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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 new information 

relationships with the electorate as well as with their MPs, party members and internal staff 

members. For example, ICTs can be used for information exchange in multiple (media) forms 

with a variety of people and independent of time and location; targeted information 

provision to specific user groups (narrowcasting) or even personalised information provision 

to individuals; and interaction with the electorate asynchronous or in real time (Anstead & 

Chadwick, 2008; Chappelet & Kilchenmann, 2005; Hill, 2009). Further possibilities to make 

use of ICTs are to predict voting behaviour (e.g. via instant 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 are increasingly acknowledged. Nowadays, many political parties around the 

world have their own website for reaching out to potential voters or establishing more 

efficient relationships with internal staff members or MPs, for example. Moreover, as 

demonstrated by the use of ICTs in election campaigning in the USA for example, an 

upcoming election may further increase the uptake and use of newly available electronic 

means by political parties, such as video-sharing, blogs, instant messaging or SMS (Short 

Messaging Services) (Owen & Davis, 2008; Ward, Owen, Davis, & Taras, 2008).  

 

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

the implications for systemic relationships between political parties and society. Generally in 

academic literature, the following three theoretical assumptions of the impact of ICTs on the 

democratic system can be distinguished (e.g. Boogers & Voerman, 2005):  

1. !ƴ ƻǇǘƛƳƛǎǘƛŎ ΨaobilisationΩ or ΨempowermentΩ thesis: the use of ICTs would support 

the empowerment of political parties and individuals and, with that, enhance 

democratic participation;  

2.  ! ǇŜǎǎƛƳƛǎǘƛŎ ΨReinforcementΩ thesis: the use of ICTs would lead to the 

reinforcement of existing power balances and existing forms and patterns of public 

ǇŀǊǘƛŎƛǇŀǘƛƻƴ όάǇƻƭƛǘƛŎǎ ŀǎ ǳǎǳŀƭΩύΤ and  
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3.  Amplification thesis: effects of the use of ICTs depend on the context in which ICTs 

are used and will intensify political-cultural characteristics of the democratic system 

(e.g. amplification of the Mixed Member Proportional electoral system in New 

Zealand).  

 

These perspectives raise important empirical research questions about the uptake and use 

of ICTs by political parties in New Zealand during national elections, and their implications. 

So far, there appears to be a lack of empirical knowledge about the uptake and use of ICTs 

by New Zealand political parties for election campaigning. Moreover, New Zealand only 

recently had a national election in November 2008, immediately after the presidential 

elections in the USA.  

 

The overall purpose of this research project has been to undertake an empirical, exploratory 

study into how political parties in New Zealand make use of ICTs in and around the 2008 

national election campaign, and their implications. The following research questions have 

been explored: 

 

How, in what form, and to what extent did political parties in New Zealand make use of ICTs 

during the 2008 national election? How can the use, and non-use, of ICTs be understood and 

explained? 

 

What are the implications of the uptake and use of ICTs by New Zealand political parties for 

their external relationships with voters? 

 

What recommendations can be made regarding the use of ICTs by New Zealand political 

parties for election campaigning? 

 

This report has been organised as follows. In the next section, we review available academic 

literature in the field of the uptake and use of ICTs by political parties for election 

campaigning. In Section 3, we describe our research methodology. The empirical findings 

and analysis of these findings are presented in section 4. And finally, in section 5, we present 

conclusions and recommendations. 
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2 LITERATURE REVIEW 

2.1 CHARACTERISTICS, DEFINITIONS AND DEVELOPMENTS OF ΨE-CAMPAIGNINGΩ 

Elections, especially at the national level, are a major event for a democracy, as 

governments are born as a result of securing enough votes cast by legitimate voters (The 

Hansard Society, 2005; The National Conference on Citizenship, 2006). Election campaigning 

by political parties and candidates therefore is a critical activity during an election period, 

and essentially is seen as a form of advocacy, propaganda, or marketing for the purpose of 

vote maximisation (Anstead & Chadwick, 2008; Hill, 2009; Stanyer, 2005; Ward, Owen, et al., 

2008).  

 

Given the fact that the essence of election campaigning is around delivering campaign 

messages to voters, the use of media not only has become critical to political parties and 

candidates but also inseparable from the election campaigning process. Some politicians are 

well known for their strategic use of available media in their political campaigns: for example, 

former US President Franklin D Roosevelt was renowned for his strategic use of the radio to 

promote his political proposals amongst the American general public in order to promote his 

proposals; and former US President John F Kennedy became famous for his use of the 

television in political campaigns (Ward, Owen, et al., 2008).  

 

Traditionally, media for election campaigning include the television, newspaper, radio, 

billboards and printed material, such as pamphlets and letters (Anstead & Chadwick 2008; 

Ward, Owen, et al. 2008). Recently however, a new form of election campaigning started to 

emerge, which is characterised by, but not limited to, the adoption and use of the Internet 

and its related applications (Bimber, 2001b). This new form of election campaigning is often 

referred to as άe-Campaigningέ όe.g. BentiǾŜƎƴŀ нллуύΦ ²ƘƛƭŜ ŀ ŎƭŜŀǊ ŘŜŦƛƴƛǘƛƻƴ ƻŦ άe-

Campaigningέ is lacking ς some scholars use interchangeable terms like άLƴǘŜǊƴŜǘ 

ŎŀƳǇŀƛƎƴƛƴƎέ ƻǊ άƻƴƭƛƴŜ ŎŀƳǇŀƛƎƴƛƴƎέ όe.g. Gibson & Rommele, 2005; Gibson, Ward, & 

Lusoli, 2003; Westcott, 2007), others simply refer to άŀ ƴŜǿ ŦƻǊƳ or era of election 

ŎŀƳǇŀƛƎƴƛƴƎέ (Bimber, 2001b; Ward, Owen, et al., 2008) ς an important commonality of 

these varying terms is the role that ICTs play in election campaigning. For the purpose of this 

report, taking into account recent ICT developments in society and their potential uptake in 

election campaigning activities, ǿŜ ŘŜŦƛƴŜ άe-Campaigningέ ŀǎ άthe adoption and utilisation 
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of ICTs, such as the Internet and mobile phones, by political parties or candidates in election 

campaigns for the purpose of vote maximisationέ. This definition not only allows us to draw 

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

and use of ICTs other than the Internet and its related applications, which might be used by 

political parties and candidates in election campaigning activities nowadays. 

 

The earliest documented case of e-Campaigning is the US presidential election in 1992, 

when Bill Clinton deployed a website containing basic information of his candidacy (Gibson, 

et al., 2003; Owen & Davis, 2008)Φ !ƭǘƘƻǳƎƘ /ƭƛƴǘƻƴΩǎ website at the time was static and 

basic, it started to draw both public and academic attention to the concept of e-

Campaigning. Today, given the exponential growth rate of the Internet and its diffusion on a 

global scale, e-Campaigning has evolved from a mere equivalent to an information kiosk in 

cyber space, a vehicle facilitating campaign activities as a supplement to, and overcoming 

barriers in, traditional ways and forms of election campaigning. Recently, the most notable 

example of e-Campaigning has been provided by US presidential candidate Barack Obama 

during the 2008 US presidential elections. Worldwide, the elected president of the United 

States has been acknowledged for Ƙƛǎ άƳŀǎǘŜǊŦǳƭέ use of the Internet and other ICTs to 

ŘŜƭƛǾŜǊ ŀƴŘ ǊŜƛƴŦƻǊŎŜ Ƙƛǎ ŎŀƳǇŀƛƎƴ ƳŜǎǎŀƎŜ ά¸ŜǎΣ ǿŜ Ŏŀƴέ during both the primary and final 

presidential election campaigns (Hill 2009; Scherer & Owning 2009; Straw & Browne, 2009; 

Tumulty, 2007).  

 

2.2 SCHOLARLY PERSPECTIVES ON INCENTIVES FOR E-CAMPAIGNING  

In general, as stated earlier, the ultimate goal of election campaigns in a democracy is vote 

maximisation. Within this broad goal, scholars point at varying perspectives on incentives for 

e-Campaigning by political parties and candidates (e.g. Boas, 2008; Gibson, et al., 2003; 

Grant, 2005; Hill, 2009; Ward, Lusoli, & Gibson, 2006). Across academic studies the following 

common perspectives can be distinguished: interactivity, permanency, pluralism, and cost 

effectiveness. Each of these perspectives will be further explained below. 

 

2.2.1 INTERACTIVITY 

Political partiesΩ ŀƴŘ ŎŀƴŘƛŘŀǘŜǎΩ ƛƴǘŜǊŀŎǘƛƻƴ ǿƛǘƘ ǾƻǘŜǊǎ ƛǎ ŀ ǎŀƭƛŜƴǘ ŀǎǇŜŎǘ of election 

campaigns, as it is widely believed that voters, especially the undecided ones, are more likely 

to cast their votes to the party or candidate whom they feel closely connected with (Boas, 
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2008; Gibson, et al., 2003; Hill, 2009; Stanyer, 2005). This attempt to develop connections 

with voters explains why political parties organise various events in different locations 

during an election period. However, due to various constraints, such as time, resources and 

geographical location, it is impossible for political parties and candidates to interact with all 

prospective voters (Anstead & Chadwick, 2008; Hill, 2009).  

 

Given a high level of Internet diffusion in most democracies and the ability to facilitate 

interaction between connected individuals, adopting the Internet for election campaigning 

purposes also creates an opportunity for political parties and candidates to capture a wider 

group of voters and establish online communication with voters overcoming barriers in 

physical interaction. Generally speaking, there are two forms of online interaction: 

synchronous and asynchronous interactions (Chappelet & Kilchenmann 2005). Synchronous 

interaction allows parties and candidates to interact in real time with voters. Instant 

messaging or online conferencing, either audio or video, are typical examples of 

synchronous interactions enabled by Internet-related applications. Asynchronous interaction, 

on the other hand, allows delayed interaction between both sides, which means either party 

can choose to interact in accordance with their own time schedule. Emails, blogs, online 

bulletin boards and forums on a campaign website for discussion or feedback are all typical 

examples of asynchronous interaction. It is worth noting that in the current context, the 

Internet technology and related applications not only facilitate interactive communication 

between parties/candidates and voters, but also among voters. Chen, Gibson, and Geiselhart 

(2006) observed another form of interactivity between parties and voters in e-Campaigning 

activitiesΥ ǎƻƳŜ ǇƻƭƛǘƛŎŀƭ ǇŀǊǘƛŜǎΩ websites provide online applications, such as debt or tax-cut 

calculators, to allow voters to interact with proposed policy in those domains.  

 

Based on their post 2004 election study in the USA, Park and Perry (2008) find that in 

general, e-Campaigning strongly correlates with increased interactivity between parties and 

voters, or amongst voters. This research finding points towards increased political 

engagement in society, which is further demonstrated by research findings suggesting that 

voters who interact with election campaign websites (e.g. retrieving campaign information, 

signing up for campaign emails, participating in activities on campaign websites) are more 

likely to vote than others. 
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5ŜǎǇƛǘŜ ǘƘŜ ƛƳǇƻǊǘŀƴŎŜ ƻŦ ƛƴǘŜǊŀŎǘƛǾƛǘȅ ƛƴ ŜƭŜŎǘƛƻƴ ŎŀƳǇŀƛƎƴƛƴƎ ŀƴŘ ǘƘŜ LƴǘŜǊƴŜǘΩǎ ŀōƛƭƛǘȅ ǘƻ 

facilitate interactive communication, many political parties and candidates are still cautious 

in deciding on the level of interactivity to be allowed on their campaign websites. This has to 

do with their fears of Ψopening the gateΩ for attacks from their opponents (Coleman, 2001; 

Ward, et al., 2006). As a result, the Internet has not been fully exploited yet when it comes 

to increasing interactivity in election campaigns.  

 

2.2.2 PERMANENCY  

Permanency is another incentive identified for adopting e-Campaigning. According to Ward 

et al. (2006), compared with information provision via traditional media, such as the 

newspaper, television or radio, the internet and related applications allow political parties 

and candidates to establish ΨнпκтΩΣ permanent campaign presence. Furthermore, the speed 

of using ICTs allows political parties and candidates to promptly respond to events and to 

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

 

2.2.3 PLURALISM 

In several countries around the world, such as the USA, UK and Australia, national elections 

are usually the competition between two large political parties. This situation is also referred 

ǘƻ ŀǎ ŀ άǘǿƻ-ƘƻǊǎŜ ǊŀŎŜέΣ ōŜŎŀǳǎŜ ƻƴƭȅ ǘƘe two large parties have a realistic chance of 

winning the elections and becoming the next government (Anstead & Chadwick, 2008). As a 

result, coverage via traditional media mainly focuses on the two large parties. Although 

there are small parties in these countries, their exposure in traditional media is much less 

compared to their larger counterparts and is usually at the mercy of traditional media 

presenters (Hill, 2009; Ward, Owen, et al., 2008). As a result, the gap in public exposure 

between large parties and small parties is continuously widening.  

 

As Ward, Owen, et al., (2008) emphasise, each political party, irrespective of its size, 

represents a voice and opinions from a societal segment. From a democracy point of view it 

is important therefore to foster political pluralism and to provide small parties with an equal 

opportunity to have their perspectives heard by the general public. To small parties, the 

Internet not only serves as a cost effective platform for campaigning, but more importantly a 

platform which is independent from traditional media biases and where they can advocate 

their policies and viewpoints to the general public. Research conducted in the UK shows that, 
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small parties usually exhibit a more positive and open attitude towards e-Campaigning 

compared to their larger counterparts: small parties believe that e-Campaigning has given 

ǘƘŜƳ ŀ ŦŀƛǊŜǊ ŎƘŀƴŎŜ ǘƻ ōŜ άǎŜŜƴέ ŀƴŘ άƘŜŀǊŘέ ōȅ ǘƘŜ ǇǳōƭƛŎ (Lilleker & Jackson, 2007; Ward, 

Owen, et al., 2008).  

 

2.2.4 COST EFFECTIVENESS 

Nationally and internationally, most election campaigns face substantial financial pressures 

to cover various costs incurred during the elections. The majority of these costs usually are 

related to advertising and broadcasting campaign messages through various traditional 

media to increase public exposure of the party and its candidates (Grant, 2005; Schmitt, 

2009; USA Today, 2004). Generally, the costs of campaigning tend to increase with each 

election (Grant 2005). For example, the campaign costs of the 2001 UK General Election 

involved £26.7 Million GBP (Grant, 2005); the campaign costs of the 2004 US Presidential 

Election were at least US $4 billion (USA Today, 2004) and the costs of the recent 2008 US 

Presidential elections at least US $5.3 billion (Schmitt 2009). These cost pressures are more 

severe for small parties, or, in the USA, for the presidential candidates as they are expected 

to bear most of their campaign costs of their campaigns (Grant, 2005; Maisel & Buckley, 

2004).  

 

Sources of financial pressures can be internal or external, creating incentives for parties and 

candidates to curb the spending during election campaigns. Internally, as election campaign 

budgets are constrained, political parties must find alternative cost effective campaigning 

means to avoid financial overheads. Externally, the ever-increasing spending on election 

campaigns attracts criticism for being excessive from the public because in most 

ŘŜƳƻŎǊŀŎƛŜǎ ŜƭŜŎǘƛƻƴ ŎŀƳǇŀƛƎƴǎ ŀǊŜ ǇŀǊǘƛŀƭƭȅ ŦǳƴŘŜŘ ōȅ ǘŀȄǇŀȅŜǊǎΩ ƳƻƴŜȅ όDǊŀƴǘΣ нллрύΦ 

 

As a result, political parties try to make use of volunteers as well as more cost effective 

media, such as the Internet, to broadcast their campaign advertisements and political 

messages (Chen, et al., 2006; Hill, 2009). Political parties acknowledge the Internet as a cost-

effective medium for the following four reasons (Gibson, 2004; Hill, 2009; Ward, Owen, et al., 

2008): firstly, the Internet has a high penetration rate globally, especially in the developed 

world and amongst youth; secondly, the costs of Internet access are relatively low in most 

developed countries; thirdly, the Internet and its related applications allow campaign 

materials to be represented in various formats, such as text, picture, audio, video, or a 
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combination of these formats; and finally, the cost of producing materials online is relatively 

low and the cost of duplicating materials online is nearly zero. Joe Trippi, a US election 

campaign strategist for presidential candidates in both the 2004 and 2008 US Presidential 

Elections, argues that Internet advertising is not only cheaper but also more effective than 

advertising through other media (Hill, 2009). While it is difficult to provide clear-cut figures 

on exactly how much cost savings can be achieved from Internet advertising, Trippi 

substantiates his claim by using an example of political advertising during the 2008 US 

presidential elections, when a total of 1800 videos were published on YouTube ōȅ hōŀƳŀΩǎ 

official campaign teams. These videos were watched 110 million times involving 14.5 million 

hours ƻŦ ΨōǊƻŀŘŎŀǎǘƛƴƎ ǘƛƳŜΩ. To purchase the equivalent hours on US broadcast TV would 

have cost the Obama team approximately US $47 million, compared to very modest costs 

involved with Internet advertising.  

 

It is worth noting that although e-Campaigning might be a cost-effective means, its 

associated hidden costs should not be ignored. According to Ward, Owen, et al. (2008), the 

ongoing costs of website maintenance by dedicated staff and/or upgrading to a more 

professional, sophisticated website can be quite substantial, especially on a longer term.  

 

2.3 MAJOR ACTIVITIES IN E-CAMPAIGNING 

In general, the following e-Campaigning activities by political parties and candidates are 

distinguished (e.g. Anstead & Chadwick, 2008; Bimber, 2001a; Gibson & McAllister, 2008; 

Kluver, 2008; Owen, 2006; Ward, Gibson, & Lusoli, 2008): information provision; blogging; 

support mobilisation; customised campaign to voters; fund raising; and targeted campaigns 

to opponents. These activities are not mutually exclusive. We will further describe each of 

these activities below.  

 

2.3.1 INFORMATION PROVISION 

Although e-Campaigning today has departed from being a mere equivalent to a cyber 

information kiosk, using the Internet as a platform to provide up-to-date, consistent 

campaign information still remains a fundamental activity in e-Campaigning across the globe 

(Gibson, 2004; Gibson, et al., 2003). 

 



THE USE OF NEW MEDIA BY POLITICAL PARTIES IN THE 2008 NATIONAL ELECTION Page 15 of 122 

Various studies in which the content of political partiesΩ websites has been analysed point 

out that information provision in e-Campaigning activities has become more comprehensive. 

Typically, the web content involves the history, key values and principles of a political party; 

a series of party policy proposals or key priorities; biographies and photos of party 

candidates; contact information, such as a physical mail and an email address; a list of 

campaign events; an archive of press releases and campaign news; links to other relevant 

websites (e.g. individual candidates); election and voting information; downloadable 

campaign material, such as computer wallpapers and pamphlets; key speeches in text, audio 

or video formats; and information for donations or volunteering activities (Anstead & 

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

 

Based on quantitative research findings, Bimber (2001a) argues that information provision is 

a critical activity in e-Campaigning with a positive impact on democracy: an increase of 

information provision efforts by political parties usually leads to enhanced political 

awareness and public exposure. This may then lead to further opportunities for political 

engagement and better informed citizens. Moreover, several studies demonstrate that 

voters who use the Internet for gathering political information, are more likely to vote 

compared to others who do not (The Pew Research Center, 2008a; Ward, Owen, et al., 2008). 

Boas (2008) particularly stresses the fact that information provision is a very common 

activity in e-Campaigning. Often, the web content used in e-Campaigning activities also can 

be found in offline campaign material. As a result, hardly any innovation or creativity in 

information provision needs to be expected in this activity (Boas 2008).  

 

2.3.2 BLOGGING 

Blogging is another widely observed activity in e-Campaigning (Kluver, 2008; Owen & Davis, 

2008; Small, Taras, & Danchuk, 2008; Ward, Gibson, et al., 2008). A blog can be described as 

an online journal entry; most blogging applications enable an asynchronous interaction (e.g. 

posting comments or feedback) between the author, in this case the political party, and the 

readers, the general public. Usually, the objective for a political party to use a blog is to 

disseminate ideas with an ultimate aim to reinforce opinions in society or to mobilise people 

(Boas, 2008; Owen & Davis, 2008; Ward, Gibson, et al., 2008). As a result, most political 

blogs are issue-focused and rather short.  
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Two types of blogging are reported in the literature. The first one and the most common 

type of blogs in election campaigns, is ŀ Ψtext-onlyΩ blog (e.g. Boas, 2008; Chappelet & 

Kilchenmann, 2005; Owen & Davis, 2008). A second type of blogging uses photos or videos 

instead of text (Anstead & Chadwick, 2008; Boas, 2008). It is worth noting that this second 

type of blogging is strongly dependent on the availability of Internet bandwidth. In some 

cases, (registered) visitors of the ǇƻƭƛǘƛŎŀƭ ǇŀǊǘȅΩǎ ōƭƻƎ ŀǊŜ ŀƭƭƻǿŜŘ to post comments; 

however, the majority of blogs involves one-way communication, mainly due to the fear of 

attracting attacks from opponents or their supporters (Anstead & Chadwick, 2008). It is 

worth noting that in some democracies blogging has not gained much interest of political 

parties in election campaigning (Anstead & Chadwick, 2008; Boas, 2008). Moreover, several 

studies find that people enjoy reading political blogs, especially during elections; however, 

these people show a stronger preference for blogs written by political activists or 

commentators, instead of political parties (Chen et al., 2006; The Pew Research Center, 

2008a).  

 

2.3.3 SUPPORT MOBILISATION 

To a political party, achieving a victory in an election is largely dependent on consistent 

support of voters (Anstead & Chadwick, 2008; Owen & Davis, 2008; Scherer & Owning, 2009; 

Stanyer, 2005; Tumulty, 2007). However, in the current environment, soliciting and 

ƛƴŎǊŜŀǎƛƴƎ ǾƻǘŜǊǎΩ ǎǳǇǇƻǊǘ during an election campaign has become somewhat challenging, 

as the traditional proactive role of supporters has changed into a passive role (Owen & Davis, 

2008). This passive role especially emerged with the introduction of the television as a major 

instrument for political campaigning. Moreover, the time voters spend on supporting a 

political party has declined. Another challenging issue faced by political parties in election 

campaigning is reaching out to and getting support from young voters below the age of 30 

(The Pew Research Center, 2008b). As Ward, Owen, et al. (2008) point out, young voters are 

the least likely to vote on Election Day. They are also the least interested in conventional 

politics.  

 

Internet technology and its related applications allow political parties to alleviate these 

ǇǊŜǎǎƛƴƎ ŎƘŀƭƭŜƴƎŜǎ ƛƴ ǊŜƭŀǘƛƻƴ ǘƻ ǾƻǘŜǊǎΩ ǎǳǇǇƻǊǘ during election campaigns by facilitating 

support mobilisation. For instance, active involvement and participation of voters in the 

election campaign is highly sought after by political parties as these participants can further 

expand existing support networks of political parties by inviting their family members or 



THE USE OF NEW MEDIA BY POLITICAL PARTIES IN THE 2008 NATIONAL ELECTION Page 17 of 122 

friends to become an active supporter and, ultimately, to cast their votes for the political 

party concerned on Election Day (Owen & Davis, 2008). Internet technology is perceived as a 

useful tool to facilitate voters support. For example, Internet technology allows voters to 

demonstrate their support to the party in various forms including joining a mailing list or 

online registering in order to receive campaign newsletters; making online donations; 

registering for becoming a volunteer; participating in online campaign events; online 

collaborating with other supporters; participating in online political discussions; and 

forwarding online available campaign information to family members and friends.  

 

Furthermore, research demonstrates that Internet-enabled political engagement is 

attractive to young voters, also compared to their political engagement in the offline world 

(The Pew Research Center, 2008b; Ward, Owen, et al., 2008). For example, research findings 

show that 40% of young voters until the age of 30 look for campaign news on the Internet, 

compared to 16% of voters aged between 30 and 49 years, and 7% in the age of 50 or above 

(The Pew Research Center 2008b).  

 

2.3.4 CUSTOMISED CAMPAIGNS TO VOTERS 

Research findings suggest that election campaigning essentially is a form of advocacy, 

marketing or propaganda and that effective campaigning therefore is about knowing who 

the audience is and delivering messages that are tailored to the needs and wants of this 

audience ς in this case the voters (Anstead & Chadwick, 2008; Hill, 2009; Stanyer, 2005). 

However, the challenge for political parties is that voters have their own needs, and any 

given issue advocated by a political party has varied significance to them. The limitation of 

using traditional media in election campaigning, such as the television or ǊŀŘƛƻΣ ƛǎ ǘƘŜ άƻƴŜ-

size-fits-ŀƭƭέ ŀǇǇǊƻŀŎƘ: that is, political parties cannot tailor their campaigns to the needs and 

desires of individual voters. However, the Internet offers the possibility of customization in 

election campaigning, such as targeting at young voters.  

 

2.3.5 FUND RAISING 

In general, election campaigns consume a considerable amount of financial resources. This is 

particularly the case in the US, where primary and presidential elections are described as 

άƳƻƴŜȅ ōǳǊƴƛƴƎ ŜƭŜŎǘƛƻƴǎέ ό!ƴǎǘŜŀŘ ϧ /ƘŀŘǿƛŎƪΣ нллуΤ IƛƭƭΣ нллфΤ ¢ǳƳǳƭǘȅΣ нллтύΦ As a 

result, political parties need to gather enough financial resources in order to finance their 
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election campaign. Recently, especially during the 2004 and 2008 US Presidential Elections, 

the Internet successfully has demonstrated its value to political parties to be used as a fund 

raising tool. 

 

2.3.6 TARGETING CAMPAIGN TO OPPONENTS 

The Internet not only can assist political parties in enhancing their own public exposure, it 

also has the potential to be used as a means to attack opponents in the elections. An 

interesting example can be found in the USA, in an election race for the Virginia State Senate 

seat (Anstead & Chadwick, 2008). George Allen was a candidate in the race representing the 

US Republican party and expected to retain the seat comfortably. Yet, only a few months 

before the election, Allen was caught in a video clip in which he made a racist comment 

about an election campaign worker for his Democratic opponent. This video clip was 

uploaded to YouTube, a social networking and multi-media sharing site, and subsequently 

viewed by many people, including news media representatives. The video generated much 

criticism and public allegations against Allen for being a racist, which finally led to Allen 

losing the election.  

 

2.4 EXAMPLES OF E-CAMPAIGNING IN THE 2008 US ELECTION 

Internationally, the 2008 US presidential elections, and especially the election campaigning 

of US Presidential candidate Barack Obama, are acknowledged as a prime example of how 

ICTs can be used innovatively in election campaigning activities (e.g. Anstead & Chadwick, 

2008; Baston, 2008; Meyer, 2009; Stirland, 2008; Straw & Browne, 2009). Clustered around 

the e-Campaigning categories introduced above, the following examples of innovative e-

Campaigning activities could be observed during the 2008 US presidential elections (e.g. Hill, 

2009; Tumulty, 2007): 

 

Support Mobilisation: a strong feature of ObamaΩǎ e-Campaigning activities is his ability to 

use the Internet for mobilising support. At the early stage of his campaign, based on 

knowledge that most young American voters are frequently visiting social networking sites 

like MySpace, YouTube or Facebook, Obama arranged to have a virtual presence across 

these social networking sites, targeting his e-Campaigning activities at issues of particular 

interest to young American voters. Moreover, Obama made a music video together with a 
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popular musical band in the USA, the Black Eyed Peas. This video contained hōŀƳŀΩǎ 

campaign message and was published on YouTube (Hill, 2009).  

 

Obama mobilised support among voters in other age groups by using the networking 

capabilities of the Internet to build a large virtual community of support. Members of this 

virtual community were encouraged to organise campaign events in both online and offline 

environments, and to recruit new members to this community. Furthermore, Obama used a 

combination of Internet and SMS messages via mobile phones to remind his supporters to 

vote at Election Day, together with their friends and family members. For instance, on the 

day of the election, voters who had ǎƛƎƴŜŘ ǳǇ ŦƻǊ hōŀƳŀΩǎ SMS alerts, received at least 

three text messages, urging them to cast their vote for Obama (Hill, 2009).  

 

Customised Campaigns to Voters: in his e-Campaigning activities targeted at young 

American voters, Obama invited well-known public figures to his social networking sites to 

ŜƴŘƻǊǎŜ hōŀƳŀΩǎ ŎŀƴŘƛŘŀŎȅ, focusing on the issue of most concern to young Americans, 

namely the war against Iraq (Hill, 2009; Straw & Browne, 2009). Lƴ ƎŜƴŜǊŀƭΣ hōŀƳŀΩǎ 

ŎŀƳǇŀƛƎƴ ǘŜŀƳ ƳŀŘŜ ǳǎŜ ƻŦ ǿƘŀǘ ǘƘŜȅ ǊŜŦŜǊ ǘƻ ŀǎ ΨƻƴƭƛƴŜ ōŜƘŀǾƛƻǳǊŀƭ ǘŀǊƎŜǘƛƴƎΩΣ ƛΦŜΦ ǘƘŜ 

characteristics of website visitors, to target online campaign advertisements: when a 

ǇǊƻǎǇŜŎǘƛǾŜ ǾƻǘŜǊ ǾƛǎƛǘŜŘ hōŀƳŀΩǎ ƻŦŦƛŎƛŀƭ ŎŀƳǇŀƛƎƴ website, the website would scan 

cookies1 available ƻƴ ǘƘŜ ǇŜǊǎƻƴΩǎ ŎƻƳǇǳǘŜǊΦ ¢Ƙese cookies provide insights into ǘƘŜ ǾƛǎƛǘƻǊΩǎ 

online behaviour, such as whether the person has visited the website ƻŦ hōŀƳŀΩǎ ƻǇǇƻƴŜƴǘΦ 

Online artificial intelligence tools were used to analyse patterns ƛƴ ǘƘŜ ǾƛǎƛǘƻǊΩǎ ƻƴƭƛƴŜ 

behaviour, on the basis of which a decision could be made about which campaign 

advertisement to send to this particular individual. As Hill (2009, p.11) puts it, this technique 

not only allowed Obama to άformulate an advertising campaign for each individual voter, 

but also to segment his supporters, crafting different methods of communication for each 

group.έ 

 

Fund Raising: Obama also used the Internet as a sophisticated fund raising tool, collecting 

about USD$750 million, with the majority of the fund coming from small contributions (Hill, 

2009). In so-doing hōŀƳŀΩǎ ŎŀƳǇŀƛƎƴ team used various creative strategies, such as 

organising an online draw for those who had donated at least USD$5, with an opportunity 

for donors to win a dinner for five people together with Obama.  

                                                             
1
 A cookie is a small text file recording the web sites and web pages visited by the user of that 

computer 
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Targeting Campaigns to Opponents: During the election period, in order to convince 

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

policy statements on the war against Iraq, the campaign team of US Presidential candidate 

John McCain utilised a new automated online tracking service called ΨVersionistaΩ to spider 

hōŀƳŀΩǎ ŎŀƳǇŀƛƎƴ website and track precise word changes, in some cases as frequently as 

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

ǘƘŜ ǿƻǊŘǎ ŘŜƭŜǘŜŘ ŦǊƻƳ hōŀƳŀΩǎ ŎŀƳǇŀƛƎƴ site and those in green were the words inserted. 

These highlighted changes were used to demonstrate hōŀƳŀΩǎ ŎƘŀƴƎing position with 

regard to the .ǳǎƘ ŀŘƳƛƴƛǎǘǊŀǘƛƻƴΩǎ ǇƻƭƛŎȅ ƻn the war in Iraq. For example, on 11 July 2008, 

the following statement could be found on hōŀƳŀΩǎ websiteΥ άŀǘ ƎǊŜŀǘ ŎƻǎǘΣ ƻǳǊ ǘǊƻƻǇǎ ƘŀǾŜ 

helped reduce violence in some areas of Iraq, but even those reductions do not get us below 

the unsustainable levels of violence of mid-2006έ (Sirland, 2008, para.11). In about three 

days time, this statement was replaced by the following ǿƻǊŘǎΥ άhǳǊ ǘǊƻƻǇǎ ƘŀǾŜ ƘŜǊƻƛŎŀƭƭȅ 

helped reduce civilian casualties in Iraq to early 2006 levels. This is a testament to our 

ƳƛƭƛǘŀǊȅΩǎ ƘŀǊŘ ǿƻǊƪΣ ƛƳǇǊƻǾŜŘ ŎƻǳƴǘŜǊƛƴǎǳǊƎŜƴŎy tactics, and enormous sacrifice by our 

troops and military familiesέ (Stirland, 2008, para. 12). These recorded changes formed an 

important factual basis on which McCain and his supporters tried to attack ObamaΩǎ 

credibility.  

 

 

Figure 2.1: The changes in Obama's stance on war in Iraq spidered by McCain (Stirland, 2008) 
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2.5 POTENTIAL IMPACT OF E-CAMPAIGNING 

Some academic literature suggest that the use of ICTs in democratic processes, such as 

political campaigning, may have fundamental implications for relationships between political 

representatives and the general public (e.g. Smith, 1998; van de Donk & Tops, 1995). For 

example, some scholars suggest that new ICT-supported forms of election campaigning will 

renew civic engagement and public participation, particularly amongst young people, 

resulting in a more democratic and better-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 to strengthen their own position in society, due to the fact that they can directly 

communicate with people and, with that, bypass traditional media (e.g. Smith, 1998). In 

addition, political parties could use ICTs to offer tailored information provision to specific 

ǘŀǊƎŜǘ ƎǊƻǳǇǎ όάƴŀǊǊƻǿŎŀǎǘƛƴƎέύ ό.ƻƻƎŜǊǎ ϧ ±ƻŜǊƳŀƴǎ нллрύΦ IƻǿŜǾŜǊΣ ǎƻƳŜ ŀǳǘƘƻǊǎ 

consider this latter opportunity as a negative development, pointing at the possibility of 

increased fragmentation in information provision of political parties and, consequently, 

ŘŜǾŜƭƻǇƳŜƴǘǎ ƻŦ ǊŜǎǘǊƛŎǘŜŘ ǊŜƭŀǘƛƻƴǎƘƛǇ ƳŀƴŀƎŜƳŜƴǘ ǿƛǘƘ ΨƭƛƪŜ-ƳƛƴŘŜŘΩ people and 

decreasing democratic debate in which conflicting perspectives are presented and being 

discussed (e.g. Sunstein 2001).  

 

However, several research initiatives in this area have found that the impact of the use of 

ICTs in election campaigning is limited so far. According to these research findings, restricted 

impact of ICT-supported political campaigning activities is evident by the lack of greater 

ǇǳōƭƛŎ ƛƴǘŜǊŜǎǘ ƛƴ ǇƻƭƛǘƛŎŀƭ ǇŀǊǘƛŜǎΩ e-Campaigning (e.g. Bentivegna, 2008; Gibson & McAllister, 

2008). Moreover, political parties appear to see the Internet as a low-cost extension of their 

campaign advertising, supplementing a range of other activities (Smith, 1998). For example, 

in his research on the use of ICTs by political parties in the UK, Smith found that, while 

political parties have been encouraged to take advantage of new ICTs, take-up is limited 

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

 

Some scholars hold the view that the impact of using ICTs in election campaigning should 

not be considered as a single or autonomous outcome, but that the outcome depends on 

the context in which ICT-supported election campaigning takes place (Boogers & Voerman, 

2005). Agre (2002) for instance points at how specific characteristics of the US political 

system can be observed in the use of the Internet for e-Campaigning όάAmplificationέύΦ In 
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general, the following three theoretical assumptions of the impact of ICTs on the democratic 

system can be distinguished (e.g. Boogers & Voerman, 2005):  

1. !ƴ ƻǇǘƛƳƛǎǘƛŎ ΨaobilisationΩ or ΨempowermentΩ thesis: the use of ICTs would support 

the empowerment of political parties and individuals and, with that, enhance 

democratic participation;  

2.  ! ǇŜǎǎƛƳƛǎǘƛŎ ΨReinforcementΩ thesis: the use of ICTs would lead to the 

reinforcement of existing power balances and existing forms and patterns of public 

ǇŀǊǘƛŎƛǇŀǘƛƻƴ όάpolitics as usualΩύ; and  

3.  Amplification thesis: effects of the use of ICTs depend on the context in which ICTs 

are used and will intensify political-cultural characteristics of the democratic system 

(e.g. amplification of the Mixed Member Proportional electoral system in New 

Zealand).  

 

2.6 TOWARDS A FRAMEWORK FOR WEB CONTENT ANALYSIS 

Gibson et al. (2003) stress that web content analysis is critical to the study of e-Campaigning, 

as it forms a source of empirical, objective evidence how political parties communicate with 

a wider public, such as voters and the media. This is confirmed by a survey of recent studies 

on e-Campaigning as shown in Appendix A. It is worth noting that some studies refer to web 

content analysis as Ψweb features analysisΩ (e.g. Chen, et al., 2006); however, essentially, 

they all focus on the same issue: the assessment of what is available on political partiŜǎΩ 

websites from an objective point of view. 

 

2.6.1 STUDIES FEATURING WEB CONTENT ANALYSIS IN THE LITERATURE 

In general, there are two major ways of conducting a web content analysis ς one is guided by 

a framework (Chen, et al., 2006; Gibson, et al., 2003; Hooghe & Vissers, 2008; Schweitzer, 

2008; The Bivings Group, 2006; Ward, Gibson, et al., 2008), while the other is not (e.g. Boas, 

2008; Kluver, 2008; Small, et al., 2008; Voerman & Boogers, 2008).  

 

Generally, a web content analysis is conducted according to aspects defined in the research. 

Typically, these aspects are related to aims and activities of e-Campaigning. In general, the 

following aspects are distinguished: άƛƴŦƻǊƳŀǘƛƻƴ ǇǊƻǾƛǎƛƻƴέ (e.g. Bentivegna, 2008; Boas, 

2008; Gibson & McAllister, 2008; Gibson, et al., 2003; D. T. Hill, 2008; Hooghe & Vissers, 

2008; The Bivings Group, 2006; Voerman & Boogers, 2008)Τ άƛƴǘŜǊŀŎǘƛǾƛǘȅέ (e.g. Bentivegna, 
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2008; Gibson, et al., 2003; Hooghe & Vissers, 2008; Lilleker & Jackson, 2007; Schweitzer, 

2008; Small, et al., 2ллуΤ ²ŀǊŘΣ hǿŜƴΣ Ŝǘ ŀƭΦΣ нллуύΤ άǎǳǇǇƻǊǘ Ƴƻōƛƭƛǎŀǘƛƻƴέ όe.g. Boas, 2008; 

hǿŜƴ ϧ 5ŀǾƛǎΣ нллуύΤ ŀƴŘ άǊŜǎƻǳǊŎŜ ƎŜƴŜǊŀǘƛƻƴέ (e.g. Hooghe & Vissers, 2008; Ward, Gibson, 

et al., 2008). In addition to these aspects, some researchers also include analytical aspects 

which are not directly associated with the aims and activities of e-Campaigning, such as the 

format in which the web content is delivered ς text only or multimedia (e.g. Bentivegna, 

2008; Chen, et al., 2006; Hooghe & Vissers, 2008; Lilleker & Jackson, 2007; The Bivings Group, 

2006); content accessibility (e.g. Hooghe & Vissers, 2008; Lilleker & Jackson, 2007); and 

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

 

So far however, although the importance of web content analysis for research on e-

Campaigning is evident in the academic literature, we can observe variation and 

inconsistency across analytical frameworks available, even in studies conducted by the same 

authors. There are two possible explanations for these discrepancies in website content 

analysis.  

 

First of all, scholars use different terminology in defining a similar aspect for their web 

ŎƻƴǘŜƴǘ ŀƴŀƭȅǎƛǎΦ CƻǊ ƛƴǎǘŀƴŎŜΣ ǘƘŜ ŀǎǇŜŎǘ ƻŦ άƳƻōƛƭƛǎŀǘƛƻƴέ used in some studies (e.g. 

Bentivegna, 2008; Boas, 2008; Ward et al., 2006) is ǊŜŦŜǊǊŜŘ ǘƻ ŀǎ άǇŀǊǘƛŎƛǇŀǘƛƻƴέ in other 

studies (e.g. Gibson et al., 2003). Moreover, ŀƴ ŀǎǇŜŎǘΣ ǎǳŎƘ ŀǎ άƛƴŦƻǊƳŀǘƛƻƴ ǇǊƻǾƛǎƛƻƴέΣ Ƴŀȅ 

involve a wide variety of content elements. As a result, content elements could be clustered 

under different aspects. An example would be a blog as a content element which could be 

ǊŜǎǇŜŎǘƛǾŜƭȅ ƭƻŎŀǘŜŘ ǳƴŘŜǊ ǘƘŜ ŀǎǇŜŎǘ ƻŦ άƛƴŦƻǊƳŀǘƛƻƴ ǇǊƻǾƛǎƛƻƴέ ƻǊ άƛƴǘŜǊŀŎǘƛǾƛǘȅέΦ !ƭǎƻΣ ŀn 

e-Campaigning activity can be used for more than one purpose, which may lead to further 

confusion in the analysis and clustering of web content elements. 

  

Secondly, the nature of web content analysis is evolutionary and contextual. This is a result 

of changes in the adoption and use of ICTs in e-Campaigning activities employed within a 

specific institutional context, as well as across time. For example, for e-Campaigning 

activities in countries like the US and the UK, where the adoption and use of ICTs in e-

Campaigning is relatively advanced, a web content analysis tends to include a wider array of 

aspects compared to countries like Indonesia and Spain, where the adoption and use of ICTs 

in e-Campaigning is less developed and often restricted to information provision (e.g. Dader, 

2008; D. T. Hill, 2008).  
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 A possible way to overcome these problems in e-Campaigning research is to make use of 

qualitative research methods, such as interviews or focus group meetings, in order to better 

understand the content offered through campaigning websites.  

 

2.6.2 THE WEB CONTENT ANALYSIS FRAMEWORK USED IN THIS STUDY 

On the basis of an academic literature review, especially considering the presented 

shortcomings of existing web content analysis frameworks, we decided to develop our own 

web content analysis framework in order to empirically explore e-Campaigning activities of 

political parties in the 2008 national election in New Zealand. In so-doing we did not include 

ǘƘŜ Ǉƻǎǎƛōƛƭƛǘȅ ƻŦ ǎŎƻǊƛƴƎ ǇƻƭƛǘƛŎŀƭ ǇŀǊǘƛŜǎΩ websites on the basis of the web content analysis, 

as some researchers have done so far (e.g. Chen et al. 2006). We used the following two 

arguments for not using scoring criteria in our web content analysis framework. Firstly, in 

research projects in which website content has been scored, the deployed scoring criteria 

and their outcomes appear to be questionable from an e-Campaigning substance point of 

view. For example, Chen et al. (2006) scored the content of political partiesΩ websites in an 

election period in Australia, based on a criterion of the number of paragraphs presented 

under a specific web content element: according to the authors, the more paragraphs a 

content element involves the higher the score. Consequently, we did not consider available 

scoring criteria to be informative for our research needs. Secondly, the main purpose of this 

study is to empirically explore the current landscape of e-Campaigning by political parties in 

New Zealand, without 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 stage. In addition, 

a cross-party comparison of scores did not help us in answering our research questions. 

 

We first defined the analytical aspects of our web content analysis framework on the basis 

of an academic literature review in the broad field of e-Campaigning. Subsequently, we 

operationalised each aspect into web content elements, again based on available literature. 

 The following nine aspects and related content elements are included in our web content 

analysis framework (see also Figure 2.2 for an overview of the web content analysis 

framework used in this study): 

 

Information Provision: This aspect refers to content aimed at providing information about a 

political party, party candidates, and the election campaign more in general. Under this 

aspect information is provided in a static format. The content elements included under this 
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aspect are: party information, such as the history of the party, the principles the party stands 

for, and key personnel of the party; candidate biographies, such as background details and 

constituency of political candidates; an archive of press releases; key policies; an archive of 

the campaign trail; a list of campaigning events; an archive of political speeches; static blogs 

(i.e. blogs not permitting visitor comments); contact information of the party office; contact 

information of the party leader; contact information of party ŎŀƴŘƛŘŀǘŜǎΤ ƭƛƴƪǎ ǘƻ ŎŀƴŘƛŘŀǘŜǎΩ 

own websites if there are any; and links to other websites with content on the political party 

or the party leader. 

 

Interactivity: This aspect is related to content that allows interactivity between the party 

and website visitors, and/or amongst website visitors. The content elements included under 

this aspect are: email the party leader; email a party candidate; email the party office; online 

chat; online opinion polls that are either initiated by the political party or by website visitors; 

online surveys; online form for website visitors to register a petition; interactive forms for 

website visitors to provide feedback about the partyΩǎ policies; online discussion forums; 

interactive calendar of campaign events; interactive blogs (i.e. blogs where comments are 

permitted); and web applications allowing website visitors 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 events, to ƛƴǾƛǘŜ ǎǳǇǇƻǊǘŜǊǎΩ ŦǊƛŜƴŘǎ ŀƴŘ 

relatives to be part of the election campaigns, and, ultimately, for supporters to turn up on 

Election Day and cast their vote to the political party (candidate). 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 groups; links for inviting others to 

participate in campaign events; links to forward campaign materials to others; links to 

download campaign materials; and links to electoral information, such as voter registration, 

election date and voting locations. 

 

Targeted Campaigning: This aspect is associated with content that targets at a specific group 

of voters, and content targeting at opponents in the election. The related content elements 

are: content dedicated to a specific segment of voters or targeted at an individual visitor; 

ŀƴŘ ŎƻƴǘŜƴǘ ǘŀǊƎŜǘŜŘ ŀǘ ƻǇǇƻƴŜƴǘǎΩ ǇƻƭƛŎƛŜǎ ƻǊ ƻǇǇƻƴŜƴǘǎ ƛƴ ƎŜƴŜǊŀƭΦ 
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Resource Generation: Generated resources during an election period include financial and 

human resources. The associated content elements are: information about making 

donations; forms for making donations online or offline; online merchandise; forms for 

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

 

Multimedia: This aspect assesses the format other than text, in which web content is 

delivered. The related content elements are: photo galleries; audio content; and video live 

stream.  

 

Accessibility: This aspect assesses accessibility of the web content from the perspectives of 

Internet bandwidth and multiple languages. Content elements related to this aspect include: 

text only option for the whole site without multimedia content; viewing options for website 

visitors with disabilities, such as visual impairment; and content offered in more than one 

language or by means of a translation tool. 

 

Navigatibility: The ease of web content navigation. Associated content elements include 

navigation tips; search engines; and a site map. 

 

Maintenance: This aspect looks at the maintenance and (regular) updating of website 

content, judged by the timestamp on the website. 

 

Aspects 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 other 
sites 

  List of campaign events 
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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 forums 

  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 others to 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 Generation 

  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 
Figure 2.2: Web content analysis framework in this study 
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3 RESEARCH METHODOLOGY 

3.1 CASE STUDY RESEARCH 

Acknowledging a lack of empirical knowledge on e-Campaigning developments and activities 

in New Zealand, we used a qualitative case study research method to empirically explore e-

Campaigning activities of political parties during the 2008 national election in New Zealand. 

Multiple case studies were conducted in this research, each case exploring the e-

Campaigning activities of a New Zealand political party in the 2008 national election, their 

underlying strategy, and potential limitations to e-Campaigning for 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 Future, were the samples of our research; the unit of 

analysis was the political 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 study. In addition, we reviewed 

contributions published and/or presented (e.g. speeches of party leaders) around the 2008 

national election in New Zealand.  

 

The case study research was conducted in two phases: firstly, a web content analysis was 

done for each case study to explore the forms and ways of e-Campaigning; secondly, a series 

of semi-structured interviews was held with political party campaign managers, campaign 

strategists, and webmasters, to further explore the underlying strategy of e-Campaigning 

activities, as well as potential barriers to the adoption and use of e-Campaigning. All 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 Future, agreed to 

participation in research interviews.  

 

3.1.1. WEB CONTENT ANALYSIS 

We used the content from available election campaign websites of political parties as the 

primary source of empirical data in our web content analysis. Data was collected on a daily 

basis between 12 September 2008 and 8 November 2008, the day of the national election. 
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As the start date for our data collection we used the date of the official announcement of 

the national election by Helen Clark, the New Zealand Prime Minister at the time.  

 

The data has been analysed with the framework presented in Section 2.6.2. Used as a 

heuristic tool, the framework enabled us to both explore forms and ways of e-Campaigning 

and understand this complex phenomenon in a structured and informed manner. 

 

3.1.2. SEMI-STRUCTURED INTERVIEWS 

In the second phase of our research, five political parties agreed to participate in semi-

structured interviews focused at the strategy of, as well as potential barriers to, e-

campaigning. Interview participants were campaign managers, campaign strategists, or 

webmasters, with direct involvement in the 2008 national election campaign. Interviews 

were semi-structured, meaning that the participants not only provided insights related to 

pre-defined themes but also suggested further sources of corroboratory evidence (Yin, 1994). 

Pre-defined themes covered in the interviews focused on the e-Campaigning strategy of 

political parties on the basis of insights derived from the web content analysis.  
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4 CASE STUDY DESCRIPTIONS AND ANALYSIS 

This section describes and analyses e-Campaigning activities of eight political parties during 

the 2008 national election in New Zealand and provides a further understanding of the 

underlying strategies and limitations to e-Campaigning for five of those eight 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 information to the research data 

presented in this section.  

 

4.1 THE NEW ZEALAND ELECTORAL SYSTEM 

According to Elections New Zealand (n.d.), since 1996, the Mixed Member Proportional 

(MMP) electoral system is used for national elections in New Zealand. This system operates 

on the principle that the total number of party members in an elected body is required to 

mirror the overall proportion of votes received. Essentially, a voter casts two votes: one for a 

local body representative (electorate vote) and the other for a political party (party vote). 

The local body representative is selected using the First Past the Post method while the 

makeup of the House of Representatives is determined by the party vote. There is no 

requirement of casting the two votes for the same political party. This enables voters to 

elect a local 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 party vote. The 

threshold in New Zealand is 5%. Once this threshold is reached, parties are entitled to their 

share of the nominally 120 seats in the House of Representatives. This entitlement is also 

held by political parties with one or more electorate seats. The number of electorate MPs is 

calculated using three steps: The South Island of New Zealand has a fixed quote of 16 seats; 

The number of seats for the North Island and the number of special reserved seats for Maori 

are calculated in proportion to the seats available for the South Island; and the North Island 

and Maori seats are determined by the number of citizens on the respective general or 

Maori electoral rolls2. 

                                                             
2
 In the New Zealand 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 THE NATIONAL PARTYΩS E-CAMPAIGN 

4.2.1 BACKGROUND OF THE NATIONAL PARTY 

Formed in 1936 as a result of a merger between the United Party and the Reform Party, the 

bŀǘƛƻƴŀƭ tŀǊǘȅ όǊŜŦŜǊǊŜŘ ǘƻ ŀǎ άbŀǘƛƻƴŀƭέ ƘŜǊŜŀŦǘŜǊ ƛƴ ǘƘƛǎ ǊŜǇƻǊǘύ ƛǎ the political party with 

the largest membership in New ZealandΣ ŀƴŘ Ƙŀǎ ōŜŜƴ ǎƻ ŦƻǊ Ƴŀƴȅ ŘŜŎŀŘŜǎΦ ¢ƘŜ ǇŀǊǘȅΩǎ 

political stance is positioned as centre-right. Before the 2008 national election, National held 

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

since the 2002 National elections. During the time of opposition in Parliament, National has 

seen several changes of leadership. Since 2006 the leader of National is John Key, who first 

entered New Zealand politics in 2002 as an elected MP.  

 

4.2.2 GENERAL STRATEGY FOR THE 2008 E-CAMPAIGN 

In 2005, the then leader of National Don Brash ƭŜŘ ŀƴ ƛƴƛǘƛŀǘƛǾŜ ά¢ƘŜ 5ƛƎƛǘŀƭ {ǘǊŀtegy for the 

bŀǘƛƻƴŀƭ tŀǊǘȅέ ǘo envisage the ǇŀǊǘȅΩǎ use of ICTs, particularly the Internet, in order to 

engage the general public in new ways. An important topic area under this digital strategy 

was election campaigning. National continued this initiative during the 2008 national 

election. bŀǘƛƻƴŀƭΩǎ communication strategy for e-Campaigning in the 2008 national election 

was to be modern and contemporary but at the same time daring and adventurous. National 

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

out to ȅƻǳƴƎ ǾƻǘŜǊǎ ǳƴŘŜǊ ǘƘŜ ŀƎŜ ƻŦ олΦ Lƴ ƻǊŘŜǊ ǘƻ ŀŎƘƛŜǾŜ ǘƘƛǎΣ ǘƘŜ ǇŀǊǘȅΩǎ e-Campaigning 

activities were aimed at communicating bŀǘƛƻƴŀƭΩǎ policies to the general public, and at the 

same time offering a fun and less conventional experience to people when visiting bŀǘƛƻƴŀƭΩǎ 

website. This experience was perceived to be critical for engaging young voters who were 

expected to consider election campaigning to be conventional, dull and boring. In general, 

bŀǘƛƻƴŀƭΩǎ 2008 e-Campaigning strategy was aimed at achieving a good balance between 

formality and informality. In so-doing campaign staff members perceived the need to not 

just move offline campaigning content to their web space but to develop new forms and 

ways of providing content to the general public.  

 

Lƴ ŘŜǾŜƭƻǇƛƴƎ bŀǘƛƻƴŀƭΩǎ e-Campaigning strategy, a significant Ƴƛǎǎƛƻƴ ǿŀǎ ǘƻ άƳŀǊƪŜǘέ the 

relatively new and unknown party leader, John Key, to voters. Key formally entered New 

Zealand politics in 2002 and became the leader of the National Party in 2006. It was 
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important for National to familiarise the public with Key in both professional and personal 

ways: staff indicated that voters ǿŜǊŜ ƴƻǘ ƻƴƭȅ ƛƴǘŜǊŜǎǘŜŘ ƛƴ bŀǘƛƻƴŀƭΩǎ policies, but also in 

the person who might become the Prime Minister of New Zealand.  

 

Campaign staff was aware of e-Campaigning developments and activities in other countries, 

such as Canada, Australia, the UK, France, Germany and particularly the USA. They had spent 

some time identifying e-Campaigning developments where they could learn from. However, 

although they saw the value of researching e-Campaigning developments in other countries, 

they considered it rather difficult to pinpoint to a specific e-Campaigning event which they 

then could adopt. In their view this had to do with three main factors: systemic conditions 

and relationships varied from one democratic system to another; the social and cultural 

context of e-Campaigning varied significantly between countries; and the exponential rate of 

the development of ICTs, particularly the Internet, meant that an e-Campaigning strategy 

considered άuniqueέ a year ago, quickly could become omnipresent. In considering these 

three factors, campaign staff members acknowledged that, instead of trying to copy specific 

e-Campaigning events from other countries, it was more important to adopt the strategic 

philosophy behind various international e-Campaigning successes (e.g. aggressiveness).  

 

Furthermore, staff members emphasised that being serious about e-Campaigning also 

meant taking required human resources into account. Although budgetary constraints 

prevented the party from outsourcing their e-Campaign to professional experts (similar to e-

Campaigning practice in the USA), campaign staff understood the importance of recruiting a 

few key specialists in this area of e-Campaigning, such as a web master and web editor. 

These experts were employed on a permanent basis, so ǘƘŀǘ ǘƘŜ ǇŀǊǘȅΩǎ e-Campaign would 

demonstrate a high degree of professionalism and sophistication throughout the election 

period. Moreover, frequent communication between e-Campaigning staff and those staff 

ƳŜƳōŜǊǎ ƛƴǾƻƭǾŜŘ ƛƴ ΨƎŜƴŜǊŀƭΩ ŜƭŜŎǘƛƻƴ campaigning could ensure that the two campaigning 

strategies were aligned.  

 

Initially, the party considered developing a website specifically for the 2008 national election 

campaign. This idea was dropped primarily because of a lack of time, financial and human 

resources. Instead, the party decided to use the existing official party website 

(www.national.org.nz) as the main platform for their e-Campaign. A comprehensive picture 

ƻŦ ǘƘŜ ƘƻƳŜ ǇŀƎŜ ƻŦ bŀǘƛƻƴŀƭΩǎ campaigning website is presented in Figures 4.1 and 4.2: 

http://www.national.org.nz/
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Figure 4.1: The home page of National's official e-Campaigning website (Part. 1) 

 

 

Figure 4.2: The home page of National's official e-Campaigning website (Part. 2) 
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During the election period, bŀǘƛƻƴŀƭΩǎ campaigning website was άŎƻƴǘŜƴǘ ǊƛŎƘέ, with content 

presented in multiple formats: text, images, video and audio. The base colour of the website 

was bŀǘƛƻƴŀƭΩǎ ŎƻƭƻǳǊ blue. The top of each web page featured photos of the leader, the 

ŎŀƳǇŀƛƎƴ ǎƭƻƎŀƴ ά/ƘƻƻǎŜ ŀ .ǊƛƎƘǘŜǊ CǳǘǳǊŜέΣ ŀƴŘ ǘƘŜ ǇŀǊǘȅ ƭƻƎƻΦ A static frame was used for 

each web page and included the following items: a list of other National websites; 

information about the party, its caucus, head office, and local office; information about the 

party leader, MPsΣ ŀƴŘ ŎŀƴŘƛŘŀǘŜǎΤ ŜƭŜŎǘƻǊŀƭ ƛƴŦƻǊƳŀǘƛƻƴΤ ǘƘŜ ǇŀǊǘȅΩǎ ǇǊŜǎŜƴŎŜ on social 

networking sites Facebook and YouTube; a link to view some of the web content in Chinese 

language; a link to register for regular news updates; an online calculator offering the 

website visitor an opportunity to ƛƴǘŜǊŀŎǘƛǾŜƭȅ ŜȄǇƭƻǊŜ bŀǘƛƻƴŀƭΩǎ ǇǊƻǇƻǎŜŘ tax policies; links 

for making donations, becoming a party member, subscribing to the campaign, and 

becoming a volunteer; an interactive calendar presenting campaign events; a video blog of 

the party leader όάJohn Key TVέύΤ and a ƭƛƴƪ ǘƻ ŀ ŘŜŘƛŎŀǘŜŘ Ψlog inΩ page for party members.  

 

4.2.3 WEB CONTENT DESCRIPTION AND ANALYSIS 

Information Provision 

NationalΩǎ ǿŜōǎƛǘŜ ǇǊƻǾƛŘŜd a wide array of comprehensive information to visitors (see also 

an overview of the content analysis in Figure 4.6). Information was placed under sections 

with an intuitive name, allowing visitors to retrieve the required information with ease. For 

instance, visitors were able to search a list of comprehensive policy statements, with each 

policy statement organised under a related portfolio (e.g. Art and Culture, Broadcasting, 

Defence and Security, Environment). A policy statement usually was released by the National 

representative responsible for the portfolio. For example, policies, such as emission trading, 

new energy technology and climate change, were ŦƛƭŜŘ ǳƴŘŜǊ ǘƘŜ ά9ƴǾƛǊƻƴƳŜƴǘέ ǇƻǊǘŦƻƭƛƻ 

and released by Dr. Nick Smith, the person associated with that portfolio.  

 

In general, media releases via the website were policy-oriented, either related to the policies 

championed by the party or attacking the policies of ǘƘŜ ǇŀǊǘȅΩǎ Ƴŀƛƴ ƻǇǇƻƴŜƴǘΣ [ŀōƻǳǊΦ 

Similar to the release of policy statements, each media release was filed according to its 

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

Other examples of information provided through the website were an archive of speeches 

by different party members and a list of blogs ŎŀƭƭŜŘ άYŜȅ bƻǘŜǎέ provided by the party 

leader. These Key Notes were primarily aimed at further promoting bŀǘƛƻƴŀƭΩǎ proposed 

policies; in some occasions, they targeted at a confrontation with [ŀōƻǳǊΩǎ ǇƻƭƛŎƛŜǎΦ The 



THE USE OF NEW MEDIA BY POLITICAL PARTIES IN THE 2008 NATIONAL ELECTION Page 35 of 122 

party ƭŜŀŘŜǊΩǎ ōƭƻƎǎ were text-based and permission for posting comments by visitors was 

disabled. The reason for not permitting visitors to post comments was two-fold. First, if 

visitors would have been permitted to post comments they naturally would have expected a 

timely and, more importantly, an authentic response from the originator of the blog John 

Key. Given the hectic schedule of the party leader, it would have been impossible for him to 

personally respond to each comment promptly. SecondlyΣ ǇŜǊƳƛǘǘƛƴƎ ǾƛǎƛǘƻǊǎΩ ŎƻƳƳŜƴǘǎ ƻƴ 

ǘƘŜ ǇŀǊǘȅΩǎ ǿŜōǎƛǘŜ would have required a dedicated staff member to moderate the website 

to prevent undesired attacks from opponents or their supporters. This resource was not an 

option due to a tight campaign budget. Given these two reasons and the fact that the main 

ǇǳǊǇƻǎŜ ƻŦ WƻƘƴ YŜȅΩǎ ōƭƻƎǎ was to promote policies instead of soliciting input for policy 

formation, the campaign team decided to present the blogs in a static format.  

 

Campaign staff pointed out that, in their view, the majority of people would visit NationalΩǎ 

website to seek information about ǘƘŜ ǇŀǊǘȅΩǎ ǇƻƭƛŎƛŜǎ ŀƴŘ viewpoints. Moreover, 

information provision via a centralised source was perceived as beneficial to the party and to 

voters. The party for instance was given a direct opportunity to communicate to the general 

public (e.g. without any bias in communication). Also, it allowed the party to be more 

independent and proactive during the election period: for instance, the party had the 

opportunity to release the latest information to the general public and to news media at the 

same time, instead of relying on the traditional news media to speak for the party, which 

might not be free from any bias. To voters, a centralised source of information provision 

offered an opportunity to gain a more holistic picture of the National party, without any 

distortions. Also, a centralised source provided a way for voters to communicate with the 

party directly. As a result, voters were more informed when making their voting decision.  

 

Staff members commented that most of the information provided via the website, such as 

candidate information, policy statements and press releases, was not uniquely related to 

bŀǘƛƻƴŀƭΩǎ e-Campaigning activities and was also offered through other media channels. To 

the party, the main benefit of providing information on a centralised website was not so 

much about exclusiveness of information provision, but especially about timely delivery of 

content.  
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Interactivity 

 In order to achieve the e-Campaigning objective of reaching out to young voters, the 

campaign team acknowledged the importance of providing interactive features on the 

website. According to our web content analysis (see Figure 4.6)Σ ǘƘŜ ǇŀǊǘȅΩǎ ǿŜōǎƛǘŜ 

exhibited a fair amount of content elements belonging to ǘƘŜ ŀǎǇŜŎǘ ƻŦ άƛƴǘŜǊŀŎǘƛǾƛǘȅέΦ aƻǊŜ 

specifically, a clickable link was provided for visitors to email the party leader, party 

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

clicking an email link (although there was no specific mention about the kind of feedback the 

party solicited); and an interactive calendar was presented which not only highlighted major 

campaign events in a given month but also allowed visitors to filter campaign events based 

on their personal criteria, such as date or region (see Figure 4.3):  

 

 

Figure 4.3: National's interactive calendar with criteria filters  
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Figure 4.4: National's online interactive tax calculator 

 

Another interactive content element on the website was a web appƭƛŎŀǘƛƻƴ ŎŀƭƭŜŘ ά¢ŀȄ 

/ŀƭŎǳƭŀǘƻǊέ ŀƭƭƻǿƛƴƎ ǾƛǎƛǘƻǊǎ ǘƻ ŦƛƴŘ ƻǳǘ ƛƳǇƭƛŎŀǘƛƻƴǎ ƻŦ bŀǘƛƻƴŀƭΩǎ ƛƴŘƛǾƛŘǳŀƭ ǘŀȄ ǇƻƭƛŎȅ ŦƻǊ 

their personal circumstances (see Figure 4.4). 

 

Campaign staff pointed out that, although interactivity was emphasised as an important 

aspect in the 2008 e-Campaign, it was implemented from the perspective of a ǾƛǎƛǘƻǊǎΩ ŀōƛƭƛǘȅ 

to personalise party information, such as the interactive calendar and the tax calculator, and 

not from the perspective of a ǾƛǎƛǘƻǊǎΩ ŀōƛƭƛǘȅ ǘƻ ǎƻŎƛŀƭƛǎŜ ƻǊ ƛƴǘŜǊŀŎǘ with the party in order to 

generate input for policy formation for example. Therefore, interactive content elements, 

such as online chat, online opinion polls, online surveys, online petitions or online discussion 

forums, were absent oƴ ǘƘŜ ǇŀǊǘȅΩǎ ǿŜōǎƛǘe. Campaign staff members did not think that 

lacking this kind of interactive features would dampen a visitorΩs enthusiasm or experience 

of online engagement with the party: voters in general would understand the nature of 

election campaigning, with politiŎŀƭ ǇŀǊǘƛŜǎ άǇǳǎƘƛƴƎέ ǇƻƭƛŎƛŜǎ which usually had been 

finalised before the elections. Initially, staff had considered an idea allowing voters to 

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

This idea was dropped because of the concern of lacking a critical mass of users. 
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Support Mobilisation  

On the basis of our web content analysis (see Figure 4.6) we may observe that support 

mobilisation was a prominent ŀŎǘƛǾƛǘȅ ƛƴ bŀǘƛƻƴŀƭΩǎ e-Campaign. For example, visitors were 

encouraged to click on a link to receive almost daily newsletters from the party or the party 

leader. NationalΩǎ ǿŜōǎƛǘŜ also provided a link to supporters for forwarding campaign news 

to others. However, a link for supporters to invite others to participate in campaigning 

events was absent due to a concern about being seen as a party that distributes spam. 

Moreover, National took a new approach in offering downloadable campaign materials on 

the website. In the 2005 national election, National offered website visitors the opportunity 

to download the digital version of its highly-publicised campaign billboards. In the 2008 

national election, although election billboards were still used for campaigning, the party 

chose a different downloadable campaign material for its supporters: a campaign theme 

ǎƻƴƎ ǿƛǘƘ ǘƘŜ ǇŀǊǘȅΩǎ ŜƭŜŎǘƛƻƴ ǎƭƻƎŀƴ ά/ƘƻƻǎŜ ! .ǊƛƎƘǘŜǊ CǳǘǳǊŜέ as the song title. A 

campaign staff member explained that this was an area where the party wanted to 

distinguish between offline and online campaigning: besides campaign materials which could 

be used in both offline and online environments, National wanted to tap into the potential 

of e-Campaigning, with low (if any) cost of duplicating and distributing digital materials. Yet, 

to download the campaign song was not free of charge: a small charge to cover the cost of 

making the song was asked from supporters.  

 

It was also understood that the party particularly sought support from voters to cast a vote 

for National on Election Day. Consequently, several content elements were focused on 

providing information to the electorate, such as an online link for voter registration, 

information about the various constituencies across the country, and information about the 

ǇŀǊǘȅΩǎ ƭƻŎŀƭ ƻŦŦƛŎŜǎΦ 

 

Although support mobilisation was strongly emphasisŜŘ ƛƴ bŀǘƛƻƴŀƭΩǎ e-Campaign, campaign 

staff acknowledged that this e-Campaigning area was still premature and far from optimal, 

also compared to the potential of the Internet and the creativity displayed in e-Campaigning 

activities of US presidential candidate Obama. However, two important factors were taken 

into consideration. Firstly, electorate politics in New Zealand were quite different compared 

to the USA. Secondly, e-Campaigning is a maturing process: it involves substantial learning 

investments in order to align the potential of technologies with the unique social and 

cultural context of a democratic system.  
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Targeted Campaigning  

This activity involves two different aspects: election campaigning targeted at specific 

segments of voters and election campaigning targeted at opponents. Both aspects can be 

observed in bŀǘƛƻƴŀƭΩǎ e-Campaign.  

 

In order to target election campaign activities at specific segments of voters, National first 

decided on targeting at two distinctive voter segments: namely voters who are 60 years of 

age or above, and legitimate voters living or staying overseas at the time of the elections. 

For each segment, a link to a dedicated webpage was provided on the party website. For 

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

ά{ǳǇŜǊōƭǳŜǎέ focused on specific policy issues of concern to this particular voter segment, 

such as crime and health care, also via a series of newsletters on behalf of the party leader. 

Visitors to ǘƘŜ {ǳǇŜǊōƭǳŜΩǎ ǿŜōpage could register for this community of voters online and 

with no charge. They also could send an electronic postcard from the webpage to others. 

Similar to Superblues, a dedicated webpage was set up for so-called άLƴǘŜǊƴŀǘǎέ to especially 

urge overseas supporters of National to register and cast their vote on Election Day. The 

dedicated webpage featured άLƴǾƛǘŜ ǇƻǘŜƴǘƛŀƭ LƴǘŜǊƴŀǘǎέ ǘƻ allow existing members to invite 

likeminded legitimate voters and expand the community, ŀƴŘ άCƛƴŘ ŀƴ LƴǘŜǊƴŀǘέ ǘƻ ŦƻǎǘŜǊ 

connections with other members of this online community. The webpage also provided a 

ƭƛƴƪ ǘƻ άYƛǿƛōƭƻƎέΣ ŀƴ ƻƴƭƛƴŜ ǇŜǊǎƻƴŀƭ ōƭƻƎ ŀǳǘƘƻǊŜŘ ōȅ ŀ ǎǳǇǇƻǊǘŜǊ ƻŦ bŀǘƛƻƴŀƭΦ  

 

Specific targeting at opponents happened in quite subtle ways. Occasionally, targeting at 

opponents could be observed in ǘƘŜ ǇŀǊǘȅΩǎ ƳŜŘƛŀ ǊŜƭŜŀǎŜǎ ƻǊ ǘƘŜ ǇŀǊǘȅ ƭŜŀŘŜǊΩǎ ōƭƻƎΦ ¢ƘŜ 

targeted opponent usually was the Labour party and especially some of its main policies on 

the economy and taxation. Campaign staff pointed out that, although the party wanted to 

run an aggressive e-Campaign, it also wanted the e-Campaign to be positive and stay away 

from smear-campaigning.  

 

Resource Generation 

In order to generate campaign resources, bŀǘƛƻƴŀƭΩǎ e-Campaigning activities focused on 

donation, becoming a party member and becoming a volunteer. Each of these activities 

could be done by filling in an online form. An online donation could be made through a 

deduction from ǘƘŜ ŘƻƴƻǊΩǎ ŎǊŜŘƛǘ ŎŀǊŘΦ 5ƻƴƻǊǎ Ŏould choose the amount they wished to 

donate to up to NZD $1,000, in accordance with New Zealand electoral laws. A dedicated 



THE USE OF NEW MEDIA BY POLITICAL PARTIES IN THE 2008 NATIONAL ELECTION Page 40 of 122 

Ψ5ƻƴŀǘƛƻƴΩ webpage also offered information on existing regulations with regard to financial 

donations to a political party; donors were required to acknowledge these regulations by 

checking ōƻȄŜǎ ǳƴŘŜǊ ά[ŜƎŀƭ /ƻƳǇƭƛŀƴŎŜέ ƻƴ ǘƘŜ donationΩǎ ƻƴƭƛƴŜ ŦƻǊƳ. Moreover, the 

Donation webpage featured an online video clip in which the party leader expressed his 

gratitude to donors and stated that each donation would contribute to the shared objectives 

of John Key and National becoming the Prime Minister and the governing party of New 

Zealand, respectively. During the 2008 election period, National received a higher amount of 

online donations than during the previous elections. Campaign staff indicated that the party 

is satisfied with the amount of online donations raised during the 2008 national election. 

Staff member further commented that, while it is intriguing to see increasing amount of 

donations being raised by US presidential candidates, it is hard for any political party in New 

Zealand to achieve a similar result, at least in the foreseeable future. This has to do with the 

fact that, although the number of online donations is increasing, it is not yet common to 

make online donations to support a political party in New Zealand: the tradition of political 

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

 

Multimedia 

National has made good use of the wide array of formats available for e-Campaigning 

activities. For instance, the website contained a large amount of images depicting the party 

leader as well as key party members in the campaign trail and provided a link ǘƻ ǘƘŜ ǇŀǊǘȅΩǎ 

Flicker account where visitors could view further images grouped under different themes, 

such as ά/ŀƳǇŀƛƎƴ ¢Ǌŀƛƭέ ŀƴŘ άWƻƘƴ ŀǘ YƛƴŘŜǊŎŀǊŜέΦ Moreover, National made significant use 

of video clips. Besides offering web pages with video clips that could be played directly, such 

as the use of video on the Donation page, the party website hosted a link to a dedicated 

website ŎŀƭƭŜŘ άb¢±έ (National TV), which was a centralised hub of video clips of individual 

key party members organised on the basis of their names (see Figure 4.5). NTV visitors had 

access to a wide variety of video clips, ranging from the party memberΩǎ debates in 

Parliament to campaigning events like visiting schools or talking to workers.  

 

In general, the use of multimedia in e-Campaigning was seen as important, as experiences of 

participating in an election campaign could be enhanced, also against the conventional view 

that election campaigns are boring and dull, and a άŎƻƳƳƻƴ ǘƻǳŎƘέ could be offered, 

especially around the goal of ŦŀƳƛƭƛŀǊƛǎƛƴƎ ǘƘŜ ǇǳōƭƛŎ ǿƛǘƘ ǘƘŜ άƴŜǿέ ǇŀǊǘȅ ƭŜŀŘŜǊΦ However, 

campaign staff also acknowledged that the heavy use of multimedia in e-Campaigning could 
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cause a situation in which visitors with restricted Internet access (e.g. dial-up access) would 

be turned awayΦ ¢Ƙƛǎ ŜȄǇƭŀƛƴǎ ǘƘŜ ǇŀǊǘȅΩǎ ŘŜŎƛǎƛƻƴ ǘƻ ŎǊŜŀǘŜ ŀ ŘŜŘƛŎŀǘŜŘ ǿŜōǎƛte for hosting 

video clips.  

 

 

Figure 4.5: National's NTV 

 

Accessibility 

bŀǘƛƻƴŀƭΩs website particularly addressed this aspect from a language point of view, by 

providing a Chinese language version of the partyΩǎ background and some key policy 

statements in recognition of the growing population of Asian voters in New Zealand. 

Interestingly, the website did not provide an option to view content in Maori, an official 

language in New Zealand. Options for viewing the website in text only format to address the 

needs of visitors with slow Internet access or visitors with disabilities, were absent due to 

limited time and human resources.  

 

Navigation  

bŀǘƛƻƴŀƭΩǎ ǿŜōǎƛǘŜ ƻŦŦŜǊŜŘ ŀ search option allowing visitors to locate specific content on the 

basis of one or more keywords. In general, this search function worked quite well with the 

search results usually of relevance to the provided keywords. However, some common 
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navigation content elements were absent, such as navigation tips and advice for website 

visitors and a site map displaying the overall structure of the website. 

 

Maintenance 

bŀǘƛƻƴŀƭΩǎ ǿŜōǎƛǘŜ ǿŀs updated on a daily basis and sometimes even several times a day. 

Frequently updated areas were media releases, policy statements, speeches, the party 

ƭŜŀŘŜǊΩǎ ōƭƻƎΣ ŀƴŘ ƛƳŀƎŜǎ ŀƴŘ ǾƛŘŜƻ ŎƭƛǇǎ ŘŜǇƛŎǘƛƴƎ ǘƘŜ ŜƭŜŎǘƛƻƴ ŎŀƳǇŀƛƎƴΦ Staff members 

explained that, while there was no specific rule regarding the frequency of updating website 

content, the release of content on the website was synchronised with the presentation of 

similar messages in other media (e.g. television, radio, newspapers). 

 

Aspects of the content 

analysis 
Content elements Availability 

Information Provision 

  Party information Ҟ 

  Candidate biography Ҟ 

  Press releases archive Ҟ 

  Key policy statements Ҟ 

  Campaign trail archive Ҟ 

  Campaign speeches archive Ҟ 

  Blog without visitor comments permitted Ҟ 

  Contact information about the party Ҟ 

  Contact information about the party leader Ҟ 

  Contact information about party candidates Ҟ 

  Links to candidates' own websites Ҟ 

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

Ҟ 

  List of campaign events Ҟ 

Interactivity 

  Email party leader Ҟ 

  Email candidates belonging to the party Ҟ 

  Email party office Ҟ 

  Online chat   

  Online opinion polls   

  Online surveys   

  Online form to register petition   

  Means to provide feedback online Ҟ 

  Online discussion forums   

 Interactive calendar of campaign events Ҟ 

 Blogs with visitors comments permitted   
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  Web applications to interact with policies Ҟ 

Support Mobilisation 

  Sign up to receive updates or newsletters Ҟ 

  Links to supporter groups  

  
Links to invite others to participate in campaign 
events 

  

  Links to forward campaign materials to others Ҟ 

  Links to download campaign materials Ҟ 

  Links to electoral information Ҟ 

Targeted Campaigning 

  Targeting specific voter segments Ҟ 

  Targeting opponents Ҟ 

Resource Generation 

  Donation Ҟ 

  Merchandise   

  Form to become a party member Ҟ 

  Form to become a volunteer Ҟ 

Multimedia 

  Images Ҟ 

  Audio content  

  Video content Ҟ 

Accessibility 

  Text only option (for the whole site)   

 Option for visitors with disability  

  Multi-lingual content  Ҟ όtŀǊǘƛŀƭύ 

Navigation 

  Navigation tips   

  Search engine Ҟ 

  Site map/index   

Maintenance 

  Daily content update Ҟ 

Figure 4.6: {ǳƳƳŀǊȅ ƻŦ ǘƘŜ ŎƻƴǘŜƴǘ ŀƴŀƭȅǎƛǎ ŦƻǊ bŀǘƛƻƴŀƭΩǎ ǿŜōǎƛǘe 
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4.3 THE LABOUR PARTYΩS E-CAMPAIGN 

4.3.1 BACKGROUND OF THE LABOUR PARTY 

Established in 1916, the [ŀōƻǳǊ tŀǊǘȅ όǊŜŦŜǊǊŜŘ ǘƻ ŀǎ ά[ŀōƻǳǊέ ƘŜǊŜŀŦǘŜǊ ƛƴ ǘƘƛǎ ǊŜǇƻǊǘύ ƛǎ the 

political party with the longest history in New ZealandΦ ¢ƘŜ ǇŀǊǘȅΩǎ ǇƻƭƛǘƛŎŀƭ ǎǘŀƴŎŜ can be 

described as being centre-left and social-liberal.  

 

Until the 2008 national election, Labour was the largest political party in the New Zealand 

House of Representatives (50 seats). Labour, together with coalition partners, had led the 

New Zealand government since 1999. The party leader was Helen Clark, who first entered 

Parliament as an elected Labour MP in 1981. She became the party leader in 1993 and Prime 

Minister in 1999. In the 2008 national election, Clark led the Labour party to seek a fourth 

term in government.  

 

4.3.2 GENERAL STRATEGY FOR THE 2008 E-CAMPAIGN 

Compared to previous election campaigns in which the party had solely focused on offline 

campaigning activities, Labour wanted to explore opportunities for e-Campaigning activities 

during the 2008 national election. This idea emerged in 2007, approximately a year before 

the 2008 national election took place. As a result, the party sent campaign staff to the USA 

ǘƻ ƻōǎŜǊǾŜ hōŀƳŀΩǎ e-Campaign in the US presidential elections and identify areas that 

could be adopted in developing [ŀōƻǳǊΩǎ e-Campaigning strategy.  

 

Campaign staff who had visited the USA, indicated that, while it was fascinating to witness 

how Obama made use of innovative e-Campaigning opportunities, it was difficult to adopt 

these e-Campaigning opportunities in the New Zealand context, due to financial, 

technological and legal constraints. A good illustration of these three constraints was 

hōŀƳŀΩǎ ǳǎŜ ƻŦ L/¢ǎ ŦƻǊ ǎǳǇǇƻǊǘ ƳƻōƛƭƛǎŀǘƛƻƴΦ 5ǳǊƛƴƎ ǘƘŜ US presidential electionsΣ hōŀƳŀΩǎ 

campaign staff utilised state of the art technology for data mining in order to construct 

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

ǎǳǇǇƻǊǘŜǊΩǎ ǇŜǊǎƻƴŀƭ Řŀǘŀ ŀƴŘ ƭƻŎŀǘƛƻƴ ŘŀǘŀΣ ǎǳŎƘ ŀǎ ƴŀƳŜΣ ƻŎŎǳǇŀǘƛƻƴ ŀƴŘ ǊŜǎƛŘŜƴǘƛŀƭ 

address. Each individual profile could then be presented on a digital map, which helped the 

campaign team in organising Ψdoor-knockingΩ activities in the physical world. After 

completion and confirmation of this map it was transferred to mobile devices (e.g. smart 
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phones with GPS functionalities) of campaign staff and volunteers who participated in the 

door-knocking. After having approached a potential supporter, door-knocking staff would 

send an update through their mobile devices to the campaign team. This offered the 

campaign team the possibility to track the status of door-knocking in each region and 

therefore to reduce the chance of approaching the same person. While this integration of 

ƻŦŦƭƛƴŜ ŀƴŘ ƻƴƭƛƴŜ ǎǳǇǇƻǊǘ Ƴƻōƛƭƛǎŀǘƛƻƴ ǿƻǊƪŜŘ ǿŜƭƭ ƛƴ hōŀƳŀΩǎ ŎŀƳǇŀƛƎƴΣ ƛǘ was hard to 

adopt in the New Zealand context because it required a significant level of financial and 

technological resources not available to a political party in New Zealand. Furthermore, 

constructing profiles of voters and sharing those profiles for campaigning purposes could 

lead to breaching the New Zealand Privacy Act.  

 

After evaluating observations of the Obama campaign, Labour decided to develop its own e-

Campaigning strategy including the creation of a website dedicated to the 2008 national 

election (www.labour08.co.nz). The party felt that it was not ideal to utilise the existing 

official party website (www.labour.org.nz) as the platform for e-Campaigning. This had to do 

with the fact that the official party website already contained a lot of information about the 

party and its candidates: adding further information unique to the election campaign (e.g. 

policy statements, media releases and campaign events) would lead to a website overloaded 

with information, making it difficult for visitors to navigate. A risk was perceived of turning 

visitors away and, with that, destroying the effectiveness and efficiency of [ŀōƻǳǊΩǎ e-

Campaign.  

 

As the strategy of deploying a separate website for e-Campaigning had been implemented 

not long before the official announcement of the national election was made and with a 

shortage of staff dedicated to e-Campaigning, [ŀōƻǳǊΩǎ e-Campaigning website for the 2008 

national election went live before the site was fully completed. For this reason, early in the 

ŜƭŜŎǘƛƻƴ ǇŜǊƛƻŘΣ ŀ ƴǳƳōŜǊ ƻŦ ǿŜō ǇŀƎŜǎ ǿŜǊŜ ǎǘƛƭƭ άǳƴŘŜǊ ŎƻƴǎǘǊǳŎǘƛƻƴέΦ ¢ƻ ǘŀŎƪƭŜ ǘƘƛǎ ƛǎǎǳŜΣ 

[ŀōƻǳǊΩǎ ŎŀƳǇŀƛƎƴ ǘŜŀƳ ŘŜŎƛŘŜŘ ǘƻ ǘŜƳǇƻǊŀǊƛƭȅ ǇƭŀŎŜ ƛƴŦƻǊƳŀǘƛƻƴ ŀƴŘ ǳǇŘŀǘŜǎ ǊŜƭŀǘŜŘ ǘƻ 

the 2008 national election on both the official party website sponsored by the New Zealand 

Parliamentary Service and the e-Campaigning website until the latter became fully functional. 

Staff members pointed out that this situation may have created unnecessary confusion to 

voters.  
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AƭǘƘƻǳƎƘ [ŀōƻǳǊΩǎ existing official party website was briefly used as an alternative platform 

for e-CampaigningΣ ƛǘ ǿŀǎ ƴƻǘ ǇŀǊǘ ƻŦ ǘƘŜ ǇŀǊǘȅΩǎ e-Campaigning strategy. The party 

considered www.labour08.co.nz as its official e-Campaigning website. Therefore, the web 

content analysis for Labour in this report is based on its dedicated e-Campaigning website. A 

compleǘŜ ǇƛŎǘǳǊŜ ƻŦ [ŀōƻǳǊΩǎ e-Campaigning website is presented in Figures 4.7 and 4.8. 

http://www.labour08.co.nz/
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Figure 4.7: The home page of Labour's official e-Campaigning website (Part.1) 

 

 

Figure 4.8: The home page of Labour's official e-Campaigning website (Part.2) 

 












































































































































