweb content element:according to the authors, the more paragraphs a
content elementinvolvesthe higherthe score.Consequently, we did not consider available
scoring criteria to be informative for our research neefiscondly, the main purpose of this
study is toempirically explore the current landscape efCampaignindpy political partiesn

New Zealandwithout the availability of earlier empirical research in this area. As a result, a
comparison of scores with earlier empirical findings is not an option at this dtagedition,

a crossparty comparison of scores did not help us in answering our research questions.

We first defined the analytical aspects of oueb content analysis framewordn the basis
of an academic literature reviewn the broad fieldof e-Campaiging. Subsequentlywe
operationalised each aspect inteeb content elements, again based on available literature.
The followingnine aspects iad related content elements arimcluded in our web content
analysis framework(see alsoFigure 2.2for an oveniew of the web content analysis

frameworkused in this study

Information Provision This aspect refers to content a@aat providing information about a
political party, party candidates, and the election campaigmore in general.Under this

aspect nformation is provided in atatic format. The content elementencluded undetrthis
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aspect are: party informatigrsuch as the history of the party, the principles the party stands

for, and key personnel of the party; candidate biogregshsuch as backgroundetails and
constituency of politicatandidates; an archive of press releases; key policies; an archive of
the campaigrtrail; a list of campaigning eventan archive opolitical speechesstatic blogs

(i.e. blogs not permitting visitor commeniscontact informationof the party office contact
information of the party leadercontact informationof partyOl Y RARF 6 SaT f Ay 1 a
own websites if there are angndlinks toother websites with content otthe political party

or the party leader.

Interactivity: This aspect is related to content that allows interactivity betwehe party
andwebsitevisitors, andor amongstwebsitevisitors. The content elements includedder
this aspect are: email the party leademail aparty candidate; emaithe party office; online
chat; online opinion polls that are either initiated by thelitical party orby websitevisitors;
online surveys; online form fawebsite visitors to register a petition; interactive forms for
website visitors to provide feedbdc aboutthe partyQ f@olicies; online discussion forums;
interactive calendar of campaign evenisteractive blogs(i.e. blogs wherecommentsare
permitted); and web applications allang websitevisitors to interact with policies that the

party champions.

Support Mobilisation The fundamental purpose of support mobilisation is to encourage
supporters to be actively involved in campaign evemtsA Y @A 0 S & dzLJLJ2 NIi SNE Q
relatives to be part of the election campaigd, ultimately, for supportes to turn up on

Election Day and cast their vote to tipmlitical party (candidat§. The content elements

related to this aspect include: sign up to updates or newsletters about campaign events in
electronic or physical format; links to supporter groupslks$ for inviting others to
participate in campaign events; links to forward campaign materials to others; links to
download campaign materials; and links to electoral informatsarch as voter registratign

election date and voting locations.

Targeted @mpaigning This aspect is associated with content that targets at a specific group

of voters and content targeting abpponents in the election. The related content elements

are: content dedicated to a specific segment of voterdavgeted at a indivicual visitor;

YR O2yGSyd GFINBSGSR Fd 2LILRySyidiaQ LR2ftAOASA
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Resource GeneratianGeneratedresourcesduring an election periodhclude financial and
human resources. The associated content elements are: informasibaut making
donations; forms for making donatiosionline or offline; online merchandise; forms for

becoming a party member; and forms for becoming a volunteer.

Multimedia: This aspect assesses the formather than text, in which web content is
delivered. The related cdent elements are: photo galleries; audio content; and video live

stream.

Accessibility This aspect assesses accedigjbof the web content from the perspectives of
Internet bandwidth and mulfile languagesContent elements related to this aspect inde:
text only option for the whole site without multimedia contentiewingoptions forwebsite
visitors with disabilities, such as visual impairmergd contentoffered in more than one

language oby means of translation tool.

Navigatibility: The ease of web contentnavigation Associated content elements include

navigation tips; search engines; and a site map.

Maintenance This aspectlooks atthe maintenance and (regular) updating @febsite

content, judged by the timestamp on thevebsite

Aspeds of content
analysis Content elements

Information Provision

Party information

Candidate biography

Press releases archive

Key policy statements

Campaign trail archive

Campaign speeches archive

Blog without comments permitted

Contact information about the party
Contact information about the party leader
Contact information about party candidates

Links to candidates' own websites
Links to party's or party leader's official presence on othel
sites

List of campaign evest
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Interactivity

Email party leader

Email candidates belonging to the party

Email party office

Online chat

Online opinion polls

Online surveys

Online form to register petition

Means to provide feedback online

Online discussion fams

Interactive calendar of campaign events

Blogs with visitor comments permitted

Web applications to interact with policies

Support Mobilisation

Sign up to receive updates or newsletters

Links to supporter groups

Links to invite otherto participate in campaign events

Links to forward campaign materials to others

Links to download campaign materials

Links to electoral information

Targeted Campaigning

Targeting specific voter segments

Targeting opponents

Resource Genetan

Donation

Merchandise

Form to become a party member

Form to become a volunteer

Multimedia
Images
Audio content
Video content

Accessbility
Text only option (for the whole site)
Option for visitors with disability
Multi-lingual content

Navigation

Navigation tips

Search engine

Site map/index

Maintenance

Daily content update

Figure2.2: Web content analysis framework in this study
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3 RESEARCMETHODOLOGY

3.1 CASESTUODYRESEARCH

Acknowledging a lack of empirical knowledgess@ampaigninglevelopments and activities

in New Zealand, we usedaaalitative case studyesearch methodo empiricallyexploree-
Campaigningactivitiesof political partiesduring the 2008national electionin New Zealand
Multiple case studies were conducted in this research, each case exploringe-the
Campaigningctivitiesof a New Zealand political party in the 2008 national electtbair
underlying strategy and potential limitations toe-Campaigningfor the political party
concerned.The eight New Zealand parliamentary parties before the 2008 general election
namely National Party, Labour Party, Green Party, New Zealand First, ACT New Zealand,
Maori Party, Progressive, and United Futunere the samples of our researctie unit of

analysis was thpolitical party organisation

An academic literature review was conducted in order to construct an analytical framework
for exploring and analysing the case studies identified in this stadyddition, we reviewed
contributions publishedand/or presented (e.g. speeches of party leadergjuad the 2008

national electionn New Zealand.

The case study research was conducted in phases firstly, a web content analysis was
donefor each cas studyto explore the forms and ways efCampaigningsecondly, a series

of semistructured interviewswas heldwith political party campaign managers, campaign
strategists and webmastersto further explore the underlying strategy eCampaigning
activities, as well as potential barriers to the adoption and usesd&ampaigningAll eight
political parties were invited to participate in the second phase of the research. The National
Party, Labour Party, ACT New Zealand, Maori Party, and United Fuagreed to

participation in research interviews

3.1.1. WEBCONTENANALYSIS

We used the content fromavailable election campaigwebsites of political paries as the
primary source of empirical daia our web content analysi®ata was collected on a daily

bads between 12 September 2008 and 8 NovemB@08 the day of the nationatlection

THEUSE ONEWMEDIA BYOLITICAPARTIES IN TREOOSNATIONAIE.ECTION Page?8of 122



As the start date for our data collectionwe usedthe date of the official announcenent of

the national electiorby Helen Clark, thBlew ZealandPrime Ministerat the time

The datahas been analysed with the #imework presentedin Section 26.2. Used as a
heuristic tool, he frameworkenabled usto both exploreforms and ways oé-Campaigning

andunderstandthis complex phenomenom astructured and informed manner.

3.1.2. SEMFSTRUCTURED INTER\8EW

In the second phase of our researchyef political parties agreed to participate in semi
structured interviewsfocused at the strategyof, as well as potential barriers to,- e
campaigning Interview participants were campaigmanagers, campaign strategstor
webmasters,with direct involvenent in the 2008national election campaign Interviews
were semstructured, meaning that the participants not only provitlmsightsrelated to
pre-defined themes but also suggestfurther sources otorroboratory evidence (Yin, 1994).
Predefined hemes covered in the interviews focused on te€ampaigningstrategy of

political partieson the basis of insights derived from tihveb content analysis.
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4 CASESTUDYDESCRIPTIONS ARDNALYSIS

This sectiordescribes andnalyses-Campaigningctivitiesof eight political parties during

the 2008 national electionin New Zealandand providesa further understandingof the
underlying strategies and limitations ®Campaignindor five of those &ht political parties
namely National Party, Labour Party, ACT New Zealand, Maori Party and United Future.
Before presenting the case study descriptions and analysis we provide a short introduction
of the New Zealand electoral system as contextual infdiom to the research data

presented in this sectian

4.1 THENEWZEALANOH ECTORARYSTEM

According to Elections New Zealand (n.dipcs 1996,the Mixed Member Proportiona
(MMP)electoral systenisused for nationaklectionsin New ZealandThis systenoperates

on the principle that the total number of party members in an elected body is required to
mirror the overall proportion of votes receivelssentiallya voter castswo votes one for a
local body epresentative (electorate vote) anithe other far a political party (party vote).
The local body representative is selected using Fmet Past the Post method while the
makeup of the Housef Representativess determined by the party voteThereis no
requirement of castingthe two votesfor the samepolitical party. This enables voters to

electalocal candidate while additionally voting for the political party of their choice.

To gain list seats, a political party must earn a certain percentage of the total partyTate.
threshold in New Zealand 5%.0nce this threshold is reached, parties are entitled to their
share of the nominally 120 seats in the House of Representafiés. entittement is also
held by political partiesvith one or more electorate seat3he number of electorate MRs
cakulated using three stephe South Island of New Zealand has a fixed quote of 16;seats
The number of seats for the North Island and thanber of special reserved seats for Maori
are calculated in proportion to the seatvailable for the South Islanend the Noth Island

and Maori seats ar@etermined ly the number of citizens on the respectigeneral or

Maori electoralrolls.

2 In the NewZealand electoral system, Maori have their own electoral roll. People who identify as Maori may
either enrol on this special electoral roll or the general electoral roll.
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4.2 THENATIONAIPARTY3 ECAMPAIGN

4.2.1 BACKGROUND OF TNETIONAIPARTY

Formed in 1936 as a result aimerger between the Uniteddty and the Reform Party, the
blFGA2yFf tIFNG& ONBFSNNBR G2 thépolificallpartk &itf I £ ¢ K S NX
the largest membershipn New Zealand | yR Kl a o6SSy &2 ¥F2NJ YlIyeé R
political stance is positioned as centright. Before the 200&ational dection, National held

48 seats in the New Zealand House of Representatives, making it the largest opposition party

since the 200Nationalelectiors. During the time obpposition in Parliament, National ba

seen several chayes of leadershipSince 2006 the leader of Nationallishn Key, who first

entered New Zealand politics in 2002 as an elected MP.

4.2.2 GENERAGSTRATEGY FOR TAHBOSECAMPAIGN

In 2005, the then leader of NationBlon Brasf SR 'y A YA (A GehydBthar ¢ KS 5A 3
bl GA2YyIl benvidagelthe g Niuse @fICTs, particularly the Internét order to

engage the general publio new waysAn important topic areaunder this dgital strategy

was dection campaigningNational continued this initiativeduring the 2008 national

election b I i A Zofrimuniationstrategy fore-Campaigningn the 2008 national election

was to be modermnd contemporarybut at the same timalaring and adventuroudNational

not only focused on securing traditional supparbrh the party loyalists but also reaching

outto@ 2dzy3 @2GSNB dzy RSNJ 4KS | 3S 2 Fe-Gampdigning/ 2 NRSNJ
activities wereaimed at communicating I G A 2#fities @ dhegeneralpublic,and at the

same timeoffering a fun andess conventionaéxperienceo people whervisitingb G A 2 Y I f Q&
website This &perience wagerceived to becritical for engaging young votersho were

expected to consideelection campaigningo be conventional, dull and boring. Ilgeneral

b I (1 A 22008 é-Cathpaigningstrategy wasaimed atachiewng a good balance between

formality and informality.In sadoing campaign staff memberpserceived the needo not

just mowe offline campaigning content teheir web spacebut to develop new forms and

ways ofproviding content to the general public

Ly RS@Sft 2 Lle-Canpamhiritsttadeyyl dsighticanty A A aA 2y g dheli2 4G Yl NJ
relatively newand unknownparty leader,John Key, to voters. Key formally entered New

Zealand politics in 2002 and becarnt®e leader of theNational Rrty in 2006 It was
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important for Nationalto familiarise the public with Key in both professional and personal
ways:staff indicated thatvotersg SNE y 2 2yt & A yppRiNgoatdsor Ay Dbl GA

the person who mighbecome the Prime Minister dlew Zealand

Campaigrstaff wasaware ofe-Campaigninglevelopments and activitieis other countries,
such as Canada, Australia, the UK, France, Germany and particularlyAth€&hdshad spent
some time identifyinge-Campigningdevelopments wherghey could learn fromHowever,
although they saw the value oésearcling e-Campaigninglevelopmensin other countries
they considered itather difficult to pinpointto a specifice-Campaigningventwhich they
then coud adgot. In their view this had to do with three mafactors: systemiconditions
and relationshipsvaried from onedemocratic systento another; the social and cultural
contextof e-Campaigningaried significantly betweenountries and the exponential ratef
the development of ICTs, particularly the Internet, meant thatesa@ampaigningstrategy
consideredduniquet a year agpquickly could become omnipresent. In consideringetse
three factors,campaign staff members acknowledgtt, instead oftrying to copy specific
e-Campaigningvents from other counties it wasmore importantto adopt the strategic

philosophy behind variousiternationale-Campaigninguccesseée.g.aggressiveneds

Furthermore, staff members emphasisddat being serious about-Campaigningalso
meant taking required human resourcesinto account Although budgetary constrains
preventedthe partyfrom outsourdng theire-Campaigrio professionakxperts (similar toe-
Campaigningracticein the U%), campaign staffinderstoodthe importance ofrecruiting a
few key specialistsin this areaof e-Campaigningsuch asa web master and web editor
These experts were employexh a permanent basjso( K I (i (i KeSCarphigidiodld &
demonstratea high degree of professionalism and sigication throughout the election
period. Moreover,frequent communication betweerm-Campaigningstaff and thosestaff
YSYOSNE Ay@2f @SR campaighigGuid &nbiie tha theStivoScanipaighiyig

strategieswere aligned

Initially, the partyconsidered developing websitespecifically fothe 2008national dection
campaign This idea was dropped primarily becauska lack oftime, financial and human
resources. Instead, the partydecided to use the existing official party website
(www.national.orgnz) as the main platform for theie-CampaignA comprehensivepicture
2T (KS K2YS Liadgignhdvebbite igpiesentddih Figurs4.1 and 4.2

THEUSE ONEWMEDIA BYOLITICAPARTIES IN TREOOSNATIONAIE.ECTION Page32of 122


http://www.national.org.nz/

2 NZ National Party - Mozilla

e Edt View Bookmarks  Tools

o -c

2] vost visited 4 Getting Started [ Latest Headines

History Help

tay ([ | htip: fwww.national.org.nz/

Google [

] nz national Party a

Ecanamy, Law 4nd O
s - there

Our Policies

Policies. 5

National Party MPs

Our Candidates

MEET OUR
CANDIDATES

'8 & ES - M - B 9F Bookmarkss % Check - % Autolink -] AutoFil (b Send tor £

Home About National News Caucus Office National In Your Area Get Involved

It's Time to Change

It's time to get rid of the political distractions and the sideshows and
choose a Government that is focused on what matters to you.

National will:

rovide financial security to families and get NZ growing again
&

. P g
« Re-incentivise New Zealanders with lower taxes’

* Crack down on viclent crime

+ shift money into better frontline health and education services

Our policies are all fully costed and fully funded.

Please give your Party Vote to National this Saturday and help choose 2

brighter future for New Zealand.

-..I Subscribe

N

]
NaTIONALL |

Volunteer

National Events

November 2008
Mo Tu We Th Fr u

e

More Videos

> @ 0:00/0:00 «fi| EY

Media Releases ~ Speeches  From the Leader's Desk

Transferring data from web.splashcast.net.

Edt View

O c

Most Visited > Getting Started

History Bookmarks Tools Help

¢ar [ [§ | https:/jwwws.natonal.org.nz/

Latest Headines

Google Gsearch @ & B - M - ® 95 sooknarisr P Greck -\ Auotik ] Autol (3 Sendto- 5

[E] iz National Party

b
Find Your Electorate

Electorates v

@) settings™

National's plan for growth critical for jobless

06 Novembs

John Key TV

LB L ] "Il

by Judith Collins, ¥

National Party Welfare spakeswoman Judith Collins says figures shawing another
increase in unemployment underline the importance of New Zealand voting for a

Electoral Boundaries

View the boundaries
for this election at.

National-led thathas a plan to grow the economy.

are

v Simon Power

v Hon Tony Ryall
Judith Colling
Dr Paul Hutchison
Dr Paul Hutchison
Hon Tony Ryall
John Key
John Key
Anne Tolley

Law & order; Labour copyeats ignere big picture
Cunliffe must answer on DHB blowout shambles
National's plan for growth ciitical for jobless
WNational will improve tertiary education

National will improve tertiary education

What about PlunketLine?

7

Register to the website

National to deliver ultra-fast broadband to schools Lost your Password?
Kev launches action plan

Labour's education plan more ‘promise and hope’

2008 Campaign Seng

eaocen rurine S

WATCH NATIONAL ON

(11 Tube]

Keep Informed

Keep up to date with all of the
Iatest news from the National
Party. Click here to leam more

Microsoft Out.

Key green lights Tauranga Central Corridor John Key

More

'Tj Document1 - Microsof.

Figure4.2: The home page of National's officiat@ampaigning website (Part. 2)

THEUSE ONEWMEDIA BYOLITICAPARTIES IN TIROO8NATIONAIH ECTION

Page33of 122



During the election periad I { A Zafipdigingwebsitewasd O 2 y (i S yvith conder® K £

presented inmultiple formats: text, images, video and audio. Thase colour of thevebsite

wasb I G A 2 y I thi0ed Th® ®if & dakd web page featdrphotos of the leader, the

OF YLI A3y af 23KJSHI Razd dz85 & 5 . AsJatiE framié Bas usedNai &8 £ 2 32 @
each web pageand included the following items. a list of other National websites;

information aboutthe party, its caucus, head office, and local office; informa#bout the

party leader, MPE I YR OF YRARIF GS&T St SO0 2NJIJdnsokigfF2NNI (A2
networking site~acebook andtouTubea link to view some of the web content in Chinese

language; a link to register faegular news updats; an online calculatonffering the

website visitor an opportunityto A y 1 SN O A @St & SE LitagpelBiestinksi A 2y I £ Q&
for making donations becoming a party membersubscriling to the campaign and

becoming a volunteer; an interactive calengaesentingcampaign events; a video blag

the party leade John Key T/ @idat A y 1 (2 log ifRpade olparty S1&mbéws.

4.2.3 WEBCONTENDESCRIPTION AMINALYSIS

Information Provision

NationaQ & ¢ S 0 & Adia ideldNd Gf kdBrehensive informatiom visitors (see also

an overview of the content analysis in Figure 4.Bformation was placed under sections

with an intuitive nameallowingvisitors to retrieve therequiredinformation with easeFor

instance, visitorsvere able to sarcha list of comprehensive policy statemts, with each

policy statement organisednder a relatedportfolio (e.g. Art and Culture, Broadcasting,

Defence and Security, EnvironmgnA policy statement usuallyasreleased by théNational
representativeresponsilie for the portfolio. For examplepolicies such as emission trading,

new energy technology and climate changereF Af SR dzy RSNJ G KS a9y @A NRY)
and released by Dr. Nick Smithe personassociagd with thatportfolio.

In generalmedia releasesia the websitavere policy-oriented, either related to the policies

championed by the party or attacking the policiesii KS LJ NIied Qa YI Ay 2LILRYS
Similar tothe release of policy statements, eaahedia release wafiled according tats

related portfolio and was managed bythe party member associated with the portfolio.

Other examples of information provided through the websitere an archive of speeches

by different marty members and a list of blog8| f f SR & ¥révitled by2thie Party

leader. These Key Notesvere primarily aimed at further promoting b I i A 2pybpobed &

policies in some occasionghey targeted at a confrontation wit I 6 2 dzZNXQ &ThelLJ2 f A OA S a
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partyt ST RS NInere teatdhasat Zandoermission for posting comments by visitorss

disabled. The reason faot permitting visitorsto post commentswas two-fold. First, if

visitorswould have beemermitted to post comments they naturallyould haveexpeced a

timely and more importantly an authenticresponse fronmthe originator of the bloglohn

Key.Giventhe hectic schedule of the party leaderwbuld have beermpossiblefor him to

personally respond to each comment promptly. Sedghd LISNXY A GGAYy 3 GAAA0G2NRQ
0KS LI NI e have@guied aidddicated staff member to modemthe websie

to preventundesired attacks from opponents or their supportefhis resource was not an

option due to atight campaign budgeiGiven theetwo reasonsand thefact that the main

LJdzN1J2 &S 2 F Wadty profde policiedifiseat 2of solicitingput for policy

formation, thecampaign teandecided to present the blogs in a static format.

Campaign staff pointed ouhat, in their view,the majority of peoplewvould visit NationalQ &
website to seek informationabout G4 KS  LJ- NI & Q& viewdiritsA Kidvedvier, | Y R
information provision viaa centralised sourceras perceived aeneficial to the party antb
voters. The party for instanceas given a direct opportunityp communicate to thegeneral
public (e.g. without any biasin communication) Al®, it alloned the party to be more
independent and proactiveduring the election period: for instancethe party had the
opportunity torelease the latest information to thgeneralpublic andto news mediaat the
same time instead of relying on théraditional news media to speak for the partwhich
might not be free fromany bias To voters,a centralised source of information provision
offered an opportunityto gain amore holistic pictureof the Nationalparty, without any
distortions Also, a centrased source provided wayfor votersto communicate with the

party directly. As a resulvoters were moreénformed when making their voting decision.

Staff members commented thahost of the informationprovided viathe website, such as
candidate infomation, policy statements and press releasess not uniquédy relatedto

b I ( A 2yChnip&ighingictivities and was alsoffered throughother mediachannels To
the party, the mainbenefit of providing information on a centralised website was not so
much about exclusivenessf information provision but especiallyabout timely delivery of

content.
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Interactivity

In order to achieve thee-Campaigningobjective of reaching out to young voters, the

campaign team acknowledged the importance of providingerarctive features on the

website. According to our web content analysisee Figure 4.6 (KS LJ NlieéQa ¢ Sc¢
exhibited a fair amount of content elementselongingtoi KS F aLJISOG 2F aAy i SNI O
specifically, a clickable linvas provided for vidors to email the party leaderparty

candidates, and the party office; visitongere encouraged to send feedback to the party by

clicking an email lintalthough therewasno specificmentionabout thekind of feedback the

party solicied); andan interadive calendamaspresened whichnot only highlighéd major

campaign events in a given month but also akowisitors to filter campaign events based

on theirpersonalcriteria, such as dater region(seeFigure 43):

{2 Upcoming Events - NZ National Party - Microsoft Internet Explorer provided by VUW.

G - [ et notona
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+ {5 Tooks +

w & [g‘ Upcoming Events -NZ National Party

National Sites John Key Bill English NIV Bluelibs Superblues Intern:

Get Involved

Support National
Volunteer To Help
Come to an Event
Contact Us
SuperBlues

Young Nationals

Our Policies

Policies v

Choose a brighter future

Home About National News Caucus Office

Events

The following table is a list of Natinal Party events that accur on the dayidays displayed
You can filter this list by entering any set of dates, or by an electorate or region, orthe city
ortawn you live in

You can also register to receive an email remining you of upcoming events in your
electorate or region by clicking the link on the relevant electorate or regional page. ff your
Qroup's upcoming event is not listed, please contact your event secretary and ask them to
add t, or email us at admin@national.oranz.

Filter Events

Date From _(ddimmiyy) Date To

National Party MPs

&10/2008 = &1012008 ]

National In Your Area

Riational

Get Involved

National Events
< ‘October 2008

FILTER RESULTS

| Auregions. v | A Cties ana Towns v

AllEvent Types

MPs

Our Candidates

Candidates v

Find Your Electorate

Electorates... b

o -

JOHN KEY facebook

\WATCH NATIONALON

Key: & Members Only

Event Organising Group

City[Town

Done

nts -N... | G} Documentt -Microsof.

& & internet 100% ~

erm

> | I8 Inbox - Microsoft Out.

/4 start

7 Upcs
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Another interactive content element on the website was a webfappOl G A2y OF f f SR
Ffft26Ay3 QGAaGAG2NR (G2 FAYR 2dzi A YL]

[+ £ Odzf I G2 NE

their personal circumstances (see Figure 4.4)

Campaign staff pointed out thaglthough interactivitywas emphasisedas an important

aspet in the 2008e-Campaignit wasimplementedfrom the perspective cA@A & A G2 NB Q | 0 A f

to personaliseparty information, such as the interactive calendar and the tax calculeaod

not from the perspective ch@A a4 A (1 2 NE Q

I 6 Af A (wih thié partyind@eértb £ A &S 2 NJ

generate input for policy formatiofior example Therefore,interactive content elements

such anline chat, online opinion polls, online surveys, online pet#iononline discussion
0 KS LJ NICcanipaign staffonderibiers diabt think that

forums, were absentoy

lacking ths kind ofinteractive features would dampea visitor@ enthusiasm or experience

of online engaggment with the party. voters in general wouldunderstand the nature of

election campaigningwith politiOl £ LJ- NI A S a

éwihidrauBually Fhd bedr2 £ A OA S &

finalised before theelections Initially, staff hadconsidered an idea allowing voters to

interact with the party leader and kegyarty members through online video conferencing.

Thisideawas droppececause of theeoncern of lacking critical mass of users.

THEUSE ONEWMEDIA BYOLITICAPARTIES IN TIROO8NATIONAIH ECTION Page37of 122



Support Mobilisation

On the basis obur web content analysi¢see Figure 4.6) we may observe thatipport
mobilisationwas aprominentl OG A @A (G & eQAmphignBok exaghiple, @itors were
encouraged to click on a link to receiaknost dailynewsletters from the party or the party
leader.NationaQ & ¢ Sscprbvid&l a link tosupportersfor forwarding campaign news
to others. However, alink for supporters to invite others to partate in campaigning
eventswas absentdue to a concern about being seen as a pathat distributes spam.
Moreover, Nationatook a newapproachin offering downloadable campaign materiats
the website. In the 2005ational election Nationaloffered website visitors the opportunity
to download the digital version of its highbublicised campaign billboards. In the 2008
national dection, although election billboasdwere still usedfor campaigning, the party
chose adifferent downloadablecampaignmaterial for its supportersa campaign theme
a2y3 GAGK GKS LI NIeéeQa St SOGAasythesdng leA a/ K22 &'
campaignstaff member explaied that this was an area where the party waed to
distinguishbetween offline and online campaig: besides campaign materials which could
be usedin both offline and online environmentdationalwanted to tap into the potential
of e-Campaigningwith low (if any) cost of duplicating and distributing digital mategalet,

to download the campaigsongwasnot free of chargea small charge to cover the cost of

making the songvasasked from supporters

It was alsaundersbod that the party particularly sought supportfrom votersto cast a vote
for National onElection Day.Consequently several ontent elements were focused on
providing information to thke electorate, such as an online link for voter isttion,
information about the variougonstituenciesacross the countryand information about the
LI NIeQa 201t 2FFAO0Sao®

Although support moblisation wasstrongy emphasi$ R A Yy bekCanmpaightamgign
staff acknowledged hat this e-Campaigningreawasstill premature and far from optimal
also compared to the potential of the Internet and the creativity displayest@ampaigning
activities of US presidential candidate Obantwever,two important factorswere taken
into consideration. Fir$f, electorate politics in New Zealamgkere quite differentcompared

to the U\ Seconty, e-Campaignings a maturing processt involvessubstarial learning
investments in order to &n the potential of technologies with the unique social and

cultural context of a democratic system
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Targeted Campaigning

This activityinvolves two different aspects election campaigimg targeted at specific
segments of votes and election campaigimg targeted atopponents Both aspects can be
observed irb | (i A 2L anfpdh

In order to target election campaignactivitiesat specific segmentsf voters Nationalfirst

decided on targeting atwo distinctive voter segments namely voterswho are 60 years of

ageor above, and legitimate votedgving or stayingoverseasat the time of the elections.

For each segment, a link to a dedicated webpage was provided on the \paltite. For

instance, for those of 60years of age or abovehe content of the webpage called

& { dzLJS NibctiserSri specificpolicy issuesof concernto this particular votersegment,

such ascrime and health carealso viaa series of newslettersn behalf ofthe party leader.

Visitors todl K S { dzLJS Nobgk atefid@edisted fSrthis community of votersonline and

with no charge. Thewlsocould send an electronic postcarflom the webpageto others

Similar to Superblues, a dedicated vpelgewasset upfor so-calledd L y (i Sth@speinbyé

urge overseas supporters of National to register and cast their vot&leation Day. The
dedicatedwebpagefeatured a L Yy @A (S LJ2 G S yallow existind_nyeinkseido lintita ¢ G 2
likeminded legitimate voters andxpand the communityt Y R & CLAWIRS NIy ¢ (2 F2 &
connectiors with other membersof this online communityThe welpage alsoprovided a

fAyl (2 aYAGAOE23éx |y 2yfAyS LISNE2YIlIf o0ft23 I d

Specific targetingat opponentshappened inquite subtleways Occagonally, targeting at

opponents could be observed inKS LJ NIié Qd YSRALIF NBfSIFasSa 2N (K
targeted opponentusuallywasthe Labour party an@speciallysomeof its main policieson

the economyand taxation.Campaigrstaff pointed outthat, although the party wanted to

run an aggressive-Campaignit alsowanted thee-Campaigrto be positiveand stay away

from smearcampaigning.

Resource Generation

In order to generate campaign resourcds) A 2eyChnfip&igningactivities focused on
donation, becoming a party member and becoming a volunt&ach of these activities
could be done byfilling in an online form. An online donatiooould bemade through a
deductionfrom i KS R2y 2 NR& O NdIR dhdoseQe diRodnt they yiRtiNid

O

donate to up to NZD$1,00Q in accordance withNew Zealand electoral law#. dedicated
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Y5 2 v | wiebpaggalooffered information on existingegulationswith regard tofinancial
donations to a political party; dononsere required toacknowledge thse regulations by
checkingd 2 ES& dzy RSNJ & [ S 3| tonafioBQ¥aLJ 2y fyAMS@oveR AN K S
Donationwebpage featurel an online video clip in which the party leadexpressed his
gratitude to donors andtated thateach donatiorwould contribute to the shared objectives
of JohnKey and National becoing the Prime Minister and the governing parof New
ZealandrespectivelyDuringthe 2008election period, Nationalreceived a higher amount of
online donations tharuringthe previous electioa Campaignstaffindicatedthat the party

is satisfied with the amount of online donations raisggring the 2008national dection.
Saff member further ommented that, while it is intriguing to see increasing amount of
donationsbeingraised by US presideat candidates, it is hard for any political paim New
Zealand to achieve a similar resut least in the foreseeable futur& his haso do with the
fact that, although the number obnline donationsis increasingit is rot yet commonto

make onlinedonations tosupport apolitical partyin New Zealandthe tradition of political

parties soliciting donations offline is still dominant and is unlikely to shift rapidly.

Multimedia

National hasmade good use of thavide array of formatsavailable fore-Campaigning

activities.For instancethe website contaiad a large amount of images depicting tparty

leader as well akey party members in the campaign traind provideda linki 2 G KS LI NIi & Q&
Flickeraccountwhere visitorscould view further imagesgroupedunder different themes,

suchagt / | YLI A3y ¢ NI Af ¢ | MdReov@r\NatiinAlmadésignfitayitRENID I NB ¢ &
of video clipsBesides offeringveb pageswith video clips that culd be played directlysuch

asthe use of video onthe Donation j@age,the party website hosted link to a dedicated

websiteO | £ f S RNationat BYéwhichwasa centralised hub of video clips ofdividual

key party member®rganised on the basis tiieir names(see Figure &). NTV isitors had

access toa wide vaiety of video clips,ranging from the party membe® d@ebates in

Parliament to campaigning everlike visiting schoolsr talking to worlers.

In generalthe use of multimedian e-Campaigningvasseen asmportant, asexperiences of
participating in arelection campaigrcould be enhancedilso againsthe conventional view
that election campaigns are boring and dudnd ad O2 YY 2 y caull dz® &fféred,
especially around the goal & YA f A NAaAy 3 GKS LJzo fHokeves A G K (G KS

campaiq staff alscacknowledge that the heavy use of multimedia Campaigningould
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cause a situation in which visitors with restricted Internet access (e.gupliatcess) auld

beturnedawayp ¢ KA & SELX FAya GKS LI NI & QeforRoStiog & A 2 y

video clips.

) NTV home -- New Zealand National Party multimedia - Mozilla Firefox

Fle Edt Vew Hstory Bookmarks Tools Help

@ > C ¢ar [ () | http:ffwww.nationaltv.co.nz/ v - |G- y.
18] Most Visited ¥ Getting Started (51 Latest Headiines
Google v Glsearch - 4@ © E - M - # % Bookmarks~ % Check - '\ Autolink £ (& Sendto- & @ settings~
[ Key Notes - Nz National Party || NTV home -- New Zealand Nation... 3 -
-

For more, visit ywebillenglish.co.nz

NTV CHANNELS: CLICK TO PLAY

BILL ENGLISH

NATHAN GUY

KATRINA SHANKS

| _ax V2

Authorised by M Oldershaw, 276a Fergusson Dr, Heretaunga, Upper Hutt. || a www.national.

Transferring data from cdn.splashcast.net.

‘istart € [ I8 nbox -Mrosoft Out... ¥ NTV home —New Zea... | ) Document1 -Microsof... o v B s to7pm

Figure4.5: National's NTV

Accessibility
b I G A<2wébsite Qarticularly addressd this aspect from danguage point of viewby

providing a Chineselanguageversion of the payQ dackground and some key policy

statements in recognition of the growing population of Asian voteirs New Zealand
Interestingly,the website dd not provide an option toview content in Maori, an official
language in New Zealand. Options for viewtmg website in text only format to addresise
needs ofvisitors with slow Internet access visitors with disabilies, were absentdue to

limited time and humamesources.

Navigation
bl dA2y Il f Qa ¢<earchoptioballovifigiviSitdd 18 lodte specific contenon the
basis of one or mor&eywords. In general, thsearch function wor&d quite wellwith the

search resultsusually ofrelevarce to the provided keywords. Howeversome common
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navigationcontent elements were absent, such aavigation tips and advice fowebsite

visitorsanda site mapdisplayinghe overall structure of the website.

Maintenance

bl GA2Yy Il Q& updafed aniald&ly badis and sdimes evenseveral timesa day.

Frequently updated areasvere media releasespolicy statements, speeches, the party

f SFRSNDRa o6ft23%2 YR AYF3ASA | yR OSt&fSembers A LJA RS LI
explainedthat, while therewasno specific rule regarding the frequency of updating website

content, the release of content othe websitewas synchronisedvith the presentationof

similar messageis other meda (e.g.television, radio, newspaps).

Aspects otthe content -
_ Content elements Availability
analysis

Information Provision

Party information

Candidate biography

Press releases archive

Key policy statements

Campaign trail archive

Campaign speeches archive

Blog without visitor comments permitted
Contact information about the party
Contact information abouthe party leader
Contact information about party candidates
Links to candidates' own websites

Links to party's or party leader's official presen
on other sites

List of campaign events

Rl R [ RXRXIRIRXR R R AR XA X | R

Interactivity

=

Email party leader

Emailcandidates belonging to the party
Email party office

Online chat

Online opinion polls

Online surveys

Online form to register petition

Means to provide feedback online K
Online discussion forums
Interactive calendar ofainpaign events K
Blogs with visitors comments permitted

=

=
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Web applications to interact with policies

o

Support Mobilisation

Sign up to receive updates or newsletters K

Links to supporter groups

Links to invite others to participate in cariga

events

Links to forward campaign materials to others | K

Links to download campaign materials K

Links to electoral information K
Targeted Campaigning

Targeting specific voter segments K

Targeting opponents K
Resource Generation

Dondion K

Merchandise

Form to become a party member K

Form to become a volunteer K
Multimedia

Images K

Audio content

Video content K

Text only option (for the whole site)

Option for visitors with disability

Multi-lingual content K o6t I N
Navigation

Navigation tips

Search engine K

Site map/index

Daily content update K

Figured.6:{ dzY Yl NB 2F (K O2yGSyd elylLfteaia
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4.3 THELABOURPARTYRE-CAMPAIGN

4.3.1 BACKGROUND OF THEBOURPARTY

Established in 1916he[ | 62 dzNJ t F NIié ONBFSNNBR (2 Khe &[ |+ o2 dN
political party with the longest historin New Zealand ¢ KS LJ NIié Qé&nhe2t A GA Ol f

describedasbeingcentre-left and socialiberal.

Until the 2008national dection, Laboumwas the largest political party in the New Zeathn
House of RepresentativeS( seat}. Labour, together with coalition partnerbad led the
New Zealand governmersince 1999. The party leader was Helen Clark, who first entered
Parliament as an elected Labour MP in 19%ebecame theparty leader in 1993 and Prime
Minister in 1999.n the 2008 national dection, Clark ledhe Labourparty to seek afourth

term in government.

4.3.2 GENERASTRATEGY FOR THEOSE-CAMPAIGN

Compared toprevious election campaignia which the party hadolely focused on offline
campaigning activitied_abourwantedto explore opportunitiefor e-Campaigningctivities
during the 2008national dection. Thisdea emerged irR007, approximately a year before
the 2008national dection took placeAs a result,e party sent campaign staff to the AS
G2 20 &S NI&Carhpaignv th@WS presidentiaklectiors and identify areas that
could be adopted indeveloping | 0 2a@ddmigningtrategy.

Campaigrstaff whohad visitedthe US\, indicated that while it was fascinating to witness

how Obama made use of innovatigeCampaigningpportunities, itwas difficult to adopt

these e-Campaignmig opportunities in the New Zealand contextdue to financial,

technological and legatonstraints. A good illustration of these three constraintgas

hol YIFQa dzaS 2F L/ ¢a ¥ 2 NIUS gredidntiaEiectigr8so AhfoAr ayt (Qha2 y &
campaignstaff utilised state of the art technolog for data mining in order to construct

profiles about potential supporters of Obama. Each profile coadisif a potential

adzLILIR2 NI SNDR& LISNE2YyFE RIEGE FyR f20FGA2Y RIEGEE
address Each individual profileouldthen be presentedn a digital map, which helped the

campaign teamin organising Hoor-knockind2 activities in the physical world. After

completion and confirmation of this maip was transferred to mobile devicege.g.smart
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phones with GPS functionalitieef campaign staff and volunteers who participated in the
door-knocking. Afterhaving approached @otential supporter, dooknocking staff would

send an update through their mobile devicés the campaign team. This offereithe

campaign teamthe possibilityto track the status of doeknocking in each region and

therefore to reducethe chance ofapproachingthe same person. While this integration of
2FFEAYS YR 2yfAYS &dzZlJL2NI Y20Af washhardtdy g2 NJ S|
adopt in the New Zealand context because it required a significant level of financial and
technological resourcesot available toa political party in New Zealand. Furthermore,

constructing profiles of voters and sharing those profiles dampaigning purposesould

lead tobreaching theNew ZealandPrivacy Act

After evaluating observations of the Obama campaign, Labour decidéelMiopits owne-
Campaigningstrategy includingthe creation ofa website dedicated to the 2008ational
election (www.labour08.co.nz). The party felt that it was not ideal to utilise éRisting
official party website (www.labour.org.nas the platform fore-CampaigningThis had to do

with the fact thatthe official party website already contained lot ofinformation about the
party and its candidatesadding further information unique tohe election campaigre.g.
policy statements, media releases and campaign eyewmsild lead to awebsiteoverloaded

with information, makingit difficult for visitorsto navigate.A risk was perceived afirning
visitors away andwith that, destroying the effectiveness and efficiency [ofl 0 2 dzNI2 a

Campaign

Asthe strategy of deploying aeparatewebsite fore-Campaignindiad beea implemented

not long before the official announcemenf the national electionwvas made andvith a

shortage of staff dedicated te-Campaigning[ | 0 2 el@ddmigningvebsite for the 2008

national election went live beforghe sitewas fully completedFor this reason, earliy the

St SOGAZ2Y LISNA2R=Z F ydzZyoSNI 2F 6S06 LI 3Sa 6SNB al
[F62d2NRa OF YLI A3JYy GSIY RSOARSR G2 GSYLRNI NRE @
the 2008national dection on both theofficial partywebsite sponsored by the New Zealand

Parliamentary Service and tleeCampaigningvebsite until thelatter became fully functional.

Staff members pointed out that this situation may hasreated unnecessary confusido

voters.
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At (1 K 2 dz3 K existingoffidaNiarywebsitewas briefly used as an alternative platform
for e-Campaigning A0 ¢l & y20 Lé&CedpaigRifgstraieyS ThéJpanyi & Q a

consideredwww.labour08.co.nzas its officiale-Campaigningvebsite. Therefore, the web

content analysis for Labour in this repas based on its dedicategiCampaigningvebsite A

complgl S LJA O dzN&Casaigringvébaitdzsuiegentedin Figures 4.7 and.&.
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http://www.labour08.co.nz/

Figure4.7: The home page of Labour's officielCampaigningvebsite (Part.1)

Figure4.8: The home page of Labour's officelCampaigningvebsite (Pat.2)
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