
 

 

 

 

Youth, Political Knowledge, and Election Campaigns: 

The Attitudes and Approaches of Political and 

Communication Elites in New Zealand 

 

 

Salma Usman Malik 

 

 

 

 

 

 

 

A thesis submitted in fulfilment of the requirements for the degree 

of Doctor of Philosophy in Politics and International Relations, 

the University of Auckland, 2021. 



 

 

ii 

 

 

ABSTRACT 

Despite being the most avid users of online media, young people remain disconnected from politics, 

and there are significant concerns about their level of political knowledge with potential impact on 

democracy. This research proposes a new model for how politicians could use online media during a 

campaign to disseminate political information amongst young people. This model was created by in-

depth analysis of extensive data from the attitudes and tools used by political parties and media in 

New Zealand during the 2017 general election in which Jacinda Ardern became the Prime Minister. 

This research utilised triangulated methods including content analysis of online communication from 

the four biggest political parties and in-depth interviews with key figures from those parties and 

organisations involved in creating online engagement initiatives, such as Vote Compass as well as 

young New Zealanders involved in the 2017 election through party youth networks and non-partisan 

but politically focused organisations. The proposed model for dissemination of political information 

amongst the young argues that political elites need to use the five Cs: content, channel, cost, 

collaboration, and communication strategies. Content is about developing the key message using best 

practices; channel reflects and identifies the most suitable online platform; cost encompasses finances 

and resources; collaboration is about finding effective interplay of multiple sources including legacy 

media and new digital information outlets, and communication strategies suggest techniques for using 

online media to connect with the young. These 5Cs  provide invaluable insights into how this model 

can be utilised for future research in different settings, and either election or non-election periods, to 

deepen its understanding and applicability to similar settings and fill a major gap in the existing 

literature. Moreover, it provides guidance for practitioners to avoid dismissing the young as 

uninterested and instead try to use appropriate approaches to develop young people’s political 

knowledge. 
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CHAPTER 1 
 

 INTRODUCTION 

 

 

Introduction 

Online political communication has been a topic of debate ever since the launch of the 

internet in the 1990s. The internet potentially offers ways for elite information providers, including 

news channels, electoral bodies, and political parties, to develop political knowledge amongst 

young people especially since they are the internet generation.  However, despite the increase in 

availability of information about politics, the nature, form, and source of online media means that 

we may be raising a generation of politically less informed young people than before. 

This research seeks to explore how online media can be utilised by political actors to 

disseminate political information, focusing empirically on New Zealand in particular. New Zealand 

is one of the most digitally connected countries of the world where political actors are increasingly 

using online media to communicate with the public, especially during the election campaigns. Yet, 

like the rest of the world, young people in New Zealand have low voter turnout, arguably due to 

inadequate political knowledge. Whilst there is existing academic literature about online political 

communication and political knowledge, there is still a considerable gap in literature on both of 

these areas in relation to young people, let alone New Zealand specifically. Furthermore, there is no 

model in existing literature that could give prescriptive steps for how the internet can be used to 

disseminate political information amongst young people.   

This study has adopted Delli and Carpini’s (1996) definition of political knowledge which 

states that political knowledge is “the range of factual information about politics that is stored in 

long-term memory” (p. 10). This definition emphasises on “information holding” and is the most 

commonly used definition in the field of political communication “because of its face value and 

predictive validity, as well as reliability over time”  (Hoffmann, 2019, p,2.).  
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In this background this study seeks to answer the following research question:  

How can political actors use online media to disseminate political information amongst young 

people? 

This question is answered by exploring how different forms of online media were used by 

political actors (political parties; electoral commission; voter advice applications) during the New 

Zealand 2017 general elections with a particular focus on the performance of political parties 

disseminating political information amongst young New Zealanders (18–24 years old). It also 

reflects on what young New Zealanders think about online media and its political use during the 

2017 general elections. 

The research was conducted using a grounded theory approach. It commenced by 

developing an original preliminary theoretical model from existing literature connected to online 

media and political knowledge. This model was used to assess the use of online media in the 2017 

general election through qualitative research involving interviews and analysis of social media data. 

Interviews were conducted with key figures from the main political parties in New Zealand 

(National, Labour, Green, New Zealand First); the Electoral Commission New Zealand and Voter 

Advice Applications (Vote Compass, On the Fence); New Zealand-based political commentators, 

and online political campaigning experts. An in-depth analysis of the use of Facebook by the two 

major (National and Labour) and two minor (Green and New Zealand First) political parties in the 

2017 election campaign was conducted as well. Additionally, the young people’s perspective was 

sought by interviewing purposively sampled partisan and non-partisan but politically active young 

people in New Zealand. 

The findings were used to develop and improve the preliminary model, and at the end the 

thesis proposes a robust and pragmatic model for how political actors can use online media to 

disseminate political information amongst young people. 

 

The Value of Research and its Contribution to the Literature 

Whilst there is literature on the topic of online political communication and political 

knowledge, in terms of focus and theory there are clear gaps in relation to political knowledge and 

young people, and empirically there are gaps in research on New Zealand specifically. Most of the 

existing research is multivariate in nature where few studies use a qualitative lens with limited focus 
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on young people. The literature focuses primarily on how online media enables young people to 

engage in various forms of political participation, but there is less research that investigates if online 

media is utilised by the elites to disseminate information about politics amongst young people.  

Most importantly, whilst there is substantial research into social media and its use in 

election campaigns, there is no theoretical model offering prescriptive advice for the targeted 

dissemination of political information amongst young people.  Furthermore, there is a geographical 

gap in the relevant literature in the case of New Zealand where there is limited research available 

(Shaw, 2009) on the use of online media in disseminating political information amongst young 

people during the election campaigns. 

This original and ground-breaking research is a  pioneer research in addressing the 

mentioned gaps in literature, particularly in the case of New Zealand. This is a first step in 

identifying the significance and importance of online media for targeted dissemination of political 

information amongst young people. It provides fruitful insights on existing practices and provides 

suggestions for future. Thus, it open ups possibilities of further research in the cross disciplinary 

areas of online political communication and political knowledge of young people.   

 

Thesis Overview and Structure 

 

This thesis is divided into three sections. 

Section I – Literature Review and Methodology  

The next chapter, Chapter 2 outlines a detailed literature review and introduces the preliminary 

model. Chapter 3  presents the research methodology.  

Section II - Empirical Analysis 

Chapter 4 presents the elite’s perspective by providing findings from the interviews of the political 

and communication elites. 

Chapters 5—6 discuss the analysis of data from the parties’ Facebook pages.  Chapter 5 introduces 

insights from an analysis of the Facebook data from the political parties and discusses the findings 
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of an in-depth analysis of Facebook data from the major political parties. Chapter 6 discusses 

findings from an analysis of Facebook data from the minor political parties.  

Chapter 7 reflects on findings from chapters 4, 5, and 6. 

Chapter 9 presents insights from interviewing a sample of politically engaged young people in New 

Zealand.  

Section III  - Conclusion and final model 

Lastly, Chapter 10 presents the conclusion, which summarises the findings, presents the final 

model, and outlines the contribution made to original knowledge. 
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SECTION I 
 

 

 

 

 

 

 

 

This section includes two chapters: Research methodology and literature 

review. 

 

 

Chapter 2: Literature review – This chapter presents a review of 

literature connected to online media and political knowledge. Towards the 

end of chapter, it introduces the lessons learnt, existing gaps, and how this 

research will fill in those gaps by developing a preliminary theoretical 

model. 

 

Chapter 3:  Research Methodology – It presents the research question, 

research design, and overview of the research methods approach including 

data sources, data collection, and data analysis. 
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CHAPTER 2 

  LITERATURE REVIEW 

 

 

 

Introduction 

This chapter reviews existing literature on the use of online media for dissemination of 

political information, particularly for young people. To conduct this literature review, online 

databases like Sage, ResearchGate, Taylor and Francis, Wiley Online library and JSTOR were used 

to identify existing theoretical and empirical literature relating to this research. Keywords like 

“political knowledge”, “political information”, “political knowledge of youth”, “theories of 

communication”, “political communication and online media”, “political knowledge and, internet” 

were used to search online databases. 

The literature review is divided into five main sections. The first section focuses on defining 

and conceptualising the concept of political knowledge. It starts with presenting a detailed account 

of the difference between knowledge and information. This discussion leads to defining and 

explaining types of political knowledge which concludes with a discussion on measures of political 

knowledge. The second section focuses on the relationship between young people, democracy, and 

online media. It reflects on the role of online media and discusses literature on how young people 

can be politically informed and engaged in politics.  It also discusses how the use of online media 

has evolved in election campaigns. Moreover, it focuses on how campaigns are designed and 

directed towards young people. It presents use of various strategies including political humour, 

interactivity, use of youth wings, value of information acquisition tools as well as voter advice 

applications in election campaigns. This section also puts forward discussion that focuses on the 

role of online media in political participation of young people. It focuses on existing research to 

understand the use of online media amongst young people and how it is linked to various forms of 

online and offline political participation. In the third section, various challenges and problems 

associated with online media are discussed. These are fake news, echo chambers, trench warfare, 

big data, and algorithms. Considering the scant literature available in the context of New Zealand, 

the fourth section is dedicated to the case of New Zealand. It is focused on discussing political 
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participation of young New Zealanders and also gives an account of how the use of online media 

has evolved during election campaigns in New Zealand.  

Lastly, the fifth section identifies existing gaps in the literature and presents the preliminary 

model. It explicitly points out that political knowledge as a standalone concept has not been 

researched well and more specifically its existence in the context of young generation needs to be 

explored in depth. Furthermore, there is a need to investigate this concept in the background of 

nations other than the United States of America. 

 

Definition and Conceptualisation of Political Knowledge 
 

Definition 

 

This study has adopted Delli and Carpini’s (1996) definition of political knowledge. It states 

that political knowledge is “the range of factual information about politics that is stored in long-

term memory” (p. 10). This definition emphasises on the “information holding” and most 

commonly used definition in studies “because of its face and predictive validity, as well as 

reliability over time”  (Hoffmann, 2019, p,2.).  

 

Conceptualisation 

For this study, political knowledge has been conceptualised as “substance of politics” 

(Carpini and Keeter, 1996) or in Hoffman’s words, “issue knowledge” (Hoffmann, 2019). Issue 

knowledge focusses on one of the three things including information about policies, information 

about political candidates and, current events (Hoffmann, 2019). This study has focused on the first 

component i.e., information about policies. Therefore, in this background, political information has 

been used as a broader terminology throughout the dissertation.  
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Rationale for adopting this definition and conceptualisation 

This definition and conceptualisation have been used because of its predictive validity as 

well as reliability built over time. It is the most used definition in studies on political knowledge 

because it provides the researcher to study individual components political knowledge. 

For democracy to prevail in its true sense, research in past has emphasised that in order to 

make an informed choice, citizens need to have “accurate” information (Carpini and Keeter, 93). 

Further along, studies have emphasised not only on the availability of information but also an 

individual’s competence to make a logical connection among the acquired information (structural 

knowledge) (Graber, 2001; Eveland and Schmitt, 2015). Nonetheless, information is the key 

element and is the most significant component in the realm of political communication.  

The political and communication elites largely use online media to disseminate policy 

information about their candidates and aim to build a larger voter base. Therefore, this definition 

and conceptualisation enabled a focused and comprehensive analysis.  

This is an original and ground-breaking study, particularly in the case of New Zealand. 

Therefore, for providing a detailed and thorough examination of political elites use of online media, 

it was important to have an in-depth exploration. This in depth-exploration and assessment required 

focus and therefore focusing on policy dissemination was the most appropriate choice for this study. 

It provided rich and valuable insights about how pollical actors use online media for disseminating 

information about policies amongst young people in New Zealand.  

 

Distinction between Political Knowledge and Political Information 

For providing conceptual clarification, it is important to reflect on the distinction between 

knowledge and information within a study. This distinction helps scholars construct appropriate 

scales for either measuring knowledge or information. The discussion starts with examining the 

difference between information and knowledge, and then focuses on political knowledge and 

political information. 
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i) knowledge vs information 

 

Scholars, at times use both terms interchangeably withing a research project. It also depends 

on the way it is conceptualised within a study. Distinction between information and knowledge can 

be easily understood by examining their definitions in existing literature. 

In literature “there is no widely agreed-upon definition or theoretical concept of the term” 

(Bates, 2010; Mingres and Standing, 2018). McKinney and Yoos (2010) argue that information is 

“a ubiquitous label whose meaning is almost never specified” p.329). Some scholars have defined it 

as “a pattern of organization, which can be contained in any physical manifestation, and is given 

meaning by a human being in certain contextual conditions” (p.73). Information can also be called 

“processed data” (Virkus, 2014) and by “adding value” can enable knowledge.  

Just like information, there is no unified consensus on how knowledge should be defined 

amongst scholars. It is a very powerful concept and scholars over the years have contributed 

immensely to the understating of knowledge (Davenport and Prusak, 1998; Nickols, 2000). 

Scholars have suggested various definitions, for example Bates (2005) reflects that knowledge “is 

information given meaning and integrated with other contents of understanding”.  More recently, 

Bolisani and Bratianu (2018) also have emphasised that despite being a “powerful concept”, it has 

not been defined clearly. Research also puts forward different types and forms of knowledge , 

including tacit and explicit knowledge (Nonaka and Takeuchi, 1995), implicit knowledge (Nickols, 

2000). 

In this background, at times researchers use the terms interchangeably depending on how 

they have contextualised it for their study. A basic comparison between information and knowledge 

suggests that information is explicit, digital and independent of individual whereas knowledge is 

Tacit, analogue and dependent on an individual (Sveiby, 1997).  

Ackoff (1989) presented a five-component pyramid for understanding the different levels of 

information and knowledge. These are: 
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Figure 1  

The Knowledge Pyramid 

 

Note: Data pyramid by Ackoff (1989) 

 

This traditional knowledge pyramid has defined these key terms as: 

• Data: Basic and objective facts : Who, what, when, where, about 

• Information: Context guided relationship amongst data: who, what, when, where 

• Knowledge: Information that explains the how and why components 

• Wisdom: Application of acquired knowledge to different settings 

 

This model implies that these components are interlinked, and one leads to other. This also 

posits an assumption that maybe one component holds more importance than the other. Tuomi 

(2000) proposed another aspect to this by reflecting that data cannot be the building block of 

understanding and wisdom because we need our wisdom and understanding to collect relevant data. 

This suggests an inverted pyramid structure than the one presented in Figure 1. 

Data

Information

Knowledge

understanding, and wisdom 
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Jennex and Bartczak (2013) have presented “a revised knowledge pyramid”. This model has 

attempted to put the hierarchal structure of Ackoff (1989) in the context of a “real world” (Jennex 

and Bartczak, 2013). It reflects that all these individual constructs of the traditional model, exist in a 

broader setting and individuals are in a constant process of gathering data, information, knowledge 

and wisdom.   

Overall, the end goal of all models is learning. Whether you use pyramid or focus on 

inverted pyramid, the ultimate goal is learning. This learning varies amongst individuals and 

disciplines (Jennix and Bartczak, 2013). 

 

ii) Political knowledge vs Political information 

 

In order to understand the difference(or semantic difference), it is important to understand 

what political knowledge means. The reader will get a clear understanding of the commonalities 

and differences once the researcher has defined political knowledge and discussed its types.  

This discussion will not only help in explaining  the term (for this study) but also provide a 

conceptual clarity to the reader throughout the dissertation. 

 

Defining Political Knowledge 

In the literature, political knowledge has been defined in several ways. It has also been 

linked to other terms like “political sophistication” (Luskin,1987), “political awareness” (Zaller 

1992 and Price and Zaller 1993) and “political expertise” (Converse 1964). These terminologies 

however largely reflect and focus on the different forms, types, and measures of political 

knowledge. 

Considering these different dimensions of political knowledge, this study begins with 

reflecting on a more contemporary definition of political knowledge, put forward by Delli Carpini 

and Keeter (1996). They have defined political knowledge as ““the range of factual information 

about politics that is stored in long-term memory” (p.10). This definition has conceptualised 

political knowledge as an information holding phenomenon, it still remains as the most valid and 

reliable definition of political knowledge. 
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Delli Carpini and Keeter’s book also addressed various gaps in acquiring political 

knowledge depending on “education, “race”, “gender”, “media use”, “political discussion”, and 

“political interest” (Carpini and Keeter, 1996). They also proposed a scale for measuring political 

knowledge for understanding and evaluating an individual’s knowledge of the American system of 

Government (Carpini and Keeter, 1996). It includes the following questions: 

 

“Do you happen to know what job or political office is now held by [current Vice President]?” 

“Whose responsibility is it to determine if a law is constitutional or not . . . Is it the president, the 

Congress, or the Supreme Court?” 

“How much of a majority is required for the U.S. Senate and House to override a presidential 

veto?” 

“Do you happen to know which one of the parties is more conservative than the other at the national 

level? Which party is more conservative?” 

 

While these questions do offer an understanding of how the American system works, this 

might not be adaptable/ideal in all kinds of situations and circumstances. Individuals may acquire 

knowledge about issues as a political campaign advances. Therefore, it is pertinent to evaluate 

information that the individuals gain through discussions or media usage. This “information 

awareness” (Patterson and McClure, 1976) would provide insights into the information individuals 

gain during a campaign cycle. 

 

Types of Political Knowledge 

Scholars have developed different ways to classify different types of political knowledge. It 

is generally classified in three ways: civic knowledge, issue knowledge, structural knowledge 

(Hoffman, 2019). This classification is relatable to Carpini and Keeter’s classification (1996) of 

political knowledge using three principles: 

“the rules of the game, 
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the substance of politics, and 

people and parties” (p. 65) 

 

i) Civic knowledge – the rules of the game 

 Civic knowledge or as in Delli and Carpini’s words “the rules of the game” is generally 

considered as the “textbook knowledge” (Galston, 2001). This conceptualisation of political 

knowledge suggests that unless an individual has basic knowledge about how the government 

works, they will not be able to understand politics better. This type of knowledge is particularly 

important for young people as adolescence is a time when cognitive growth occurs substantially, 

and thus young people might develop an understating of themselves as well as the society 

(Flanagan, 2013) and also form beliefs about their civic engagement and responsibilities (Metzger 

and Smetana, 2010).  

 Researchers often suggest that coursework taught in schools may have an impact on the 

development of civic knowledge amongst young people in particular (Cohen and Chaffee, 2013; 

Kahne et al., 2006). If this is true then as young people’s age will increase, then there is a possibility 

that they will have an increased exposure to civic knowledge (Galston, 2001) and thus it might help 

them have a better understanding of the basic textbook knowledge of politics.  

 This might also help them engage in various forms of civic activities (Flanagan et al., 2005). 

While schools are important, research also suggests that that parents, peers, and teachers also play 

an important role in development of civic knowledge amongst young people by engaging in 

meaningful discourse with them (Boyd et al., 2011; McIntosh et al., 2007). 

 Civic knowledge is often used as a useful way to assess political knowledge in political 

communication research . However, there are some criticisms of relying on this measure (Hoffman 

and young, 2011). In measuring responses on the traditional civic knowledge scale, the answers are 

either right or wrong therefore it might not be a true reflection of the I don’t know answer. For 

example, “when asked which party is ‘more conservative at the national level’ (Delli Carpini & 

Keeter, 1996), a politically savvy participant who considers both parties to be in the hands of 

special interests might answer, ‘neither.’” (Hoffman and Young, 2011). In another example, 

research reflects on how answers vary across genders, i.e., women are more likely to say “I don’t 
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know” and men are more likely to guess (Kenski and Jamieson, 2000). This variance can cause a 

knowledge gap between men and women (Kenski, 2000).  

 Overall, while civic knowledge is without a doubt a reliable and valid measure, but scholars 

do reflect their concerns in relying only on this measure. Mutz (2006) has also highlighted the 

problem with the right or wrong answer in answering questions on political knowledge and reflects 

that instead of focusing on finding the correct answer, the task should be to embrace and understand 

each other, even if we disagree (Mutz, 2006). 

 

ii) Issue Knowledge – substance of politics & people and parties 

 This classification of knowledge is not new. Berelson (1952) has defined an informed 

citizen solely in terms of his/her issue knowledge. This has been reflected in Delli and Carpini’s 

work as “substance of politics” and “people and parties”. This type of political knowledge reflects 

an understanding of the current politicians and their respective parties. It reflects an individuals’ 

ability to reflect and recall facts from her memory (Young and Hoffmann, 2012).  

 This type of knowledge can also be called Factual Knowledge. This type of knowledge is 

often labelled “information” (Lupia, 2016) and encompasses particular information about policies, 

political actors and political organisations and institutions. This type of knowledge can be 

associated with the “explicit type” (Polyani, 1960) of knowledge in the field of information and 

knowledge management. It is the “knowing-that” form, which is easy to share, code and transfer. 

That is the reason why political actors largely focus on disseminating this type of knowledge during 

the election campaigns. 

 Scholars often argue that that without this factual political information , individuals cannot 

understand politics and thus it is vital to their “civic requisites” (Hochschild, 2010). However, in 

case of misinformation and fake news, this information might have a negative consequence on the 

choices that people make (Hochschild and Einstein, 2015).  

 This type of political knowledge also comes with critique. Researchers reflect that this kind 

of information is predisposed to interpretation because facts do not speak for themselves, and each 

individual will have their own interpretation of the factual knowledge. Lupia (2016) argues that this 

factual information can have an impact on knowledge, but he also conveys that factors – cues, 
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source credibility, relevance of information, values, and stereotyping – have a profound impact on 

the way this information is used and processed (Lupia, 2016). 

iii) Structural Knowledge 

Structural political knowledge differs from civic knowledge and issue knowledge because 

its focus is not holding and acquiring information rather it encompasses an individual’s capability to 

form connections among the received knowledge (Graber, 2001). It reflects the degree to which an 

individual can correlate factual information and organise it within his/her cognitive structure 

(Eveland & Schmitt, 2015). 

This type of knowledge can be associated with the “knowing how” (Polyani, 1960) or “tacit 

form” of knowledge. It is difficult to capture and codify this form of knowledge, although some 

scholars have attempted to do measure and code it (Eveland et al., 2004). Similar to tacit 

knowledge, structural knowledge requires human cognition and interpretation. This type of 

knowledge is difficult to transfer as well. 

Structural knowledge plays an important role in “information processing” (Tolochko et al., 

2019). It enables cognitive organisation of information that helps individual’s relate new 

information to their existing preferences (Lupia, 2016) and likewise use existing preferences to 

evaluate and understand new situations. Overall, the core notion is that structural knowledge is “the 

manner in which facts are organized in memory, and the ways in which individuals see connections 

between the facts” (Eveland & Hutchens, 2008) p.2. 

There is considerably less research on measuring structural knowledge. There are studies 

that measure both factual information and structural knowledge (Eli and Rapeli, 2010; Eveland and 

Schmitt, 2015). However, most of the existing research focuses on factual questions while 

establishing a relationship between levels of political knowledge and sources of information (Lee & 

Xenos, 2019; Tolochko et al., 2019).  

 

The measures of political knowledge 

Political knowledge is a core element in research in the field of political communication. 

There is a wealth of research that has focuses on political knowledge and puts forwards ways and 

methods to code and measure political knowledge. It is essentially a prerequisite for an effective 



 

 

16 

 

working democracy. It is a significant variable in many types of research. It is identified as one of 

the five categories of political expertise along with political activity, print media use, electronic 

media use and political self-schema (Fiske, Lau & Smith, 1990). 

Citizens need to be politically well informed as it is this knowledge of politics that enables 

them to perform their duty as a “dutiful citizen” (Bennett, 2008, p.839). As stated by Berelson el al., 

(1952) in an article cited by Grönlund (2006) titled “Virtual citizenry: Politically sophisticated or 

not?”, “The democratic citizen is expected to be well-informed about political affairs He is 

supposed to know what the issues are, what their history is, what the relevant facts are, what 

alternatives are proposed, what the party stands for, what the likely consequences are (p.4)”. 

For measuring political knowledge, researchers develop criteria composed of questions to 

test political knowledge. Elo and Rapeli (2010) have argued that most scholars develop the criteria 

based on information question therefore their analysis may not be an accurate representation of how 

knowledgeable the respondents are. They suggest that there must be a careful selection of questions 

to test either information or knowledge of the respondents: “questions measuring structural 

knowledge include questions that measure knowledge of institutions while those measuring 

information deal with the current actors within those institutions”.(p.136)  

 

Young people, political knowledge, and election campaigns 

 

Political Knowledge is a key variable in the studies conducted on democratic engagement, 

youth or otherwise. There is an extensive literature that reflects on debates that focus on what a 

citizen should know? How much a citizen should know? Why should they know? And what are the 

best practices to measure it (Lupia, 2016). It is indeed a very complicated variable to understand but 

nonetheless it is important because democratic outcomes are dependent on it.  

Delli Carpini and Keeter (1996) reflect that those have more knowledge of politics, are more 

likely to participate in politics and exercise their democratic right. There is a plethora of research 

that focusses on the different factors that enable or disable a citizen to get politically knowledgeable 

thus answering the question of “who among the citizenry tends to be more knowledgeable?” 

(Edgerly et al., 2018, p.1043). 
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This sheds light on the most important or as Edger et al., 2018 have called it “elusive” 

question, which is in fact the core focus of this thesis: How will citizens get that knowledge about 

politics? Very few people can get a direct exposure about politics, therefore the role of media and 

communication is very pivotal in this regard. Studies have found  a positive but somewhat weak 

relationship between news media exposure and political knowledge (Eveland et al., 2005; Eveland 

and Schmitt, 2015). More recently, social media has emerged to be an important source of news and 

information (Newman et al.,, 2017). 

Young people have lower number of opportunities to learn about politics as compared to old 

generation (Edgerly, 2015). Facebook remains their prime source for getting information about 

politics particularly amongst the 18 – 29 years old (Pew, 2015; Gottfried and Barthel, 2015). In this 

realm it is important to understand and assess how do the politicians use this source for getting 

information across the young generation and what can be the best practices to do so. 

Unfortunately, there is limited literature in this domain. Therefore, this literature picks ups 

concepts from different fields, while keeping focus on young people. What follows is the review of 

existing literature that aims to generate, reflect, and present a wider perspective of the studies 

related to political learning, political participation, and political engagement of young people. 

This review highlights how political actors use different forms of online media during 

elections to inform and communicate with young people, how young people use online media, more 

particularly social media, to learn about politics and the role of social media in political 

participation of young people. Additionally, it largely focuses on the post 2015-time frame. 

There is limited and scare literature in the context of New Zealand, therefore, there is a 

dedicated  section of how campaigns use online media in New Zealand and also on the political 

behaviour and use of social media amongst young New Zealanders. 

 

How can young people be engaged? 

As literature suggests that the political climate in recent times is getting increasingly 

proliferated with fake news and opposing views (Wray-Lake, 2019) . This has raised a serious 

question of finding ways to develop political learning and thinking of young people for enabling 

them to become a more informed voter. There are also alarming concerns of political news 
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avoidance of  young people (Aharoni et al., 2021;Newman et al., 2017)leading to development of 

echo chambers (Del Vicario et al., 2017) and  people engaging in online forms of trench warfare ( 

Karlsen et al., 2017).  

Studies reflect on different ways to help young people involved and engaged in politics. 

These solutions include “community engagement”, “opportunities to practice being political”, 

“historic events” and “family contexts” (Wray-Lake, 2019). There is a wealth of research that is 

focused on the study of the value and impact of each of these components on political learning of 

young people. However, more commonly, all of these suggestions involve the use of internet and 

more specifically social media (Wray-Lake, 2019).  

There is a need to develop research to help find ways to help young people learn about 

politics in order in order to be more informed about politics. Young people are the first digital 

natives who can be informed about politics using social media (Ohme, 2019). And research is 

indicating that young people are replacing the established and traditional media by social media as 

their source of political information (Ohme et al., 2020).  

Having said that, there is not much research that studies the use of online media for 

dissemination of political information amongst young people. The existing literature focuses on a 

more causal relation between online media and political learning of young people.  

 

Youth, Online media, and election campaigns 

Election campaigns are “information campaigns” because it is the time when political 

parties start disseminating information about their leader and their policy stances (Nadeau et al., 

2008) p.229. Likewise, election campaigns also provide opportunity to the voters for making an 

informed choice (Bartels, 1996).  

Before the internet launch, there were limited avenues where people could get information 

about politics, for example local and national newspapers or news channels (Panagopoulos, 2016). 

In this pre-social media period, “the voter was saturated with political information form the political 

parties, special interest groups, campaigns, candidates, and the news media for many months before 

election day” (Dalager, 1996, p.509) especially in the US where campaigns period is much longer. 
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This provided the voter an overflow of information because voters received information from 

multiple candidates at a given frame in tine (Dalager, 1996).  

This insight into the olden days of campaigning provides an insight into the recent times 

where a voter receives an even larger amount of information given the changed nature of election 

campaigns. Now, the political parties have started using online media to maximise their potential in 

disseminating information during the election campaigns. There is a continuous flow of information 

as Myers and Vaughn note, “the volume of information produced and consumed in today’s political 

world is immense” (Farrar-Myers & Vaughn, 2015, p.1.). However, despite the sheer amount of 

information disseminated via online media, it has “become fully infused into daily political life and 

contemporary election campaigns” (Farrar-Myers & Vaughn, 2015, p.2). 

Political actors use social media to disseminate information about themselves as well as to 

connect with the potential voters . This helps particularly young people, who go online before 

making a voting decision (Sharma & Parma, 2016). Obama’s 2008 election campaign is considered 

the first election campaign to utilise social media for campaign purposed (Eshbaugh-Soha, 2015). 

The following elections in the year 2012, the presidential campaigns increased their use of social 

media. It was not only Obama, but his opponents also “aggressively incorporate[d] social network 

tools into their campaigns including Facebook, Youtube, Hulu and Twitter” (McNeal & Bryan, 

2015, p.998). This was a new era of election campaigns where the audience experienced a 24-hour 

news cycle, with unlimited online resources and social networking sites providing rich 

informational content (Panagopoulous, 2016). In the 1990s, online presence was considered a 

novelty; however, in recent times candidates must have a website and social media presence 

(Panagoupoulous, 2016). 

 This necessity [of social media presence] is well demonstrated in the 2016 U.S. presidential 

elections, where Donald Trump tweeted 4000+ times from the moment he announced his campaign 

to becoming the president (Panagoupoulous, 2016) and  Hillary Clinton used a tweet to announce 

her decision to run for President. According to Pew research study, Trump had a lead on social 

networking websites by having close to 10 million followers on twitter and 9 million followers on 

Facebook , followed by Clinton who had almost 7 million and Sanders had 3 million followers on 

Twitter (Pew, 2016). This election saw an increased use of images and videos on social media by 

the political candidates (Enli, 2017), particularly by Trump who was posting a video almost daily 

(Pew, 2016).  Clinton and Sanders experimented with infographics as well (Pew, 2016). This is 
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particularly important in context of young people who “want information quick and are easily 

drawn to dramatic statistics or facts” (p.12) (Hernandez, 2019).  

Despite the extensive use of social media by all candidates, Trump’s posts received more 

response than others (Pew, 2016). This can be attributed to his informal and non-traditional 

approach of connecting with the voters. Trump’s method of engaging with the ordinary people and 

giving response to the comments made by the general public enabled interactivity and engagement 

with the audience (Hernandez, 2019). This was a key difference in the 2016 elections as compared 

to the previous elections of 2008 and 2012 where there was limited “voter campaign interactivity” 

(Enli, 2017). 

A similar trend was noted in the 2016 parliamentary elections in Romania where political 

parties used social media, primarily Facebook to broadcast information and did not engage with the 

audience (Constantin and Andra, 2017). While  being on the topic of interactivity, it is important to 

reflect on the concept of Web interactivity. It has been explored but its study in politics is limited. 

However, in other fields it has presented mixed results. Some suggest that web interactivity plays a 

significant role in information recall (Gao, 2011), thus could be potentially valuable in information 

dissemination. While other suggest that it can overwhelm the user with information overload 

(Sundar, 2007). A recent study suggests that website interactivity was negatively related to 

knowledge acquisition (Yang and Shen, 2018). 

From the 2016 presidential elections to the present time, candidates have found new and 

more effective ways to target potential voters, specially through paid advertising. As sides et al., 

reflect that “big data” and campaign “analytics” provide candidates information about their 

potential individual voters and are therefore they are able to “identify with great precision specific 

groups of voters for particular forms of outreach” (Sides et al., 2019, p.76). This also enables them 

to design content reflecting the needs and requirement of a potential voter.  

The 2018 midterm-elections in the US also reflected the increased use of social media in the 

election campaigns. More specifically, the democratic candidate Beto O’Rourke use of Facebook 

Live videos has gerned attention (Hernandez, 2019). 

Recently researchers are putting forward research that are providing insights into social 

media can be used during election campaigns. Kreiss et al., (2018) studied the use of social media 

by prominent political candidates in the US presidential elections. They argue that each social 

media platform has its own functionality and researchers should not generalise the use of one kind 
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of social media platform based on findings from others. They also discussed strategies like use of 

"candidates”, “audiences”, “timing”, “genre”, and “affordances” during election campaigns. The 

research was not focused on young but nonetheless discussed significant features and aspects of 

different forms of social media platforms including Facebook, Twitter, Instagram, and Snapchat 

(Kreiss et all, 2018). 

This is particularly important in the case of young people because these sites not only 

provide channels to disseminate information but also, “may  promote voting, especially among 

young voters who have been, relatively alienated from politics” (p.18). The internet therefore could 

be a viable source for accessing young people because “younger individuals (while less likely to 

vote) were among those to first embrace the internet” (McNeal et al., 2017, p.284) and also majority 

of these 18–25-year-old find the internet to be a “useful source of political and issue information” 

(Carlisle and Patton, 2013, p.886). 

Stier et al., (2017) recently conducted research in Germany to assess the use of different 

social media platforms during election campaigns. Their research primarily focused on how 

politicians use the distinct characteristic key features of Facebook and Twitter to communicate in 

election campaigns. Also, it focused on finding whether the candidates address the issues that were 

most important amongst the masses. The study found that “politicians and their audiences discuss 

different topic on social media than those salient among a mass audience” (p.66). Their findings 

also suggested that online political communication is mediated by “varying sociotechnical 

affordances of social media platforms” p.67.  

Many political parties have youth wings. These youth wings are very important and 

significant part of a party because it enables a party to better understand and connect with young 

people (de Roon,2020). However, it has been contested by scholars by arguing that “parties tend to 

keep their youth sections at arm’s length and deny them any real input or power, thereby depriving 

themselves of an important political critical mass of young activists and young people a voice.” Pp. 

195 (Pickard, 2019). These youth wings are often not funded enough as well thus are unable to use 

“digital technologies” (Pickard, 2019),  particularly in general elections to connect, communicate 

and inform young people. There is limited literature that further elaborates the role and significant 

of youth wings and there needs to be more research conducted to understand and evaluate their 

importance and position within a political party. 
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In the US the concept of political humour gained momentum during the 2004 presidential 

elections. The online video Barack Obama Singing Call Me Maybe by Carly Rae Jepsen gained 

enormous popularity during the 2012 U.S. Presidential elections (YouTube Trends, 2012). Young 

people’s reliance on comedy or humour related programs for political information is also a serious 

concern. As most of the political humour, online or televised or printed, casts a negative shadow on 

the performance of political institutions. In such a scenario, it may cause youth to further alienate 

themselves from the political arena (Baumgartner, 2007). JibJab Media’s release of the animated 

movie “Ahhnold for Governor” and “This Land is Your Land” is an interesting example to quote 

here. They parodied the presidential election campaigns in these movies and were very successful in 

doing so (Baumgartner, 2007).  

Obama appeared on an online comedy show, Between Two Ferns. The reason for his 

appearance was to mobilize youth to comply with a healthcare act. His online appearance motivated 

the youth and internet statistics of the healthcare website saw an increase in online traffic by 40% 

(Aigner-Treworgy, 2014 as cited by Bowyer et al., 2017). This clearly explains the potential of 

presenting critical fact with a little parody. These researchers imply that online political humour 

could contribute to the political learning and knowledge of young adults. 

Feldman (2013) in his study has also concluded that comedy has a potential to attract young 

people. More recently, research had suggested that young people often watch entertainment-

oriented programs for learning about politics (Gottfried et al., 2016), therefore these could have a 

potential to inform young voters. This could also mean that people who are watching such 

programs, including young people, could passively learn about politics while watching an 

entertainment-oriented program i.e., incidental learning (Boukes et al., 2015).  

Davis et al., (2018) analysed the tweets of Trump and Hilary Clinton during the 2016 

general elections. They found a positive link between  funny content and civic support. Jennings et 

al., (2019), have also concluded in their research that “effortful processing will enhance information 

acquisition and persuasion, that the social/sharing nature of the evolving media ecosystem will 

influence these effects, and that outcomes will be conditioned by an individual’s affinity for 

political humor” (p.365).   

 However, this concept has not been researched in detail particularly for young people and 

requires further investigation. 
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 With advancement in technologies, online media is supported by several newly devised 

gadget like smart phones and tablets. These new gadgets can be easily connected to the internet and 

can fetch information in a single click. Recently, researchers have started to study this area as well. 

In a study by Stephens et al. (2014), the use of IATs (Information acquisition tools) has been 

examined. Their study focused on the impact of ‘search engine’, ‘smartphone news applications’ 

and ‘online social media’ on political learning of individuals. The research findings indicate that 

search engines play a significant role in increasing political knowledge than social networking sites 

and news apps. 

 Google Trends in recent times have also contributed to this inclination of searching 

information. A recent study by Trevisan et al. (2018), has demonstrated the use of google for electoral 

information in the US and UK. The researchers find a strong inclination among US voters in searching 

for information on google than in UK. Internet user/potential voters searched for information on 

google in response to certain campaign events and crises. 

 Voter advice applications (VAAs) have also gained importance.  Vote Compass has been 

deployed in many countries, especially during the elections. It is a web-based tool that helps 

individuals synchronize their policy opinions with political candidates who share the same opinions 

(Lees – Marshment et al., 2015). It instils political interest among individuals and thus enabling them 

to contemplate about politics and eventually participate in elections. A body of researchers deployed 

this tool in the 2014 New Zealand elections and found that it played a vital role in gaining access to 

voter’s opinions (Lees-Marshment et al., 2015). The study however did not focus on young people. 

Other similar tools are also being developed in New Zealand. Their details are in the section focussing 

on New Zealand. 

Likewise, in Netherlands, Wall et al. (2014) studied the impact of an online voter advice 

application tool www.kieskompas.nl on choices that voter made during the 2010 Dutch legislative 

elections. The findings of this study revealed that this online advice application tool has an impact on 

the voting preference of only those individuals who do not have any pre-existing preferences. 

However, for voters who visit the advice portal neutrally, they are more likely to vote for the 

recommended party by the application (Wall et al., 2014). Likewise, Kruikemeier et al. (2014) in their 

study to understand the impact of the political use of internet on political interest and voter decisions 

found that only those individuals who accessed Voter Advice Application (VAA) during the elections 

were inclined to vote.  

http://www.kieskompas.nl/
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These tools have a potential to help develop political identities of first-time voters, which are 

commonly young people, they  “are  primarily  tools  for  political  identity  formation,  and this 

process precedes their decision to vote” (Kristensen and Solhaug, 2016 p.40). However, a recent study 

examined the role of VAAs in Germany and found no link between VAAs and political sophistication 

(Heinsohn et al., 2019). 

 

Online media, political participation, and young people 

Given the existing differentiating defining terms for young people, Millennials or 

Generation X. This study has called them “young people” and considers individual within the age 

bracket of 18-29 to be included in this definition. Social media is very popular among young 

people. Previous research suggests that young people are more likely to use social media for a 

variety of political activities including generation of political content (Smith, 2009). 

Much research have been published to date that explore, investigate and assess the use of 

online media, or particularly social media among young people. Early studies suggested a positive 

but weak link between use of internet and offline political participation of young people (Boulianne, 

2009). With the advancement in the field of Internet, the recent research (mostly on cross-sectional 

survey data) reflects a positive link between social media use and political engagement amongst 

young people (Boulianne, 2015). This link between social media use and political participation also 

depends on different types of online activities and use of social media. For example, Theocharis and 

Quintelier (2016) studied the relation between Facebook use and political participation. They found 

a positive link to use of Facebook and civic and entertainment-oriented participation but not 

political participation.  

Ekstrom and Ostman (2015) adopted a different approach in a study on Swedish youth. 

They examined political knowledge and political participation as separate entities. The study 

examined data via a longitudinal research program in Orebro, Sweden. The findings indicated that 

‘offline news use’ was a positively related to increase in political knowledge whereas 

‘informational internet use’ was not. It was also found that informational use of online media 

promotes political participation.   A similar study was conducted earlier 2014 that information 

gathering, and dynamic use of social media is positively linked to both online and offline forms of 

political participation among young people (Woo-Yoo & Gil-de-Zúñiga 2014). Another study was 

focussed on university students of Singapore (Xiaoming, Nainan and George, 2014). It was carried 
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out to understand the impact of digital news consumption on youth’s political participation (online 

and offline).  The findings of this study added to the existing literature that proves that online news 

consumption is positively related to political participation (online and offline). 

An interesting research in this perspective was carried out in the U.S by S.W. Dunn et al., 

(2015) in context of a gubernatorial election in the United States. They examined the role of political 

debates, political advertisements and fact-checking articles in affecting political knowledge, political 

efficacy and eventually political participation of young adults. 184 students participated in extensive 

research sessions. The participants were shown live political debates in computer labs. Political 

adverts shown to the participants were preselected by the researcher, from YouTube channels of 

political actors. And, in fact checking, participants were supplied with printed material from Politifact 

Virginia Website. Online pre- and post-survey were conducted to find results of this study. The 

findings of this study revealed that live political debates and candidate advertisements positively 

affected political knowledge, efficacy and intention to participate. The interesting part of this research 

was that minimum exposure to political information increased political interest in young adults. They 

were inclined to vote after being exposed to the minimum amount of political information via debates 

and advertisements (S.W. Dunn et al., 2015). In their concluding remarks, the researchers suggested 

that “Anyone who is concerned about young citizen’s lack of involvement in the political process” 

should understand “that increasing involvement may not be difficult; it may be as simple as finding 

ways to expose young people to current political messages”. 

Yamamoto et al., (2015) also studied the role of digital political expressions and social 

media as a source of political news consumption. This research was carried out on young adults 

prior to the 2012 US Presidential elections. Their study was based on four hypotheses that were 

formulated to understand the impact of traditional offline media, online media, social media and 

mobile apps on offline political participation when moderated by online political expression. They 

found that online political expression was a positive and influential moderator of offline 

participation. This research was particularly aimed at finding ways to increase young generation’s 

political participation with the help pf online media and mobile news apps. 

More recently, Martin (2016) carried out a research after 2014 U.S. general midterm 

elections to understand the relationship between online media and online/offline political 

participation. The findings indicated that Facebook and twitter were the strongest predictors of 

online political participation whereas mobile apps contributed to offline participation. News 

Websites had a positive impact on both online and offline political participation.  
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Kahne and Bowyer (2018) also carried out a research focusing on how “friendship-driven”1 

(FD) and “interaction-driven”2 (ID) use of online media is related with political participation. This 

study has its roots in an early study carried out in 2009  by Ito and colleagues who found that young 

people often engage in friendship-driven or interaction driven activities for engaging in a 

participatory behaviour. This categorisation was based on young people’s use of online media rather 

than specific characteristic usage of online media. This study found a strong positive link between 

online activity (FD or ID) and political participation. 

Nevertheless, young people are the first ones to use social media for getting informed about 

news and politics (Newman et al., 2017). Political actors have also increasingly started using social 

media particularly Facebook and Twitter for communicating with their respective electorates 

(Soerensen, 2016). This increases the potential of direct communication between political actors 

and their electorates. Since there is limited literature available about how the first time votes i.e., 

young people use social media particularly for getting informed about politics (Ohme, 2019) 

therefore there is a need to conduct research in understanding how these digital natives can be 

integrated into the political system as their voting behaviour will depend how they will take part in 

lth elater elections. Additionally, these young people are the first digital natives who use online 

media for getting informed about politics. 

There is already a limited research that focuses on how social media is used for getting 

political information in an election campaign. The most recent research however claims that if 

young generation are to receive political information at all, it will be from social media (Newman et 

al., 2017). 

The transforming role of social media amongst young people in gaining information about 

politics comes from the study of Edgerly et al., 2018. This study focused on young people’s, 

learning about politics during the 2016 presidential elections in the US. Though, this study focused 

on a particular type of political knowledge i.e., events knowledge, it presented valuable insights. It 

found that young people were able to answer more questions about those events that were shared 

widely on Facebook. The authors of this study have compared this finding to the finding that Jerit et 

al., 2006 put forward many years ago about the role of traditional media. They reinforced the 

 
1 This “is conducted through social media, primarily for the purposes of maintaining and cultivating relationships with 

one’s friends and family members.” (Kahne and Bowyer, 2018 , p. 472). “They often involve SNS, such as Instagram or 

Facebook, to engage in activities like sending messages, sharing status updates, or forwarding videos to friends or 

family”.(Kahne and Bowyer, 2018 p.472).  
2 This “revolves around an individual’s interests (e.g., music, sports, fandom, gaming, crafts). ID participation generally 

involves creating online content, sharing perspectives, and circulating information.” (Kahne and Bowyer, 2018 p.472). 
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finding of a previous study that argues that young people are most likely to report social media as 

their preferred source of political knowledge (Gottfried et al., 2016). 

A more recent study focussing on Pakistan and Indonesia has furthered the findings of 

Edgerly et al., 2018. This was a comparative study with data collected form both countries during 

election time frames (General Election, 2018 in Pakistan and National Elections, 2019 in 

Indonesia). The findings reveal a positive relation between social media and political knowledge of 

young people (Ida et al., 2020). 

 A contradicting perspective has been put forward by Shehata and Stromback (2018). Their 

study was focused on understanding if using social media as source of political information 

compensated for not using the traditional sources of learning about politics i.e., newspapers and 

television. Their study found that traditional news was the most important sources and only 

following news on social media did not compensate for it. This study however was conducted on a 

pool of 35000 citizens using a web survey. Cacciatore et al., 2018 have also reported a failed 

relation between social media and political knowledge.  

Bode (2016) however argues that one can learn about politics from social media. She 

suggests that “the opportunity for learning from political information to which social media users 

are exposed is a real one.” P.42. This is furthered by a more recent research by Ohme (2019). This 

study also compared the use of social media and traditional media for getting informed about 

politics like Shehata and Stromback (2018). This study however suggested that young people and 

first-time voters were most likely to use social media as preferred choice for getting informed about 

politics. 

It is important to note that most of the studies demonstrating a negative relation between 

social media and political knowledge have focused on how political use of social media affects 

knowledge  gain (Cacciatore et al., 2018; and Shehata and Stromback, 2018). Considering the fact 

that individuals are exposed to news on social media even when they are using social media for 

other purposes (Zuniga et al., 2017) thus there is a probability of incidental learning as well. In this 

background, Lee and Xenos (2019) did a study to explore “how non-political social media use in 

our everyday lives influences political knowledge” p. 18. This study also demonstrated a negative 

relation between social media and political knowledge. 

Citizens are inarguably exposed to a variety of news and political information. With the 

advancement in internet and new media technologies, they have a plethora of information available. 

This posits an ideal situation where individuals can get better informed considering the availability 
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of a variety of information. However, many scholars argue that “this high-choice media 

environment may instead have negative demo-critic consequences by enhancing political 

knowledge gaps based on content preferences, interest, and usage patterns.” (p.106).  

However, the individual use of this information varies. Individuals who would actively go 

out and seek information may get better informed than those who do not (Shehata and Hoijer, 

2016). In this realm, Zuniga et al., (2017) have suggested a new term related to social media and 

political information. They call it “news-find-me perception” . Based on their study in the US, they 

argue that this perception will lead to people less engaged and thus knowledgeable about politics. 

However, individual’s political knowledge can be enhanced when news is “actively sought” 

(p.105). The core premise of this argument is the individual dependency of learning about politics 

(Shehata et al., 2015). 

Internet and particularly social media have changed the information dissemination 

landscape. Young people particularly are more exposed to these new forms of news and information 

outlets (Pew, 2016). Most individuals are exposed to a variety of information just by being part of a 

particular network and they do not feel the need to actively seek information because they may be 

following the news-find-me perception. These are questions that need to discuss and studied 

especially in the case of  young people. 

Recent research has provided promising results for the use of social media amongst young 

people for learning about politics. Edgerly et al., (2018) found that social media, and particularly 

Facebook played an important role amongst young people for learning about the 2016 US 

presidential elections.  

The younger generation are avid users of social media, it is possible to assume its positive 

role by engaging them in online political expression that could lead to better understanding of 

politics. One such research was conducted to understand the relationship between social media and 

the political engagement of young Britons aged 22—29 (Keating & Melis, 2017). Results of the 

study indicated that “online political expression is relatively widespread among young adults in 

Britain, but online institution- oriented engagement (such as following politicians and political 

campaigns) is considerably less prevalent” (Keating & Melis, 2017, p.13).  
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 Recently, especially after the 2016 US presidential elections, many challenges have emerged 

considering the use of social media. It is important to address and understand those challenges.  

 

The Challenges of online media 
  

 A common criticism of present-day election campaigns is that “they don’t focus enough on 

policy, they lack substance” (Sides et al., 2019, p.81). This criticism is further buttressed by the 

sensational algorithms of social media. Given the continuous technologically transformative nature 

of internet, it is important to have a continuous investigation for its effectiveness, especially in the 

context of young population as these young people are known for being an early adopter of the new 

technology. 

 

(i) The rise of Fake News 

  

 Social media has the tendency to circulate fake news/false information online (Bounegru et 

al., 2017). This is problematic on many fronts as it is a “challenge for our socio-political 

organisations If we consider the positives of social media in being a source of political information 

amongst young people. We need to understand that in case of Fake news, the young generation will 

be fed with a plethora of fake news and thus it challenges the value and importance of social media 

as a saviour for dissemination of political knowledge amongst young people.  

 

 Many definitions of fake news have been put forward by researchers. Some call it 

“propaganda entertainment” (Khaldarova and Pantti, 2016, p.893), and other say that it “blurs lines 

between nonfiction and fiction” (Berkowitz and Schwartz, 2016, p.4) Wardle (2017) has divided 

fake news into seven distinct categories: false connection; false context; manipulated content; 

misleading content; imposter content; fabricated content and satire/parody.  

 

 Though it is not an entirely new phenomenon, but the problem of fake news emerged 

prominently during the 2016 US presidential elections to the point where Collins Dictionary name 

“fake news” as “word of the year” for 2017.  Young people find it difficult to confront and identify 

fake news and this are subjected to a dose of misinformation which may become harmful to their 

understanding of politics (Manfra and Holmes, 2019; Cohen et al., 2012).  
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 There is also a concern about increased overflow of information and contesting viewpoints 

leading to establishment of “filter bubbles” or echo chambers” where young people are furthered 

more from contesting perspectives (Manfra and Holmes, 2019, pp. 94). Research suggests that 

young people are often hesitant in sharing their political views online, fearing they might be 

challenged or questioned (Ekstrom, 2016), therefore it might lead them to either joining a 

likeminded echo chamber or remain politically polarised (Ekstrom and Shehata, 2019). However 

recent studies suggest that young people’s use of social media for political expression and voicing 

their opinion will  leads to active participation in politics and that has a potentially healthy impact 

on democracy (Cho et al., 2018; Feng et al., 2019). Additionally, research also suggests that 

political actors need to target the general young population instead of only attracting the politically 

engaged (Fen et al., 2019). 

 

 Scholars have also suggested a link between fake news and emotions and say that “the fake 

news problem concerns the economics of emotion: specifically, how emotions are leveraged to 

generate attention and viewing time, which con-verts to advertising revenue”, (Bakir and Mc Satay, 

2018, p.155)  

 

(ii) Information seeking, emotions, echo Chambers and trench warfare. 

 While research demonstrates a link between emotions and an individual’s political 

behaviour, few studies have provided evidence about the role of emotions in information seeking 

behaviour of individuals. Social media is independent of physical and geographical boundaries. It 

enables individuals to seek like-minded homogeneous group of people and thus constitute an echo 

chamber where similar opinions will be reinforced (Del Vicario et al., 2015; Del Vicario et al., 

2017).  

 This role of internet and social media in promoting a homogeneous flow of information has 

been challenged recently where scholar argue that instead of echo chambers, individuals are most 

likely to seek opposing views by engaging in a “trench warfare” rather than “echo chambers” 

(Karlsen et al., 2017). A very recent study has demonstrated the role of emotions, particularly anger, 

in reinforcing the concept of echo chambers (Wollebæk, et al., 2019) . The very same emotion , i.e., 

anger, was considered significant in earlier research on trench warfare (Karlsen et al., 

2017).Emotionally charged message have a larger attention span on social media where they get 
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shared and circulated more often than neutral messages (Brady et al., 2017). Another study by 

Hassell and Weeks (2016) demonstrated that partisan information invoked anger leading to 

increased sharing and consumption of online political information. 

 Overall, the literature of emotions and its relationship with information seeking behaviour is 

scant, with no significant research that could postulate its significance in case of young people. This 

is another gap that needs to be addressed. 

 

(iii) Big Data Analytics and Algorithms 

 Social media platforms where provides a plethora of political information and reflects a 

hope for reviving democracy, there is another concerns rising about the  “rise of big data analytics, 

“black-box” algorithms, and computational propaganda” (Bradshaw and Howard, 2018, pp.4).  

Where social media was (and may be still is) considered a place, we can express ourselves and get 

informed, these recent challenges have made it questionable.  The comparatively unregulated spaces 

have raised concerns about the kind and nature of information disseminated through it. Where new 

media was an integral part of “Arab Spring” to bring down regimes (Howard and Hussain, 2013), it 

is now difficult to say the same. The use of automated accounts for shaping political discourses 

(Sanovich, 2017), professional trolling (Arnaudo, 2017)and the famous Cambridge Analytica 

scandal(Hsu, 2018; Brown, 2020). 

 Social media contains a large data set about people’s public and private lives. It has the 

potential to collect data about different demographics, including young people, and thus influence 

behaviours and choices. Political actors are increasingly using this data for manipulation of public 

opinions (Bradshaw and Howard, 2017).  They particularly use algorithms and big data analytics to 

influence public life (Howard and Wooley, 2016).  

 Bradshaw and Howard (2018) provided evidence from 48 countries where social media was 

used to influence public opinion. Majority of the examples cited are from political campaigns where 

political actors are continuously spreading misinformation to the general public. Political actors find 

social media particularly very significant in this  regards, because they can use it to not only reach a 

wide range audience as well as micro target their message to specific audiences. Individual 

politicians are more likely to use social media for spreading disinformation and impact election 

outcome (Bradshaw and Howard, 2018). The most high capacity funded manipulations are done by 

countries including China, Israel, Russia, UAE and the United States. 
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 Since 2016, governments around the world have started to combat this problem of 

disinformation. They are putting in place legislations for dealing with the issue of fake news on the 

internet (Bradshaw and Howard, 2018). Additionally, some governments are establishing agencies 

and in other tasking existing organisations for dealing with the issue of fake news. In some 

instances, there is a concern of legalising censorship including adding filters and blocks which has 

implications for freedom of expression (Bradshaw and Howard, 2018). 

 Here it is worth noting that algorithms and data-driven targeting might not be all bad. 

Political parties may utilise these to target specific constituencies or specific demographics 

(including young people). This might increase the chance of information dissemination. However, 

the negative implication of these data driven  technologies cannot be ignored. It is also found in 

research that most political parties hire private contractors ( particularly in the case of USA and  

UK)and at times tech savvy young people( Turkey, Israel and Russia) to exercise social media 

manipulation particularly in the case of United States , United Kingdom(Bradshaw and Howard, 

2018). 

 A number of strategies can be used for this manipulation, including fake videos, images, or 

memes. Countries are seen to use pro-government or party messages, oppositional attacks, 

distracting messages, and trolls for this manipulation (Howard and Bradshaw, 2018).  

 Unfortunately, no study could be found in the context of New Zealand. Therefore, it is 

difficult to assess and evaluate how this has played in the past in the context of New Zealand 

political sphere. 

 

The Case of New Zealand 
 

New Zealand is amongst one of the most digitally connected countries of the world with 

94% of the total population connected to the world wide web. This figure alone reflects the 

significance and importance of how it can be used for information dissemination during election 

campaigns. However, there is little research that has touched on the subject of internet, its use in 

dissemination of political knowledge, or for voting (Crothers, 2015) during election campaigns in 

New Zealand.  

More specifically, there is no literature that specifically focuses on how political and 

communication elites use online media in their election campaigns to inform and educate the young 
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people of the Aotearoa. Some researchers have investigated the content of media (Boyd and 

Bahador, 2015) and the concept of internet voting (Crothers,2015) however, the use of internet in 

disseminating information has not been fully explored yet.  

This section gives a comprehensive account of the existing literature in the context of New 

Zealand which is related to the topic of online media and election campaigns.  

 

The young people in New Zealand and their declining political participation 

 There is a global trend of a non-voting behaviour particularly amongst young people and 

New Zealand is no exception to this. Although, this study focuses on the 2017 general elections in 

New Zealand, however while writing this thesis, the 2020 general elections has come and gone too. 

The official data reflecting the statistics of youth voter turnout was first made available in 

the 2014 general elections. The data reflects that young people (18-24) had the lowest turnout of all 

age groups. This downward trend was seen in the 2017 elections as well. Though, the turnout was 

higher than the 2014 general elections but the enrolment figures from the 2017 elections were much 

lower than the 2014 general elections and further lower for the 2020 elections3. Furthermore, this 

data does not reflect the proportion of eligible voters in this age bracket (who did not register to 

vote), therefore the actual percentage is certain to be much lower than this number.  

This was echoed in the media coverage of the 2017 elections as well where we could see 

headlines like “Mike   Hosking:   There   is   no   'youth   quake'” (New Zealand Herald, 2017) and 

“Winston  in  box  seat  as  'youthquake'  fails  to  fire” (Radio New Zealand, 2017). 

We did see a rise in young people’s political participation in the 2020 elections, with 

Electoral Commission reflecting that there is a  “jump in youth vote” (Electoral Commission NZ). 

However, this increase did not suggest an improved statistics as the statistical evidence was not 

considered viable enough to account for the actual numbers. Furthermore, the gradual decline in 

young people’s enrolment also posits a bigger concern .  

Having establish that youth voter turnout in New Zealand is in decline. This decline is 

problematic because first it reflects a “unequal and socio economically biased turnout” (Lijphart, 

1997) and secondly since the overall turnout is not representative of the entire population, the 

 
3 A total of 338,269 people in the 18-24 age group enrolled  to  vote  for  the  2014  General  Election.  Whereas in the  

2017  General  Election this dropped  to  333,164 . The latest data reflects this to be further lowered to 327,241.  
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election outcomes (e.g., policies) will not reflect the needs of young people in New Zealand. This is 

an entirely different area of study and requires further investigation and research.  Using this 

argument as a base, my enquiry now focuses on the reasons for this decline.   

The only way I could form an understanding of declining voter turnout amongst young was 

the General Surveys of election commission. Unfortunately, there is no recent literature that 

discusses the reasons for this low turnout. Earlier research suggests a lack of interest and low sense 

of civic duty (Vowels, 2004). One recent study , while focusing on the maturity model of political 

participation, reflects that it could be argued that “declining youth turnout is simply a function of 

the delay in the onset of ‘adult’ responsibilities such as paying off a mortgage and paying higher 

taxes”. (p.12). However, this argument needs more evidence and support (Huang, 2017).  

The general voter and non-voter satisfaction survey also does not reflect an accurate 

representation of why young people did not vote. The overall quantitative data represents an 

overview of why people did not vote. The respondents were given a list of answers to choose from. 

Again, this does not reflect a qualitative and in-depth insight into the decline in young people’s 

turnout at elections.  

More recently, Statistics New Zealand (2018) shows that young people in New Zealand are 

less likely to vote as well as they do not trust the politicians. This finding could be a viable 

explanation about disengagement of young New Zealanders from politics which also contributes to 

a low level of political knowledge amongst them (Tipene, 2018). In another study, it was found that 

young people also consider themselves less informed that other age groups within New Zealand 

thus undermining their knowledge of the politics (Tipene et al., 2016). These studies are based on 

surveys which provide respondents a fix set of possible answers therefore they cannot be reflective 

of a viable reason of political disengagement amongst young New Zealanders. Moreover, there was 

no question asked about young people’s use of internet for getting informed about politics. 

Therefore, these studies do not a representative account of the way young people understand 

politics.  

To understand young New Zealanders motivations and political participatory behaviours, 

Elizabeth’s Wood’s exploratory study was consulted. Her study has put forward an account of how 

young New Zealanders understand citizenship. She argues that young people understand political 

issues and engage in different forms of political participation (Wood, 2011). In later works, Wood 

emphasised that young people’s political participation is not necessarily linked to electoral 

participation (Wood, 2012). Along with Woods study, Hunter and Rack’s wok on why young are 
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disengaged was studies too. Their research focuses mostly on the importance of civic education for 

understanding politics amongst young people (Hunter and Rack, 2016). It reflects that contrary to 

the popular belief of young people disengaged from politics, young people “want to know more 

about political language, to be listened to, and taken seriously by adults” p.27. They are interested 

in the issues around them, understand the importance of political literacy but feel that they lack the 

knowledge to critically evaluate the political practices they see around themselves (Hunter and 

Rack, 2016).  

Overall, while we understand that there is a need to learn about politics amongst young 

people,  there is little research that helps us understand what young people think about politics, what 

motivates them and how do they learn about politics, therefore, there is a strong need to research 

these areas to enhance our understanding of young people in New Zealand. 

 

Online media and election campaigns in New Zealand 

From the humble beginnings of the formal use of internet by the political parties in New 

Zealand in the 1990s, we have come a long way to the present day. Juliet Roper (1997) was one of 

the first contributors to address the use of internet by the political parties. She reflected that the 

parties had little to no idea of how to effectively use websites in election campaigns. They 

developed websites following the popular trend that other were doing it too (Roper, 1997). 

As the internet evolved so did its use by the parties. In the 2002 general elections, political 

parties in New Zealand were using their websites primarily to broadcast their message (Barker, 

2004; Conway & Dorner, 2004). The party websites were reported to have “little use of multimedia, 

poor levels of accessibility and inadequate provision of navigation aids” (Conway et al., 2004). 

Barker called these websites “a brochure in the sky” (Barker, 2004. P.89). 

During the 2005 election campaign, the Labour and National party in New Zealand 

established their websites again to broadcast their message, however, the Green and ACT party 

explored the interactive nature of the websites as well (Rudd & Hayward, 2006, p.334).  Since that 

time i.e., 2005 , New Zealand has witnessed a rise in use of the internet in election campaigns. 

Political parties in New Zealand started exploring and integrating social media into their 

election campaigns from the 2008 general elections (Murchison, 2016). It all started when Helen 

Clark posted a video reflecting the achievements of the Labour Party. This step, taken by the labour 

party, acknowledged the significance and value of online media as a valuable channel for 
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disseminating information to the larger audience in New Zealand. However, despite acknowledging 

the interactive structure of social media, its usage patterns amongst political parties remains top 

down instead of engaging (Jackson and Lilleker, 2009; Pederson, 2005; Ross and Burger, 2014). 

The study by Ross and Burger investigated the use of social media in general and Facebook in 

particular. They found that the uptake of social media among politicians is dependent on a range of 

individual and technological factors. There has been  no recent study conducted so far to extend or 

challenge this finding. 

Chen (2010) conducted a comparative study between Australia, Canada, and New Zealand 

for understanding the use of digital technologies in political campaigns. He pointed out that the use 

of internet was relatively high in New Zealand during the 2008 general elections, where 51.09% of 

the candidates were actively using digital technologies, 58.7% using emails and 100% were using 

mini sites. He also pointed out that in New Zealand the political parties did not use the internet as a 

“get out the vote” instrument  in the 2008 elections (p.12-13). Finances, resources, and 

organisational factors were also discussed in this study and reflected that Labour party and Green 

Party were not able to effectively utilise and exercise the potential of the internet because of their 

internal issues. The details of these issues were not discussed in this study. 

In another study, Facebook wall posts were analysed to understand the use of New Zealand 

Members of the parliament in the 2011 general elections. It was found that 77% of the MPs 

contesting the elections had an online presence, mostly on Facebook. The study also reported a 

difference between what  the politicians want (discussion) and what they do (one-way 

communication) (Ross et al., 2015). 

More recently, Tsai et al., (2019) conducted a study to analyse the 2014 New Zealand 

general elections. This study focused on analysing use of internet in election campaigns and identify 

if it had any impact on voting behaviour. They found that internet usage along with party 

partisanship helped in mobilising voter turnout. 

Other than social media, Voter advice applications are also explored in New Zealand. 

Design+Democracy project was formed to address the problem of disengagement of young people 

by providing a tool that would help young people get informed about politics. This Project 

particularly focused on young people and attempted to create a tool for “improving the basis on 

which they decide how to vote” (Kane & Parkin, 2016)p.47. The online tool is called On the Fence 

and was aimed to build “political confidence to transform disengaged users into informed, active 

voters” p.48. No research has been published that could reflect on the effectiveness of this tool. 
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Another prominent tool used in the 2014 elections in New Zealand was Vote Compass (Lees-

Marshment et al., 2015). However, there is no research that reflects how it was used amongst young 

people in the 2014 or even in the 2017 or the most recent elections i.e., 2020.  

New Zealand election study (NZES)4 is an informative resource that has data on how 

internet is used during elections for political information. However, the data is based on New 

Zealand wide survey and is not youth focused therefore it is difficult to draw conclusions from it. 

However, it was important to understand if the New Zealanders are using internet to access 

information about elections. The following table shows that the access had steadily increased over 

time. It reflects a potential to use it for disseminating information about policies during the election 

time frame. 

 

Table 1  

Use of internet for election information (percentages) 

 1999 2002 2005 2008 2011 2014 2017 

Don’t have access 62 37 26 24 15 11 9 

Have access, 

didn’t use it 

32 48 49 44 50 39 38 

Yes, once or 

twice 

4 9 15 16 19 22 22 

Yes, several times 2 4 7 9 10 13 19 

Yes, many times 

 

1 2 4 7 6 15 21 

Have access 39 63 74 76 85 89 91 

 

NZES has added two additional variables in the 2017 study. First one focuses on the use of 

social media for getting information about elections. The results suggest that 36% of the New 

Zealand population accessed social media (Fb or similar websites) to obtain information during the 

2017 general elections. The second one gives insights into the use of Vote advice applications. It 

particularly focuses on two types of applications: vote compass and other types including On the 

 
4 For more information about this study please visit www.nzes.org 



 

 

38 

 

fence. The findings reflect that 81% did not use Vote Compass whereas 19% did. For other types, 

only 11% of the population used them. The results for 2020 election study are not available 

therefore we cannot ascertain if the use is increased or not. Additionally, this data is not youth 

focused therefore, we cannot ascertain if this is true for young people in New Zealand. Nonetheless, 

this data does provide an insight into a gradual shift of New Zealanders in accessing the internet for 

getting information particularly during the elections. 

The existing research available for understanding the media coverage focuses on the 

newspaper coverage of the 2008, 2011 and 2014 elections (Bahador et al., 2016). Other research 

focuses on a larger question of the role of social media in predicting election results (Cameron et 

al., 2016). It also points out that political parties need to invest “early in the campaign”, if they want 

to “have a greater effect over longer time horizons” (p.431) .  

The use on internet is evolving and so does it’s used in election campaigns. With all the 

challenges it presents, its nonetheless an important source of disseminating political information. 

Therefore, this subject is worthy to be researched in New Zealand where there is limited to no 

updated research in this domain. This present study bridges this gap and provides valuable insights 

which will help future studies as well. 

 

Conclusion: lessons from existing literature, the gaps, and the 

preliminary model 

Lessons from existing literature 

This chapter has reviewed existing literature connected to the online media, political 

knowledge, political information, election campaigns and young people. It has presented an in-

depth understanding of the concept of political knowledge. The terms political knowledge and 

political information are often used interchangeably in the field of political communication. 

However, this posits a confusion and ambiguity about the actual conceptualisation of the concept in 

a study. Considering this, the chapter also discusses the difference between knowledge and 

information and then lead to discussing the definition and types of political knowledge. It discussed 

the three most significant types of political knowledge, i.e., civic knowledge, issue knowledge and 

structural knowledge. By giving an account of what each types means and how it is measured, the 

chapter also provided an argument and rationale for adopting the type of political knowledge opted 

for this study i.e., issue knowledge.  
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The literature reflects  a continuing debate amongst scholars about what and how much a 

citizen should know to become knowledgeable about politics. The core question however is, how 

will they receive this knowledge. And this question is also the base of this thesis: How can political 

actors use online media to disseminate political information amongst young people? Political and 

communication have long been using online media in their election campaigns and its use and 

adoption in each electoral cycle varies. It was found in literature that young people are inarguably 

the most avid users of online media, therefore, political elites need to use it intelligently to connect 

and communicate with young people. Furthermore, each online platform has its own features and 

functionality therefore the elite information providers need to address and understand it when 

developing electoral campaigns.  

 Humour has also been researched for its relationship in disseminating information. There is 

considerable research in this domain however, it is still an evolving dimension that needs to be 

explored further. Likewise, political parties have youth wings, and their role is significant for 

connecting with young people, but political parties still have to realise their significance. This is 

another area that has not been researched much. Voter advice applications are also considered a 

viable solution in disseminating information about political parties and candidates. They are 

potentially sources of political information that may help young people form an informed choice. 

 The review of existing literature has also highlighted challenges associated with online 

media. These are fake news, misinformation, echo chambers, trench warfare, big data and 

algorithms. The existing research emphasises on acknowledging these challenges because online 

media has the potential to feed fake information to the young people. This is alarming and will have 

a negative impact on democracy. 

 There is scant literature on this subject in the case of New Zealand. The review has 

compiled all possible sources and data related to the topic and has included a separate section on 

reviewing existing literature about New Zealand politics. The limited data reflects that in New 

Zealand, 2008 was the first election in which political parties used social media. However, the use 

varies amongst parties, and it is mostly used as a broadcast medium rather than a channel for two-

way communication. There is a strong need to address and identify the use on online media in New 

Zealand and plus the gap of limited literature in this part of the world.  
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Gaps in Existing Literature 

Despite the availability of extensive literature on the topics of online political 

communication and political knowledge, there is a substantial gap in studying these concepts in 

relation to the political knowledge of young people. The existing literature largely focuses on how 

online media enables young people to involve themselves in various forms of political participation, 

and what role does political knowledge play as a contributing variable. The nature of these studies 

is mostly quantitative, suggesting a need for an in-depth qualitative, youth-focused research. 

Additionally, there is a geographical gap in existing research on New Zealand specifically, where 

there is scant  empirical research available on using online media to disseminate political 

knowledge amongst young people. These gaps in conjunction with the thesis’s research question 

will form an preliminary model for identifying how online media can be used to disseminate 

political information effectively amongst the younger generation. Furthermore, the lessons and 

concepts from existing literature along with the identified gaps in existing literature will also aid in 

developing a preliminary model which can be used to evaluate and assess how political and 

communication elites used online media in the 2017 general elections. 

This new and original research will therefore be a first step in providing empirical evidence 

from New Zealand. It will focus on existing practices as well as provide fruitful suggestions for the 

future as well. It will be a first step in identifying the significance and importance of online media 

for targeted dissemination of political information amongst young people.  

 

The Preliminary Theoretical Model – Communication performance 

criterion 

Using the grounded theory method, the lessons from reviewing the existing literature were 

synthesised to create a preliminary theoretical model for political information dissemination via 

online media – see Figure 2a.  
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Figure 2a 

 The Preliminary Theoretical Model  

 

 

Figure 2b reflects on the ways the preliminary theoretical model will work in following to 

disseminate political information amongst young people. This preliminary theoretical model is an 

analytical model, and it consists of concepts that were found in literature connected to this study.  

 

Figure 2b  

The Preliminary Theoretical Model – Communication Performance Criterion 

1. Accessibility of 

information 

Unprecedented access to online media for everyone, 

particularly young people, has the potential to allow seamless 

flow of information. 

2.  Establishment of 

youth wing in political 

parties 

Youth wings which specifically cater to needs and issues of the 

young generation can play a significant role if included in 

political parties. Youth wings will be to make sure that 

appropriate online media channels are used to reach young 

The preliminary theoretical model 

Accessibility of information Political humour Interactive use of social media

Voter Advice Applications Use of youth wings Collaborations
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 people. And issues that are important for youth are addressed. 

In short, they would make every effort to make youth realize 

the importance of their role in the political processes. This 

hopes to create a targeted online approach for the young during 

elections to combat information overload 

3. Usage of online 

political humour to 

sugar coat hard political 

news 

As literature suggests that the young generation is more likely 

to understand and store soft news, therefore, it is suggested to 

use online political humour in election campaigns for 

disseminating political information amongst young people. 

4. Interactive use of 

social media 

 

Interactive use of online media by political parties can help in 

establishing dialogue with young people. This two-way 

communication between political elites and young people 

potentially can help, if used appropriately and in a targeted 

manger and thus provide opportunities for dissemination of 

political information. 

5. Collaboration among 

media elites and political 

elites using online 

platforms like social 

networking websites. 

Collaboration between political elites (non-partisan including 

election commission and voter advice applications) and media 

elites for using social media for disseminating targeted political 

information amongst young people. 

6. Use of Voter Advice 

Applications. 

It is suggested to promote and customise online voter advice 

applications, for the young generation. These voter advice 

applications are online digital questionnaires that help voters to 

identify a political party or candidate who aligns with their 

political ideals.  

 

This preliminary theoretical model was used to evaluate the use of online media in the 2017 

general elections in New Zealand. The decision to focus on the 2017 general elections was purely 

time based as the study started in the same year. This model was refined and adjusted at every stage 

of the research and at the end presented a robust model for the political actors and practitioners for 

connecting with young people. The next chapter presents details of the methodology adopted for 

carrying out this study. 
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CHAPTER 3 

 RESEARCH METHODOLOGY 

 
 

 

Introduction 

This chapter explains the research methodology the research  has used to understand the use 

of online media for disseminating political information amongst young people.  

The internet and its’ relationship with political knowledge are critical concepts to study. 

There is considerable research that provides mixed-method techniques to understand the role of 

digital media in mobilising youth, politically. Existing research applies statistical techniques to 

measure political knowledge of the young and compares it with online media access (Kenski & 

Stroud, 2006; Stockemer & Rocher, 2017; McAllister, 2016; Martin, 2016; Neys & Jansz, 2010; 

Moeller & Vreese, 2015; Bakker &Vreese, 2011; Baumgartner & Morris, 2009; Vettehen et al., 

2004). However, no existing theoretical model could be found that could provide critical qualitative 

insights about the focus of this thesis, namely: a) Are political elites, including politicians and 

governmental organisations, using appropriate online channels to communicate with the young? 

And (b), is the young generation reaping benefits from the internet, in terms of their political 

literacy? Therefore, this research will use a triangulated (Denzin, 1970, p.310) (Bryman, 2012, 

p.628) approach. It will explore how political actors can and do use online media for disseminating 

information about politics amongst young people. 

The first section of this chapter gives an account of the research question and research 

design chosen for carrying out this research. It explains the philosophical foundations, approaches, 

and use of triangulated methods (multiple sources of data and analysis) for conducting this research. 

It also narrates the use and application of the grounded theory approach.  

The second section deals with data sources and data collection techniques. It explains 

different data sources that were used in this research. These include existing theoretical and 

empirical literature, interviews, and internet data.  
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The third section is focused on the data analysis techniques that were  used to analyse the 

data, qualitatively. Finally, the last section concludes the chapter by providing a summary of the 

research design. 

 

Research Question 
 

This thesis is an analytical political theory research project, and it focuses on the following 

research question: 

How can political actors use online media to disseminate political information amongst young 

people? 

This question is answered by exploring how different forms of online media were used by 

political actors (political parties, electoral commission, voter advice applications) during the  New 

Zealand 2017 general elections with a particular focus on the performance of political parties for 

disseminating political information amongst young New Zealanders. It also reflects on what young 

New Zealanders thinks about online media and its political use during the 2017 general elections. 

 

Research Design and Philosophy 
 

Creswell (2009) explains that a research design involves an “intersection of philosophy, 

strategies of inquiry, and specific methods”.  This implies that the foremost aspect of a research 

plan is to identify the suitable philosophical foundation.  

These foundations play a key role in selecting the appropriate approach (quantitative, 

qualitative, or mixed method) to start the research. Furthermore, the selected approach helps in 

identifying the correct research methods. This chapter thus explains the philosophical foundations, 

approach, and methods of this study. Figure 3 includes the core components of a research design 

and provides an idea of which approaches to use when forming research design. 
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Figure 3  

Core Components of a Research Design 

 

 

 

 

 

 

 

 

 

 

Note. Adapted from “Research design: Qualitative, quantitative, and mixed methods approach” by Creswell, J.W. 2009. 

Sage Publications, Inc. 

 

Philosophical Foundations of Research 

Philosophical foundations of research are “the set of common beliefs and agreements shared 

between scientists about how problems should be understood and addressed” (Kuhn, 1962).  These 

guide the researcher to direct the research in suitable direction. 

 

This research is based on Pragmatism.  Pragmatism is a philosophical view which focuses 

on “actions, situations, and consequences” (Creswell, 2009). Pragmatism was a philosophical 

movement which started in the late nineteenth century through the works of Peirce, James, and 

Mead and Dewey. 

 

Research 
Design

Philosophical Foundations

a) Positivist

b)Constructivist

c) Participatory

d) Pragmatism

Approach

a)Qualitative

b)Quantitative

c) Mixed Methods

Methods

a)Questions/ Hypothesis

b) Collection of Data

c) Data Analysis
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This philosophical tradition arises from action, change, situation, inquiry, and consequences 

(Creswell, 2009; Goldkuhl, 2011). In the beginning, pragmatists focused on understanding the 

meaning of ideas on the basis of their probable consequences, but later the focus was shifted 

towards the significance of consequences in relation to their actual meanings (Cherryholmes, 1992). 

Pragmatism pays more attention to research questions than research methods and adopts the 

most suitable approach to answer the research questions or solve the research problem (Rossman & 

Wilson, 1985).  Rescher states that “a pragmatism….that cares just not for the efficiency of means 

but for their appropriateness, which is a matter of combining a whole range of evaluative factors not 

efficiency and effectiveness alone but also their broader normative nature” (Rescher, 2000, p.175. 

Pragmatism allows use of a mixed method approach (Morgan, 2007), thus it allows using 

both qualitative and quantitative methods for finding answers. Also, it allows using multiple data 

sources, different means of data collection, and the adoption of diverse data analysis techniques. As 

stated by Cherryholmes (1992, p.13), “Pragmatic choices about what to research and how to go 

about it are conditioned by where we want to go in the broadest of senses”. It means that they 

provide a researcher the opportunity to select data collection methods and techniques of analysis 

that serve the purpose of their research question (Creswell, 2009). 

This research has focused on methodological pragmatism, which refers to the process of 

how knowledge is created (Goldkuhl, 2012). It used methods and procedures for answering the 

research question and addressing the research concerns. Therefore, it adopted a pluralistic attitude 

in carrying out the research. It was the most viable choice of philosophical foundation for this 

research because it allowed using several data sources and collection methods for finding answers 

to the proposed research question.  It generated findings based on deploying multiple data sources 

and techniques and thus not only updated the existing academic literature on the subject but also 

produced lessons that will inform political practitioners and elites about which methods work best 

to achieve their desired outcome. 

Overall, pragmatism gives the researcher the freedom to choose the best suited research 

method. It does not restrict, and it understands that each and every method has its limitations, 

therefore, using multiple methods or data sources yields results that are more reliable (Creswell, 

2009). More recently it is also found that in grounded theory: the use of abduction, reliance on prior 

beliefs, constant comparisons, and verifications (Morgan, 2020) highlights the use and value of 

“pragmatism as a basis for grounded theory” (pp.64). 



 

 

47 

 

 

Research Approach – Qualitative research 

Qualitative research methods were adopted for this study because they allow a varied range 

of techniques that can be used in the quest of finding new concepts or finding answers and solutions 

to a problem. There is considerable research in the form of quantitative evaluation of the subject, 

but an in-depth qualitative analysis that views the topic from multiple dimensions does not exist. 

There was a significant gap in existing literature with reference to an existing model that could test 

political knowledge in relation with online media. 

For qualitative research there are diverse techniques to collect data, for example “interviews, 

observations, participant observations, field notes, public documents, photographs, audio-visual 

recordings, journals, artefacts, and sensations such as smell or taste” (Hahn, 2008, p.2). As also 

explained by Ezzy (2002), “...qualitative research is a well-established dialogue between ideas and 

observations, between theory and data, between interpretation and action”. Therefore, it was 

decided to to use different methods and sources to study how online media is and can be used to 

disseminate political information, particularly amongst young people.. 

 

Overview of Research methods 

This research adopted a qualitative triangulated (Denzin, 1970) methods approach for 

collecting data. This helped to understand the concept from multiple viewpoints (Singleton & 

Straits, 1999), thus increasing the validity of the research findings. The significance of triangulated 

mixed method techniques can be better understood by the statement made by Weick (1969, p.158), 

“we typically need multiple methods, or techniques which are imperfect in different ways. When 

multiple methods are applied, the imperfections in each method tend to cancel each other”. It is 

therefore intended to have findings that are less flawed and more valid and thus would be used for 

future study. Triangulation of multiple data sources offers the researcher the chance to compare and 

contrast data from different sources in order to comprehend and understand the phenomenon under 

research (Davies, 2001). 

The triangulated methods used grounded theory for creating the preliminary model, 

collecting data using multiple sources , and applying multiple data analysis techniques. 
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The  Figure 54gives an overview of the planned research methodology. 

Figure 4  

 

 

 

Theory Creation and Grounded Theory 

The model for political elites to effectively communicate with the young with an intent of 

increasing their political knowledge was developed using a grounded theory approach.  

Grounded theory refutes the traditional approaches of research which includes involving an 

existing theoretical framework and creating a hypothesis that is followed by a series of tests and 

experiments that give their verdict either in favour of or against the presumed hypotheses (Ezzy, 

2002). Instead, it aims to generate new theoretical frameworks that are tested throughout the 

research process for yielding “theories for further testing” (Minichiello et al, 1990 as cited in Ezzy, 

2002). 

Grounded theory helped in creating the preliminary model for this research.  As explained by 

Strauss and Corbin (1990) literature review plays a key role in evolving a new theory, and the 

literature review for this topic was carefully carried out to develop a suggestive model that could be 

tested against the data, which was collected at a later stage.  

Overview of the Research Method 

 

1. Review of 
existing literature 
(theoretical and 

empirical)

2. Creation of 
preliminary 

theoretical model

3. Selection of 
data sources and 
samples

4.Qualitative 
analysis of 

collected data

5. Adjustments to 
the preliminary 

theoretical model
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Grounded theory was selected for doing this research project as it did not restrict  the researcher 

in terms of limiting herself with the suggestive model. Rather, it  allowed fine tuning of the 

preliminary framework based on conclusive research findings during and at the end of the research 

project (Dey, 1999).  

Following the concepts of grounded theory, a theoretical model was developed using existing 

literature. Since it was a new model, therefore, it was  based on literature from a wide range 

including topics like political communication, online media, political knowledge, youth and 

political knowledge, use of online media by the young and so forth. These sources of literature 

provided a sound base for the development of a preliminary model. Research have been carrying 

out to evaluate the potential impact of online media on the political literacy of the young people 

(McAllister, 2016; Middaugh et.al, 2016; Wojcieszak & Smith, 2014). These provide an insight into 

the broad prospective of how online media affects the political literacy of the young people. 

However, no existing theoretical model could be found in literature that would provide a guideline 

to how online media can be used effectively for disseminating political information amongst the 

young people. Therefore, this research used grounded theory in developing a model that can be used 

for targeting the young people, specifically.  

This preliminary theoretical model was subject to revision and refinement based on collected 

data throughout the research. Data collection and analysis allowed a continuous evolution of the 

model (Strauss and Corbin, 1997). The triangulated data sources refined and re-defined the model 

through different stages of research and at the end of this project, it presented a comprehensive 

model which is a valuable contribution in the research field. 

 

Data Sources 
 

Existing Theoretical and Empirical Literature 

The relationship between the political knowledge of the younger generation, and online 

media was critically studied by considering an extensive array of literature. It included academic 

books and journal articles which explained the meaning of political knowledge, different factors 

which affect political knowledge including online media, different forms of online media, political 

literacy of youth, different theories relevant to political communication, and literature that explains 

the relationship between political knowledge of youth and online media. Moreover, relevant 
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literature was analysed to understand the role of grounded theory which forms the basis of 

theoretical developments, which were expected to emerge during and towards the end of this 

project.  

 

Primary Empirical Research 

Data sources for carrying out empirical research were interviews and social media data. 

These sources provided an in-depth and cross-referenced account of the topic under consideration. 

A detailed account of these sources is as follows: 

 

(i) Interviews 

Interviews have been acknowledged as the one of the most significant tools in qualitative 

research by many researchers (Richards, 1996; Lilleker, 2003). As reported by Richards (1996, 

p.200), “they can help you to understand the context, set the tone, or establish the atmosphere of the 

area you are researching”. Interviews help comprehend the research questions in detail. They help 

give you individual perspectives and viewpoints thus allowing you to find conclusions which are 

deeply rooted in an in-depth analysis of the subject. 

Interviews are conversations in which interviewees use their opinions to form an impression 

for the readers/listeners for themselves (Magnusson & Marecek, 2015). As explained by Tim May, 

“interviews yield rich insights into people’s biographies, experiences, opinions, values, aspirations, 

attitudes and feelings” (May, 2001, p.120). This signifies that interviews generate data which is rich 

in its qualitative content. Interviews are as much as useful for the researcher/interviewer as they are 

for the interviewees as they provide them an opportunity to tell their story and communicate their 

perspective to the intended audience. The basic and prime concern in this regard is understanding 

and deducing meaning of what the interviewee has to say (Kvale, 1996). Identifying surface 

meaning and understanding underlying meanings in an interview is a key point as it helps the 

researcher find out what the interviewee actually means. 

Interviews are of many types. Creswell (2009) has identified different options within the 

realm of conducting interviews: face to face conversations, telephonic interviews, email interviews 

and focus group interviews. These interviews are generally comprised of open-ended questions 
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which provide researcher the opportunity to involve and engage the participants and thus gather a 

detailed account of their viewpoints (Creswell, 2009). 

Interviewing elites is a common practice in political and social research because instead of 

approaching the general population, it specifically targets those individuals (purposive sampling) 

who are in a prominent position and are responsible for making choices that affect the masses. One 

example of such a case is a research conducted by Huggins with reference to “local government 

transnational networking” to achieve meaningful insights into the views of political elites (Huggins, 

2014, p.2). Interviewing elites was a preferred choice in this research as it provided opinions of 

those who had “direct and professional experience” of the topic (Huggins, 2014, p.4).  In another 

example, 51 interviews were arranged with politicians from Italy and the United Kingdom to 

understand “the function and extent of face-to-face social relationships against mediated ones” 

(Archetti, 2017, p.5). These interviews helped researchers to understand how political actors 

remained visible in the public eye, what strategies did they use to reach out to the masses, and what 

channels of communication did they use (Archetti,2017). 

This research conducted semi-structured interviews with political elites including purposely 

selected individuals from political parties, the electoral commission, and voter advice applications. 

Additionally, it interviewed New Zealand-based online political commentators and digital 

marketing experts to incorporate their perspectives as well. This project also aims to reflect on what 

young people think about politics and their use of online media during the 2017 general elections. 

Therefore, it also interviewed both partisan and nonpartisan young people (18–24 years). These 

young people might not be a truly representative sample of young New Zealanders. Nonetheless, 

their interest in politics and online media helped provide rich insights to the project. 

The interviews had some questions already prepared but also took lead from the responses 

of the interviewees (Willis, 2006). It was expected that these provided opportunity to ask follow-up 

question (Rivera et al., 2002). Another reason for opting for the semi-structured approach was that 

elites do not prefer close-ended questions. Rather they like to share, discuss, and narrate their point 

of views. Aberbach and Rockman (2002, p.674) explain that “elites especially-but other highly 

educated people as well- do not like being put in the straight jacket of close-ended questions”. 

As Lilleker (2003, p.208) points out, interviews with elites “provide insights into events 

about which we know little: the activities that take place out of the public or media gaze, behind 

closed doors”, so interviews secured with these individuals shall provide an inside picture of how 
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elites communicate with the young people. It gives the researcher a chance to answer questions such 

as “what channels they prefer using”; “How do they carry out their research”;   and “What do they 

know about the political standing of the young generation? Thus, one-to-one interviews were 

carried out with political and media elites as they are the participants who do not hesitant to discuss 

ideas (Creswell, 2009). These semi-structured interviews took the lead from the participants and 

steered the direction of the interviews into finding about how online media was used to reach out to 

the younger population of New Zealand.  

The technique of triangulation was also used in conducting elite interviews (where 

applicable). If the responses in one interview were relevant to the topics of discussion in the next, 

then “without revealing any confidences or names of previous subjects” (Hochschild, 2009, p.126), 

the researcher took comments from the preceding interview to “push a current subject a little more 

deeply” (Hochschild, 2009, p.126). Though, this strategy did consume time, it provided a rich 

resource of data for answering the research questions.  

 

(ii) Social media Data 

Scholars are increasingly using the internet for collecting qualitative data because it enables 

the researchers to collect a wide range of data including photos, videos, blogs and so forth. There 

are different approaches for collecting data from the internet and the methodological procedures 

vary across disciplines. This study adopted the approach where you directly collect data from the 

online sites. This approach helped to add dimension and depth to the topic and  aided in correlating 

different aspects of the topic.  

Online media has become a diverse source of data, in recent times, for any research project. 

Every day, people log on to the internet for various activities. For example, they search for news 

updates, socialise using social networking websites like Twitter, Facebook, Instagram, write blogs, 

share Snapchat stories and so forth. Hence, online media has become an integral part of our lives, 

and this is why it is being used by political elites to (a) communicate messages and (b) provoke 

responses and (c) initiate action. 

Political elites use online media as a vital source for communicating with the intended 

audience. They have started to integrate online forums like Facebook and Twitter “into their daily 

communication strategies” (Ekman & Widholm, 2015). According to Steensen et al., (2015), 68%  
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of journalists in Sweden use Twitter as a professional channel of communication. Also, political 

elites turn to Twitter when they are making “official statements” (Ekman & Widholm, 2015, p.82). 

According to some scholars, political elites prefer using Facebook because they believe they can 

communicate with their intended audience more closely (Williams & Gulati, 2007). This implies 

that in today’s digital world, online media acts as a platform which provides opportunities for 

communicating with the masses. Therefore, as quoted by Ekman & Widholm (2015), “journalists 

and politicians have become both ‘media actor’ and ‘media sources’” (p.82).   

Since online media provides a rich reservoir of political information, we can assume that 

political communication via online media may have a potential impact on the political knowledge of 

the young people. Therefore, it is important to analyse and review online political communication to 

understand how it affects political literacy.  Lup (2010) demonstrated this principle by carrying out 

a research in Hungary where he concluded that political discussions and communications carried 

out on social media tended to increase factual as well structural political learning of Hungarians. 

This study has a particular focus on the use of online media by political parties during the 

2017 general elections in New Zealand. Therefore, official Facebook pages of the top two major 

(National and Labour) and minor parties (Green and New Zealand First) were reviewed and 

analysed.  

 

Data Collection 
 

Existing Theoretical and Empirical Literature 

The general library of the University of Auckland (City Campus) was consulted, and online 

databases like Sage, ResearchGate, Taylor and Francis, Wiley Online Library, Worldwide Political 

science Abstracts and JSTOR were used for finding and analysing the existing theoretical and 

empirical literature relating to this research. Keywords like “political knowledge”, “political 

knowledge of youth”, “theories of communication”, “political communication and online media”, 

“political knowledge” and “internet” were used to search online databases.  

Primary Empirical Research 

(i) Interviews 

Interviews were divided into two distinct categories. The first category encompassed political 

elite interviews. These provided the elitist perspective with reference to political knowledge of the 
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young and its relationship with online media while focussing on the 2017 general elections in New 

Zealand. The second category focused on young people and helped understand their perspectives. 

The details are as follows: 

 

a) Elite interviews 

Elite interviews were conducted with key political party figures from the four main political 

parties in New Zealand (National, Labour, Greens and New Zealand First), as well as staff from the 

electoral commission. New Zealand-based political analysts and marketing experts were consulted 

as well. Furthermore, it is planned to interview people associated and involved in the vote advice 

application tools, Vote compass and On the Fence. 

This project employed both purposive and snowball sampling technique(Lewis- Beck et.al., 

2004)  for identifying and selecting relevant individuals from the political parties (National, Labour, 

Greens and New Zealand First), the Electoral Commission NZ and voter advice applications (Vote 

Compass and On the Fence). Similar techniques were used to identify political analysts and digital 

marketing experts in New Zealand. The original semi-structured interviews were conducted both in 

person and on Zoom. Ethical approval for conducting these interviews was given by the University 

of Auckland Ethics Committee. 

A total of 20 elite interviews were conducted for gathering insights into how online media was 

used in the 2017 general elections for connecting with the young. A detailed insight into the names 

and roles of individuals interviewed for this study is given in the below tables: 

 

1. Political Parties 

▪ National Party 

Name Designation 

Nikki Kaye Minister of Education and Youth 

Louise Upston Associate minister – Education, tertiary education, skills, and 

employment 

Greg Hamilton General Manager 
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▪ Labour Party 

Name Designation 

Andrew Burns Senior Communications Advisor (Digital) 

Neale Jones Chief of Staff 

 

▪ Green Party  

Name Designation 

Gareth Hughes Spokesperson - Tertiary education, ICT and 

broadcasting 

Chloe Swarbrick Spokesperson – Youth Affairs 

Tory Whanau Digital Director 

▪ New Zealand First Party  

Name Designation 

Darroch Ball Spokesperson - Youth Affairs 

Tracey Martin Spokesperson - Education, broadcasting, and IT 

 

2. Electoral Commission 

Name Designation 

Richard Thornton Communications and Education Advisor at Electoral 

Commission NZ 

 

3. Voter Advice Applications (VAA) 

Name VAA Designation 

Clifton Van der Linden Vote Compass CEO and Founder of VOX Pop Labs 

Justin Savoie Vote Compass Data scientist at Vox Pop Labs 

Lisa Chant Vote Compass Academic 

Claire Robinson On the Fence Team Member and political 

communication academic 

 

4. Political Analysts and commentators 

Name Designation 

Bryce Edwards Academic and political research/commentator 

David Farrar Political analyst and commentator 
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5. Digital marketing experts 

Name Organisation Designation 

Racheal Crosby Darkhorse NZ (social media and 

design, PR, influencers and 

engagement, event management 

agency. 

Senior social media and 

digital strategist 

Vaughn Davis The Goat Farm (Advertising and 

social media agency) 

Creative director 

Clive Antony  Antony and Mates (Digital content 

and advisory) 

Director 

 Ethical approval for conducting these interviews was given by the University of Auckland 

Ethics Committee. 

 

b) Interviews with young people 

 

 The original plan of this study was conducting 4 – 6 focus groups with young people of New 

Zealand. Many attempts were made to make it possible but because of “lack of consent and 

availability”, the researcher was not able to conduct these. Alternate methods i.e., observations 

and survey were also considered but after careful reflection, these were not adopted. Request for 

observation was not responded to and surveys would not have provided a detailed and focused 

answer to the research question. The quantitative nature of surveys would have affected the depth 

that researcher was aiming to achieve. Even open-ended questions would not have been of much 

help because they do not allow further questioning and thus limit the quality and 

comprehensiveness of data. 

 

 Thus, under these circumstances and given the constraints, it was decided to conduct in 

depth interviews with  young people who have experience of working with young people and 

could thus convey wider perspectives beyond the individual.  

 

 This project interviewed purposively sampled nine young individuals aged between 18–24 

years old. The participants, though being active politically, were both partisan and nonpartisan in 

nature. Whilst individually these interviewees were politically active and engaged, they routinely 

work with young individuals who are not engaged. Indeed, their job was to make the uninterested 

interested and engaged in politics. These interviewees had greater insights because they have 
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frequent contact with other young people and were helpful in articulating the views of a broader 

cross-section of young people. They helped generate valuable data because each individual 

reflected views of a larger population, the individuals were able to share stories/experiences from a 

range of surveys and workshops they routinely conduct with the young people in New Zealand.  

 Additionally, interviews were conducted until and somewhat beyond data saturation (Guest 

et al., 2006) point, reflecting the generalisability of the data these interviewees provided. The study 

therefore proceeded in line with previous research that acknowledges the validity of a small sample 

size. Some scholars have reported that they achieved near data saturation with 6 – 9 interviews 

(Hennink et al., 2017) while other suggest that the order of transcripts is important because you can 

achieve 100% data saturation with as little as 5 interviews (Young and Casey, 2019).  

 This study the collection of valuable data from these people who are constantly in touch 

with young New Zealanders; they understand their concerns and issues and have been working with 

them long enough to convey their point of view. 

 

 The following table lists the names and affiliations of individuals interviewed for this study: 

Name Political Affiliation Organisation 

Laura O' Connell Rapira Non-partisan Director, ActionStation 

Co-Founder of RockEnrol 

John Michael Swannix Non-partisan News Hub nation journalist 

Shine Wu Non-partisan Wellington city youth councillor 

Veisinia Maka Non-partisan Youth advisory panel member, Auckland 

Youth Council 

Stefan Sunde Partisan President – New Zealand Young Nationals  

Matthew van Wijk Partisan President – New Zealand Young Labour 

Robert Matthew Gore Partisan President – New Zealand Young New 

Zealand First 

Todd Harper Partisan Deputy chair - Young New Zealand First  

Louie Encabu Partisan Executive secretary - Young New Zealand 

First 

Insights from these interviews further refined the model and presented a model that can be 

readily used by the political elites. 

Ethical approval for conducting these interviews was given by the University of Auckland 

Ethics Committee. 
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(ii) Social Media Data 

 A robust and systematic approach was adopted for conducting a qualitative content analysis 

to assess and reflect on the performance of the four prominent political parties (National, Labour, 

Green and New Zealand First) in New Zealand during the 2017 general elections.  Following the 

triangulation method, data from Facebook posts was analysed as an additional primary source.  

 Existing research on social media largely uses quantitative methods (Baumgartner and Morris, 

2010; Steiner, 2020). The quantitative method focuses on hypothesis testing and use of different  

statistical procedures (Schreier, 2014). Though, this type of research is useful, but a qualitative 

approach provides rich and in-depth insights about the data (Schreier, 2014).  It focuses on the “latent 

and more context-dependent meaning” whereas a quantitative study focuses on the “manifest 

meaning” (Schreier, 2014). Qualitative study also enables theory development, and is more flexible 

and adaptable (Baxter, 2020). Thus, it was the most suitable choice for this research. 

The research question and selection of a qualitative content analysis approach 

 Qualitative analysis was selected to answer the “How” question of study: How do political 

actors disseminate political information amongst young people in New Zealand?  

 This provided rich and in-depth insights and also allowed to assess and analyse the 

performance of political parties in the 2017 general elections. This method enabled the researcher to 

perform a detailed, focused and in-depth analysis.  

 This analysis not only provided the descriptive and manifest details but also provided an in 

depth and latent account of how the political parties used Facebook to disseminate information about 

their policies. A three-stage process was carried out for developing qualitative units of analysis from 

the available Facebook data. These qualitative units of analysis were the total sample (Bengtsson, 

2016) that were analysed for this study. 

 For ease of understanding, the entire process is categorised into three distinct stages. A 

diagrammatic version, figure 5, of these stages is presented on the next page followed by a detailed 

explanation of each stage: 
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Figure 5 

Diagrammatic presentation of social media data collection 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Data collection 

Netvizz used to download 100% data from Facebook pages of 

four political parties (National, labour, Green and New Zealand 

First) 

n=745 

Inclusion Criteria applied to identify 

relevant data 

Manual, rigorous, and comprehensive 

review of data for narrowing it down to 

posts on policies only . 

Policy information=political knowledge 

 

Relevant data 

 (n= 322)  

 

Development of a Youth focused sample  

Youth focused sample constructed by including posts related to top issues of 

young New Zealanders: housing, Education and Environment. 

Overall sample (n= 127) 

(39.4% of the relevant data) 

STAGE 1 

STAGE 2 

• Total qualitative units of analysis: 5700 

• Total number of words analysed within post messages, 

images, and videos: 6326 words. 

• Total number of images analysed: 44 images. 

• Total Video length analysed: 7 hours 30 minutes. 

• Total hyperlink analysed: 60 hyperlinks. 

 

In-depth analysis of youth sample 

Individual components (post message, images, videos, and 

hyperlinks) of 127 posts against 19 properties of the model. 

STAGE 3 
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Explanation 

Stage 1 – Download and review of data. 

100% of all posts in the campaign were initially collected and assessed 

Download of data 

 Firstly, NetVizz was used to download 100% posts in first week of December 2018 from the 

official Facebook pages of the four political parties in New Zealand for the official election campaign 

period, from 1st August 2017 – 21 September 2017.  

 Although data was not going to be analysed until a later stage, this download was done in 

2018 once it became clear that Facebook were starting to introduce stricter regulations and rules and 

there were no guarantees that the data would still be available at a later date. 

 The files were downloaded in excel form. 

 In number terms, the total number of posts was 745. This may seem lower than in other 

countries where Facebook posts may be larger, but this is what the number was in New Zealand for 

four parties, including the two major parties, resulting in an appropriate analysis.  

 

Review of data 

 The analysis of the downloaded data was conducted from first week of March 2020.  

 The data was reviewed for establishing relevance of posts for  disseminating information 

about policies. This study conceptualises political knowledge as “issue knowledge” (Hoffmann, 

2019) which encompasses particular information about policies. Therefore, in light of this 

conceptualisation, the data needed to be focused entirely on policies. Hence, using purposive 

sampling technique, instead of selecting all data, only those posts were included in sample that which 

conveyed information about policies. 

 Whilst the research could have analysed all posts, not all of them discussed policy or issues 

for example there were posts about volunteering support for the campaign, donations, introduction to 
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party members (some examples are given in figure 6), and given the thesis’s focus on political 

knowledge, it was inappropriate to analyse them.   

 

Figure 6 

General postings on political parties official Facebook pages 

a)        b)   

c)          d)     

(a) Note: Sourced from New Zealand National Party, “The #BackingBill bus is arriving in Auckland! 

#PartyVoteNational”, September 22, 2017, 

https://www.facebook.com/NZNATS/videos/1936466069702312/, December 8, 2018 

(b) Note: Sourced from New Zealand National Party, “This is the campaign of our lives  and we ve 

only got 50 days to go!...” August 4, 2017, 

https://www.facebook.com/337477311451/posts/10154878960946452/, December 8, 2018 

(c) Note: Sourced from Green Party of Aotearoa, “Nice one Guy :)‚ Thank you to all our amazing 

volunteers who hit…”, September 3, 2017, 

https://www.facebook.com/10779081371/posts/10154682526621372/, December 8, 2018 

(d) Note: Sourced from New Zealand First, “Congratulations to all of our candidates!”, August 9, 

2017, https://www.facebook.com/564979796890947/posts/1405495846172667/, December 8, 2018 
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 During analysis it was found that some post messages had errors in them such as special 

characters and in some cases, there was either no post message given or in some cases the message 

was not reflective of the post’s intent – for example see the screenshots in below figure 7. 

 

Figure 7 

Netvizz and post messages 

Post messages with special characters Absence of post message 

  

  

  

  

  

  

  

 

The manual process. 

 In this situation, the sample had to be created manually, which was time consuming, because 

there was no quick way to do it at the time of data collection. Using a simple search for the words 

policies or issues would therefore not work, and each post had to be thoroughly examined manually 

thorough examination of each post. Additionally, some posts did not have a post message, so the 

researcher had to manually look into the content of each post. 

 Each post was meticulously reviewed and assessed to find if they could be included in the 

sample. This exercise took a month, but created a thorough, in depth and focus sample for analysis.  
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Out of a total of 745 posts, 322 were focused on disseminating information about policies. This 

constitutes 43.2% of the total downloaded data. 

After this stage, the data was sampled.  

Stage 2 - Focused sample according to young voters top issues 

The relevant data was sampled for two reasons: 

• to create a more manageable number for in-depth analysis. It again used purposive sampling 

technique to select data that was relevant to young. This technique added authenticity and 

credibility because it enabled focusing on relevant data only.  

• to make the data as relevant to young people and their political knowledge as much as possible 

by focusing on posts that discussed policy related to the top concerns of young people. 

 

Criteria for sample 

 The criteria for the sample was posts that discussed policies related to which three issues 

young voters thought were most important in the 2017 general election, as measured by the extensive 

online engagement survey Vote Compass.  “Vote Compass is an interactive electoral literacy 

application that approximates a user’s policy alignment with the various parties contesting a given 

election race” (Lees-Marshment et al., 2015, p.96). The results of this survey are based on 51214 

respondents who participated from 20 August, 2017 to 22 August, 2017.  

 Vote compass provides young people with the opportunity to reflect on issues that are 

important for them while offering them the ability to identify and relate to the party whose values are 

closest to their preferences. The most salient issues amongst the young during the 2017 elections were 

(a) housing, (b) education, and (c) environment (see figure 9) 
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Figure 9 

 

Note: The Vote Compass Report 2017 

 

 Each party’s data was reviewed using distinct key words to find for sample relevant to 

housing, education, and environment. After careful assessment of the data, a total of 127 posts were 

narrowed down. 

 

Stage 3 In-depth analysis of 4 different types of material and against 19 different properties. 

 Qualitative content analysis provides opportunities to not only describe but also interpret 

descriptions (Lindgren et al., 2020; Graneheim and Lundman, 2004) and thus yield a comprehensive 

analysis. To enable full consideration and an in-depth qualitative analysis, each post was analysed in-

depth in two ways: the types of material and criteria.  
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 A Facebook post does not just consist of words, it has multiple types of material. Figure 10 

reflects that there were four types of material: 

Figure 10 

Materials in a Facebook Post 

• Words in the post message 

• Images used in the post 

• Hyperlinks included in the post 

• Videos included in the post  

o which also included words and images. During analysis, each video was analysed and 

words and images within the sample were noted down manually. 

  

 Data was analysed against 19 properties of 10 subcategories of the Content and 

Communication strategies model meaning).  

 This resulted in a total of 5700 qualitative units of analysis. This stage required a lot of time, 

focus and attention. It took the researcher approximately 6 months to complete this stage. 

Since this data was available for the general public and no privacy setting was applied, no 

ethical approvals was required to download, review and analyse this data. 

 

Data Analysis 

Analysis of the primary and empirical research was conducted in three steps. The first step 

focused on analysing the elite perspective. The interviews with elites were conducted in light of the 

preliminary theoretical model constructed from the relevant literature review. Using evidence from 

this step, the next step focused on analysing the social media content, Facebook. Lastly, young 

people’s perspectives were incorporated into the study by conducting interviews of the potentially 

representative sample of the New Zealand youth. Each step guided the next one and helped create a 

robust and pragmatic model that can be used by the political elites and practitioners as well for 

disseminating information about politics amongst young people. 
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Step One  

The elite interviews 

The primary elite interviews were recorded and transcribed. The interview recordings of the 

political elites (the election commission, political parties, voter advice applications, political 

commentators, and digital marketing experts) were coded and categorised using NVivo qualitative 

analysis indexing computer software. The process started with the process of coding.  

“Coding is the process of defining what data are all about” (Charmaz, 1996, p.37).  

Coding helped to categorise and organise underlying themes of the collected data. Strauss 

and Corbin grounded theory methods (Strauss and Corbin, 1990) were used to code the data. It 

involved coding the data in three stages: open coding, axial coding, and selective coding (See figure 

8). The codes were generated and constantly compared and validated at each stage until theoretical 

saturation was achieved, and no further codes were emerging from the data. 

 

Figure 8 

The process of Coding 

Open Coding • Analytical breakdown of data into 

categories 

• Comparison for identification of 

similarities and differences amongst 

categories 

Axial Coding • Sub-categories formed. 

• Further categories developed as well. 

• Relationship built between categories 

and sub-categories 
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Selective Coding • Core categories established 

Note. Adapted from Strauss, A., & Corbin, J. (1990). Basics of qualitative research: Grounded 

theory procedures and techniques. SAGE. 

The collected data were also tested against the preliminary theoretical model. This helped 

evaluate the model in terms of what worked and what did not. Also, it helped suggest 

improvements, modifications, and deletions from the preliminary model. 

Qualitative data analysis software NVivo was used for developing codes and assigning 

different categories to the collected data. Transcripts of interviews were uploaded to it for review 

and analysis. An explanation of the coding process in figure 9: 

 

Figure 9 

Data coding process in detail 

The preliminary theoretical 

model was uploaded into 

NVivo in the form of nodes. 

 

 

Note: This screenshot 

includes nodes from both the 

preliminary model and ‘new’ 

ones found during the coding 

process 
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Interview transcripts were 

uploaded into the NVivo 

programme as well. The 

transcripts were organised in 

the following way: 

 

a) Political parties 

b) Electoral commission 

c) VAA tools (Vote compass 

and on the Fence) 

d) Marketing perspectives 

e) Opinion holders 

f) Youth perspectives 

 

 

 

 

 

The data were read and analysed multiple times to formulate coding words and sentences in 

the form of nodes. The transcripts were then re-read to guarantee consistency in their interpretation 

and to ensure accuracy in nodes/codes. The original model was altered in accordance with the new 

empirical analysis and a refined model was generated. This new and refined model was then used to 

assess online media use by the two major (National and Labour) and two minor (Green and NZ 

First) parties during the campaign period of the 2017 general elections in New Zealand. 

Step Two 

Social Media data 

Content analysis was used to analyse the Facebook data because it enables the researcher to 

construct meaning from the texts. It also allows flexibility because of its “orientation to constant 

discovery and constant comparison of relevant situations, setting, styles, images, meanings, and 
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nuances” (Altheide, 1996, p.16). This was particularly helpful given that the research focuses 

primarily on the use of grounded theory approach. The coding manual for qualitative analysis of the 

political parties' posts is given in the below Figure 8. Each category is mutually exclusive to avoid 

interpretation bias. 

Certain categories of the model developed from analysing the elite perspective were not 

analysed. The reason and in-depth details are given in Chapter 5. Qualitative metrics were 

developed to assess and evaluate the use of Facebook in the 2017 general elections. This stage 

helped further refine the model by reflecting and assessing each party’s performance. 

Each category was critically evaluated to check its usability in analysing if and how 

politicians used it in the 2017 general elections. Afterwards, each category was assigned a distinct 

meaning to ensure a common understanding (See Figure 10). 

Figure 10 

 Description of the key Categories 

Core Metrics 

Sr. 

No 

Category Meaning 

 A) Content 

1 Simple and Tailored 

 

language that is easy to comprehend and free of political 

jargon. use of terms/words tailoring content for the young 

audience. 

2 Short and Snackable 

 

Use of words/time so young people can receive maximum 

information in the minimum amount of time. 

3 The packaging  Use of videos, images, and hyperlinks to disseminate 

information about policies to the young. 

4 Genuine and Authentic Party should create, authorise, authenticate and then publish 

the content by itself rather than sharing from an external 

source.  
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Sr. 

No 

Category Meaning 

 B) Communication Strategies 

5 Political humour Use of light-hearted humour for making the content easy to 

comprehend. It can be a punchy statement or a fun graphic. 

6 Relationship building Aim to build a relationship with young people and make them 

realise that they are essential.  

7 Interactivity Engage in two-way communication for connecting with 

young people. Use of features like ‘FB Live’ and ‘Ask me 

Anything’  

8 Value-driven  Use of emotions (positive and negative) to communicate 

value in what you stand for.  

9 Repetition Use of repetitions to disseminate the message to the point 

where it sinks in the subconscious of the target audience (i.e., 

young people).  

10 Localised All communications must target the youth audience. Post 

content that is relevant to the youth audience within a specific 

setting, for example, New Zealand. 

 

Further metrics were developed to analyse social media data against each category. Figure 

12 and 13 details these metrics which enabled analysis of whether Facebook was used in this way to 

connect and disseminate political knowledge amongst the young New Zealanders. 

Figure 12 

Metrics for Analysing the Content  

Category Sub-Category Properties 

Content Simple and 

tailored 

Evidence that the post had no political jargon in their 

messages 
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The post messages use words tailored to the young 

audience 

Short and 

snackable 

The post messages use less than 60 words  

The posted videos are 5– 30 secs long 

The packaging The posts use images 

The posts use videos 

The posts use hyperlinks 

The posts use a combination of images, videos and, 

hyperlinks 

Genuine and 

authentic 

The posts  are from the party rather than another source 

 

Figure 13 

Metrics for Analysing the Communication Strategies  

Category Sub-Category Properties 

Communication 

strategies 

 

 

 

 

 

Communication 

strategies 

 

Political 

humour 

Humour Styles 

Affiliative Party conveys information about 

other’s situation, in a positive way 

Self-

enhancing 

Party conveys information about own 

situation, in a positive way 

Aggressive Party conveys the situation of other 

parties in a negative way 

Sub-Category Properties 

Relationship 

building 

Youth/youth adjacent member posting on party’s 

official page 

Youth wing posting content on party’s official page 

Interactivity Evidence of Live Facebook interactive sessions 

targeting young people 

Value-driven Use of positive emotions like hope, motivation, and 

optimism in political messages  
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Use of negative emotions like fear, anger, and 

helplessness 

Repetition Evidence of posting identical information/similar 

content, more than once. 

Localised Evidence of posting information on political issues 

important for young people, housing, education and 

environment  

Note: Humour styles adapted from Taecharungroj, V., & Nueangjamnong, P. (2015). Humour 2.0: 

Styles and Types of Humour and Virality of Memes on Facebook. Journal of Creative 

Communications, 10(3), 288–302. 

 

 

Step Three 

The young people’s perspectives 

 

In the last step, people’s perspectives were analysed using new primary and original 

interviews with young people who were politically active and engaged. These young people were 

chosen because their views were reflective of a wider group of young people in New Zealand 

because: 

 

• They conduct regular meetings and engage with young people 

• Young people confide in them and discuss openly about their views of political parties 

• Each individual reflects views of a larger population than the individual himself 

• Rich – in depth insights were discussed and shared by them 

• The data was valuable as they reflected and share about how young people of NZ use online 

media, particularly social media 

• Data was also valuable because it provided insights into how political parties engage with 

their youth wings. (For example, it reflected a larger problem where political parties did not 

utilise the potential of youth wings for connecting with young people of New Zealand. 

• The interviewees were able to share stories/ experiences and data from a range of 

surveys/workshops they routinely conduct with the young. 
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This encompassed getting insights from a general as well as a specific focus on the 2017 

general elections in New Zealand. It also provided valuable perspectives and helped add dimension 

to the final model. 

 

These interviews were transcribed and analysed in NVivo using the Strauss and Corbin 

grounded theory methods (1990) . The transcripts were uploaded in NVivo and nodes were 

generated. Findings from this stage were again used to refine the theoretical model for political 

elites and practitioners for using online media to disseminate political information amongst young 

people. 

 

Broader context and boundaries of this research 

This research project  utilised qualitative triangulated methods including grounded theory to 

explore and research how elite information providers use online media to disseminate political 

information amongst young people, in New Zealand. This concept has not been studied in detail in 

New Zealand and moreover there was no suggestive model/criteria that provided a guideline about 

how online media can be used as a platform to disseminate knowledge about politics amongst 

young people. This research aimed to fill this gap by looking at a variety of data sources.  

There are of course limitations with the chosen design which are fully acknowledged. For 

example, it  only focuses on online media and not measures what it means to be politically 

informed. Researchers and scholars have put forward certain criteria with respect to what it means 

to be politically knowledgeable (Jennings, 1996). There is research that points toward different 

types and components of political knowledge (Hutchens et al., 2016; Neuman, 1981; Sotirovic & 

Mcleod, 2004). It should be noted that this research does not include studying the different types 

and forms of political knowledge and how much and what kind of knowledge should voters and 

citizens have. The focus of this research is more specifically on online media. It will explore how 

elites use different forms of online media to inform and educate young people in New Zealand. 

Furthermore, it is worth examining what do young New Zealanders think about online media and 

what online sources they refer to while looking for political information. 

The thesis also focused on the potential influence of online media, not other factors that 

might affect political knowledge. There is considerable literature on the subject of identifying 

different factors that affect political knowledge. These include education (Bennett, 1988; Comber 
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2007; Delli Carpini & Keeter, 1996; Evans, 2009; Neuman, 1986), financial resources (Barkan, 

2004), and motivation (Prior, 2005). These factors do have a part when relating online media and 

political knowledge. But the focus of this research is not on these factors. Instead, the focus was on 

studying how elites use online media for disseminating information about politics amongst the 

young people in New Zealand. 

The research  identified potential influences of online media on political knowledge and 

developed a suggestive model, but it did not studying the causal relationship between online media 

and political knowledge. Existing research focuses on a multivariate relationship between online 

media and political knowledge. There is existing academic research that focuses on a causal 

relationship among online media and political knowledge. This research, however, did not focus on 

a causal relationship rather it focused on addressing and identifying ways in which elites use online 

media to deliver information about politics amongst young New Zealanders. It deployed 

triangulated methods to research this concept from multiple dimensions. As an end goal, it 

developed criteria that is a suggestive model that provides practical guidelines for elite information 

providers for using online media to disseminate political information among the young people in 

New Zealand. 

Overall, whilst pointing to many problems and changes, existing research has not researched 

how different forms of online media are used by elites to disseminate political knowledge, 

particularly. Therefore, this new research addressed this gap by focusing on online media and thus 

provides rich insights into the case of New Zealand. 

Conclusion – Summary of Research Methodology 

To sum it all up, this research used a triangulated approach to assess and analyse online 

media use for disseminating political information amongst young people during an election 

campaigns. The research involved creation of a suggestive and pragmatic theoretical model on the 

basis of grounded theory. 

The grounded theory approach allowed redefining and re-tuning of the preliminary model, 

based on collected data. Each finding added a new dimension to the preliminary model, and it kept  

on evolving throughout the research project. 

Overall, this research aimed to create a theoretical model that could become a basis for 

future research. 
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SECTION II 

 

 

 

This section presents empirical findings and analysis and has six chapters. The 

preliminary theoretical model was adjusted in each chapter. 

 

Chapter 4: Elite interviews- This chapter presents the elite perspective by 

providing findings from interviewing the political and communication elites 

using the preliminary theoretical model. The findings produced a version 2 of 

the preliminary model which  was  synthesised further to produce version 3, The 

5Cs model. 

 

Chapters 5-8: Social media data- These discuss the analysis of data from the 

political parties official Facebook page using the 5Cs model.   

 

Chapter 5 focuses on how the data was analysed using the 5Cs model. 

Chapter 6 presents findings and analysis from the major parties (National and 

Labour) 

Chapter 7 presents findings and analysis from the minor parties (Green and NZ 

First) 

Chapter 8  puts forward collective findings and reflections and presents an 

updated model.  

 

Chapter 9: The youth’s perspective – This chapter presents insights from 

interviewing the young people in New Zealand and towards the end presents the 

final updated 5Cs model. 
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CHAPTER 4  

INTERVIEWS WITH POLITICAL AND COMMUNICATION 

ELITES 

 

 

 

Introduction 

This chapter focuses on empirical evidence from interviewing elite information providers in 

the New Zealand 2017 general elections. These include key political party figures from the four 

main political parties in New Zealand, National, Labour, Green, and New Zealand First, as well as 

staff from the electoral commission. It also presents the perspectives of political analysts and 

marketing experts. Furthermore, it presents findings from people associated with and involved in 

the voter advice application tools, Vote Compass and On the Fence. 

 

A total of 20 elite interviews were conducted to gather valuable insights into how online 

media was used in the 2017 general elections for connecting with the younger generation. A 

detailed insight into the names and roles of individuals interviewed for this study is given in the 

research methodology chapter. 

This chapter is divided into five parts.  

  Part I introduces version two of the preliminary model with the new emergent themes from 

the elite interview data. It explains the process of refinement of the preliminary theoretical model to 

generate version 2. It explains how the codes and themes from the preliminary model were altered 

and refined to create a more refined and robust model for political and communication elites to use 

online media to disseminate political information amongst young people. 

Part II explores how political and communication elites, particularly political parties, and 

electoral commission, used online media during the 2017 general elections.  

 

Part III explores the significance of online non-partisan avenues of political knowledge. It 

addresses if and how Electoral Commission NZ and online initiatives like Vote Compass and On 

https://votecompass.com/
https://onthefence.co.nz/
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the Fence were used in the 2017 general elections for the dissemination of political information 

amongst the young people in New Zealand. 

 

Part IV addresses the different challenges faced by the political and communication elites 

while using online media to disseminate political information amongst the young people during the 

2017 general elections. 

 

Lastly, Part V gives an in-depth explanation of the refinement of version 2 and introduces 

the 5Cs model. It informs about the ways in which each category was refined and organised for 

generating five broad categories: content, channel, cost, collaboration, and communication 

strategies. 

 

PART I 
 

Preliminary theoretical model Version 2 – Communication performance 

Criterion 

  This section outlines version 2 of the preliminary theoretical model, which was developed 

using themes from existing literature relevant to online media and the dissemination of political 

information amongst young people. The preliminary model was used as an assessment criterion to 

analyse ways in which the elite information providers used online media during the 2017 general 

elections . The findings helped reform the preliminary model and develop a more focused model, 

version 2. This section will elaborate each stage of how the preliminary model was revised to create 

version 2. It also introduces new emergent themes that were discovered while analysing the data as 

well as themes that were not supported by the empirical findings. 

Stages of revising the preliminary model to create version 2 

Stage 1 – The preliminary theoretical model and its application  

 First the preliminary theoretical model and elite interview transcripts were uploaded in NVivo. 

The preliminary theoretical model was then applied to the transcripts for identifying where the 

model did and did not work (Corbin & Strauss, 2008). This was accomplished using the extensive 

and robust process of coding. The components of the preliminary model became initial nodes in 
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nVivo and elite interview transcripts were coded line by line to narrow down initial codes to 

frequent and important codes. The codes that were unrelated to the research question as well as 

those that appeared infrequently were set aside and only those codes were kept that were 

substantiated with 50% of data or in some cases a 100% data was supporting them.  

Stage 2 - Coding 

 Interviews were coded using Strauss and Corbin grounded theory methods (Strauss & Corbin, 

1990). It involved coding the data in three stages: open coding, axial coding, and selective coding. 

An explanation of the coding process in explained in detail in the research methodology chapter. 

  After analysing the transcripts individually, the thesis focused on comparing the transcripts 

for generating collective meanings. This was done to identify common trends and differences and 

thus generate a model that was universal in nature. The initial codes (from the preliminary 

theoretical model) were revised in accordance with the empirical evidence. This was done to 

develop a more refined model. The preliminary model identified eight points.  The rest of the nodes 

(marked red) did not have concrete supporting evidence, and this is why these were removed from 

the model.  

  The findings from the elite perspective on the dissemination of political information amongst 

young people in the 2017 general elections not only emphasise themes from the preliminary 

theoretical model but also suggest new emergent themes as well. Based on empirical evidence, new 

codes and categories were established. In some instances, these categories submerged into each other 

to form new broad categories. This opened an opportunity to develop a new model intended to be as 

universal as possible for using online media to disseminate political information amongst young 

people.  

  Additional sub-themes and categories were also discovered while analysing the data. These 

will be discussed later in the chapter.  
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PART II 

 

Online media and political information: Types, attributes, channels, and 

strategies  
 

1. Types of political information 

 

When asked about what specific kind of political information e the elite information 

providers distributed during the 2017 elections campaign using online media, the study found that it 

was knowledge about policies and processes. Following is a detailed description of the type of 

political information disseminated online by the elite information providers in the 2017 general 

elections: 

 

a) Electoral Commission and motivational political knowledge 

A Communications and education advisor at the Electoral Commission, Richard Thornton 

shared that the Electoral Commission mostly posted factual information around basic voting 

processes. This included information about a) how to vote, and b) where to vote. They did it using 

the Orange Guy avatar (Thornton, 2019). Orange guy is a mascot used by the electoral commission 

for any electoral advertising. He is essentially orange in colour, with a smile on his face and the 

Electoral Commission’s logo plastered on his chest. 

 

The Electoral Commission made use of a variety of online channels, including social media 

and particularly Facebook, for disseminating information. The purpose of disseminating this 

information was to keep the young New Zealander motivated to vote (Thornton, 2019). 

 

Political elites also attempted to motivate and mobilise the young towards the end of their 

election campaign time to get them out to vote. Neale Jones, chief of staff to Jacinda Ardern, of the 

Labour Party reflected on the 2017 general election and said that “For a lot of young people we 

were trying to mobilise, the priority was getting them to understand that it was important that they 

vote and how they can vote, and that was quite late in the campaign because that is when it is most 

effective” (Jones, 2019). 
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b) Political Parties and Policy information 

All political parties claimed to target the young with their policies. They said that they 

formed and communicated policies around issues that were important to the young New Zealanders. 

Examples of this are in Figure 14. 

 

Figure 14 

Reflections on Policies Shared Online by the Political Parties. 

Neale Jones (2019) Chief of Staff to Jacinda Ardern, Labour party 

“…climate and environment were very important; the fees-free policy, [including] the free 

tertiary education policy. Certainly, housing, a lot of young people were looking at their future 

and saying [if they] are they going to be able to afford a house. Mental health was another 

one, and it was very important to young people.” 

   

Tory Whanau (2019), Digital Director, Green party 

“We targeted slightly different information towards young people because the policy was 

relevant to them. For example, we launched a policy based on youth mental health and how 

much money we would invest in that to ensure that young people had proper access to mental 

health services. Naturally, because that was targeted at 18 to 24-year olds.” 

  

Darroch Ball (2019), Spokesperson – Youth Affairs, New Zealand First party 

“It was all focused on the sort of topics that the young generation had identified as being 

important to them. We were able to pass on the different party’s messages for those things.”  

 

Greg Hamilton (2019), General Manager, National party 

“I guess in our campaign we were always looking to ensure that we are considering the 

policies relevant to the salient issues”.  
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2. Attributes of online political content 

Political information was presented to the young people in the form of digital content. Findings 

from empirical data suggest that content is a critical element in the process of microtargeting young 

New Zealanders. Chloe Swarbrick, spokesperson of youth affairs from the Greens Party believes 

that content is of paramount importance in knowledge dissemination amongst young people. She 

said, “I genuinely believe that fundamentally it is the content that matters. Fundamentally [it is] 

about the ideas and the execution of those ideas; everything else is the icing on top” (Swarbrick, 

2019). 

 This implies that the message/content/idea/piece of information is the most vital component 

in the process of political communication. Research findings have also put forward specific 

attributes of the online political content. These are: 

a) Short and snackable 

b) Simple and tailored 

c) Packaging (photos and videos) 

d) Multiple versions (long and short) 

e) Genuine and authentic 

 

 Almost all respondents reported these attributes. They discussed different ways that were 

potentially viable for using online media to disseminate information about politics amongst young 

people.  

 

a) Short and snackable 

 When asked about how the online political content was designed, in 2017 general elections, 

most of the respondents reported that the content had to be short and must be able to “capture that 

three-second attention span” (Whanau, 2019).  Politicians from the two main political parties in 

New Zealand (National and Labour) reported the same: 
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Figure 15 

 Interview Excerpts – Short and Snackable Content 

Greg Hamilton (2019), General Manager, National party 

“…we would support that policy announcement with an appropriate sort of statement that’s designed 

for online, [and] it has got to be brief.” 

 

Neale Jones (2019) Chief of Staff to Jacinda Ardern, Labour party  

 “Comprehensive and concise message! good online media is concise. You get the point out in one 

line or a couple of lines, or you have a few bang, bang, bang points. But sharp, snappy to the point.” 

  

 Experts of digital marketing also supported these findings. Rachael Crosby, a senior social 

media strategist from DarkHorse NZ explained that “…attention span is always quite limited, 

especially on online. So, (a) you have got to capture people’s attention. We call it ‘stopping the 

thumb scroll’. So, when you are scrolling through, anything that stops you is great because that 

means you have got them captured, but then it is also about having something snackable” (Crosby, 

2019). 

 

 b) Simple and tailored 

Elite information providers reported that political content designed for young people needs 

to be simple and easy to understand. This is “because young people do not necessarily understand 

the strong jargonised political terms” (Burns, 2019). This trait of content being simple was shared 

across political parties and voter advice application tools as well. Claire Robinson, team member of 

On the Fence shared that while developing the tool they made sure that the information shared on 

the tool was as “simple as possible” (Robinson, 2019).  

 

c) Packaging of political information 

 Political elites shared that they used infographics for designing and delivering political 

information during the 2017 general elections. Videos were the most preferred choice, but static 

images were also used. Some of the comments from the interviews are in Figure 16: 

 



 

 

83 

 

Figure 16 

Interview Excerpts on the Packaging of Political information /Content 

Greg Hamilton (2019), General Manager, National part 

“You know, videos that actually really try to show them as people as opposed to politicians so that 

people can actually have a look inside and go, ‘Oh, wow, okay that is what he stands for” 

 

Neale Jones (2019) Chief of Staff to Jacinda Ardern, Labour Party 

“We did do a lot of videos, we had images of Jacinda surrounded by people with energy and hope”.  

 

Richard Thornton (2019), Communications and Education Advisor, Electoral Commission 

New Zealand 

“ [The aim was to] was to target young people using a different creative to the Orange Guy; it was 

largely transactional, using essentially images of young people with very targeted messages”.  

 

Gareth Hughes (2019), Former Spokesperson - Tertiary Education, Skills and Employment, 

ICT and Broadcasting - Green Party 

“I think we used the whole gamut. I think what we have seen over time is the algorithms have 

increasingly prioritised video. We put a lot of resource into producing videos.” 

 

 

d) Multiple versions (Long and Short) 

 The policies were shared online using multiple versions, long and short. During the 2017 

general elections, political elites shared that they attempted to provide young people with an 

opportunity to engage with the political content. Neale Jones from the Labour party reported one 

experience regarding the Kiwi build policy. He said that they provided some basic information 

about the policy and then provided a link to read the full policy (Jones, 2019). 

 

 Multiple versions provided a choice to young people in terms of choosing a long or short 

version of the content (Crosby 2019). Also, young people may or may not have the time to go 

through a long-detailed report or a 30-minute video, therefore providing them with a choice to get 

the message in 30 seconds of minutes was considered helpful  (Crosby, 2019). 

 



 

 

84 

 

e) Genuine and authentic 

  Authenticity instils trust, and dissemination of political information is only useful if young 

people trust it. Therefore, the authenticity of content was of paramount importance during the 2017 

general elections. Political elites said that they made sure that the information that was shared 

online was closely monitored and vetted.  

 Swarbrick (2019) of the Greens reported that authenticity was the critical element in online 

political communication. She also mentioned that “authenticity from the person who is creating the 

content, or the brand, or whatever you want to call it, is the most important thing” (Swarbrick, 

2019). Gareth Hughes, of the Green Party also said that the authenticity of content was very crucial 

to the campaign (Hughes, 2019). This suggests that political parties carefully factchecked every 

post before sharing it online to foster trust and credibility among the politicians and the public. 

 

 Similarly, Hamilton (2019), general manager of the National Party shared that authenticity 

in policy posts during the 2017 general elections promoted confidence, trust, and likeability in the 

party (Hamilton 2019). 

 

  Neutral and nonpartisan avenues of information dissemination (VAAs and Electoral 

commission) were considered more trustworthy because they did not have any political bias to 

them. For example, Chant (2019) said that “I think the main reason why Vote Compass works is 

because it presents facts, and I think that people are becoming quite savvy about the fact that most 

stuff is skewed to the political opinion of the parties, or the political opinion of the media involved. 

Moreover, Vote Compass is unusual in that it is not like that because it is based on a measurement 

of policies” (Chant, 2018). 

  Figure 17 reflects views from Nikki Kaye of National Party about trust in nonpartisan 

avenues of information dissemination. She conveyed that people trust the nonpartisan institutes (i.e., 

the Electoral Commission) because they do not have any political bias.  
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Figure 17 

Nikki Kaye’s Views on Nonpartisan Avenues of Knowledge Dissemination 

Nikki Kaye (2018), Former Minister- Education and Youth Affairs , National Party 

“They will be more trusted. Ultimately, everything I have learnt is about trusted information. The 

Electoral Commission and our education system will be more trusted to deliver that factual 

information because people are more sceptical if it is coming from the political party because they 

think that you are trying to influence their vote.”  

 

3. Strategies for the dissemination of political information amongst young 

people (New Theme) 

  Political information was disseminated amongst young people using a variety of strategies. 

Empirical evidence from data suggests that elite information providers, including political parties 

and the electoral commission, made use of a wide range of communication strategies for reaching 

the young cohort. Figure 18 summarises these communication strategies followed by an explanation 

of each strategy with supporting data. The communication strategies form a new overarching broad 

theme that encompasses themes derived from the preliminary theoretical model as well. 

 

Figure 18  

Communication Strategies for the Dissemination of Political information 

 

 

 

 

 

  

 

 

 

 

a) Relationship building (partly new theme) 

b) Value-driven (new theme) 

c) Political Humour (From preliminary theoretical  model ) 

d) Data-driven (new theme) 

e) Individual information disseminators (new theme) 

f) Interactive (From the preliminary model) 

g) Repetitive (new theme) 

h) Gatekeeping (new theme)  

i) Accessibility (From preliminary theoretical  model ) 
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a) Relationship building (using relatability) 

 Political elites shared that relationship building is vital for connecting with the young. 

Relationship building makes it easy for political elites to disseminate  information about their 

policies. Young people find it easy to understand if someone relatable is sharing some information.  

 

 One way is to use a party candidate that young people can relate to. This member of the 

party can be a young person (18–24 years) or a youth adjacent individual. You can either use a 

candidate who is relatable with the young, for example, Whanau (2019) of Greens party reflected 

that “it is incredibly important to have someone in the Party that relates to young people because 

they are there to represent that particular group”. 

 

 In the  2017 general elections, the Green party relied on two of its MPs for building a 

relationship with the young, Chloe Swarbrick and James Shaw (Whanau 2019). Andrew Burns, an 

integral part of the campaign team for the Labour party during the 2017 general election reflected 

that the Labour party also used images of Jacinda Ardern (Burns, 2019). Figure 19 reflects how 

Jacinda Ardern was used in the Labour Party’s 2017 election campaign for microtargeting the 

young. 

 

Figure 19  

Views of Neale Jones – Labour party on relationship building 

Neale Jones (2019) Chief of Staff to Jacinda Ardern, Labour party 

“I think they relate to her because they see her as someone who, first of all, they just like and 

respect her, but secondly, they can identify with her. She was 37 during the campaign, while not 

young - she said she was ‘youth adjacent.’” 

 Similarly, the National Party also banked on candidates “that would resonate more with 

young people” (Hamilton, 2019). 

 

 

Role of youth wings in relationship building (From preliminary model) 

  In the 2017 general elections, youth wings were deployed by some parties to build a 

relationship with young people. The National Party reported that they utilised their youth wings for 
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connecting with young people. However, the other parties, Labour; Greens; and NZ First, reflected 

that they did not effectively use their youth wings for establishing a positive connection with young 

people in New Zealand. 

 

  Hamilton (2019) shared that the Young Nats were used to make policy announcements “fit 

for purpose for youth”.  Figure 20 below entails how Young Nats were used in live sessions by the 

National Party during the 2017 general elections. 

 

Figure 20  

Views of Greg Hamilton –National Party on relationship building 

Greg Hamilton (2019), General Manager, National party 

“…we used our Young Nats as interviewers. So that you have got a situation of a young person 

interviewing, at the time the Minister of Finance for example, and then having a sort of a chat in the 

terms that younger people might better relate to.” 

 

 Kaye (2018) also reflected on how Young Nats were used in the 2017 general elections to 

promote policies and issues that were more focused on the young. She also shared that “their 

content was less conservative” and easier to comprehend (Kaye, 2018). 

  However, the Labour Party focused on reaching the young themselves rather than relying on 

their youth wings. Jones (2019) shared that “we very much as a campaign targeted the young people 

ourselves using data we had. I would not say Young Labour was integral to our outreach to youth in 

general (Jones, 2019) 

 

  Whanau (2019) reflected on the 2017 general elections and shared that the Green Party did 

not effectively use its youth wing. She furthered her comments by saying that young people are not 

participating in politics (Whanau, 2019). This could imply that they did not get enough information 

to engage. This in turn could demonstrate a weakness of the Green Party’s and its youth wing 

(Whanau, 2019). 
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Figure 21 

 Views of Tory Whanau – Green Party on Youth Wings 

Tory Whanau (2019), Former Digital Director, Green party 

“I do not think it was overly effective. I think we have a lot of work to do to engage young people 

properly and when I say young, I mean 18 to 24.” 

 

   

 NZ First did not explicitly rely on their youth wing as well. Martin (2018) reflected on the role of 

Young NZ First and shared that during the 2017general elections, Young NZ first did generate a 

youth profile, but their policies already resonated with the young audience (Martin 2018). 

Reflecting on the formation of Young NZ First she reflected that, “[Young NZ First had been there 

since 2014 but] 2017 was probably [the time it got] a higher profile from a New Zealand First youth 

perspective…. I also think that there was a whole lot of stuff going on internationally, that suddenly 

New Zealand First policies, which had always been there, started to resonate with the younger 

demographic” (Martin 2018). 

 

b) Value-Driven 

  Almost all online political communication during the 2017 general elections was value 

driven. This means that information was disseminated considering the value it was bringing in 

young people’s lives. Both political parties and the Electoral Commission tried to make sure that 

young people could understand and realise the importance of political information. 

 

  The Electoral Commission’s campaign aimed to be “motivational” (Thornton, 2019). 

Thornton (2019) said, “…motivational stuff is trying to convey to people is that there is value in 

your vote; there is value in you taking part and participating in the election. There are issues that 

affect you and your Whānau and your family and your community, and that voting in the election is 

about having your say on those issues. So, at a very high level, that is what it is kind of trying to 

convey.”  

 

  Robinson (2019) of On the Fence shared the same ideals. She said that if you can provide 

young people with a solution to their everyday problems or something that “actually meets their 

needs” they will go for it. So, for effective online dissemination of political information, it needs to 

fulfil some need; that is how it will bring value. 
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  The Labour Party also banked on ‘hope and optimism’ during the 2017 elections campaign 

(Jones, 2019).  Swarbrick (2019) shared that the content that you put online must reflect the change 

it is bringing into the lives of the young. As David Farrar, a political analyst, puts it, “In the end, 

people need to appreciate how the results in elections impact them; to possibly see the importance 

of voting” (Farrar, 2019). 

 

  The National party, however, mainly promoted its core values throughout the 2017 elections 

campaign and did not consider how those values would relate with the young people. Hamilton 

(2019) said, “ political parties have a role, and  our role is to encourage young people to consider 

our values, in terms of how those values would affect the governance of New Zealand and vote for 

that.” (Hamilton, 2019). This implies that for connecting with young people using a value-driven 

approach, the political parties should show how its core values would impact the young New 

Zealanders and solve their everyday problems. 

 

c) Individual information Disseminators  

  One of the key findings of this research project was how, instead of a political party, 

individual information disseminators were acknowledged and promoted. Almost every political 

party had a representative who was using online media to disseminate information about its policies 

and plans using online media. The 2017 general elections seemed like a competition of “photogenic 

and intelligent personalities” (Davis, 2019). 

 

  Political parties are like brands, and “those brands reflect bits of dominant individuals, 

especially the leader” (Farrar, 2019). All the parties attempted to make their leader appealing to 

young people in some way. Labour leader Jacinda Ardern built on her youth-adjacent charisma, and 

National tried to make Bill English relatable to young people by including his adult children in the 

campaign. The Green Party relied on Chloe Swarbrick for disseminating political information 

amongst the young people. Figure 22 reflects some of the interesting quotes from the transcripts: 
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Figure 22 

Views on Individual information Disseminators Within Political Parties 

Gareth Hughes (2019), Spokesperson - Tertiary Education, Skills and Employment, ICT and 

Broadcasting - Green Party 

“We had a very famous young candidate in Chloe Swarbrick who sort of was the spearhead of that.”   

                                        

Louise Upston (2019), Former Associate minister – Education, tertiary education and skills, 

National party 

“I think back to some of the posts that were done during that time by the leader and the reach they 

were able to achieve are far great.”  

                                     

Vaughn Davis (2019), CEO, The Goat Farm advertising 

“On the Green side, it was personality-driven; so, the two exceptions probably were Chloe Swarbrick 

and her use of Facebook in particular. A lot of video content and much engagement with the 

constituents there. Then, of course, Jacinda Ardern with her use of social media, stood out.” 

 

  

 Jacinda Ardern, leader of the Labour party, routinely did Facebook live and Ask me anything 

sessions on Facebook to connect and engage in political discussions online (Burns 2019). Similarly, 

Chloe Swarbrick used her own online platform to conduct Ask me Anything sessions for engaging 

with the audience and discussing the party’s policies (Swarbrick, 2019).  

 

  Farrar (2019), a political commentator, shared an example of the National party. He said that 

their MPs Chris Bishop and Nicola Willis used online media to organise a potluck dinner during the 

2017 elections campaign. They said, “If your flat wants to host us for a potluck dinner; we will 

bring one dish, you bring the others, and we will come, and we can talk political issues with you” 

(Farrar, 2019).  

 

d) Political Humour (From the preliminary theoretical model) 

  In 2017 general elections, humour was considered an important and effective strategy to 

disseminate information about politics amongst young people. However, the extent to which the 

political parties used it varied and there were positive and negative consequences for its usage.  
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  Political elites consider humour a “double-edged sword” (Ball, 2019; Swarbrick, 2019). It is 

a vital component in political campaigns; however, the elites reflected that there must be caution 

considering “how far the pendulum swings” (Ball, 2019). 

 

  Though parties did use intelligent witty humour, they made sure that it did not cross a line. 

Swarbrick (2019) shared the following: 

 

Chloe Swarbrick (2019), Former Spokesperson – Youth Affairs, Green Party 

“The use of political means and to really belittle and degrade the tone of a debate, and to spread 

misinformation as well and to drive a hyper-partisan discourse is quite frightening. Nevertheless, 

on the other side of things, it can make politics more accessible; so, it is double-edged, there are 

pros and cons.”  

 

In the 2017 general election, political parties made efforts to constraint the use of humour. Its 

purpose was to help the dissemination of information by keeping it interesting to young people 

(Ball,  2019). 

 

Empirical findings also suggest that political parties used positive humour in the 2017 elections for 

targeted communication towards young people. 

 

Edwards (2019) made the following comment: 

Bryce Edwards (2019), New Zealand based political commentator and political 

communication academic. 

“Politicians, or political parties, were making use of more visual ways of getting information out, 

and more satirical ways often as well, and using memes and short videos, which I think were 

very much payment towards the youth vote, and sometimes they were very effective.”  

 

The National party also reported their use of humour in the 2017 elections campaign. Figure 23 

contains comments of Greg Hamilton and Nikki Kaye of the National party: 
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Figure 23 

Comments of the National Party on the Use of Humour in Their 2017 General Election Campaign  

Greg Hamilton (2019), General Manager, National party 

“So our adverts, or posts, on social media, they were humorous; they were put in a sort of a light-

hearted context where people could look at it and have a bit of a laugh, but it was a serious issue.”  

 

Nikki Kaye (2018), Former Minister Education and Youth Affairs, National party 

“[I did a few videos with] Tom Sainsbury, who is a comedian. [These videos are] raising my 

presence amongst young people, which I have found interesting because I’ve had more young 

people engaged. So, I will have a group of young people who really won’t have heard about politics 

but they’ll watch Tom Sainsbury videos and will know of me; and then will go and Google and 

learn more.” 

 

  The Green party and New Zealand First did not use humour in their campaigns. Both the 

Greens and New Zealand First reported that that humour was not part of their campaign strategy 

during the 2017 general elections. For example, Figure 24 contains their responses to questions 

asked about the use of political humour.  

 

Figure 24 

Views on the Use of Political Humour 

Gareth Hughes (2019), Former Spokesperson - Tertiary Education, Skills and Employment, 

ICT and  Broadcasting - Green Party 

“I think we did not do as well on the humour front as we can.”  

 

Tracey Martin (2018), Former Spokesperson – Education, broadcasting and IT, New Zealand 

First 

“From the general campaign perspective, no, there was no attempt to use humour.” 

Darroch Ball (2019), Spokesperson – Youth Affairs, New Zealand First party 

“Politics, at its essence, is not supposed to be entertaining. It is not supposed to be fun for everybody. 

A lot of important things in the world and life are not entertaining or fun, but they are most serious 

that we need to take seriously.”  
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Tracey Martin (2018), Former Spokesperson – Education, broadcasting and IT, New Zealand 

First 

“I would have to say probably no. The Right Honourable Winston Peters sets the tone and the 

direction, as he should as the leader, for any of our campaigns. There is very little about politics that 

he thinks is funny. It is a very serious business because it deals with people’s lives.” 

 

e) Data-Driven (New Theme) 

  This section addresses if and how elite information providers used research for targeted 

online dissemination of political information amongst young New Zealanders. 

 

  The Electoral Commission did use market research to identify and address “barriers and 

motivations” in communicating with young people (Thornton, 2019). He did not elaborate on how 

they used data and research during the campaign period. 

 

  The Labour Party shared that they did not conduct any research beforehand to help devise 

strategies to disseminate political information amongst young people (Burns, 2019). However, 

during the campaign 2017, they researched identifying “the different strengths and weaknesses and 

nature of the different platforms” (Wijk, 2019). 

 

  National party’s 2017 election campaign was data-driven in many ways. They used online 

polls to check how the young were responding to their political messages (Hamilton, 2019). They 

used both quantitative and qualitative research as well as focus group data, provided by their 

advertising agency (Upston, 2019). 

 

  The Green party also relied on research to devise their strategies for reaching the young; 

before and during the 2017 general elections. During the campaign, they formulated their strategies 

by “looking at an advert that was directed specifically in an age range; what was the engagement 

range? What was the reach? What was the engagement rate? How many people actually clicked 

through to the policy information?” (Whanau, 2019). They continuously tested their message using 

these metrics to get feedback. Furthermore, they kept tabs on which online channel was working 

well in getting their message across the young. They received continuous updates on the 

“performance of the page; the posts or videos that were performing well” (Hughes, 2019). 
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  New Zealand First did not conduct any research to find ways that worked best to 

disseminate political information amongst the young. Martin (2019) shared that the party had no 

funding for conducting such kind of research (Martin, 2018). However, another MP from NZ First 

shared that the youth wing of the party conducted surveys to identify and address the critical issues 

faced by the young (Ball, 2019). 

 

f) Interactive (From the preliminary theoretical model) 

  Online media allows interactivity, where instead of broadcasting the message, political 

parties can have healthy political discourse with the youth. It is an important strategy in 

disseminating information about politics amongst young people. It was achieved using the 

following two techniques, during the 2017 general elections. These are (a) Facebook Live and (b) 

AMA (Ask me anything) (using Facebook’s platform). 

 

  The National Party did not use this strategy specifically for connecting with young people. 

The party conducted Facebook Live sessions to promote their party “so that those live sessions that 

young people would have the opportunity of joining if they wanted” (Hamilton, 2019). They did 

Facebook live on policies, but again it was not targeted towards the young (Kaye, 2018). 

 

  The Labour Party did use Facebook Live and Ask me anything routinely, but it targeted a 

larger audience and not specifically young people (Burns, 2019). These sessions discussed different 

policies put forward by the Labour Party and answered questions. The party leader, Jacinda Ardern, 

mainly did these sessions (Burn, 2019). 

 

  The Green Party also explored this strategy. However, the party used a mixture of new 

technology and traditional methods. Tory Whanau, campaign manager for the 2017 general 

elections, shared that the party connected with young people by going to several university 

campuses. The MPs would sit on stage and audience could ask them anything using a live tool (e.g., 

a live stream on social media (Whanau, 2019). 

 

  Members of the Green Party also conducted Facebook live and Ask me anything sessions 

with the young online. Hughes (2019) shared that he regularly did this to stay connected with young 

people (Hughes, 2019). Also, Swarbrick (2019) used her personal page to conduct Ask me anything 

sessions on Facebook and Instagram (Swarbrick, 2019). 
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  New Zealand First did not conduct any specific Facebook live or Ask me anything sessions. 

However, they did conduct a virtual session where people would ask questions and Winston Peters 

would respond by narrating the answer to a typist (Martin, 2018). 

 

g) Repetitive (New Theme) 

  In the 2017 general elections, political parties made sure to keep on repeating their messages 

till the time the target audience heard them. They call it “the vomit principle” (Jones, 2019). Figure 

25 reflects the views of Neale Jones, chief of staff for the Labour Party, on the use of repetition in 

political campaigns. 

 

Figure 25 

 Use of Repetition in Political Campaigns 

Neale Jones (2019) Chief of Staff to Jacinda Ardern, Labour party 

“People aren’t paying much attention to politics all the time, even during campaigns, and they do 

not always remember the first time. They call it the vomit principle which is you have to keep 

saying it until you feel sick in your mouth saying it because you’ve said it so many times. And that 

is the point when most people are starting to hear it.” 

 

h) Accessibility (From the preliminary model) 

  When asked about the accessibility of information about their policies, the political elites 

shared that they made every effort to make sure that policy information was reaching the target 

audience ( i.e., young New Zealanders). 

 

  Chloe Swarbrick from the Green Party reflected on the importance of accessible 

information. She said,  

“I believe that that information should be more accessible to people. That was what got me 

interested in politics, to begin with, and it prompted me to run in political elections, and I’ve 

just been seeking to find out how to communicate that information to people. So, yeah, 

breaking down what seems very scary and intimidating and making it accessible.” 

(Swarbrick, 2019) 
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  The parties also made sure that the information was posted upfront and was made easy to 

find: 

• The Labour Party said that they made every effort to post content that could be found 

efficiently and effectively, especially by young people (Jones, 2019). 

• For the Greens, accessibility was deemed necessary not only in terms of reach but also for 

individuals with disabilities. Hughes (2019) from Green Party shared, “We had an internal 

policy that any video we produced was captioned. We had the first profoundly deaf MP in 

Parliament and so we really had a culture to make our campaigns accessible to New 

Zealanders with disabilities” (Hughes, 2019). 

 

  National and NZ First did not reflect on if and how they attempted to increase the reach and 

accessibility of their political messages. 

 

i) Gatekeeping (New Theme) 

  The political elites who were interviewed agreed that all political communications on social 

media must be regulated.  Some of the quotes on the importance of regulated political 

communication are as follows: 

 

 

Figure 26 

 Quotes on Regulated Online Political Communication 

Chloe Swarbrick (2019), Former Spokesperson – Youth Affairs, Green Party 

“Social media can present things as though everybody agrees with them when it could just be a micro-

niche. I just think that there has to be responsibility taken by the platforms. I think that there is going 

to be an evolution of political actors realising that they are accountable for what is said online, and 

they think that it is still a very young means of communication.” 

 

Gareth Hughes (2019), Former Spokesperson - Tertiary Education, Skills and Employment, 

ICT and Broadcasting - Green Party 

“Political parties and politicians have the responsibility, but increasingly we see these platforms have 

to step up. They are not just a neutral place where information is going across. They are the publisher.” 
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  Opinion holder and political commentator Bryce Edwards also reflected on the regulation of 

online media. He said that “online politics is dangerous, and therefore, we need to regulate it 

strongly, and we need to censor things; we need to maybe keep some perspectives out of the debate, 

and that maybe we should not go on social media because we are exposed to lots of horribleness, 

and things that might impact badly on our mental health” (Edwards, 2019). 

 

4. The Online Channels 

 

Social Networking Websites (Theme from the preliminary model) 

  Social media was the prime channel deployed for information dissemination in the 2017 

general election. The Electoral Commission, as well as political parties, relied on social media for 

dissemination of political information. Facebook was the key battlefield, with a few other budding 

avenues like Instagram and Snapchat.  

 

  The Electoral Commission NZ used social media for their online campaign. Thornton 

(2019) reflected that “social media was a significant part of the campaigns, primarily Facebook and 

Instagram” (Thornton, 2019). 

 

  The data suggested that political parties (National, Labour, Greens and NZ First) considered 

social media a powerful tool for information dissemination and favoured its use during the 2017 

election campaign. Figure 27 contains some of the views of political parties on the use of social 

media during the 2017 general elections: 

 

Figure 27 

 Use of Social Media in the 2017 General Election 

Greg Hamilton (2019), General Manager, National Party 

“Social media is quite an important part here because it at least starts a conversation.” 

  

Tory Whanau (2019), Former Digital Director, Green Party  

“The Party invested a lot of their advertising spend on social media advertising.”  
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Types of Social Networking Sites 

  In the 2017 election campaign, the most preferred and used social networking website was 

Facebook. This study found that the Electoral Commission NZ and political elites used Facebook 

for the dissemination of political information. 

 

a) Facebook 

  The National Party used Facebook to reach young people. Nikki Kaye of the National Party 

shared that, “I have got on average 10,000 queries a year and more and more I get young people 

who Facebook me. If they have got an issue, they will not ring the electorate office; they will look 

me up on Facebook, and they will message me via Facebook” (Kaye, 2018). 

 

  The Labour Party shared that they used Facebook for conveying information about their 

policies (Burns, 2019; Jones 2019). 

 

  The Green Party also used Facebook to convey information about their party, MPs, and 

policies during the 2017 general elections (Whanau, 2019). However, the findings suggest that 

Facebook is not exactly the platform that the younger cohort is using. Facebook is targeting the age 

bracket of 30—50, and that is not a youth range (Swarbrick, 2019). 

 

  NZ First used Facebook along with Twitter and other platforms which were endorsed by the 

Electoral Commission NZ (Martin, 2018). 

 

 

b) Twitter 

  Findings of this study suggest that Twitter was not a preferred medium for reaching the 

young audience in the 2017 general elections.  An interesting finding was the comments made by 

Burns (2019) about the Leader of Labour party, Jacinda Ardern on Twitter usage. These are 

“Jacinda did not like Twitter”. He did not discuss any reason for this (Burns, 2019).  

 

  Elite information providers considered Twitter to be the domain of the already interested 

and politically sophisticated audience. The following comments in Figure 28 support this finding. 
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Figure 28 

Use of Twitter in the 2017 General Elections 

Neale Jones (2019), former chief of staff to Jacinda Ardern, Labour party 

“Twitter very much was about engaging with the commentariat, for people who are politically 

interested about correcting information” 

 

Nikki Kaye (2018), former Minister Education and Youth Affairs 

“I sort of believe Twitter is more activists; or that activist’s sort of control a lot of the dialogue.”                                    

 

Chloe Swarbrick (2019), former Spokesperson – Youth Affairs, Green Party 

“Twitter, in New Zealand, is predominantly used by an echo chamber, if people who are interested 

in politics, journalists, and by some university students; so it is a far more niche audience”. 

 

Bryce Edwards (2019), New Zealand based academic and political commentator 

“In the last election, 2017; we saw Twitter becoming much less popular with young people. I mean, 

it never was really a primary source of political information for young people.” 

 

c) Snap Chat 

  Snapchat was explored a little bit but not extensively used during the 2017 general elections. 

Electoral commission NZ did use a bit of Snapchat (Thornton, 2019) while political parties did not 

use Snapchat for the dissemination of political information during the 2017 general elections. 

(Antony, 2019; Upston 2019; Whanau 2019). 

 

d) Instagram 

  Instagram was the second most used platform, after Facebook in the 2017 elections 

campaigns. The research found that political elites considered Instagram to be the most effective 

channel for connecting with the young.  

 

  Swarbrick (2019) of Green party shared that “Instagram is used more by kind of 18 to 30-

year olds” (Swarbrick, 2019). Likewise, Whanau (2019) also reflected that Instagram gained 

popularity during the 2017 general elections (Whanau, 2019). 
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  The study found that the National Party considered Instagram to be more inclined towards 

the young demographic (Kaye, 2018). 

 

e) Websites 

  Elite information providers posted additional information on policies on party websites. The 

Electoral Commission and the political parties had their dynamic online websites which had 

information about their party and its policies. 

 

  The Electoral Commission NZ created a dedicated website to reach the young. It also 

presented each viewer (depending on what it knew about the viewer) with different messages 

(Thornton, 2019). 

 

  Political parties believe that the audience does not prefer to go directly to the website; 

therefore, it needs to be diverted there for reading more about policies (Upston, 2019). Any policy 

information shared on social media (in the form of videos or static graphics) is linked to a more 

detailed information outlet in the form of websites (Hamilton, 2019). 

 

Finding the appropriate channel - Go where the audience is 

  The 2017 election campaign was data driven. There were research teams in place to garner 

information about using the ideal platform for reaching the target audience (i.e., young people) 

(Jones, 2019).  

 

  The Green Party also investigated the preferred online platforms of young people and 

targeted likewise (Hughes, 2019). Whanau (2019) said that “you just have to go where the people 

are” (Whanau, 2019).  

 

  The National Party agreed with using the platform which young people are using. Louise 

Upston, associate minister of tertiary education and skills, of the National Party said that “I think 

part of it is being responsive to the platforms they are using. Rather than trying to pick a platform 

that we think is best and works for us; actually, just keep an eye on what they are using and go 

where they are” (Upston, 2019). 
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  NZ First was not very enthusiastic about using social media platforms extensively in the 

2017 general elections. Also, the party is not very fond of using the digital platform. It is evident 

from the comments of Tracey Martin, “I do not think we should rely on it too much. It is a tool, 

right? It is a tool in the box. Human beings are still human beings; they still like to sit in circles and 

have conversations. I think that we should not lose sight of that. We cannot just use digital 

platforms” (Martin, 2018).  However, they reported that they might build a profile around using 

online spaces that are best for disseminating political knowledge amongst the young in the 2020 

elections (Martin 2018). 

 

Cost – Resources and Money matters (New theme) 

  Another interesting finding of this study is the use of resources and funding in targeted 

campaigns. It found that elite information providers put money and resources behind targeted 

campaigns. Some interviewees argued that the more financially resourceful a party was, the more 

reach it had in disseminating political information amongst the young (Swarbrick, 2019) 

 

  The findings suggest that there are two kinds of political campaigns. One is “organic”, and 

the other is “paid”. The organic campaign focused on disseminating information to the mass 

audiences, whereas paid campaign targeted specific demographics, (i.e., young people).  

 

  Facebook allowed the political parties to do geo-targeting and thus reach the targeted 

audience, (i.e., young people).  The majority of the elite information providers did put money for 

microtargeting during the 2017 general elections. Figure 29 contains some of the comments of the 

political parties: 

 

Figure 29 

 Paid Microtargeting 

Gareth Hughes (2019), Former Spokesperson - Tertiary Education, Skills and Employment, 

ICT and Broadcasting - Green Party 

“Particularly with Facebook when you promoted a post; you could target associated terms or 

groups. We were able to reach out to our potential young supporters through paid advertising.”   

 

Neale Jones (2019), Former Chief of Staff to Jacinda Ardern, Labour party 

“The party used Facebook a lot, so we did a lot of paid spend on Facebook.”  
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Greg Hamilton (2019), General Manager, National party 

“If we were going to put money behind it to boost that particular post then typically, yeah, you 

would think a little bit about where you wanted that message to go and use the tools that are 

available, for example, Facebook, to target. So, really it would depend.”  

 

  Overall, cost and funding for human resources and paid spending were considered essential 

and worthwhile but were not used extensively because of limited financial budget and resources 

(Whanau, 2019). This is explained further in addressing the challenges for the dissemination of 

political information amongst young people. 

 

Collaborations and partnerships (Partly from the preliminary theoretical model) 

  The research findings reflected that elite information providers consider collaborations and 

partnerships important for connecting with the young audience. 

 

a) The Electoral Commission and media partnerships 

  The Electoral Commission refers to these activities as “media integration activity” 

(Thornton, 2019). Their purpose is to find ways for effectively disseminating information about 

politics amongst young people. The creative agencies working for the Electoral Commission NZ 

worked with about 14 different partners, including TVNZ, to create content and utilise platforms 

that were used by the young audience (Thornton, 2019). 

 

  “When it comes to that media integration activity, ourselves and our agency work very 

closely with the various media organisations; because the media organisations in that space are 

coming up with the creative that they think is going to be most effective to deliver messages to their 

audience because they know their audience in depth” (Thornton, 2019). 

 

b) A combination of traditional and contemporary media 

  An interesting finding of this research was the collaborative power of online media and 

traditional media. The interviewees stated that though digital has its own perks and privileges, we 
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cannot underestimate the power of traditional media. These two can work together and amplify the 

process of knowledge information amongst the young. 

 

Figure 30 

The Traditional and Contemporary Media duo 

Gareth Hughes (2019), Former Spokesperson - Tertiary Education, Skills and Employment, 

ICT and Broadcasting - Green Party 

“You had old traditional media and digital. We very much had a digital-first campaign. What that 

did not mean is we did not leave behind traditional media. Actually, we saw social media as a way 

of amplifying traditional media stories.”  

 

Bryce Edwards (2019), New Zealand based academic and political commentator 

“A lot of young people will be using Facebook to get their political news, but it is still ultimately, 

that Facebook news is going back to the traditional media site; whether it is TVNZ, or Stuff, or the 

Herald, or RNZ.”  

 

  Comments in Figure 30 provide evidence that a combination of online media in conjunction 

with the traditional media is a powerful strategy to reach the young audience. 

 

c) Voter advice applications and media partnerships 

  This research found that the voter advice application tools also partnered with media 

organisations for expanding their outreach. TVNZ massively marketed Vote Compass during the 

2017 general election time (Savoie, 2019). It helped them get insights on “the patterns of use of 

those tools by the young people” (Savoie, 2019). 

 

  Because of the partnership, Vote Compass was promoted on different platforms. As shared 

by Savoie (2019), “The first way and most important way is through our media partner, so TVNZ in 

the case of New Zealand; TVNZ is responsible for promoting it on its different platforms” (Savoie, 

2019). Thus, TVNZ was promoting the tool on multiple online platforms with an intent that the 

young will look at it and learn about where they stand on national issues. 

 

  Media organisations (in partnership with Vote Compass) marketed Vote Compass on 

Facebook during the 2017 general election (Linden, 2019). On the Fence, however, was marketed 



 

 

104 

 

mainly by Massey University. They did not have revenue for digital marketing during the 2017 

general election (Robinson, 2019). Her comments are in Figure 31. 

 

Figure 31 

Revenue and Digital Marketing of On the Fence 

Claire Robinson (2019), Team Member and political communication academic, On the Fence 

“I’m not sure that we would necessarily do anything different except for try and get more money to 

disseminate it and to do more advertising and more publicity about how useful it was as a tool.”  

 

PART III 

 

The Challenges (New theme) 

  This study found different challenges the elite information providers faced whilst using 

online media to disseminate political information amongst young people during the 2017 general 

elections. These are as follows: 

 

a) Algorithms 

b) Information overload 

c) Lack of gatekeepers 

d) Lack of micro-targeting (i.e., mass targeting) 

e) Limited resources 

f) Top-down approach 

 

  Elite information providers consider these issues a significant hurdle while disseminating 

political information amongst the young. The following is a detailed report of findings on these 

challenges: 

 

a) Algorithms 

  Social media works on algorithms, and each network has its own set of algorithms which 

keep on changing. Furthermore, the algorithms allowed certain content to appear on one’s timeline 

(Swarbrick, 2019). This posed a considerable challenge for the political parties as any political 
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information that the political parties would put on their page would only be visible to the young if 

the algorithms allowed it because the algorithms would “prioritise” them (Hughes, 2019). 

 

  Swarbrick (2019) shared interesting insights about how the algorithms work and the way it 

would affect the information dissemination process. She said,  

 

 “in terms of a platform the tension is always going to be: we have a very highly commodified 

online realm where people are fed things that give them dopamine hits, for the sake of keeping 

them, like, mice in their bays, and that is hugely informed by algorithms and their behaviour, so it is 

self-reinforcing, which is essentially building everybody’s own echo chamber without their 

knowledge. So, you are less and less likely to be exposed to things that you disagree with”.  

 

b) Information overload 

  Edwards (2019) shared another challenge in the use of online media to disseminate 

information about politics amongst young people. He said that the online sphere provides an 

information overload and elite information providers (political parties, electoral commission, and 

news media) should strive on making their content attractive so that it is visible to people (Edwards, 

2019). 

 

  He further said that “I think we have to embrace the overload of information and find ways 

to collate that, and to show that there are different perspectives on different questions and different 

issues; and so, when the news media, or even if local parties present to the public that there is one 

way of thinking about something, then I think that is alarming, and I think it is also damaging to 

democracy and political debate, but if we can present different ways of thinking about things, and 

different perspectives; I think that is more attractive to people” ( Edwards 2019). 

 

c) Lack of gatekeepers 

  A common challenge reported by almost all interviewees was the lack of trust and faith in 

online political information. With online media, there is no filter, and that posed a considerable 

threat to the elite information providers. Figure 32 details comments of elite information providers 

on how a lack of filter and gatekeepers damages the information dissemination process: 
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Figure 32 

Lack of Filter and Gatekeepers 

Darroch Ball (2019), former spokesperson – Youth Affairs, New Zealand First party 

“Whatever in regard to politics is a double-edged sword insofar as yes it does cut through and put 

information directly into people’s hands. But I also think that it potentially is the most dangerous 

thing for democracy insofar as there is no filter.”  

 

Tracey Martin (2018), former spokesperson – Education, broadcasting and IT, New Zealand 

“The challenge that’s actually happening with all digital platforms about where people are getting 

their knowledge from, is whether it is real, or whether we have got the fake news phenomenon.” 

 

Neale Jones (2019), former chief of staff to Jacinda Ardern, Labour party 

“I think my concern is that political media online doesn’t necessarily improve knowledge. I think 

that often what’s happening around the world shows is that it’s actually increasing disinformation.”  

 

  Political elites also shared some examples from the 2017 general elections. Neale Jones of 

the Labour Party reflected on some tweets and published posts made by the National Party targeting 

policies of Labour party. These are in Figure 33. 

 

Figure 33 

Targeted Ads of the National Party 

Neale Jones (2019), Former Chief of Staff to Jacinda Ardern, Labour party 

“The National Party has an ad - you’ve probably seen the barbecue ad - every single fact in that ad 

is incorrect, and they know it’s incorrect.” 

 

“The first Tweet is, ‘Labour promised to build 10,000 houses in its first year.’ No, it didn’t, it said it 

would build 1,000 houses in its first year.”  

 

“And the National Party’s website and its spokespeople go on and on about the 10,000 houses; it’s 

been widely publicised.” 

 

  In another example, Neale Jones argued how the National Party collated different clips of 

Jacinda Ardern and morphed them into a misleading video. He quoted, “they took a clip of Jacinda 
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Ardern from the election debates where she said there will be no strikes in industries, and they cut 

out where she said, she was talking about Labour’s policy on Fair Pay Agreements. And they cut it 

out deliberately and said she was saying there’d be no strikes in New Zealand. And people are 

saying, ‘Ah, she’s lied!’ But if you look at the video, they’ve clearly cut out half of the sentence 

beforehand. And that was shared by National Party people all over the place, and the party put it 

out” (Jones, 2019). 

 

d) Lack of micro-targeting (i.e., mass targeting) 

   Another interesting finding of this research is that all elite information providers invariably 

argue that they mostly relied on mass targeting instead of micro-targeting. They tried to reach the 

young audience using organic campaigns and hoped their message was delivered.  

 

  The National Party reported that the 2017 general election campaign was predominantly 

directed at the masses “with some segmentation based on age and geography and gender” (Upston, 

2019). The Labour Party used online media extensively for “building a movement of people” (Jones 

,2019) and did not focus on how online media should focus on the policies targeting the young 

(Jones, 2019) 

 

  NZ First also did not use microtargeting methods of any kind to reach the young audience 

(Martin 2018). Likewise, the Green Party also depended mostly on mass targeting during the 2017 

general elections (Whanau, 2019). 

 

  Claire Robinson, a New Zealand political communication academic, also felt that that 

politicians are not paying attention to young people in New Zealand. She reflected on the 2017 

general elections and stated that “Political parties do not devise policies that are in the interests of 

young people; then young people vote even less; then parties do not develop policies for people 

who are not going to vote for them. I put the blame back on political parties first for not having 

enough policies that are appealing to young people” (Robinson, 2019). 

 

 

e) Limited funding and resources 

  In all interviews, the interviewees reported that the prime challenge was an economic one. It 

is mostly the limited campaign funding and budget constraints that hamper the elite information 

providers to micro-target the youth. This challenge is a big one as it affects everything. Resources 
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are required to a) create targeted content (policies), b) distribute on specific channels, c) geo-target 

by age, d) hire resources. In the absence of funding, the most suitable approach taken by elite 

information providers is mass targeting with a hope to achieve microtargeting.  

 

  This challenge opens up possibilities for further research. Furthermore, it also suggests that 

political elites have to decide and allocate budgets and funding to target young people. 

 

  Figure 33 contains comments from political elites, marketing experts, and voter advice 

application teams on how limited budgets did not allow them to launch targeted campaigns. 

 

Figure 33 

 Limited Budget and Microtargeting 

Tory Whanau (2019), Former Digital Director, Green party 

“In terms of who you go after as a target audience; when you’re a small political party, you have 

limited funds and research budget.” And “Even though we knew that if we could better 

communicate with young people; that might get them to lean towards us; we just don’t have the 

money to do that. It was actually more of a budget constraint that we could not invest as much as 

we wanted to.”                                                           

 

Greg Hamilton (2019), General Manager, National party 

“In a campaign, in New Zealand campaigns, we are quite restricted in terms of the expenditure cap 

as I am sure you are aware; you do not get a lot of opportunities.”  

 

Claire Robinson (2019), Team Member and political communication academic, On the Fence 

“One factor was that we had no money: zero marketing money. Unlike Vote Compass, which has a 

very wealthy lot of supporters; we did this for $30,000 and the time of our staff basically.”                                   

 

 

 

f) Organisational culture 

  Organisation culture was another interesting finding in this study. It found that the top-down 

culture of an organisational culture plays a vital part in the way new technologies are used in the 

process of dissemination. Edwards (2019) explained that “how elites use online technologies is in a 



 

 

109 

 

very top-down way; it is not very interactive. It is not very much involving getting feedback, or 

listening, or using social media as a democratic forum, in the way of increasing participation in 

politics” (Edwards, 2019). 

 

  David Farrar, an NZ-based political commentator, considers organisational culture to be a 

critical challenge for the dissemination of political information amongst the young. He categorically 

mentioned that NZ First is a “centrally controlled party” (Farrar, 2019). By centrally controlled, he 

was referring to Winston Peters controlling the party. This is because Tracey Martin of NZ First 

also reported that, “The Right Honourable Winston Peters, sets the tone and the direction, as he 

should as the leader, for any of our campaigns” (Martin, 2018). 

 

  David argued that for reaching out to the targeted audience,( i.e., young people), you need to 

take risks and act quick because the internet works that way. If you are going to wait for committees 

or individuals to sign off your work, then you will lag. He suggested that “You do need that 

organisational culture to allow - whether it is staff or activists - just to trust their judgement, and in 

trusting their judgment also accepting they are not perfect; sometimes they will get it wrong, and 

you are just going to have to live up to that if something was not quite right” (Farrar 2019). 

 

PART IV 

Online non-partisan avenues of political information dissemination 

 

Overview (Partly from the preliminary theoretical model) 

  There are online nonpartisan and interactive avenues of political information that provide 

objectivity and neutrality. These include the role of state actors, news media, Electoral Commission, 

and voter advice applications. 

 

  It was reported that there is always a risk of political information being biased if it is coming 

from a politician. Political parties have vested interests; therefore, youth might not trust their 

judgement. For this reason, neutral and non-biased avenues of political information dissemination 

should be supported.  
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  Politicians believe that it is government’s job to provide the youth with information about 

how the country runs. This way, they will be getting it from an inherently nonpartisan source and 

thus will trust it. Examples reflecting on the value of nonpartisan sources of political knowledge are 

in Figure 34. 

 

Figure 34 

Value and Nonpartisan Sources of Political information 

Chloe Swarbrick (2019), Former Spokesperson – Youth Affairs, Green Party 

“whose role is it within the state, and which state actor’s job is it to educate people about the way 

that the political system works.” 

 

Nikki Kaye (2018), Former Minister Education and Youth Affairs, National party 

“there’s a need to provide more online interactive resources so that young people have the 

confidence and are empowered to know factual information about our political system.” 

 

Greg Hamilton (2019), General Manager, National party 

“But I think broader; if you want for young people to get involved in civics, there certainly needs to 

be other avenues that are completely neutral.”  

 

  Voter advice application tools are nonetheless of paramount value as they are nonpartisan 

and provide authentic information about the policies of political parties. They present facts without 

skewing towards any political party (Chant, 2018). Also, reported by Justin Savoie, former data 

scientist, Vote Compass, “We are politically neutral, and we are nonpartisan in the sense that we are 

absolutely affiliated with no party” (Savoie, 2019).  

 

Role of the electoral commission in the dissemination of political information 

 

  Elite information providers unanimously suggested that the Electoral Commission NZ has a 

more significant role to play in the dissemination of political information amongst the young. The 

political elites argued that the nonpartisan nature of the Electoral Commission makes it trustworthy 

for the young. Furthermore, the electoral commission has funding and resources, so it can afford to 

micro-target the young.  
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  The Electoral Commission targets the young and provides basic information about how the 

political system and voting works and thus educates them while being neutral (Kaye 2018). It will 

also be trusted by the young as they would believe that it is coming from someone who is not 

“trying to influence their vote” (Kaye, 2018). 

  

Role of News Media 

   Political elites suggested that news media agencies have a more prominent role to play. 

These can make efforts to reach the youth. Stuff.co.nz was reportedly considered a news agency 

who was trying creative ways to reach the young audience (Hamilton, 2019). 

 

  The reason for this could be the use of new technologies by online news agencies. For 

example, John Michael of NewsHub shared, “you look at Stuff.co.nz, they all have tried to embrace 

new technologies like the use of Facebook Live, for example, and for debates and that sort of thing, 

and doing interviews”  (Swannix, 2019). 

 

  Stuff.co.nz, however, does not target the young despite engaging in innovative ways to 

disseminate information. Their focus is the mass audience. John Hartevelt of Stuff.co.nz, while 

reflecting on the 2017 general election, said that “we did not really conceive our election coverage 

with any sort of targeting of particular age brackets in mind. Stuff has a large audience that reflects 

the population as a whole.” (Hartevelt, 2019) 

 

  During the 2017 general election, news agencies focused on mass targeting and did not do 

any microtargeting for the young.  However, the empirical data suggests that news media agencies 

have a more significant role to play as they are considered nonpartisan sources of political 

information in contrast to the popular opinion that they are biased, partisan, and opinionated. 

 

Role of VAAs – Voter advice applications (From the preliminary theoretical model) 

  Voter advice applications are online interactive tools that allow users to match themselves 

with political parties based on their responses to a set of policy questions. For this study, Vote 

Compass and On the Fence was selected. These applications address a certain type of information 

need, not political knowledge in its entirety. Most notably, they tell you which party to vote for 

based on your policy preference; they don’t directly provide information on the basis of which to 

form a policy preference. 
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These were selected considering the following criteria: 

a) Vote Compass – The most used VAA in 2017 (NZ Herald, 2017) 

b) On the Fence – This was an academic project designed explicitly for the young by the 

design and democracy project at Massey University, Wellington ( Robinson, 2019). 

 

The value and criticism 

   VAAs were inarguably considered valuable.  Edwards (2019) reflected on VAAs and said 

that “They are showing the potential for online political dissemination being interactive, being 

informative” (Edwards, 2019). 

 

  The Electoral Commission supported and funded Vote Compass 2017. It was because they 

realised that young people are not involved in politics because of a lack of information about 

politics. Figure 34 reflects the views of the Electoral Commission NZ. 

 

Figure 34 

 Electoral Commission NZ and Vote Compass 2017 

Richard Thornton (2019), Communications and Education Advisor, Electoral Commission 

New Zealand 

“The reason why we support Vote Compass is that when we talked to people who do not Vote, the 

main reason, they say why they did not vote is that they could not decide who to vote for. And so, 

what Vote Compass is trying to do is to help those people navigate through that decision-making 

process in general, deciding who they might want to vote for. And so, it is trying to plug the gap.” 

 

“We know that it ran for about a five-week period, and young people, 18—29 year old, made 

between about 25 and 30 per cent of weekly users to Vote Compass.” 

 

  Political commentators and analysts also viewed Vote Compass and, On the Fence, to be a 

revolutionary design for using online media to disseminate information  about politics amongst the 

young. They considered these to be interactive and engaging sources of political information. 

 

 

 

https://votecompass.tvnz.co.nz/
https://onthefence.co.nz/
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Figure 35 

 Vote Compass – The Positive Review 

Bryce Edwards (2019), New Zealand based academic and political commentator 

“I think they are amazing devices for participation, and that, especially because they are interactive, 

and that they require the user to give information; inherently, which gets people actually thinking, 

because they actually have to not just receive information; they have to give information back, and 

that is really what politics should be about.” 

  

However, these were also considered biased and delivering inaccurate results. For example, David 

Farrar shared his experience of using the vote compass and did not entirely agree with his results. 

His views of using vote compass are in Figure 36: 

 

Figure 36 

Vote Compass and Political Analysts 

David Farrar (2019), Political Commentator and Pollster, Curia Market Research 

“[I have] very firm political views about parties I like and do not like, [Vote compass] sometimes 

come[s] out with absolute wacky results; where I am very socially liberal, and it says my second 

choice would be the Conservative Party, on something where it will be my last choice, and that is 

not just me, but I have often seen online people saying, “This is just bizarre results.”  

 

 

Online media and Dissemination of VAAs 

 

  Vote Compass and On the Fence were both promoted on social media, especially Facebook 

during the 2017 election campaign. Individuals could share their results on social media and thus 

generate a ripple effect where they would urge their peers to try the application as well.  

 

  For example, Robinson (2019) of On the Fence shared, “We deliberately disseminated it 

through social media. It was designed to be passed on from one user to the next. We had ways of 

connecting people through saying on Facebook, “I have completed On the Fence; why don’t you do 

it?” (Robinson, 2019). 
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  Similarly, Chant (2018) said, “It was shared. It was actually around it being shared, and 

people were sharing views. So, one of the things they could do was they could answer the questions 

on Vote Compass. They could get personal kind of reports, and they could share it with their friends 

and stuff. Then they would be laughing about what my thoughts were and look the parties I matched 

up with – who would have figured?” (Chant, 2018). 

 

  Sharing of results on social media reflected that the applications were widely used by the 

young; therefore, VAAs might have attracted the young New Zealanders.  Clifton Van der Linden, 

founder and CEO of Vox Pop Labs, reflected on the use of VAAs in the 2017 elections and argued 

that “if you look at the user demographics on social media platforms, they also skew young. I think 

the proof is sort of in the pudding; that it has done its job in attracting young people (Linden, 2019). 

 

Targeting Methods – Micro (Youth-focused) or Macro (Mass targeted) 

  Targeting of the mass audience was the core premise of Vote Compass. Figure 37 contains 

an example of this.  

 

Figure 37 

Vote Compass and Targeting 

Justin Savoie (2019), Former data scientist at Vox Labs 

“Vote Compass, of course, aims to target everyone in the general population, not just young 

people.” 

 

  Whereas, On the Fence was primarily focused on the young and considered them to be the 

most avid users of this tool. Robinson (2019) shared, “we have always been focusing on youth 

engagement in the design, creation, dissemination, and the focus of all the questions” (Robinson, 

2019). 

PART V 

 Refinement of Version 2 model and introduction of the 5C Model 

 

  Analysis of the interview transcripts, with respect to the preliminary theoretical model, 

generated new themes and trends, and thus helped develop a more universally applicable model. 

The codes and themes from the preliminary model were altered and refined for creating a more 
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refined and robust model for elite information providers to use online media to disseminate political 

information amongst the young people. Figure 38 reflects on the changes that occurred while 

working on the preliminary model. These changes have helped create a robust model for the 

dissemination of political information amongst the young. 

 

  This refinement and arrangement of categories helped construct a final table. The below 

Figure 38 illustrates the existing as well as new emergent themes. It contains the final themes, 

categories, and subcategories as well as the excluded categories. Afterwards, a detailed diagram is 

presented which elaborates on how categories were merged followed by the 5Cs model. 

 

Figure 38 

The Preliminary Model and the new Emergent Themes  -Version 2 

Key 

Existing themes  

New Themes  

Excluded themes  

1. Accessibility of information  

2. Establishment of youth wings in political parties 

3. Usage of online political humour to sugar-coat hard political news 

4. Interactive use of social media  

5. Collaboration among media elites and political elites 

6. Promotion of voter advice applications. 

7.  

8. Online political content  

a) Short and snackable 

b) Simple and tailored 

c) Multilength 

d) Genuine and authentic 

e) Packaging (Images and Videos) 

9. Online Channels for the dissemination of political information 

a) Social networking websites (Go where the audience is) 

b) Emails 



 

 

116 

 

c) Multichannel approach (where doable) 

10. Cost  

a) For researching the client 

b) Microtargeting (Paid outreach and tailored content) 

 

11. Communication strategies for using online media for dissemination of political  information 

a) Relationship building 

b) Value-driven  

c) Political humour 

d) Data-driven 

e) Individual information disseminators  

f) Interactive 

g) Repetitive  

h)  Gatekeeping 

i) Accessible 

j)  Localised 

 

12. Collaborations 

a) Traditional and contemporary media duo 

b) Nonpartisan avenues (voter advice applications) and media elites 
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Figure 39 

Revision and Refinement of the Preliminary Model in Light of new Findings - Merging of Categories 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

11. Communication Strategies for using online media for 

dissemination of political information 

 

a) Relationship building 

b) Value driven  

c) Political Humour 

d) Data driven 

e) Individual information disseminators  

f) Interactive 

g) Repetitive  

h)  Gatekeeping 

i) Accessible 

j)  Localised 

 

 

8. Online political content 

(attributes) 

a) Short and snackable 

b) Simple and tailored 

c) Multilength 

d) Genuine and authentic 

e) Packaging  

 

10. Cost  

a) For researching the 

client 

b) Microtargeting 

(Paid outreach and 

tailored content) 

 

The preliminary theoretical model 

1. Accessibility of information 

2. Establishment of youth wing in political parties 

3. Usage of online political humour to sugar coat hard 

political news 

4. Interactive use of social media  

5. Collaboration among media elites and political elites 

6. Promotion of Voter Advice Applications. 

9. Online Channels  

a) Social networking 

websites  

(Go where the audience is) 

b) Emails 

c) Multichannel approach 

(where doable) 

 

12. Collaborations 

a) Traditional and 

contemporary media duo 

b) Nonpartisan avenues 

(Vote advice 

applications) and media 
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The 5Cs Model – A new model for using online media to disseminate political 

information amongst young people (From interviews) 

  

 Given the significant number of new findings, following analysis of this data from political 

practitioners, a new model was created to be used when analysing the next data source (social 

media). Following the grounded theory method, this builds on the preliminary model version 1 

from the literature and version 2 from the data analysis of interviews, to ensure it is grounded in 

the new primary data collected. However, it was significantly developed, with more original 

creativity, to produce a more coherent and comprehensible model. 

 

  This new model for using online media to disseminate political information  amongst 

young people focuses on five Cs: content, channel, cost, collaborative and communication 

strategies. These categories emerged from analysing the interview data which suggested that 

these five Cs are of paramount importance in the process of information dissemination.  

 

Content 

  Content encompasses attributes of online political content that is targeted towards the 

young. It suggests, based on empirical evidence, attributes that help develop tailored and 

targeted online content for young people. Content is of paramount importance, and its value is 

already build-up in the literature review; however, structuring of the content is also important 

and this part of the model focuses on that. 

 

Channel 

  The next C is channel. It includes social networking websites email and adoption of a 

multichannel approach.  The term Channel reflects a broader category and does not limit the 

model to any one type of online channel that can be used for dissemination of political 

information amongst young people. 

 

 

Cost 

  Cost is a new finding of this study and explains how funding and resources could be used 

for targeted dissemination of political content amongst young people. 
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Collaborative 

  The findings have combined two themes of the preliminary model, “collaboration 

between media elites and political elites” and “promotion of voter advice application tools” into 

a broad new theme called “collaborative”. It also includes an additional subthemes, traditional 

and contemporary media duo. For ease of communicating the meaning and core purpose, 

Collaborative term was selected as an umbrella term. 

 

Communication strategies 

  The study also discovered “communication strategies” for the dissemination of political 

information amongst young people. The total number of strategies is 10, including four 

strategies from the preliminary model: “access for all” and “usage of political humour” and 

“establishment of youth wings”. “Access for all” has become “accessible”; ‘usage of political 

humour’ has become a sub-category called “political humour”, “active use of online media” has 

become “interactivity” and “establishment of youth wings” has merged into a newly formed 

strategy, “relationship-building”. A detailed snapshot of these is in Figure 40. The Figure gives 

an insight into what each C implies. 

 

Figure 40  

The 5Cs Model  for Using Online Media to Disseminate Political information 
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✓ Short and 

Snackable 

✓ Multilength 

✓ Packaging  

✓ Genuine and 

authentic 

 

 

✓ Social networking 

sites (Go where 
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application 
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✓ Relationship 

building 
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✓ Gatekeeping 

✓ Accessible 
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 As part of the triangulation method, the next chapter will analyse social media data against the 

relevant aspects of this refined theoretical model to provide further insights into the applicability 

of the model. 
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CHAPTER 5  

CONTENT AND COMMUNICATION STRATEGIES OF 

POLITICAL PARTIES 

 

 

 

The process of data analysis 

To gain further insight, the Facebook data posted on the official Facebook pages of two 

major political parties (the National Party, and the Labour Party) and two minor political parties 

(the Green Party and New Zealand First) during the 2017 New Zealand Election Campaign was 

reviewed and analysed.  

This chapter has three important components: 

Firstly, it explains how relevant aspects of the 5Cs model (version 3) was used in this analysis 

and why certain aspects were not  used.  

Secondly, it explains how the Facebook data was collected and sampled. 

Thirdly, it puts forwards the lists of measurable metrics that were used to analyse the collected 

data.    

1. Using the 5Cs model 

An analysis of Facebook data assessed the parties’ online communications against the 

criteria of “Content” and “Communications Strategies”, as described in Figure 41.  The blue 

bold categories are the ones that were analysed in this chapter. 
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Figure 41  

Components of the 5cs Model Used to Analyse Party’s Facebook Posts 

 

 

The Facebook data was not analysed against all categories of the 5Cs model for multiple 

reasons. 

- We already know the channel, it is Facebook. 

- Cost was covered in the previous chapter, from the political and communication elites 

perspectives. 

Additionally, within the communication strategies section, data-driven, individual information 

disseminators, and accessibility were not analysed because of the following reasons: 

a) Data-driven strategy – it is already discussed by elites in the previous chapter. 

b) Individual information  disseminators - the research is only focusing on official pages of 

political parties and not individual MPs. 
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c) Accessibility – Facebook data cannot make assumptions on this feature. 

d) Gatekeeping - Facebook data cannot make assumptions on this feature. 

Figure 42 outlines the categories which were used to analyse Facebook data.  

Figure 42 

 Key Categories Used to Analyse the Facebook Posts 

 

 

 

 

 

 

 

 

 

Each category was critically evaluated to check its usability in analysing if and how 

politicians used it in the 2017 general election. Furthermore, the multilength category was 

combined with the packaging category. It would be used for analysing if posts used hyperlinks to 

add detailed information. 

 

2. Data Collection and sampling 

Following the triangulation method, data from Facebook posts were analysed as an 

additional primary source. Posts were downloaded from each party between August 1, 2017 – 

September 22, 2017, the official campaign period. This includes timeline photos, videos, and 

hyperlinks shared by the party. 

 

Collection and narrowing of data 

NetVizz was used to collect Facebook data from each party’s timeline. It is an online tool 

that aids in data extraction from Facebook into Excel files. Each file contained detailed 

Content Communication Strategies 
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and videos 

✓ Multilength (Use of 

Hyperlinks) 

✓ Genuine and authentic 

 

 

✓ Relationship building 

✓ Value-driven  

✓ Political Humour 

✓ Interactive 

✓ Repetitive  

✓ Localised 



 

 

124 

 

information on each post, including the type of post, links to the post, post message, post time as 

well as engagement metrics. Table 2 presents the total number of posts retrieved for each party 

between August 1, 2017, and September 22, 2017. A total of 745 posts were downloaded and 

reviewed. These included 184 photos, 366 videos, and 195 links to additional/external links.  

 

Table 2 

Total Number of Posts by the Political Parties (August 1 – September 22, 2017) 

Party’s Name Photos Videos Links Total 

National party 86 129 50 265 

Labour party 35 95 36 166 

Greens party 27 116 19 162 

NZ First party 36 26 90 152 

Total 184 366 195 745 

 

In order to analyse the data, a sample was selected with the top three salient issues 

amongst young New Zealanders in 2017 according to the Vote Compass online engagement 

survey. The most salient issues amongst young people during the 2017 elections were (a) 

housing, (b) education, and (c) environment. ( An in-depth explanation of this process is given in 

the research methodology chapter 3).  

To enable full consideration and an in-depth qualitative analysis, each post was analysed 

in-depth in two ways: the types of material and criteria. A Facebook post does not just consist of 

words, it has multiple types of material. There were four types of material: 

• Words in the post message 

• Images used in the post 

• Hyperlinks included in the post 

• Videos included in the post  

o which also included words and images. During analysis, each video was analysed and 

words and images within the sample were noted down manually. 

The study analysed timeline photos, videos, and any hyperlinks (shared by the party) 

about these top three policies on each party’s Facebook page. A snapshot of the number of posts 

that were critically analysed is given in Table 3. 
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Table 3 

 Total Number of Posts Analysed. 

Party’s Name Photos Videos Links Total 

National party 3 8 5 16 

Labour party 9 14 4 27 

Greens party 9 50 12 71 

NZ First party 2 1 10 13 

Total 23 73 31 127 

 

Data was analysed against 19 properties of 10 subcategories of the Content and 

Communication strategies model meaning (see below figure 42 in Data analysis section of this 

chapter). This resulted in a total of 5700 qualitative units of analysis. 

 

An insight into the overall total quantity of work done is given below: 

• Total qualitative units of analysis: 5700 

• Total number of words analysed within posts, images, and videos: 6326 words. 

• Total number of images analysed: 44 images. 

• Total Video length analysed: 7 hours 30 minutes. 

• Total hyperlink analysed: 60 hyperlinks. 

 

3. Data Analysis 

Qualitative metrics were developed to assess, analyse, and evaluate the performance of 

political parties by analysing each qualitative unit of analysis against the selected components of 

the 5Cs model. Each unit of analysis was rendered positive, negative, or neutral depending on 

the number of posts fulfilling its criteria [properties]. Higher the number of posts fulfilling 

criteria, it was positive; lower the number of posts, it was negative and neutral in cases where 

there was no difference between posts fulfilling and posts not fulfilling the criteria.  

The following figure 42 lists the metrics that were developed for each category of the 5C 

Model.  
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Figure 42 

Metrics for Analysing the Content 

Category Sub-Category Properties 

Content Simple and 

tailored 

The post message contains no political jargon  

 

 The post message uses words tailored to the young 

audience 

Short and 

snackable 

 The post message has less than 60 words  

The posted videos are 5–30 secs long 

The packaging The posts use images 

The posts use videos 

The posts use hyperlinks 

The posts use a combination of images, videos, and 

hyperlinks 

Genuine and 

authentic 

The posts are from the party rather than another 

source 

Figure 43 

 Metrics for Analysing the Communication Strategies 

Category Sub-Category Properties 

Communication 

strategies 

Political 

humour 

Humour Styles5 

Affiliative Party conveys information about other 

person’s situation, in a positive6 way 

 
5 Humour styles adapted from V. Taecharungroj and P. Nueangjamnong, “Humour 2.0:  

Styles and Types of Humour and Virality of Memes on Facebook”, 2015, Journal of Creative  

Communications, 10(3), 288–302+ 
6 Use of jokes and witty banter to facilitate relationships (Taecharungroj, V. and Nueangjamnong, P., 2015) 



 

 

127 

 

 

 

 

 

 

 

Self-

enhancing 

Party conveys information about their 

own situation, in a positive7 way 

Aggressive Party conveys the situation of other 

parties in a negative8 way 

Sub-Category Properties 

Relationship 

building 

Youth/youth adjacent member posting on party’s 

official page 

Youth wing posting content on party’s official page 

Interactivity Evidence of Facebook Live interactive sessions 

targeting young people 

Value-driven Use of positive emotions like hope, motivation, and 

optimism in political messages  

Use of negative emotions like fear, anger, and 

helplessness 

Repetition Evidence of posting identical information/similar 

content, more than once. 

Localised Evidence of posting information/knowledge on 

political issues important for young people such as  

housing, education, and environment 9 

 

The next chapters systematically apply the above model to social media data of the 

political parties. The data analysis is presented thematically, and each party is analysed 

according to the defined metrics. 

 

 

 

 
7 Reflecting a humorous outlook on life and conveying a humorous perspective in adversity (Taecharungroj, V. and 

Nueangjamnong, P., 2015) 
8 Use of humour to hurt or alienate others (Taecharungroj, V. and Nueangjamnong, P., 2015). 
9 Localised means posting on issues that are salient in a particular setting. In this study., the issues of housing, 

education and environment were important for young people in the 2017 general elections. 
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CHAPTER 6  

CONTENT AND COMMUNICATION STRATEGIES OF THE 

MAJOR PARTIES  

 

 

The National Party  

The 2017 general election was critical for the National Party because they were “in pole 

position to return for a fourth term in government”(Manhire, 2017). The party was led by Rt Hon 

Bill English with Hon Paula Bennett as deputy leader. The National Party is largely associated 

with bringing economic reforms, and thus there is a general consensus of them targeting the 

businesses, small or large scale. 

 100% data was downloaded from the National party’s Facebook page (265 posts). The 

data was then reviewed to identify 117 policy related posts. These posts were further narrowed 

down by focusing on posts on issues related to top concerns of the young New Zealanders. This 

yielded a total number of 16 posts which is 13.6 % of the sample from National Party.  

 Each post was further analysed based on its individual components i.e., images, words, 

videos, and hyperlinks. For the National party, this yielded an overall sample of 37 components 

including: 1329 words, 8 images, 5 hyperlinks and 1 3minutes of video. 

 These 37 components were analysed against the against 19 properties from the Content 

and Communication strategies model which resulted in 703 qualitative units of analysis for the 

National party.  

 

A breakdown of the sample is in below tables: 
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Overall sample 

Total sample (post messages+ videos +images + 

hyperlinks) 

37 

Total words (post messages + words within images 

&videos) 

1329 

Video length 13 minute 1 second 

 

Overall Breakdown  

Post messages 

analysed 

16 post messages = 884 words 

Videos 8  Total length – 12min:01sec 396 words within videos 

Images 8 49 words within images 

Hyperlinks 5 (nature and source was analysed and assessed) 

 

Policy wise breakdown 

Policy Post 

messages  

Videos Images Hyperlinks Total 

Housing - 5 post 

messages 

- 367words 

- 5 videos 

- 2min.52 

sec 

- 328 

words 

0 0 - 10 items 

- 695 words 

- 2 min. 52 

sec 

 

Environment - 3 post 

messages 

- 159 

words 

0 - 3 images 

- 21 words 

- 2 links - 8 items 

- 180 words 

Education - 8 post 

messages 

- 358 

words 

- 3 videos 

- 10min.9s

ec 

- 96 words 

- 5 

images 

- 28 

words 

 

- 3 links - 19 items 

- 482 words 

- 10  min. 9 sec 
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Total - 16 post 

messages 

- 884 

words 

- 8 videos 

- 328 

words 

- 13 min. 1 

sec 

 

- 8 images 

- 49 

words 

- 5 links - 37 items 

- 1357 words 

- 13 min. 01 sec 

 

Content 

This section analyses the sample against the selected properties of the content section of 

the 5C model. The findings column in each table reflects the outcome for each unit of analysis as 

positive, negative, or neutral depending on the number of posts fulfilling its criteria [properties]. 

Higher the number of posts fulfilling criteria, it was positive; lower the number of posts, it was 

negative and neutral in cases where there was no difference between posts fulfilling and posts 

not fulfilling the criteria.  

All comments and observations made in this section pertain to the material included in 

the sample. 

Figure 44 shows a reflection and assessment of the use of online media by the National 

Party.  

Simple and tailored 

Figure 44 

 Simple and Tailored Content – the National Party 

Category Sub-

Category 

Properties Findings 

Content Simple and 

tailored 

The post message contains no 

political jargon  

 

Positive for housing 

Positive for education 

Positive for environment 
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 The post message uses 

words tailored to the young 

audience 

Positive for housing 

Positive for education 

Negative for environment 

Housing 

The sample for this study reflected that National used simple and easy to understand 

language for communicating their housing policy meaning their posted content on housing 

policy did not have any difficult words or political jargons.   

It was also found in the sample that National used terms like “first home buyers”, “Kiwi 

Homestart”, “eliminating homelessness” and, “first home”  to tailor their messages for young 

people. As young people are generally the first people looking for a new home in New Zealand 

context therefore these phrases resonated with young people as policies like these have the 

potential to instil hope in them for getting their own house. An example of their copy is given 

below Figure 45: 

 

Figure 45 

Examples of Simple and Easy to Read Content - National Party (2017 General Election) 

 

Note: Sourced from New Zealand National Party, “Ending Homelessness”, September 1, 2017, 

Facebook, https://www.facebook.com/NZNATS/videos/1919247141424205/,  Retrieved date   

Education 

Simple copy was used for National Party’s eight post messages on education. The party 

did not use any political jargon to complicate the announcement of their education policies in 

these post messages (See below Figure 46) 

✓ Free of 

political Jargon 
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Figure 46 

Example of Easy-to-Understand Language – Education (New Zealand National Party)  

 

Note: Sourced from New Zealand National Party, “Education Policy”, August 27, 2017, 

Facebook, https://www.facebook.com/183355881680015/posts/1907064285975824/,  Retrieved 

date  

The National Party used punchy and youth-focused words in their post captions. These 

include phrases like “young NZers”, “we never give up on these young people”, “investing in 

young people” for tailoring their messages to attract young people. 

Environment 

The sample of posts on environment policies were free of political jargon. However, no 

terms or words could be identified in the post messages that would resonate with young people.  

Short and snackable content 

Meaning: Use of minimum words/time to post knowledge about the policy so that young people 

can receive maximum information in the minimum amount of time. 

Marketing experts suggest that the targeted audience should be able to read the message 

within a 3-second timeframe (Rachael Crosby – DarkHorse NZ). Figure 47 reflects if and how 

the National party worked on making their content short and snackable. 
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Figure 47 

 Short and Snackable Content – the National Party 

Category Sub-

Category 

Properties Findings 

Content Short and 

snackable 

The post messages have less 

than 60 words  

Positive for Housing 

Positive for Education 

Positive for environment 

The posted videos are 5–30 

seconds long 

Positive for Housing 

Negative for Education 

Positive for environment 

Housing 

 Considering the sample of this study the National Party used a variable range of words in 

their posts on housing. Three of their posts on housing had   post messages of fewer than 60 

words, and two had a word count of over 60 words .  

 It was found from the sample that the party relied on small text-based videos to disseminate 

its housing policy as no post was found that was using images or just post messages. Three out 

of the five  videos in the sample posted on housing policies were following the best practices 

criteria for video length on Facebook, (i.e., <30 seconds), while two did not follow the criteria.   

 

Education  

Education was the second most crucial issue for young New Zealanders. Seven of the 

eith post messages contained words within the best practices criterion; however, one post 

message did not achieve this criterion. It is given below: 
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Figure 48  

Example of lengthy Post accompanying content 

  

Note: Sourced from New Zealand National Party, “National will provide school students with 

stronger maths  technology and languages skills  as well as updating National…”, August 27, 

2017, Facebook, https://www.facebook.com/183355881680015/posts/1907043152644604/,  

Retrieved date  

All three videos on education policy in the sample exceeded the 30 seconds’ timestamp; 

however, their post messages were within the set limit (<60 words) (See figure 6.6). 

 

 

 

 

✓ Lengthy post 

caption 
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Figure 49 

 Video on Education Policy 

 

Note: Sourced from New Zealand National Party, “Education Policy”, August 27, 2017, 

Facebook, https://www.facebook.com/183355881680015/posts/1907064285975824/,  Retrieved 

date  

 

Environment 

The environment was the third most important and significant issue for young people in 

New Zealand. Captions for all three posts on the environment policy met the best practices (<60 

words) See Figure 50). 

 

 

 

 

 

✓ Post messages 

fulfilling best 

practices  

0:37 seconds - does not fulfil the best practices 
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Figure 50 

National Party Disseminating Knowledge About Environment Policy 

 

Note: Sourced from New Zealand National Party, “We are committed to continuing to improve 

freshwater quality across NZ so Kiwis can better enjoy our great outdoors. Our…”, August 8, 

2017, Facebook, https://www.facebook.com/183355881680015/posts/1884354118246841/,  

December 8, 2018 

The National Party used words like “better future”, “predator-free 2050”, “great 

outdoors”, “electric vehicles”, and “climate change” in their posts on the environment.   

 

The packaging 

Meaning: Use of videos, images, and hyperlinks to disseminate knowledge about policies to 

young people. 

This section will analyse the sample and reflect on how the National party used textual 

(including hyperlinks), visual (image), videos, audio-visual methods in the 2017 election 

campaign. The findings and observations are purely constrained to the sample selected for this 

study.  Figure 51 shows the National Party’s use of creatives in disseminating knowledge about 

policies for young people. 

 

Post message 

<60 words 
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Figure 51 

 Packaging Techniques and the National Party 

Category Sub-Category Properties Findings 

Content The packaging The posts use images Negative for housing 

Negative for education 

Negative for environment 

 The posts use videos Positive for housing 

Negative for education 

Negative for environment 

The posts use hyperlinks Negative for housing 

Negative for education 

Positive for environment 

The posts use a combination 

of images, videos, and 

hyperlinks 

Negative for housing 

Positive for education 

Positive for environment 

 

Housing 

The sample reflected that the National Party shared information about their housing 

policies solely with the help of videos. All of the content related to housing policies was posted 

in the form of videos. They did not use images and hyperlinks to convey information about their 

housing policies.  

 

Education 

 Three of eight  of National Party’s posts on education policy were in the form of videos, 

two posts used just images whereas three  posts on education used a combination of images and 

hyperlinks. The study also noticed that the  National Party posted a link to its education policies 

in comments section of a post on education. Although it was just one instance, but it is worth 

noticing and conveying that this  might not be an ideal practice as any links in comments are not 

visible and often get buried in the posts (See below Figure 52). However, this is something that 

needs to be investigated further. 
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Figure 52  

Education and use of Hyperlinks 

                         

Note: Sourced from New Zealand National Party, “Youth Justice Policy Announcement ”, 15 

August 2017, Facebook, https://www.facebook.com/NZNATS/videos/10155712539663982/, 

December 8, 2018 

 

Environment 

Three of the five posts on environment used images, and two used hyperlinks to 

disseminate information about the environmental policies of the National Party. The party did 

not use any videos to disseminate information about their environment policy. 

Observation: 

Hyperlink to 

policy posted in 

comments – not 

best practice  
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It was again noticed in the sample that the  National Party posted a link to its policy on 

environment i.e., “100-plus rivers and lakes to be improved” in the comments sections of the 

post. This might not be n ideal as these links usually go unnoticed.  See below Figure 53: 

Figure 53 

Policy Hyperlink in Comments 

 

 

Note: Sourced from the New Zealand National Party, “We are committed to continuing to 

improve freshwater quality across NZ so Kiwis can better enjoy our great outdoors. Our…”, 

August 8, 2017, Facebook, 

https://www.facebook.com/183355881680015/posts/1884354118246841/, December 8, 2018 

An overall view of the use of packaging techniques on housing, education, and 

environment policies is represented in below Figure 54. 

 

 

Not a best 

practice to 

include policy 

hyperlinks in 

comments 
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Figure 54 

 The study sample and use of Images, Videos, and Hyperlinks by the National Party in 2017 

General Elections, n=16 

 

In the case of sharing hyperlinks, it was interesting to identify the source(s). Figure 55 

reflects on the sources that the National Party used to convey additional/new information about 

the policies included in the sample. 

 

Figure 55 

 Hyperlinks and Sources 

Policy Hyperlink to additional knowledge Source 

Housing 0 - 

Education 3 National.org.nz  

Nzherald.co.nz  

Stuff.co.nz 

Environment 2 National.org.nz 

0

5

3

5

3

0

3

2

0 2 4 6 8 10 12

Housing

Education

Environment

National Party posts 

Hyperlinks Hyperlinks Hyperlinks



 

 

141 

 

National shared hyperlinks to its policies related to education and environment. These 

hyperlinks directed the reader to the Party’s official website for additional information. 

However, for education policies, it posted two links to news media agencies, NZ Herald and 

Stuff.co.nz. NZ Herald hyperlink posted an article explaining the education policies; whereas the 

stuff.co.nz link was directed to an opinion piece that was negatively targeting the opposition, the 

Labour Party, in terms of its campaign and policies on education. 

 

Genuine and Authentic 

Meaning: Online content should be genuine and authentic. It means the political party 

should create, authenticate, authorise and publish the content itself rather than sharing it 

from an external source. 

This section explains if the content related to housing, education, and environment was 

generated by the National Party or shared from external sources. Figure 56 reflects the outcome 

of the analysis of the content posted on the official Facebook page of the National Party. 

 

Figure 56 

The  National Party – Genuine and Authentic 

Category Sub-Category Properties Findings 

Content Genuine and 

authentic 

The posts are from the party 

rather than another source 

Positive for housing 

Positive for education 

Positive for environment 

The Majority of the posts i.e., 14 out of 16 posts uploaded on the National Party’s 

Facebook page were original and posted by the party. The study found that for the policies on 

housing, education, and environment, each post was made and posted by the National Party itself 

except for two hyperlinks connecting to external news media agencies, (i.e., stuff.co.nz and NZ 

herald). Netvizz supplied this information in the excel file that was downloaded from the 
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National Party’s Facebook page. This information was crosschecked by independently reviewing 

and analysing the posts that were selected in the sample. 

Overall, this means that content posted by the National Party was developed and 

designed by the party’s team and thus can pass as being genuine and authentic. This claim was 

established by reflecting on the stamp of authorisation on each post where the party authorised 

and vetted each post by allowing it to be posted on the party’s official Facebook page. It is also 

important to note  that this research has analysed the top three policies targeting only the 

younger audience. Therefore, a thorough and detailed study is nonetheless required to confirm 

the overall genuineness and authenticity of their content. 

 

Communication Strategies 
 

 This section analyses the sample against the selected communication strategies of the 5C 

model. The findings column in each table reflects the outcome for each unit of analysis as 

positive, negative, or neutral depending on the number of posts fulfilling its criteria [properties]. 

Higher the number of posts fulfilling criteria, it was positive; lower the number of posts, it was 

negative and neutral in cases where there was no difference between posts fulfilling and posts 

not fulfilling the criteria.  

 

 All comments and observations made in this section pertain to the material included in 

the sample. 

Political humour 

Meaning: Use of positive and negative kinds of humour to make the content easy to comprehend. 

It can be a punchy statement or a fun graphic. Positive humour can be a punchy and fun statement 

or image; whereas; negative humour is any satirical oppositional attacking image, or text or meme. 

 

This section will analyse images (including image text), videos, and post messages on 

housing, education, and environment by the National Party (Figure 57).  
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Figure 57 

 National Party and Online Political Humour 

Category Sub-Category Properties Findings 

Communication 

strategies 

Political 

humour 

Humour Styles 

Affiliative Party conveys 

information about 

other person’s 

situation, in a 

positive way 

Negative for housing 

Negative for education 

Negative for environment 

Self-enhancing Party conveys 

information about 

their own 

situation, in a 

positive way 

Negative for housing 

Negative for education 

Negative for environment 

Aggressive Party conveys the 

situation of other 

parties in a 

negative way 

Negative for housing 

Positive for education 

Negative for environment 

Note: Humour styles adapted from V. Taecharungroj and P. Nueangjamnong, “Humour 2.0: 

Styles and Types of Humour and Virality of Memes on Facebook”, 2015, Journal of Creative 

Communications, 10(3), 288–302+ 

 

Housing 

The sample selected for this study reflected that the National Party did not use political 

humour in any of their posts on housing. All their posts on housing had a neutral tone and did 

not use humour to narrate their policy and stance on housing.  

Education 

The sample showed that the National Party did not use humour in disseminating their 

policy on education. However, in one of its generic posts within the sample, it shared a tweet of 

the NewsHub journalist, Patrick Gower.  The party linked economy with public services, for 

example, education, to mock the opposition’s plans. Furthermore, it attempted to twist the 

opposition’s slogan from “Lets Do This” to “Lets Tax This”, and then used the hashtag to make 

it a trend (See below Figure 58). 
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Figure 58 

Patrick Gower’s Tweet on National Party’s Facebook page, Online Political Humour and 

Education 

 

Note: Sourced from the New Zealand National Party, “Labour hasn’t changed. You can t tax 

your way to a strong economy and you can’t support better public …”, August 11, 2017, 

Facebook, https://www.facebook.com/183355881680015/posts/1888923114456608/, December 

8, 2018 

Environment 

It was found in the sample that the National Party did not use humour in any of its posts 

on environment. The posts on environment convey the policies and agenda in a serious, neutral 

and focused tone. 

Relationship building 

Meaning: Aim to build a relationship with young people and make them realise that they are 

essential.  

Relationship building helps disseminate information about politics because young people 

listen to people they can resonate with. Any effort made in building this relationship would have 

a positive result on disseminating information about politics amongst young people.  
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This section analyses how the National Party attempted to build a relationship with young 

New Zealanders for disseminating information about housing, education, and environment 

amongst them during the 2017 general elections (see Figure 59). 

 

Figure 59 

 Relationship Building and the National Party 

Category Sub-Category Properties Findings 

Communication 

strategies 

Relationship 

building 

Youth/youth adjacent 

member posting on 

party’s official page 

 

Negative for housing 

Positive for Education 

Negative for environment 

Youth wing posting 

content on party’s 

official page 

 

Negative for housing 

Negative for education 

Negative for environment 

It was found in the material included in the sample that the National Party did not use 

any youth-related images while disseminating information about their policy on housing. This is 

surprising because young people considered housing a critical issue, and National did not use 

any relevant images to disseminate information about it. However, in one of the videos uploaded 

by the party on housing, Bill English talked about housing and made a remark that did reflect the 

party’s effort in building a relationship with young people (See screenshot in Figure 60). 
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Figure 60 

 Example of Relationship Building - Housing and the Young People 

 

Note: Sourced from New Zealand National Party, “Helping First Home Buyers”, September 7, 

2017, Facebook, https://www.facebook.com/NZNATS/videos/1919247141424205/, Retrieved 

date. 

The party also used words like “first home” and “singles” and “couples” in their videos 

on housing policies to form a relationship with young people. A few examples are shared below 

in Figure 61: 
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Figure 61 

Examples of Relationship Building: Housing and Young People 

 

Note: Sourced from New Zealand National Party, “First Home Buyers Policy”, Month, Day, 

2017, Facebook, https://www.facebook.com/NZNATS/videos/1922599921088927/, December 

8, 2018 

National did not post/repost anything related to housing from their youth wing. 

 

Education 

The National Party used images and words to connect with young people while 

disseminating policies on education and young people. In one of the policy announcements, 

where they post a hyperlink to a news source, they have used an image where Bill English and 

Paula Bennet are standing in front of a crowd of young people. Young people are wearing 

promotional t-shirts which means that they are the supporters of the party, and their presence in 

the frame makes it evident that the National Party attempts to connect with young people (see 

Figure 62 (a)). 
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Figure 62 (a)  

National Party and Relationship building 

 

 

 

 

 

 

 

 

Note: Sourced from New Zealand National Party, “Our new education policy will ensure every 

child has the opportunity to learn a second language. #PartyVoteNational…”, August, 27, 2017, 

https://www.facebook.com/183355881680015/posts/1907064285975824/, December 8, 2018 

 

Likewise, in another shared link on young people and their work training, a young man’s 

image is used. It also reflects that the information the link is directed towards young people. 

These images make the young people feel connected to the political party, and thus have the 

potential in forming a relationshop between the party and young people of New Zealand.  

The National Party also used words like “We’re investing in young people” and “We never 

give up on these young people” to communicate that they think about young people and therefore 

foster an ongoing relationship with them. 

 

 

 

https://www.facebook.com/183355881680015/posts/1907064285975824/
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Figure 62 (b)  

The National party and Relationship building  

Note: Sourced from New Zealand National Party, “Our new education policy will ensure every 

child has the opportunity to learn a second language. #PartyVoteNational…”, August, 27, 2017, 

https://www.facebook.com/183355881680015/posts/1907064285975824/, December 8, 2018 

The sample revelaed that the National Party did not post/repost anything related to or from 

their youth wing on the topic of education. 

Environment 

The selected sample reflected that the National Party did not use any youth-related 

images to convey their policies on environment. The posts were all very generic and were aimed 

more at the mass audience than young people. Furthermore, no post was made on the party’s 

official page by its youth wing. 
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Interactivity 

Meaning: Engaging in two-way communication to connect and disseminate knowledge amongst 

young people. 

This section analyses the Facebook Live Q/A or Ask me Anything (AMA) sessions done 

between August 1, 2017, and September 22, 2017 by the National Party. The study found in the 

previous chapter that the political parties conducted Facebook Live or AMA sessions to target 

the mass audience and did not target young people specifically. Nonetheless, this section aims at 

measuring the total number of Live Q/A and Ask me Anything format posts which were 

conducted by members of the National Party responsible for managing the ministries of housing, 

education and environment. These are Hon Amy Adams – Minister for social housing, Nikki 

Kaye- Minister of Education and Youth and Paula Bennet – Minister for climate change issues. 

Furthermore, any Live Q/A interactive sessions conducted by the leader of the party, Rt Hon Bill 

English, who would address all issues relevant to young people, would also be measured. 

Below Figure 63 shows evidence of how the National Party utilised Facebook’s platform 

for conducting youth targeted two-way interactive sessions. A total of four sessions were done 

within the selected timeframe. Here it is pertinent to note that the findings here contradict what 

the political parties conveyed in the previous chapter. 

 

Figure 63 

Interactivity and the National Party 

Category Sub-Category Properties Findings 

Communication 

strategies 

Interactivity Evidence of Live 

Facebook interactive 

sessions targeting the 

young people  

Positive for Housing 

Positive for Education 

Positive for environment 
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Figure 64 

Live QA with Bill English 

 

 

 

 

 

 

 

 

Note: Sourced from New Zealand National Party, “Don t miss Bill English making spaghetti 

pizza and answering your questions #LIVE!”, August, 27, 2017, 

https://www.facebook.com/183355881680015/posts/1924060520942867/, December 8, 2018 

 

The most famous online Live Q/A session of the 2017 general election as the one in 

which Bill English was making his famous spaghetti and pineapple pizza. This Live session was 

conducted in collaboration with Re. Re: is an online platform that focuses on issues relevant to 

young New Zealanders. Viewers were asked to send in their comments and questions about 

National’s policies. Bill English was answering them Live while making a pizza and indulging 

in a light conversation with young people – see screen shot attached in Figure 64.                                                                                                                                                                                              

The party also held another online Live session in collaboration with the NZ-based 

comedian and owner of the YouTube Channel Sams Life. This session and the previous session 
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reflect that the National Party played on interactivity as well as humour to connect with young 

people. 

National also posted an interactive session with Paula Bennett as well as an online, 

interactive Q/A session on News hub with the Minister of Education and Youth affairs, Nikki 

Kaye. These Live sessions are indicators that the National Party, maybe unknowingly, did a Live 

session to discuss the issues that are important to young people in New Zealand (See Figure 65). 

Figure 65 

 Facebook Live with Paula Bennett and Nikki Kaye 

       

   (a)                      (b) 

(a) Note: Sourced from New Zealand National Party, “#LIVE: Join Deputy PM Paula Bennett 

right now answering your questions  with Denise Lee for Maungakiekie. #AMA”, September 10, 

2017, Facebook, https://www.facebook.com/NZNATS/videos/1922731491075770/, December 

8, 2018 

(b) Note: Sourced from New Zealand National Party, “Nikki Kaye is #LIVE with Newshub. 

Tune in!”, September 5, 2017, Facebook, 

https://www.facebook.com/183355881680015/posts/1918300351518884/, December 8, 2018 

 

Although the official Facebook page of the National Party did not provide evidence of 

any such session conducted by Hon Amy Adams, housing has been identified as positive 

because Rt Hon Bill English conducted two interactive sessions and covered many issues that 

included housing. 
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Value-driven 

Meaning: Use of emotions (positive and negative) to communicate value in what you stand for. 

The previous chapter discussed that politics is about bringing value to young people’s 

lives. To make young people realise the value of their vote, politicians can use a combination of 

different emotions. This section analyses how political parties used emotions to disseminate 

information about their policies on housing, education, and environment, portraying how those 

policies would impact the lives of young people in New Zealand.  

The study acknowledges that emotions can be of many types, and value in political 

messages can be conveyed in a wide range. However, considering data from the previous 

chapter, it was decided to look for the emotions mentioned in Figure 43 (i.e., positive emotions 

like hope, motivation, and optimism; negative emotions like fear, anger, and helplessness. Any 

additional emotion discovered during the analysis will be reported. 

The National Party’s use of a value-driven approach for housing, education, and 

environment is reflected in below Figure 66. 

 

Figure 66 

 Value Driven Strategy Statistics – National Party 

Category Sub-

Category 

Properties Findings 

Communication 

strategies 

Value-driven Use of positive emotions 

like hope, motivation, and 

optimism in political 

messages  

 

Positive for housing 

Positive for Education 

Positive for environment 

Use of negative emotions 

like fear, anger, and 

helplessness 

Negative for housing 

Positive for education 

Negative for environment 
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The material in the sample reflected that the National Party used positive emotions to 

convey to young people that their policy on housing would help them secure a “first home” in 

New Zealand. They portrayed their policy on first home buyers as one of a hopeful future where 

young people would be able to afford a first home. Screenshots of a few examples of their 

positive value-driven approach for housing policy knowledge are given in Figure 67a and Figure 

67b: 

 

Figure 67a 

Positive Value-Driven Approach Example 

 

Note: Sourced from New Zealand National Party, “First Home Buyers Policy”, September 10, 

2017, Facebook, https://www.facebook.com/NZNATS/videos/1922599921088927/, December 

8, 2018 

 

 

 

 

 

 

 

A statement like this, make it 

easier, will instil a hope in young 

that it is easy for them to get a 

home 
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Figure 67b 

Positive Value-Driven Approach Example 

Note: Sourced from New Zealand National Party, “Helping first home buyers”, September 7, 

2017, Facebook, https://www.facebook.com/NZNATS/videos/1919247141424205/, December 

8, 2018 

The 5 posts that the party did on housing reflected that the party not use negative emotions to 

convey value in posts on housing. 

 

Education 

For policies on education, the National Party primarily used positive emotions. The party 

used highly encouraging and hopeful statements to keep young people motivated. Terms like 

“ensure young NZers have the skills to succeed in a more digital & internationally connected 

world”, and “We never give up on these young people. We believe there is always hope”, reflect 

hopes of a promising future for young people. 

Though the party’s main focus was on positive emotions, it also used negative emotions 

like fear in one its posts on education. For example, in one of the posts on “Defense-led junior 

academy”  for young people, the post message was “we will hold negligent parents to account”. 

These captions suggest severe consequences for negligent parents, thus have the potential to 

instil fear in parents. In another generic post on pubic services including education, the National 

Party again used fear to warn potential voters of the consequences if the opposition comes into 

power. See Figure 68: 

 

This has the potential to 

motivate the young that the 

National party is going to 

help them 
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Figure 68 

Value-Driven Approach and Education Policies 

 

Note: Sourced from New Zealand National Party, “Labour hasn’t changed. You can t tax your 

way to a strong economy…”, August 12, 2017, 

https://www.facebook.com/183355881680015/posts/1888923114456608/, URL, December 8, 

2018 

 

Environment 

 In the three posts made on environment, the National Party used positive and futuristic 

copy in their messages  in posts on environment. For example, it used terms like “Our ambitious 

plan to improve water quality”, “National will boost Predator Free 2050”, and “ambitious targets 

across the board and taking action to tackle climate change” to communicate hope in their 

messages. These sound promising and thus were intended to promote a better image of New 

Zealand if the National Party won.  

 

 

 

 

 

Use of Fear  
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Repetition 

Meaning: Frequent posting of the same message until it sinks into the subconscious of the target 

audience. 

This section aims to analyse and report if the political parties used this strategy in 

disseminating information about their policies on housing, education, and environment. 

Furthermore, if the party posted the same policy/content more than one time, it was considered 

repetition. The National Party and its use of repetition in posting about its policies in reflected in 

below Figure 69. 

 

Figure 69  

Repetition and the National Party 

Category Sub-Category Properties Findings 

Communication 

strategies 

Repetition Evidence of posting 

identical 

information/similar 

content, more than 

once. 

Positive for housing 

Positive for education 

Negative for environment 

 

 The National Party did repeat its policies on housing for young people. It posted “the 

KiwiSaver HomeStart Grant”’ twice on its timeline. These were two separate posts however the 

intent and information was similar. Screenshots are below Figure 70: 
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Figure 70 

Example of Repetition – KiwiSaver Home Start Policy 

 

Note: Sourced from New Zealand National Party, “First Home Buyers Policy”, September 10, 

2017, Facebook, https://www.facebook.com/NZNATS/videos/1922599921088927/, December 

8, 2018 

 

 

Note: Sourced from New Zealand National Party, “Helping First home Buyers”, September 7, 

2017, Facebook, https://www.facebook.com/NZNATS/videos/1919247141424205/, December 

8, 2018 

Posted: 7th September 2017 

 

Posted: 10th September 2017 
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Education 

For policies on education, the study found only one instance of repetition. The National 

Party used repetition only in its policy on youth offenders. Information about this policy was 

posted twice on the party’s page. It was first presented as “youth justice policy announcement” 

and then posted “question in the house” (See Figure 71). 

 

 

Figure 71 

Repetition and Education 

    

              

(a) Posted: Aug 15 2017                              (b)         Posted Aug 16 2017 

(a) Note: Sourced from New Zealand National Party, “Under our plan for cracking down on 

serious young offenders…”, August 15, 2017, Facebook, 

https://www.facebook.com/NZNATS/videos/10155712539663982/ 

, Retrieved date. 

 

(b) Note: Sourced from New Zealand National Party, “We will establish a year-long 

Defence-led training academy for our most…”, August 16, 2017, Facebook, 

https://www.facebook.com/NZNATS/videos/10155712539663982/, Retrieved date. 
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Environment 

The material included in the sample reflected that the National Party did not utilise 

repetition in posting about its policies on environmental issues. Every post had a distinct agenda 

and was posted only one time. It is also worth noticing that the material included in the sample 

revealed that there were only three posts made on the issue of environment. Therefore, more 

research is needed to investigate the use of this strategy by the National party. 

 

 Overall, the National party did not utilise repetition in communicating about its policies 

to young New Zealanders. However, since this research only focuses on the young people 

considering the top three important political issues, more research is needed to make assumptions 

about the generalised behaviour of the party. 

 

Localised 

Meaning: Post content that is relevant to the young audience within a specific setting, for 

example, New Zealand. 

Targeting ensures tailored dissemination of political information to the targeted 

individuals. It means that political elites must address the needs and interests of the target 

audience. If politicians have access to this information, they can disseminate information 

amongst them more effectively. This metric focused on identifying the tailored localisation of 

content posted on Facebook considering the interests of young New Zealanders. 

This metric counted the number of posts about the political issues important for young 

New Zealanders i.e., housing, education, and environment. It also counted the number of posts 

including photos, videos, and external links shared on the  National Party’s Facebook page in the 

material included in the sample.  

Overall, the National Party posted five posts on housing, eight posts on education, and 

three posts on the environment policy (See Figure 72 and 73). 
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Figure 72 

 Localised Content - The National Party 

Category Sub-category Properties Findings 

Communication 

strategies 

Tailored and 

localised 

Evidence of posting information on 

political issues important for the 

young people, housing, education 

and environment  

Positive for housing 

Positive for education 

Positive for environment 

 

Figure 73  

Graph of the National Party’s Posts on Facebook 

 

 

Summary of analysis of the National Party 

This analysis provided insights into the ways in which the National Party disseminated  

information about its policies (amongst young people) on housing, education, and environment 

in the 2017 general election. It is important to note that the comments and observations made 

here pertain only to what was found in the sample. 

Housing, 5

Education, 8

Environment, 3

Others, 249

Housing

Education

Environment

Others

0 50 100 150 200 250 300

Content of National party's posts

Content of National party's posts
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Content 

For content, the party did manage to develop simple and tailored content but somewhat 

struggled with keeping it short for policies on housing and education. The posts on environment 

were generic and did not target young people. The party did not utilise enough packaging 

techniques to connect with young people in developing content on housing and environment but 

did manage to promote its policies on education effectively using creatives. Overall, the content 

for all policies was genuine and authentic meaning it was composed and published by the party 

itself and not from any external resource.  

 Communication strategies 

For communication strategies, the party largely focused on using interactivity, value-

driven, repetition, targeted, and localised and gate keeping mechanisms in disseminating 

knowledge about housing, education, and environment. The party did not utilise political 

humour in disseminating knowledge about its policies; however, it did use humour in a generic 

post on education. The National Party attempted to build a relationship with young people by 

using words and images, but that is not enough evidence to draw a conclusion.  

 Below is the summary for this party. 
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Figure 74 

 Review – National party: Content and Communication strategies 

Category Sub-Category Properties Findings 

Communication 

strategies 

Political 

humour 

Humour Styles 

Affiliative Party conveys 

information about 

other person’s in a 

positive way 

Negative for housing 

Negative for education 

Negative for environment 

Self-

enhancing 

Party conveys 

information about own 

situation, in a positive 

way 

Negative for housing 

Negative for education 

Negative for environment 

Aggressive Party conveys the 

situation of other 

Negative for housing 

Positive for education 

Category Sub-Category Properties Findings 

Content Simple and 

tailored 

The post message contains no 

political jargon  

 

Positive for housing 

Positive for education 

Positive for environment 

 The post message uses words 

tailored to the young audience 

Positive for housing 

Positive for education 

Negative for environment 

Short and 

snackable 

The post messages are less than 

60 words  

Positive for Housing 

Positive for Education 

Positive for environment 

of the posted videos are 5–30 

seconds long 

Positive for Housing 

Negative for Education 

Positive for environment 

The packaging The posts use images Negative for housing 

Negative for education 

Negative for environment 

The posts use videos Positive for housing 

Negative for education 

Negative for environment 

The posts use hyperlinks Negative for housing 

Negative for education 

Positive for environment 

The posts use a combination of 

images, videos, and hyperlinks 

Negative for housing 

Positive for education 

Genuine and 

authentic 

The posts are from the party 

rather than another source 

Positive for housing 

Positive for education 

Positive for environment 
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parties in a negative 

way 

Negative for environment 

Relationship building Youth/youth adjacent 

member posting on 

party’s official page 

 

Negative for housing 

Positive for Education 

Negative for environment 

Youth wing posting 

content on party’s 

official page 

Negative for housing 

Negative for education 

Negative for environment 

Interactivity Evidence of Live 

Facebook interactive 

sessions targeting the 

young people 

Positive for Housing 

Positive for Education 

Positive for environment 

Value-driven Use of positive 

emotions like hope, 

motivation, and 

optimism in political 

messages  

Positive for housing 

Positive for Education 

Positive for environment 

Use of negative 

emotions like fear, 

anger, and helplessness 

Negative for housing 

Positive for education 

Negative for environment 

Repetition Evidence of posting 

identical 

information/similar 

content, more than 

once. 

Positive for housing 

Positive for education 

Negative for environment 

Localised Evidence of posting 

information on 

political issues 

important for the 

young people, housing, 

education and 

environment  

Positive for housing 

Positive for education 

Positive for environment 

  

 

 

The Labour Party 

The Labour Party changed its leadership just seven weeks before the 2017 general 

election. Jacinda Ardern became leader after Andrew Little stepped down (Davison, 2017). 

This section will present findings from the Labour Party’s use of online media to 

disseminate knowledge about the most important political issues amongst young people in New 

Zealand. The issues are housing, education, and environment.  

 100% data was downloaded from the Labour party’s Facebook page (166 posts). The 

data was then reviewed to identify 72 policy related posts. These posts were further narrowed 
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down by focusing on posts on issues related to top concerns of the young New Zealanders. This 

yielded a total number of 27 posts which is 37.5 % of the sample from the Labour Party. Each 

post was further analysed based on its individual components i.e., images, words, videos, and 

hyperlinks. For the Labour party, this yielded an overall sample of 67 components including: 

1192 words, 13 images, 15 hyperlinks and 1 hr 22 minutes of video. 

 These 67 components were analysed against the against 19 properties from the Content 

and Communication strategies model which resulted in 1273 qualitative units of analysis for the 

Labour party.  

 

A breakdown of the sample is in below tables: 

 

Overall sample 

Total sample (post messages+ videos +images + 

hyperlinks) 

67 

Total words (post messages + words within images 

&videos) 

1192 

Total Videos length 1 hr.22 min. 21 sec 

 

Overall Breakdown  

Post messages 

analysed 

26 post messages = 1061 words 

Videos 13 Total length – 30min:05sec 50 words within videos 

Images 13 81 words within images 

Hyperlinks 15 (nature and source was analysed and assessed) 
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Policy wise breakdown 

Policy Post 

messages  

Videos Images Hyperlinks Total 

Housing - 6  post 

messages 

- 241words 

- 2 videos 

- 10min.58 

sec 

- 4 images 

- 15 words 

- 4 links - 16 items 

- 256 words 

- 10 min. 58 

sec 

 

Environment - 10 post 

messages 

- 368 

words 

 

- 7 videos 

- 33 min. 

18 sec 

- 3 images 

- 20 words 

- 5 links - 25 items 

- 388 words 

- 33 min. 18 sec 

Education - 10 post 

messages 

- 452 

words 

- 4 videos 

- 30min.5s

ec 

- 50 words 

- 6 

images 

- 46 

words 

 

- 6 links - 26 items 

- 548 words 

- 30  min. 5 sec 

Total - 26 post 

messages 

- 1061 

words 

- 13 videos 

- 50 words 

- 1 hr.22 

min. 21 

sec 

 

- 13 

images 

- 81 

words 

- 15 links - 67 items 

- 1192 words 

- 1 hr.22 min. 

21 sec 

 

 

 

Content 

This section analyses the sample against the selected properties of the content section of 

the 5C model. The findings column in each table reflects the outcome for each unit of analysis as 

positive, negative, or neutral depending on the number of posts fulfilling its criteria [properties]. 

Higher the number of posts fulfilling criteria, it was positive; lower the number of posts, it was 
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negative and neutral in cases where there was no difference between posts fulfilling and posts 

not fulfilling the criteria.  

All comments and observations made in this section pertain to the material included in the 

sample. 

 

Simple and tailored 

Figure 75 shows a reflection of how the Labour party performed in disseminating 

information about its policies on housing, education, and environment during the 2017 election 

campaign. 

 

Figure 75 

The  Labour Party’s Performance 

Category Sub-

Category 

Properties Findings 

Content Simple and 

tailored 

The post message contains no 

political jargon  

 

Positive for housing 

Positive for education 

Positive for environment 

 The post messages use 

words tailored to the young 

audience 

Negative for housing 

Positive for education 

Positive for environment 

 

Housing 

The analysed material in the sample reflected that the Labour Party used easy to 

understand captions in their posts on housing. They did not use any difficult political terms that 

could make it difficult for young New Zealanders to understand them. But all the six posts on 

housing targeted the everyday New Zealanders and did not use any words that would tailor it for 

the young audience. However in one post on housing, it used the term “renters”. This 
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mightresonate with young people as the majority of young New Zealanders live in rental 

properties. 

Figure 76 on the next page presents a few examples of the Labour Party’s posts on 

housing. 

 

Figure 76 

The Labour Party and Housing Policies 

         

   (a)             (b) 

(a) Note: Sourced from the Labour Party, “Imagine a New Zealand where everyone has a…”, 

September 4, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10154964626716452/, December 8, 2018 

(b) Note: Sourced from the Labour Party, “We know winters are tough all around New Zealand, 

and…”, September 4, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10154990745346452/, December 8, 2018 
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Education 

It was found in the material included in the sample that simple and free of political jargon 

copy was used for the 10 posts made by the Labour Party’s on education. The sample reflected 

that the party did not use any political jargon to complicate the announcement of their education 

policies (See Figure 77). 

 

 

Figure 77 

 Examples of Easy to Understand Language – Education (Labour Party) 

 

(a) 

 

(b) 

(a) Note: Sourced from New Zealand Labour Party, “Know any present or future uni students or 

apprentices?...”, September 20, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10155002732401452/, December 8, 2018 
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(b) Note: Sourced from New Zealand Labour Party, “Students who have to study the longest to 

get specialist degrees shouldn’t be penalised...”, August 29, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10154947847896452/, December 8, 2018 

 

Out of the ten posts on housing, three posts made by the Labour Party used tailored 

phrases for connecting with young people. They used phrases like, “Have a vision of an 

education system that gives all our people the freedom and opportunity to be the best they can 

be?”, “With Labour, every young person will leave school equipped with the practical 

knowledge and skills to help them succeed in the world of work and in our communities”, and 

“We're ambitious for our young people, and this is just another way we're helping prepare them 

for the future.” These phrases had the potential to target the young people in order to make them 

understand that the Labour Party cares for them and is devising policies that would help them 

make better choices. 

Environment 

The ten posts made on environment policies were free of political jargon. The post 

messages were straight forward and easy to comprehend. A few post messages on environment 

and climate change from the Labour Party’s official Facebook timeline are in the below Figure 

78: 

 

Figure 78 

Labour Party’s Post Captions on Environment Policies 

‘Our water is New Zealand’s most important national treasure – that’s why today Jacinda 

announced that we’ll restore our rivers and lakes to a swimmable state within a generation.’ 

(a) 

‘Climate change is our nuclear-free moment - it's our greatest challenge, but it's also an 

opportunity to leave something better for future generations.’  
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(b) 

(a) Note: Sourced from New Zealand Labour Party, “Our water is New Zealand’s most 

important national treasure that’s…”, August 9, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10154892242871452/, December 8, 2018 

(b) Note: Sourced from New Zealand Labour Party, “Climate change is our nuclear-free moment 

– it’s our greatest challenge…”, September 8, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10154975382036452/, December 8, 2018 

The material in the selected sample reflected that the Labour Party also considered young 

people’s concerns for climate change and thus developed content to target young New 

Zealanders (See Figure 79). 

Figure 79 

 The Environment and the Labour Party 

 

Note: Sourced from the New Zealand Labour Party, “Today Jacinda announced our plans to take 

on …”, September 8, 2017, Facebook, 

https://www.facebook.com/NZLabourParty/videos/10154975801336452/, December 8, 2018 

 

It was found in the sample that the Labour Party also announced its climate change 

policy at a high school in Christchurch during the 2017 election campaign. This also potentially 

reflects the Party’s consideration of young people’s concern for the environment (See Figure 

80). 
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Figure 80 

Jacinda Ardern Explaining the Climate Policy 

 

Note: Sourced from the New Zealand Labour Party, “#LIVE: Jacinda Ardern announces our 

climate change policy!”, September 6, 2017, Facebook, 

https://www.facebook.com/NZLabourParty/videos/10154975801336452/, Retrieved date. 

 

Short and snackable content 

Meaning: Use of minimum words/time to post knowledge about the policy so that young people 

can receive maximum information in the minimum amount of time. 

It was found in the sample that the Labour Party made mixed attempts in making their 

content short and snackable. The following Figure 81 reflects an overall performance of the 

Labour Party in terms of fulfilling criteria for making the online content short and concise. It is 

important to note that these observations pertain only to the material included in the sample of 

this study. 
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Figure 81 

Short and Snackable Analysis – The Labour Party 

Category Sub-

Category 

Properties Findings 

Content Short and 

snackable 

The post messages  have less 

than 60 words  

Positive for housing 

Positive for education 

Positive for environment 

The posted videos are 5 – 30 

seconds long 

Negative for housing 

Negative for education 

Negative for environment 

 

Housing 

 The Labour Party performed well in maintaining the caption length of their posts on 

housing. All six of their posts on housing had captions less than 60 words. 

 Out of the six posts, the Labour Party posted two videos on housing. Both videos did not 

follow the best practice criteria, 10:18 and 0:40. (See below). Here it is pertinent to note that one 

of the videos is from a live coverage of the event. It is understandable that Live coverage cannot 

be completed in 0:30 seconds; however, the party could have uploaded key points of the 

announcement within the best practice criteria (see Figure 82). 
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Figure 82  

Labour Party’s Videos on Housing 

 

             

                                 (a)                                   (b) 

(a) Note: Sourced from the New Zealand Labour Party, “We know winters are tough all around 

New Zealand, and…”, September 4, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10154990745346452/, December 8, 2018 

(b) Note: Sourced from the New Zealand Labour Party, “#LIVE: Jacinda Ardern announces a 

housing plan for Palmerston North!…”, August 23, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10154930881726452/, December 8, 2018 

 

 

Education     

All ten posts on education, included in the sample, follow the best practice criteria 

meaning that post captions were less than 60 words. A few examples are below in Figure 83: 

 

0:40  
10: 18 

secs 
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Figure 83 

 Education and the Labour Party 

 

(a) 

 

(b) 

Note: Sourced from the New Zealand Labour Party, “With Labour every young person will leave 

school equipped…”, August 14, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10154906637511452/, December 8, 2018 

Note: Sourced from the New Zealand Labour Party, “Know any present or future uni students or 

apprentices?...”, September 20, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10155002732401452/, December 8, 2018 

 

All four videos included in the sample about the education policies of the Labour Party 

exceeded the thirty second time limit. Thus, they did not follow the best practice criteria. 

However, the post messages on the posts were within the best practice criteria (<60 words)  (See 

Figure 84)  



 

 

176 

 

 

Figure 84 

 Videos - Education 

 

    

   (a)                                                                 (b)    

(a) Note: Sourced from the New Zealand Labour Party, “Have a vision of an education system 

that gives all our people…”, September 11, 2017, Facebook, 

https://www.facebook.com/NZLabourParty/videos/10154983472161452/, December 8, 2018 

(b) Note: Sourced from the New Zealand Labour Party, “We want to see more of our young 

people taking on apprenticeships….”, September 5, 2017, Facebook, 

https://www.facebook.com/NZLabourParty/videos/10154967547066452/, December 8, 2018 

 

Environment 

All of the 10 posts included in the sample on environment had post messages fulfilling 

the best practice criteria, less than 60 words. The post message was well articulated to convey 

the core meaning in the minimum number of words. 

0:50 0:59 
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However, the seven videos included in the sample posted on environment did not meet 

the best practice criteria. The smallest video posted on environmental issues was 0:42 seconds 

long which is higher than the ideal video length of 0:30 seconds. The Live video announcing the 

climate policy was 25:51 long. Though Live videos can be long and wordy while posting on the 

timeline, key points and issues must be conveyed within the best practice criteria.  

 

The packaging  

Meaning: Use of videos, images and hyperlinks relevant images and videos to disseminate 

information about policies to the young people. 

This section analyses whether the Labour Party used textual (including hyperlinks), 

visual (image), videos, and audio-visual methods to disseminate political information amongst 

young people. All comments and observations made in this section pertain only to material 

included in the sample. Figure 85 shows the Labour party’s use of images, videos, and 

hyperlinks in disseminating information about policies important for young people. 

 

Figure 85 

The Packaging and the Labour Party 

Category Sub-Category Properties Findings 

Content The packaging The posts use images Negative for housing 

Positive for education 

Negative for environment 

The posts use videos Negative for housing 

Positive for education 

Positive for environment 

The posts use hyperlinks Negative for housing 

Negative for education 

Negative for environment 

The posts use any combination 

of images, videos, and 

hyperlinks 

Positive for housing 

Positive for education 

Positive for environment 
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Housing 

The material included in the sample found that for disseminating information about 

policies on housing, the timeline reflected that four posts used images, two used videos and four 

used hyperlinks. 

 

Education 

The sample reflected that four of the Labour Party’s posts on education policy were in 

the form of videos, and six of its posts on education were in the form of images; whereas, six of 

its posts used hyperlinks.  

 

Environment 

The sample found that seven of the posts on environment were using videos, and three 

used images to disseminate information about the environmental policies of the Labour Party. 

The party used five hyperlinks to disseminate information about its environment policy.  

An overall view of the use of packaging techniques on housing, education, and 

environment policies is represented in below Figure 86. 
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Figure 86 

Use of Images, Videos and Hyperlinks by the Labour Party in the 2017 General Election 

 

 

In the case of sharing hyperlinks, it was interesting to identify the source(s). Figure 87 

indicates the sources that the Labour Party used to convey additional/new information about the 

policies. 

Figure 87  

Hyperlinks and Sources 

Policy Hyperlink to additional knowledge Source 

Housing 04 Nzherald.co.nz  

Stuff.co.nz 

Labour.org.nz 

Labour.org.nz 

Education 06 Newshub.co.nz 

Labour.org.nz (additional) 

Environment 05  Labour.org.nz 

 

The sample found that the hyperlinks posted about housing policies include one link 

taking the viewer to the Labour Party’s web page. The other two links were from NZ herald and 

Stuff.co.nz. Both links direct you to news articles. The Labour Party also put links to its own 

housing policy webpage alongside the main link posted on the party’s timeline. Likewise, for 
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education policy, the party posted a link to an article from Newshub but included a link to its 

own policy in the post as well. For environment policy, it posted links to its own website. 

This is a very clever and strategic placement because it would provide the user with the 

information as well as give them an idea of the party’s policy that resonates with the information 

in the articles (See Figure 88): 

 

Figure 88 

Hyperlinks and Sources – The Labour Party 

.  

Note: Sourced from the New Zealand Labour Party, “Imagine a New Zealand where everyone 

has a place to live…”, September 4, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10154964626716452/, December 8, 2018 

 

Genuine and Authentic 

Meaning: Online content should be genuine and authentic. It means the political party 

should create, authenticate, authorise and publish the content by itself rather than sharing it 

from an external source. 

Link to the Labour party’s web 

page 

Link to stuff.co.nz 
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This section identifies if the content related to housing, education, and environment was 

created by the Labour Party or shared from external sources. Figure 89 shows if the content 

posted on the official Facebook page of the Labour Party was created by the party itself or 

shared from external sources.  

 

Figure 89 

 The Labour Party – Genuine and Authentic 

Category Sub-Category Properties Findings 

Content Genuine and 

authentic 

The posts are from the party 

rather than another source 

Positive for housing 

Positive for education 

Positive for 

environment 

 

The material included in the sample reflected that 23 posts uploaded on the Labour 

Party’s Facebook page were original and posted by the party. The study found that for the 

policies on housing, education, and environment, each post was made and posted by the Labour 

party itself except for three hyperlinks connecting to external news media agencies, (i.e., 

Newshub, Stuff.co.nz and NZ herald).  

Overall, this means that content posted by the Labour Party was developed and designed 

by the party’s team and thus can pass as being genuine and authentic because it needs to get 

vetted and authorised by the party prior to being posted online. Additionally, this was 

crosschecked by reviewing the Excel file downloaded using NetVizz. Netvizz data provides a 

list of source for each posts thus helps identify the source of each post. However, this research 

has analysed the top three policies targeting only the younger audience. Therefore, a thorough 

and detailed study is nonetheless required to conclude the overalls authenticity of their content. 

 

Communication Strategies 

 This section analyses the sample against the selected communication strategies of the 5C 

model. The findings column in each table reflects the outcome for each unit of analysis as 
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positive, negative, or neutral depending on the number of posts fulfilling its criteria [properties]. 

Higher the number of posts fulfilling criteria, it was positive; lower the number of posts, it was 

negative and neutral in cases where there was no difference between posts fulfilling and posts 

not fulfilling the criteria.  

 

 All comments and observations made in this section pertain to the material included in 

the sample. 

 

Political humour 

Meaning: Use of positive and negative kind of humour for making the content easy to 

comprehend. It can be a punchy statement or a fun graphic. Positive humour can be a punchy and 

fun statement or image whereas negative is any satirical oppositional attacking image, text or 

meme. 

 

 

This section analyses images (including image text), videos, and post messages on 

housing, education and, environment by the Labour Party (See Figure 90). 

 

Figure 90 

Political  Humour and the Labour Party 

Category Sub-Category Properties Findings 

Communication 

strategies 

Political 

humour 

Humour Styles 

Affiliative Party conveys 

information 

about other’s 

Negative for housing 

Negative for Education 

Negative for environment 



 

 

183 

 

situation, in a 

positive way 

Self-enhancing Party conveys 

information 

about own 

situation, in a 

positive way 

Positive for housing 

Negative for Education 

Negative for environment 

Aggressive Party conveys 

the situation of 

other parties in 

a negative way 

Positive for housing 

Negative for Education 

Negative for environment 

Note: Humour styles adapted from V. Taecharungroj and P. Nueangjamnong, “Humour 2.0: 

Styles and Types of Humour and Virality of Memes on Facebook”, 2015, Journal of Creative 

Communications, 10(3), 288–302+ 

 

Housing 

The Labour Party banked on the famous TV Show Game of Thrones to reflect the 

seriousness of the housing crisis. In one post, it shared a NZ Herald article to reflect the overall 

alarming housing situation (targeting the National Party because they were in government), and 

using that reflected positive affirmations on how the Labour Party will perform, if comes in 

power (See Figure 91). Although the humour here is shared originally by NZ Herald, 

nonetheless it reflects Labour party’s pro-humour approach for sharing political messages. 
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Figure 91 

 Labour Party’s use of Humour – Housing Policy 

 

Note: Sourced from the New Zealand Labour Party, “It is a fundamental right of every New 

Zealander to have the opportunity to have access to an affordable  healthy…”, August 25, 2017, 

Facebook, https://www.facebook.com/337477311451/posts/10154937084876452/, Retrieved 

date. 

 

Education 

The Labour Party did not use humour in the six posts disseminating information about 

their policy on education. All posts included in the sample were informative and reflected 

Labour’s policy on education at different levels: primary, secondary, and tertiary. 
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Environment 

The sample reflected that the Labour Party did not use humour in any of its10 posts on 

environment. The posts on environment convey the policies and agenda in a clear and focused 

tone.  

Relationship building 

Meaning: Aim to build a relationship with the young people and make them realise that they are 

essential.  

This section analyses the selected material included in the sample and reflects on how the 

Labour Party attempted to build a relationship with young New Zealanders and disseminate 

information about housing, education, and environment amongst them during the 2017 general 

election (See Figure 92).  

Figure 92 

 Relationship Building and the  Labour Party 

Category Sub-Category Properties Findings 

Communication 

strategies 

Relationship 

building 

Youth/youth adjacent 

member posting on 

party’s official page 

 

Positive for housing 

Positive for education 

Positive for environment 

Youth wing posting 

content on party’s 

official page 

 

Negative for housing 

Negative for education 

Negative for environment 
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Housing 

The material included in the sample shows that the Labour Party used Jacinda Ardern’s 

youth adjacent image to connect with young people. In one of the twovideos posted on the 

Labour Party’s official page, it explains about the housing policy using the youth-adjacent figure 

of Jacinda Ardern. Although Jacinda Ardern did not post directly on the party’s timeline, her 

image was used to potentially connect with young people. Furthermore, in one of the posts made 

by the party, there was  a link connecting to Jacinda Ardern’s timeline where she went Live for a 

housing policy announcement in Palmerston North (See Figure 93 and Figure 94). 

 

Figure 93 

Relationship Building and the Labour Party 

 

Note: Sourced from the New Zealand Labour Party, “#LIVE: Jacinda Ardern announces a 

housing plan for Palmerston North!…”, August 23, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10154930881726452/, Retrieved date. 

 

 

 

Link to Jacinda’s post on her 

timeline shared by the official 

Labour party’s Facebook 

page 
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Figure 94  

Use of Ardern’s ‘youth adjacency’ 

 

 

 

 

Note: Sourced from the New Zealand Labour Party, “We know winters are tough all around New 

Zealand, and we know lots of our families are living in homes…”, September 4, 2017, 

Facebook, https://www.facebook.com/337477311451/posts/10154990745346452/, Retrieved 

date. 

 

Education 

The Labour Party used images of Jacinda 

Ardern to dissmeinate policy information about 

education six out of the 10 posts on education. In the 

four videos, included in the sample, we can see Jacinda 

Ardern speaking with young people, thus reflecting that 

she understands them and the young people can 

resonate with her. 

 

Even in post messages, the party used statements like, 

“Check out Jacinda's announcement from today to hear 

about one very special way we'll do that”, conveying 

that she understands young people. This reflects that 

she may not be as young as them, but she is a youth 

Figure 95 (a)  

Labour Party and Relationship Building  

 

 

 

 

 

 

 

Note: Sourced from the New Zealand Labour 

Party, “Have a vision of an education system that 

gives all our people the freedom”, September 11, 

2017, Facebook, 

https://www.facebook.com/NZLabourParty/video

s/10154983472161452/, Retrieved date. 
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adjacent figures with whom they can relate with.The 

sample found  no posts on the party’s page directly 

from Jacinda Ardern or any other youth adjacent 

member of the party. Nonetheless, this metric has been 

viewed as positive because the party did make an effort 

to connect with young New Zealanders. 

The sample reflected that the Labour Party did 

not post/repost anything related to or from their youth 

wing on the topic of education. 

 

Environment 

In one of the posts included in the sample, the 

Labour Party posted a Live link to its timeline from 

Jacinda Ardern’s Facebook page. The Live event was being held in Christchurch where Jacinda 

Ardern was giving information on climate policies to a young audience (See Figure 96). 

 

Figure 96 

 Climate Policy and the Labour Party 

 

Figure 95 (b)  

Labour Party and Relationship Building 

 

 

 

 

 

 

 

 

Note: Sourced from the New Zealand Labour 

Party, “We want to see more of our young people 

taking on apprenticeships….”, September 5, 

2017, Facebook, 

https://www.facebook.com/NZLabourParty/video

s/10154967547066452/, Retrieved date. 
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Note: Sourced from the New Zealand Labour Party, “#LIVE: Jacinda Ardern announces our 

climate change policy! …”, September 7, 2017, Facebook, 

https://www.facebook.com/NZLabourParty/videos/10154975801336452/, December 8, 2018 

 

The Labour Party mostly relied on Jacinda Ardern’s youth adjacency to connect and 

resonate with young people. In all posts included in the sample she looks and feels relatable and 

trustworthy. Young people find it very fresh   and interesting when someone they can relate to 

tells them something. This finding is further supported in the elite perspective chapter and the 

youth perspective chapter as well. 

The material included in the sample shows that the youth wing of the Labour Party did 

not post anything related to environment on the party’s timeline. 

 

Interactivity 

Meaning: Engaging in two-way communication to connect and disseminate knowledge amongst 

young people. 

This section analyses the Facebook Live Q/A or Ask me Anything sessions done 

between August 1, 2017, and September 22, 2017 by the Labour Party. This section aims at 

identifying evidence of Live Q/A and Ask me anything format posts which were conducted by 

members of the Labour Party responsible for managing the ministries of housing, education, and 

environment. As noted previously, these were not targeted at youth specifically but can be 

examined for relevant evidence. 

Below Figure 97 shows evidence of how the Labour party utilised Facebook’s platform 

for conducting youth-targeted two-way interactive sessions.  

 

 



 

 

190 

 

 

Figure 97  

Interactivity and the Labour Party 

Category Sub-Category Properties Findings 

Communication 

strategies 

Interactivity Evidence of Live 

Facebook interactive 

sessions targeting the 

young people  

Positive for Housing 

Positive for Education 

Positive for environment 

 

The study found no evidence of any Live Q&A sessions organised by Labour 

spokespeople for housing, education, and environment.  However, there were a total of six 

Facebook Live Q&A sessions by the leader of the party, Jacinda Ardern. One of these sessions 

was organised by Re: an online organisation which works with issues that are important for the 

young people (See Figure 98.) 
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Figure 98 

 Interactivity and the Labour Party 

 

Note: Sourced from the New Zealand Labour Party, “#LIVE: This week  we’re doing something 

a little different”, September 4, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10154968145951452/, December 8, 2018 

 

Value-driven 

Meaning: Use of emotions (positive and negative) to communicate value in what you stand for. 

The Labour Party’s use of a value-driven approach for housing, education, and 

environment is reflected in Figure 99. These findings are purely based on the material included 

in the sample. 
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Figure 99 

Value-driven Strategy and the Labour Party 

Category Sub-

Category 

Properties Findings 

Communication 

strategies 

Value-driven Use of positive emotions 

like hope, motivation, and 

optimism in political 

messages  

 

Positive for housing 

Positive for education 

Positive for environment 

 

 

Use of negative emotions 

like fear, anger, and 

helplessness 

Positive for housing 

Negative for education 

Positive for environment 

 

 

Housing 

The Labour Party used positive and future-facing words in  all six post messages to instill 

positive values in their campaign message. They used phrases like “our plan to make life better 

for renters”, “Imagine a New Zealand where everyone has a place to live” and “we've got a plan 

to fix the housing crisis” for predicting hopefulness in their message. 

Likewise they also hinted at fear and helplessness in one of their post messages. For 

example, consider Figure 100 . This post has a combination of emotions. The first phrase, “It is a 

fundamental right of every New Zealander to have the opportunity to have access to an 

affordable, healthy home - and the opportunity to own it” conveys positivity. But, the ending 

phrase gives an indication of a crisis, “fix the housing crisis”. It gives an indication of a 

predicament that must be resolved. 
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Figure 100 

 A Combination of Emotions – The Labour Party on Housing 

 

Note: Sourced from the New Zealand Labour Party, “It is a fundamental right of every New 

Zealander to have the opportunity to have access to an affordable  healthy …”, August 25, 2017, 

Facebook, https://www.facebook.com/337477311451/posts/10154937084876452/, December 8, 

2018 

 

A similar example can be seen in another post on housing (see Figure 101). The phrase, 

“We will: reverse National's proposed tax cuts and use the billions of dollars to make 70% of 

families with children better off”, instils a fear in audience that the National Party will be 

proposing tax cuts and then instantly gives a relief that, if labour comes into power, there will be 

massive investment in the social sectors. 
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Figure 101 

A Combination of Emotions – Labour party on Housing 

  

Note: Sourced from the New Zealand Labour Party, “We won’t tax your family home or the land 

its on ever. We will reverse National s proposed tax cuts and …”, September 14, 2017, 

Facebook, https://www.facebook.com/337477311451/posts/10154990745346452/, December 8, 

2018 

 

Education 

The Labour Party used positive emotions to disseminate their education policies in all of 

the ten post messages. They used phrases that promised hope and optimism (See Figure 102). 

Figure 102  

Value-driven approach and the Labour Party 

                          

Note: Sourced from the New Zealand Labour Party, “We’ve got a plan to prepare our high 

school students for the future”, August 14, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10154906881471452/, Retrieved date. 
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Environment 

The material included in the study shows that the Labour Party focused on using positive 

and aspirational captions to deliver positive emotions in their posts on environment. They used 

phrases like “Our water is New Zealand’s most important national treasure – that’s why today 

Jacinda announced that we’ll restore our rivers and lakes to a swimmable state within a 

generation”  to convey that the party has high regard for the country’s natural resources and 

intends saving them for the future generations. 

The party also used fear, though indirectly. Consider the post message in one of its posts, 

“how great would it be if our kids could swim in our rivers and lakes without worrying about 

getting sick?” “This message promotes hope that, with the Labour Party, our children will be 

able to swim in rivers. However, at the same time, it instils fear, regarding the current conditions 

of the rivers. Thus, it is indirectly targeting the opposition and making the audience realise that if 

they want to remove the fear of getting sick from waterways, they should vote for the Labour 

Party.  

 

Repetition 

Meaning: Frequent posting of the same message until it sinks into the subconscious of the target 

audience. 

The Labour Party and its use of repetition in posting about its policies in reflected in 

Figure 103. 
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Figure 103 

Use of repetition and the Labour Party  

 Category Sub-Category Properties Findings 

Communication 

strategies 

Repetition Evidence of posting 

identical 

information/similar content, 

more than once. 

Negative for housing 

Positive for education 

Positive for environment 

 

Housing 

The material included in the sample shows that the Labour Party did not repeat its 

policies on housing for young people. 

 

Education 

The Labour Party did utilise repetition strategy in disseminating information about its 

education policies. Amongst all different policies, one policy was repeated four times. Every time 

the post and content were different but the core intent was the same. This policy was called School 

Leavers Toolkit. The Figure 104 shows how this policy was repeated on the party’s timeline. 

 

Figure 104 

 School Leavers ToolKit, Repetition and the Labour Party 

(a)  

(b)  
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( c)  

(d)  

 

(a) Note: Sourced from the New Zealand Labour Party, “With Labour every young person will 

leave school equipped with the practical knowledge and skills to help them succeed…”, 

August 14, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10154906637511452/, December 8, 2018 

(b) Note: Sourced from the New Zealand Labour Party, “Today Jacinda announced our School 

Leavers  Toolkit….”, August 14, 2017, Facebook, 

https://www.facebook.com/NZLabourParty/videos/10154907162136452/, December 8, 2018 

(c) Note: Sourced from the New Zealand Labour Party, “We’ve got a plan to prepare our high 

school students for the future….”, Month Day, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10154906881471452/, December 8, 2018 

(d) Note: Sourced from the New Zealand Labour Party, “Wouldn’t it be awesome if every one of 

our kids left school with a personalised career plan preparing them for future work?…”, 

August 15, 2017, Facebook, 

https://www.facebook.com/337477311451/posts/10154907119206452/, December 8, 2018 

 

Environment 

The sample reflected one instance of repetition by the Labour Party in disseminating 

information about clean rivers. They posted about their policy first on 9th August 2017, then the 

spokesperson and MP for Wigram Megan Woods along with David Parker shared their thoughts 

on the importance and value of clean rivers. To further their stance on clean rivers, they again 

posted a video by Ruth Dyson who argues the importance of clean and swimmable rivers (see 

Figure 105). 
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Figure 105  

Repetition Examples 

 

(a)      

 

(b)    

 

(c)  

(a) Note: Sourced from the New Zealand Labour Party, “Our water is New Zealand’s most 

important national treasure that’s why today Jacinda announced that we’ll…”, August 9, 2017, 

Facebook, https://www.facebook.com/337477311451/posts/10154892242871452/, Retrieved 

date. 

 

(b) Note: Sourced from the New Zealand Labour Party, “It’s time to make our rivers swimmable 

again and that’s something Labour will do….”, August 12, 2017, Facebook, 

https://www.facebook.com/NZLabourParty/videos/10154897558771452/, Retrieved date. 

 

(c) Note: Sourced from the New Zealand Labour Party, “How great would it be if our kids could 

swim in our rivers and lakes without worrying about getting sick?...”, August 13, 2017, 

Facebook, https://www.facebook.com/NZLabourParty/videos/10154897560471452/, 

Retrieved date. 
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Overall, it was found in the sample analysed that the Labour party did utilise repetition in 

communicating about its policies . 

 

Localised 

Meaning: Post content that is relevant to the young audience within a specific setting, for 

example, New Zealand. 

This metric counted the number of posts about housing, education, and environment. It 

counts the number of posts including photos, videos, and external links shared on the Labour 

Party’s Facebook page.  

The analysis of the material included in the sample reveals that the Labour Party shared 

six posts on housing, ten posts on education, and ten posts on the environment policy (See 

Figure 106 and 107). 

 

Figure 106 

 Localised Content and the Labour Party 

Category Sub-category Properties Findings 

Communication 

strategies 

Localised Evidence of posting 

information on political 

issues important for the 

young people, housing, 

education, and 

environment  

Positive for housing 

Positive for education 

Positive for environment 
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Figure 107  

Graph of the Labour Party’s Posts on Facebook 

 

Summary of analysis of the Labour Party 
 

 This analysis provided insights into the ways in which the Labour Party disseminated 

information about its policies (amongst young people) on housing, education, and environment 

in the 2017 general election. It is important to note that the comments and observations made 

here pertain only to what was found in the sample. 

 

Content 

The sample reflected that the Labour Party utilised the Facebook platform for 

disseminating information about its policies on housing, education, and environment. The 

Labour Party’s content was free of political jargon and thus was easy to comprehend. The 

content was also tailored to reach the young audience, using key terms and phrases. However, 

for housing it was mass targeted and not tailored to reach young New Zealanders. Content was 

short and snackable as far as the post captions were concerned. Videos posted for all policies did 

not meet the best practice criteria. The party mostly used a combination of images, videos, and 

external links to disseminate its policies. The content was all original and posted by the party 

itself. 
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Communication strategies 

The material included in the sample showed that the Labour Party mostly utilised 

interactivity and a value driven approach to disseminate tailored and localised messages to 

young New Zealanders. The party did not use enough humour to connect with young people. 

Likewise, the party did not utilise enough youth adjacent members to develop a relationship with 

the young people. The party did use images of Jacinda Ardern and posted some links from her 

timeline, but still it needed some more work. Also, the party did not post anything from or to the 

youth wing. This is another area which was not explored by the party. The party did not post any 

retraction on any of its statements. Overall, the selected data provided rich insights into the use 

of Facebook by the Labour Party to connect with young people. However, more research is 

required to give any conclusive remarks. 

An overview of the use of Facebook by the Labour Party to disseminate information 

about its policies on housing, education, and environment is reflected in the Figure 108. This 

overview is limited only to the selected sample of the study. There needs to be further 

investigation about the overall generalised behaviour of the party: 
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Figure 108 

Review –The Labour Party: Content and Communication Strategy 

 

 Category Sub-Category Properties Findings 

Communication 

strategies 

Political 

humour 

Humour Styles 

Affiliative Party conveys 

information about 

other person’s 

situation, in a positive 

way 

Negative for housing 

Negative for Education 

Negative for 

environment 

Self-

enhancing 

Party conveys 

information about their 

Positive for housing 

Negative for Education 

Category Sub-Category Properties Findings 

Content Simple and 

tailored 

The post message 

contains no political 

jargon  

 

Positive for housing 

Positive for education 

Positive for environment 

 The post message 

uses words tailored to 

the young audience 

Negative for housing 

Positive for education 

Positive for environment 

Short and 

snackable 

The post messages are 

less than 60 words  

Positive for housing 

Positive for education 

Positive for environment 

of the posted videos 

are 5–30 seconds long 

Negative for housing 

Negative for education 

Negative for environment 

The packaging The posts use images Negative for housing 

Positive for education 

Negative for environment 

The posts use videos Negative for housing 

Positive for education 

Positive for environment 

The posts use 

hyperlinks 

Negative for housing 

Negative for education 

Negative for environment 

The posts use a 

combination of 

images, videos, and 

hyperlinks 

Positive for housing 

Positive for education 

Positive for environment 

Genuine and 

authentic 

The posts are from the 

party rather than 

another source 

Positive for housing 

Positive for education 

Positive for environment 
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own situation, in a 

positive way 

Negative for 

environment 

Aggressive Party conveys the 

situation of other 

parties in a negative 

way 

Positive for housing 

Negative for Education 

Negative for 

environment 

Relationship building Youth/youth adjacent 

member posting on 

party’s official page 

 

Positive for housing 

Positive for education 

Positive for environment 

Youth wing posting 

content on party’s 

official page 

 

Negative for housing 

Negative for education 

Negative for 

environment 

Interactivity Evidence of Live 

Facebook interactive 

sessions targeting the 

young people 

Positive for Housing 

Positive for Education 

Positive for environment 

Value-driven Use of positive 

emotions like hope, 

motivation, and 

optimism in political 

messages  

 

Positive for housing 

Positive for education 

Positive for environment 

 

 

Use of negative 

emotions like fear, 

anger, and helplessness 

Positive for housing 

Negative for education 

Positive for environment 

 

Repetition Evidence of posting 

identical 

information/similar 

content, more than 

once. 

Negative for housing 

Positive for education 

Positive for environment 

Localised Evidence of posting 

information on 

political issues 

important for the 

young people, housing, 

education and 

environment  

Positive for housing 

Positive for education 

Positive for environment 
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CHAPTER 7  

CONTENT AND COMMUNICATION STRATEGIES OF THE 

MINOR PARTIES 

 

 

 

The Green Party  

James Shaw led the Green Party as sole leader following the resignation of co-leader 

Metiria Turei. The Green party is popular among the young because of the Green Party is popular 

among the young because of its speaking out on some of the most polarising issues, for example, 

the environment and giving support to lowering the voting age (Devlin, 2017). 

This section will present findings within the Green Party's use of online media to 

disseminate information about the most important political issues among young people in New 

Zealand. The issues are housing, education, and environment. 

 100% data was downloaded from the Green Party’s Facebook page (265 posts). The data 

was then reviewed to identify 85 policy related posts. These posts were further narrowed down 

by focusing on posts on issues related to top concerns of the young New Zealanders. This 

yielded a total number of 71 posts which is 83.5 % of the sample from the Green Party. Each 

post was further analysed based on its individual components i.e., images, words, videos, and 

hyperlinks. For the Green party, this yielded an overall sample of 162 components including: 

3111 words, 15 images, 32 hyperlinks and 5 hr 53 min of video. 

  

 These 162 components were analysed against the against 19 properties from the Content 

and Communication strategies model which resulted in 3173 qualitative units of analysis for the 

Green party.  
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A breakdown of the sample is in below tables: 

 

Overall sample 

Total sample (post messages+ videos +images + 

hyperlinks) 

167 

Total words (post messages + words within images 

&videos) 

3111 

Video length 5hr.53min.55 sec 

 

Overall Breakdown  

Post messages 

analysed 

71 post messages = 2032 words 

Videos 49 Total length – -

 5hr.53min.55 sec 

1020 words within videos 

Images 15 59 words within images 

Hyperlinks 32 (nature and source was analysed and assessed) 

 

Policy wise breakdown 

Policy Post 

messages  

Videos Images Hyperlinks Total 

Housing - 4  post 

messages 

- 134 

words 

- 4 videos 

- 185 

words 

- 2hr. 14 

min 

- 0 images 

- 0 words 

- 2 links - 10 items 

-  319 words 

- 2hr. 14 min  

Environment - 62 post 

messages 

- 42 videos 

- 790 

words 

- 13 

images 

- 59 words 

- 27 links - 144 items 

- 2613 words 
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- 1764 

words 

 

- 3hr.39mi

n.55sec 

- 3hr.39min.55s

ec 

 

Education - 05 post 

messages 

- 134 

words 

- 03 videos 

- 45 words 

- 1 min.6 

sec 

- 2 images 

- 0 words 

 

- 3 links - 13 items 

- 179 words 

- 1 min.6 sec 

 

Total - 71 post 

messages 

- 2032 

words 

- 49 videos 

- 975 

words 

- 5hr.53mi

n.55 sec 

- 15 

images 

- 59 

words 

- 32 links - 167 items 

- 3,111 words 

- 5hr.53min.55 

sec 

 

 

 

Content 

This section analyses the sample against the selected properties of the content section of 

the 5C model. The findings column in each table reflects the outcome for each unit of analysis as 

positive, negative, or neutral depending on the number of posts fulfilling its criteria [properties]. 

Higher the number of posts fulfilling criteria, it was positive; lower the number of posts, it was 

negative and neutral in cases where there was no difference between posts fulfilling and posts 

not fulfilling the criteria.  

All comments and observations made in this section pertain to the material included in 

the sample. 

 

Simple and tailored 

Figure 109 shows a reflection of how the Green Party performed in disseminating 

information about its policies on housing, education, and environment during the 2017 elections 

campaign. 
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Figure 109 

The Green Party's Performance 

Category Sub-

Category 

Properties Findings 

Content Simple and 

tailored 

The post messages contain no 

political jargon 

 

Positive for housing 

Positive for housing 

Positive for environment 

The post message uses words 

tailored to the young 

audience 

Positive for housing 

Positive for education 

Positive for environment 

 

Housing 

The sample reflected that the Green Party used easy to understand words in their posts on 

housing. They did not use any difficult political terms that could make it difficult for young New 

Zealanders to understand.  They used post messages like “Everyone deserves a warm  dry & 

healthy home”,  which are easy to understand and comprehend. 

The Green Party tailored their post messages for connecting withreach the young 

audience by using words and phrases like,”'National are failing the next generation” and “our 

plan to make life better for the thousands of New Zealanders who rent their homes”. In these 

phrases “next generation” potentially targets young people and “rent” has the tendency to 

resonate with young people consiering most of them are renting properties. (see Figure 110) 
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Figure 110 

The Green Party and Tailored Messages on Housing Policy 

(a) 

         

 

(a) Note: Sourced from the Green Party, “Everyone deserves a warm  dry & healthy 

home….”, September 18, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154706540066372/, December 8, 2018 

(b) Note: Sourced from the Green Party, “Spoiler alert: National are failing the next 

generation. ….”, September 18, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/1512504035497881/, December 8, 2018 

 

Education 

The Green Party used jargon free and easy to understand post messages for disseminating 

information about its policies on education in all five posts included in the sample. Although the 

party indicated their plans for the students, they did not mention in the post messages about what 

the party was offering. See below Figure 111: 

 

 

 

 

 

 

 

 

 

(b) 
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Figure 111 

The Green Party and its Policies on Education 

                                                                 

  (a)       (b) 

(a) Note: Sourced from the Green Party, “We’re #live from Otago University to announce our 

exciting student policy…”, September 13, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154704325711372/, December 8, 2018 

(b) Note: Sourced from the Green Party, “James Shaw MP is in sunny Dunedin where he teases 

our plans for students….”, September 13, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154704210506372/, December 8, 2018 

 

The party tailored its messages by using the words “student policy”, “our plans for 

students” and, “inclusive education plan” to connect with the young New Zealanders. 

Environment 

The Green Party used simple and understandable phrases and words in their post 

messages on the 62 posts related to environment included in the sample. The post messages were 

clear and straightforward; therefore, they had the potential to be easily comprehended by the 

young people. A few phrases used in their posts are “'We're committed to our values even more 

than ever before. Ending poverty, cleaning up our rivers and making New Zealand a world-

leader in the fight against climate change are our priorities this election” and, “We’re strongly 
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committed to protecting drinking water, cleaning up our rivers and making sure that water 

bottling companies pay their fair share”.  

The Green Party also attempted to tailor their messages to connect with young people. 

For example, consider the three posts from the sample in Figure 112, they use words/phrases like 

“sustainability is a no-brainer for our young farmers”, “young people”, and “the next 

generation”. These are the keywords that reflect the Green Party’s consideration of young people 

and acknowledging their value and contribution (see Figure 112).  

 

Figure 112 

Simple and Tailored – The Green Party 

 

(a) 

 

(b) 

 

      (c) 
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(a) Note: Sourced from the Green Party, “Sustainability is a no-brainer for our young 

farmers….”, September 3, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154677167311372/, December 8, 2018 

(b) Note: Sourced from the Green Party, “Scientists, teachers, climate change negotiators, 

sportspeople, landmine campaigners…”, August 29, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154670266661372/, December 8, 2018 

(a) Note: Sourced from the Green Party, “Volunteers care about preserving our environment for 

the next generation….”, August 7, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154613681406372/, December 8, 2018 

 

Short and snackable content 

Meaning: Use of minimum words/time to post knowledge about the policy so that young people 

can receive the maximum information in the minimum amount of time. 

The overall consideration of the Green Party to make their content short and snackable is 

reflected in Figure 113: 

Figure 113 

Short and Snackable and the Green Party 

Category Sub-

Category 

Properties Findings 

Content Short and 

snackable 

The post messages have less 

than 60 words  

Positive for housing 

Positive for education 

Positive for environment 

The posed videos are 5–30 

seconds long 

Negative for housing 

Positive for Education 

Negative for environment 
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Housing 

  In all four post messages analysed from the material included in the sample, it was found 

that the   Green Party’s policies on housing fulfilled the best practice criteria: less than 60 words. 

The Green Party posted four videos on housing policy. All of the videos exceeded the 

best practice criteria of being between 5–30 secs. It is understandable that live videos can extend 

this limit, but it is always advisable to post a brief account meeting the best practice criteria. 

Screenshot of Green Party’s videos on housing are indicated in Figure 114: 

 

 

Figure 114 

Green Party’s Videos on Housing 

        

              (a)           (b) 

(a) Note: Sourced from the Green  Party, “Everyone deserves a warm  dry & healthy home.  

Marama Davidson MP on…”, September 18, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154706540066372/, Retrieved date. 

(b) Note: Sourced from the Green  Party, “We are #LIVE at our Wellington local  The Rogue & 

Vagabond  to announce our latest policy….”, September 17, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154712908501372/, Retrieved date. 

1:11  
01: 02:02  
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Education     

The material included in the sample showed that the Green Party worked well to convey 

information about its policies on education in a short and snackable manner. However, it was 

noted that despite all post messages meeting the best practice criteria of being less than 60 

words, the majority of videos did not fulfil the criteria. There was a total of three videos 

uploaded on education policy, the running times of the videos were 0:20,0:35 and 15:25. 

Environment 

All five posts in the sample on environment, including videos, photos, and external links 

had post messages meeting the best practice criteria of less than 60 words. This practice helped 

them convey the gist of their policy in the minimum number of words. A few post messages  by 

the Green Party on environment and climate change issues are presented in Figure 115. 

Figure 115 

Post messages of the Greens Party on Environment 

(a)  The Green Party is the only one to have done enough to tackle climate change in the 

past three years with the political power available to them academics say.    

#PartyVoteGreen 

(b) Our wildlife matters. Join teams of people around NZ who care - volunteer this weekend! 

(c)  We’re the first generation that will feel the effects of climate change and the last that 

can stop it. We have a responsibility to act - James Shaw MP 

(d) Kiwis want rivers we can swim in and that means tackling the causes of pollution. We 

have a plan.  Find out more at https://www.greens.org.nz/great-farming-cleaner-water 

#LoveNZ 

(a) Note: Sourced from the Green Party, “The Green Party is the only one to have done 

enough to tackle climate change…”, September 17, 2017, Facebook, 

https://www.facebook.com/10779081371/posts/10154713110431372/, December 8, 2018 

(b) Note: Sourced from the Green Party, “Our wildlife matters. Join teams of people around 

NZ who care - volunteer this weekend!…”, August 3, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154704210506372/, December 8, 

2018 
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(c) Note: Sourced from the Green Party, “We’re the first generation that will feel the effects 

of climate change and”, Month Day, 2017, Facebook, 

https://www.facebook.com/10779081371/posts/10154702743376372/, December 8, 2018 

(d) Note: Sourced from the Green Party, “Kiwis want rivers we can swim in, and that means 

tackling the causes of pollution….”, September 2, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154679209691372/, December 8, 

2018 

 

The sample reflected that the videos posted on the Green Party’s official Facebook page 

had variable lengths. They range from a video of 0:11 seconds to 1:35:55. More than half of the 

posts from the sample on environment were within the 30 second best practice criteria therefore 

an overall assertion cannot be made about the audio-visual content being short and snackable. 

 

The packaging 

Meaning: Use of videos, images and hyperlinks relevant images and videos to disseminate 

knowledge about policies to the young people. 

This section analyses the material included in the sample and comments on whether the 

Green Party used textual (including hyperlinks), visual (image), videos,  or audio-visual methods 

to disseminate political information amongst young people. Figure 116 shows the Green Party’s 

use of creatives in disseminating information about policies important for young people. 

 

Figure 116 

The Packaging and the Greens Party 

Category Sub-Category Properties Findings 

Content The packaging The posts use images Negative for housing 

Negative for education 

Negative for environment 
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The posts use videos Positive for housing 

Negative for education 

Negative for environment 

The posts use hyperlinks Negative for housing 

Negative for education 

Negative for environment 

The posts use  any 

combination of images, 

videos, and hyperlinks 

Negative for housing 

Positive for education 

Positive for environment 

 

Housing 

For disseminating information about policies on housing, the timeline reflected that all 

four posts in the sample used videos. The party did not utilise static photos or any external links. 

 

Education 

Three out of five of the Green Party’s posts on education policy were in the form of 

videos, two used images and three of the posts were directed to an external source of 

information. 

 

Environment 

42 posts on environment used videos, 13 used images to disseminate information about 

the environmental policies of the Green Party, and 27 directed the reader to an external source.  

An overall view of the use of packaging techniques on housing, education, and 

environment policies is graphically represented in Figure 117. This graph only pertains to the 

material included in the sample. 
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Figure 117 

Use of Images, Videos and Hyperlinks by the Green Party in the  2017 General election 

 

In the case of sharing hyperlinks, it was interesting to identify the source(s). The 

following Figure 118 reflects on the sources that the Green Party used to convey additional/new 

information about the policies. 

 

Figure 118 

Hyperlinks and Sources 

Policy Number of Hyperlinks to 

additional knowledge 

Source 

Housing 02 Greens.org.nz (additional) 

Education 01 Stuff.co.nz 

Greens.org.nz (additional) 

Environment 09 stuff.co.nz 

radionz.co.nz 

theguardian.com 

tvnz.co.nz 

action.greens.org.nz 

election-nzgreens.nationbuilder.com 

greens.org.nz 

i.stuff.co.nz 
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External links posted on the Green Party’s timeline included an article posted on 

stuff.co.nz about NZ’s green reputation and a positive reinforcing message about the Green 

Party tackling climate change on radionz.co.nz. James Shaw’s interview on the RNZ National 

website was also posted on the party’s page along with links to articles explaining the Green 

party’s plans for climate reforms. The Green Party also tried to mobilise the green movement by 

posting about volunteering. 

 

Genuine and Authentic 

Meaning: Online content should be genuine and authentic. It means the political party 

should create, authorise, authenticate and publish the content by itself rather than sharing it 

from an external source. 

This section analyses the sample and identifies if the content related to housing, 

education, and environment was created by the Green Party or shared from external sources. 

Figure 119 shows if the content posted on the official Facebook page of the Green Party was 

created by the party itself or shared from external sources. 

 

Figure 119 

Green Party – Genuine and Authentic 

Category Sub-Category Properties Findings 

Content Genuine and 

authentic 

The posts are from the party rather 

than another source 

Positive for housing 

Positive for education 

Positive for environment 

The majority of the content posted on the Green Party’s Facebook timeline was 

developed by the party. There were some external sources as well, including stuff.co.nz, 

radioNZ, the Guardian newspaper, and TVNZ. However, most content posted by the Green 

Party was developed and designed by the party’s team and thus can pass as being genuine and 

authentic. This is because prior to being posted online, the content needs to be authorised and 
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vetted by the party thus, this provides a layer of authenticity to the posted content. The excel file 

downloaded in excel also consisted of a separate column giving information about the source of 

each post. 

Communication Strategies 
 

This section analyses the sample against the selected communication strategies of the 5C model. 

The findings column in each table reflects the outcome for each unit of analysis as positive, 

negative, or neutral depending on the number of posts fulfilling its criteria [properties]. Higher 

the number of posts fulfilling criteria, it was positive; lower the number of posts, it was negative 

and neutral in cases where there was no difference between posts fulfilling and posts not 

fulfilling the criteria.  

 

All comments and observations made in this section pertain to the material included in the 

sample. 

 

Political humour 

Meaning: Use of positive and negative kinds of humour for making the content easy to 

comprehend. It can be a punchy statement or a fun graphic. Positive humour can be a punchy and 

fun statement or image whereas negative is any satirical oppositional attacking image, text, or 

meme. 

 

 

This section analyses the material included in the sample including images (including 

image text), videos, and post messages on housing, education and environment by the Green 

Party (Figure 120). 
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Figure 120 

Humour and the Green Party 

Category Sub-Category Properties Findings 

Communication 

strategies 

Political 

humour 

Humour Styles 

Affiliative Party conveys 

information about 

other person’s 

situation, in a positive 

way 

Negative for housing 

Negative for education 

Positive for environment 

Self-enhancing Party conveys 

information about their 

own situation, in a 

positive way 

Negative for housing 

Negative for education 

Negative for environment 

Aggressive Party conveys the 

situation of other 

parties in a negative 

way 

Negative for housing 

Negative for education 

Negative for environment 

Note: Humour styles adapted from V. Taecharungroj and P. Nueangjamnong, “Humour 2.0: 

Styles and Types of Humour and Virality of Memes on Facebook”, 2015, Journal of Creative 

Communications, 10(3), 288–302+ 

 

Housing and Education 

The sample reflected that the Green Party of Aotearoa did not use humour when 

disseminating their policy on education. All posts were informative and reflected the Green 

Party’s policy on education at different levels: primary, secondary, and tertiary. 

 

Environment 

The Green party did not use humour to convey information about their policies and plans 

on environment. However, in one of the interviews of James Shaw with NZherald, he compared 

the current concerns of farmers and government’s guidelines to the “Punch and Judy Show”. He 
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potentially took a dig at both the current Government and the farmers in a comical, humorous 

way (See Figure 121) 

 

Figure 121 

Humour and the Greens Party 

  

Note: Sourced from the Green Party, “This Punch and Judy show conflict between the town and 

the country hasn’t gotten us anywhere…”, September 20, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154718955016372/, December 8, 2018 

 

Relationship building 

Meaning: Aim to build a relationship with young people and make them realise that they are 

essential.  

This section analyses the sample and reflects on how the Green Party attempted to build a 

relationship with young New Zealanders to disseminate information about housing, education, and 

environment amongst them during the 2017 general election (See Figure 122). 
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Figure 122  

Relationship Building and the Greens Party 

Category Sub-Category Properties Findings 

Communication 

strategies 

Relationship 

building 

Youth/youth adjacent 

member posting on 

party’s official page 

 

Negative for housing 

Negative for education 

Positive for environment 

Youth wing posting 

content on party’s 

official page 

 

Negative for housing 

Negative for education 

Negative for environment 

 

Housing and Education 

The sample of the study showed that therewere some posts on housing by  James Shaw 

and Marama Davidson in an attempt to connect with young people. However these posts were 

uploaded by the official page of the Green Party of Aotearoa. Their youth wing did not post 

anything related to the housing policies on the party’s official page. 

Likewise with education, the materia;l included in the sample reflected that the party did 

not utilise any young MP or member of the party to speak about the education policies. 

Furthermore, the youth wing did not post about the education policies on the party’s official 

Facebook page. 

 

Environment 

The sample showed that there was no post on the Green Party’s offical Facebook page by 

any young/youth adjacent member of the party. However, it  was found that the party itself 

posted information about its policies on environment using Chloe Swarbrick. Chloe is a millenial 

and her presence had the potential to reflect the Green  Party’s consideration of what climate 

change means for young New Zealanders (See Figure 123). 
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Figure 123 

Environment and the Green Party 

              

                        (a)                                                                                (b) 

(a) Note: Sourced from the Green Party, “Chloe Swarbrick talks REAL action on climate 

change. #PartyVoteGreen for no new coal mining or oil drilling!”, September 15, 2017, 

Facebook, https://www.facebook.com/nzgreenparty/videos/10154708944866372/, December 8, 

2018 

(b) Note: Sourced from the Green Party, “). If you want a government that is ready to face the 

challenges of our time #PartyVoteGreen…”, September 12, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154698694051372/, December 8, 2018 

 

Interactivity 

Meaning: Engaging in two-way communication to connect and disseminate knowledge amongst 

young people. 

This section analyses the sample for any Facebook Live Q/A or Ask me Anything 

sessions done between August 1, 2017, and September 22, 2017 by the Green Party. This section 

aims to identify evidence of Live Q/A and Ask me anything format posts conducted by members 

of the Green Party responsible for managing the ministries of housing, education, and 

environment. These were Marama Davidson, spokesperson for social housing, Gareth Hughes, 

spokesperson of education, Julie-Anne Genter, spokesperson of youth affairs, and James Shaw, 
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spokesperson for climate change issues. Furthermore, any Live Q/A interactive session 

conducted by the leader of the party, James Shaw, would address all issues relevant to young 

people.  

Figure 124 shows evidence of how the Green Party utilised Facebook’s platform for 

conducting youth targeted two-way interactive sessions.  

 

Figure 124 

Interactivity and the Green Party 

Category Sub-Category Properties Findings 

Communication 

strategies 

Interactivity Evidence of Live 

Facebook interactive 

sessions targeting the 

young people  

Positive for Housing 

Positive for Education 

Positive for environment 

The study found no evidence of any Live Q&A session organised by the spokespersons 

for housing, education, and environment.  However, the material included in the sample showed 

that there were a total of six Facebook Live Q&A sessions by leader of the party, James Shaw. 

Since these were conducted by leader of the party, it is safe to assume that these intended to 

cover all major policies, including housing, education, and environment. 

The party attracted young Kiwis by inviting celebrities like the New Zealand actresses, 

Chelsea Preston, and Loren Taylor. Also, in one of the sessions Greens former co-leader Jeanette 

Fitzsimons was also invited. Screenshots of these sessions are in Figure 125: 
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Figure 125 

Use of Facebook Live by the Green Party 

(a) Note: Sourced from the Green Party, “We re #LIVE for our latest Q&A with James Shaw 

MP and talented actress  Chelsea Preston!...”, September 9, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154696238666372/, Retrieved date. 

 

(b) Note: Sourced from the Green Party, “Live tonight: Environment Q&A with Greens co-

leader James Shaw and former…”, August 6, 2017, Facebook, 

https://www.facebook.com/10779081371/posts/10154615034241372/, Retrieved date. 

 

(c) Note: Sourced from the Green Party, “LIVE tonight: Loren Taylor joins James Shaw at 

6pm….”, September 1, 2017, Facebook, 

https://www.facebook.com/10779081371/posts/10154677359116372/, Retrieved date. 

     

(a)                                                                    (b) 

 

(c) 
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Value-driven 

Meaning: Use of emotions (positive and negative) to communicate value in what you stand for. 

The Green Party’s use of value driven approach for housing, education, and environment 

is reflected in Figure 126. 

Figure 126 

Value-driven Strategy and the Green Party 

Category Sub-

Category 

Properties Findings 

Communication 

strategies 

Value-driven Use of positive emotions 

like hope, motivation, and 

optimism in political 

messages  

 

Positive for Housing 

Positive for education 

Positive for environment 

Use of negative emotions 

like fear, anger, and 

helplessness 

Positive for Housing 

Positive for education 

Positive for environment 

Housing 

The sample reflected that the Green Party used optimistic and hopeful emotions in 

disseminating their policies on housing. They used phrases like “our plan to make life better for 

the thousands of New Zealanders who rent their homes” and “We will ensure that every house in 

NZ is warm and dry” (See Figure 127).  

Figure 127 

Housing and the Green Party 

 

Note: Sourced from the Green Party, “Everyone deserves a warm  dry & healthy home….”, 

September 18, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154706540066372/, December 8, 2018 
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Likewise they also hinted fear and helplessness in their post messages by targeting the 

government, the National Party. For example, consider one of the posts on housing in Figure 

128. This post has a combination of emotions. The first phrase, “Spoiler alert: National are 

failing the next generation”induces fear of the unknown about National keeping on failing But, 

the ending phrase “Vote smart & change the Govt with a party vote for the Greens” gives a 

choice, a wise one, to opt for a better government. 

Figure 128 

Example of Value-driven approach 

  

Note: Sourced from the Green Party, “Spoiler alert: National are failing the next generation….”, 

September 18, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/1512504035497881/, December 8, 2018 

 

A similar example can be seen in another post on housing (see Figure 129).  

Figure 129 

 A Combination of Emotions – The Green party on Housing 

 

Note: Sourced from the Green Party, “LIVE in Nelson with James Shaw MP & Matt Lawrey..”, 

September 18, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154714850346372/, December 8, 2018 
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Education 

The sample showed that the Green Party used a mix of emotions in disseminating 

information about their policies on education. It focused on the positive and inclusive approach 

of the Green Party by naming the existing system as “broken”. Also, using phrases like “exciting 

student policy” attracts young people into reading more about them and becoming informed 

about the Green Party’s education policies. (See Figure 131) 

Figure 130  

Green Party and Education 

 

Note: Sourced from the Green Party, “We re #live from Otago University to announce our 

exciting”, September 13, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154704325711372/, December 8, 2018 

 

Environment 

The sample reflects that the Green Party used a combination of positive and negative 

emotions to convey value in their messages. They spoke of their policies, projected optimism 

and positivity but also used negative emotions to paint the oppositions picture to paint the 

opposition’s picture, for example see Figure 132. In these examples the Green Party evokes fear 

and anger in the population by using key phrases “Te Anau at Risk”, “Leaked MFE report” . 

These makes the young audience question the government’s performance and reliability as well. 

The party then provides a dose of optimism and presents the Green Party as saviour of the next 

generation. 
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Figure 131 

The Environment and the Green Party 

(a) Note: Sourced from the Green Party, “National is holding back a disturbing report on 

climate change…”, September 5, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154687056781372/, December 8, 

2018 

 

(b) Note: Sourced from the Green Party, “Which two words were missing from last night’s 

leaders’ debate?...”, September 5, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154686487301372/, December 8, 

2018 

 

(c) Note: Sourced from the Green Party, “Gareth Hughes MP visited the gorgeous Lake Te 

Anau this week….”, August 23, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154656075111372/, December 8, 

2018 

 

           
(a)                                                                       (b) 

            

(c)                                                                        
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Repetition 

Meaning: Frequent posting of the same message (policy until it sinks into the target audience's 

subconscious). 

The Green Party and its use of repetition in posting about its policies in reflected in 

Figure 133. These findings pertain only to the material included in the sample. 

 

Figure 132 

Repetition and the Green Party 

Category Sub-Category Properties Findings 

Communication 

strategies 

Repetition Evidence of posting 

information about a policy 

more than once. 

Positive for Housing 

Positive for education 

Positive for environment 

 

 

Housing 

The material included in the sample reflected one instance where the Green Party 

repeated its policy on housing twice by advocating warm and dry homes for the renters (See 

Figure 133). In one of the videos Marama Davidson speaks of how the Green Party will 

acknowledge renters and make their homes dry and warm. In another video, there is a Live event 

where James shaw speaks about the same policy. 
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Figure 133 

The Green Party, Repetition, and the Housing Policy 

(a) Note: Sourced from the Green Party, “We are #LIVE at our Wellington local  The Rogue 

& Vagabond  to…”, September 17, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154712908501372/, December 8, 2018 

 

(b) Note: Sourced from the Green Party, “Everyone deserves a warm  dry & healthy 

home….”, September 18, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154706540066372/, Retrieved date  

 

Education 

The material included in the sample reflected that the Green Party of Aotearoa posted 

about their student policy twice. Once it shared being Live at the Otago University campus and 

secondly covered the entire event Live. The Green Party also spoke of an “inclusive education 

program” for kids who need support. These policies may not directly target young New 

Zealanders but speaking of young parents with kids with special care, this may appeal to them 

(See Figure 134).  

 

 

 

 

        

(a) Posted 17th September 2017                              (b)      Posted 18th September 2017 



 

 

231 

 

Figure 134 

Education, Repetition, and the Greens Party 

                 

    (a) Posted: Aug 31 2017                                                    (b)  Posted Aug 31 2017                                

 

               

                   (c)     Posted Sep 13 2017                                            (d)       Posted Sep 13 2017 

(a) Note: Sourced from the Green Party, “Every Kiwi kid should be able to fully participate in 

school….”, Month Day, 2017, Facebook, 

https://www.facebook.com/10779081371/posts/10154672465646372/, Retrieved date.  

 

(b) Note: Sourced from the Green Party, “Our inclusive education plan will make sure all Kiwi 

kids…”, Month Day, 2017, Facebook, 

https://www.facebook.com/10779081371/posts/10154672465646372/, Retrieved date.  

 

(c) Note: Sourced from the Green Party, “James Shaw MP is in sunny Dunedin where he teases”, 

September 13, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154704210506372/, Retrieved date.  
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(d) Note: Sourced from the Green Party, “We’re #live from Otago University to announce our…”, 

September 13, 2017, Facebook, 

https://www.facebook.com/nzgreenparty/videos/10154704589611372/, Retrieved date.  

 

Environment 

 

 The  material included in the sample reflected that the Green Party repeatedly posted 

about their policies and action plans in the form of videos, photos, and hyperlinks. They kept 

emphasising the core message of the party: climate change. A few examples from the Green 

Party’s use of repetition is given Figure 135: 

 

Figure 135 

Repetition, Environment, and the Green Party 

                             

(a)Posted: Aug 20th, 2017                                          (b)  Posted: Aug 30th, 2017               (c)  Posted: Aug 29th, 2017     

                                

(d)Posted: Aug 25th 2017                                                     (e) Posted: Aug 30th  2017 

 

(a)Note: Sourced from the Green Party, “We’ll stop seabed mining in…”, August 20, 2017, 

Facebook, https://www.facebook.com/nzgreenparty/videos/10154649668991372/, Retrieved date. 
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(b)Note: Sourced from the Green Party, “Amazing drone footage of Blue Whales…”, August 30, 

2017, Facebook, https://www.facebook.com/10779081371/posts/10154672430206372/, Retrieved 

date. 

(c)Note: Sourced from the Green Party, “Seabed mining off the South Taranaki coast is…”, 

August 29, 2017, Facebook, 

https://www.facebook.com/10779081371/posts/10154670227466372/, Retrieved date. 

(d)Note: Sourced from the Green Party, “Plastic waste is polluting our oceans…”, August 25, 

2017, Facebook, https://www.facebook.com/10779081371/posts/10154661344126372/, Retrieved 

date. 

(e)Note: Sourced from the Green Party, “Plastic pollution is a major problem…”, August 29, 

2017, Facebook, https://www.facebook.com/nzgreenparty/videos/10154671583791372/, 

Retrieved date. 

 

Overall, considering the material included in the sample, the Green Party of Aotearoa did 

utilise repetition in communicating about its policies on housing, education, and environment. 

 

 

Localised 

Meaning: Post content that is relevant to the young audience within a specific setting, for 

example, New Zealand. 

This metric counted the number of posts about the political issues important for young 

New Zealanders: housing, education, and the environment. It identified  the number of posts 

including photos, videos, and external links shared on the Green Party’s Facebook page.  

Overall, in the sample, the Green Party posted four posts on housing, five posts on 

education, and 62 posts on the environment policy (See Figure 137 and 138). 
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Figure 137  

The Green Party 

Category Sub-category Properties Findings 

Communication 

strategies 

Tailored and 

localised 

Evidence of posting information on 

political issues important for the 

young people: housing, education 

and environment.  

Positive for housing 

Positive for education 

Positive for environment 

 

Figure 138  

Graph of the Green Party’s Posts on Facebook 

 

 

Summary of the analysis of the Green Party  

This analysis provided insights into the ways in which the Green Party disseminated 

information about its policies (amongst young people) on housing, education, and environment 

in the 2017 general election. It is important to note that the comments and observations made 

here pertain only to what was found in the sample. 

Housing, 4

Education, 5

Environment, 62

Others, 91

Housing

Education

Environment

Others

0 10 20 30 40 50 60 70 80 90 100

Content of Green party's posts

Content of Green party's posts
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The Green Party of Aotearoa and its utilisation of the Facebook platform reflected that 

the party did consider social media, Facebook, a key platform for the dissemination of political 

information amongst young people.  

 

Content 

The material included in the sample reflected that the Green party’s content was free of 

political jargon and thus was easy to comprehend. The content was also tailored to reach the 

younger audience, using catchy key terms and phrases. The content was short and snackable as 

far as the post captions were concerned. Videos posted for all housing and education policies did 

not meet the best practice criteria. However, for education, the party did make an effort to fulfil 

the best practice criteria.  The Party primarily used a combination of images, videos, and 

external links to disseminate its policies. The content was all original and posted by the party 

itself. 

 

Communication Strategies 

The material included in the sample showed that the Green Party did not use humour in 

disseminating its policies amongst young people. The only example was James Shaw’s “Punch 

and Judy” comment. It also did not utilise the potential of its official Facebook page for 

connecting with young people. MPs like Chloe Swarbrick could have resonated and represented 

young people but reflecting from findings in the previous chapter, Chloe used her personal 

Facebook account for connecting with the audiences. The ideal practice would be to at least 

post/share a link on the official page as well.  The party made use of the interactive and two-way 

enabled communication platform. The party’s leader James Shaw mostly held the Live Q&A 

sessions advertised on the party’s official Facebook page. Repetition was also used to make the 

messages memorable. Additionally, the party focused and posted information about policies and 

issues that were popular amongst young New Zealanders. An overview of the party’s use of 

Facebook during the 2017 general election to connect with young people is in Figure 139. This 

overview is limited only to the selected sample of the study. There needs to be further 

investigation about the overall generalised behaviour of the party 
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Figure 139 

Review –  The Green party: Content and Communication Strategy 

 

Category Sub-Category Properties Findings 

Communication 

strategies 

Political 

humour 

Humour Styles 

Affiliative Party conveys 

information about 

other person’s 

situation, in a 

positive way 

Negative for housing 

Negative for education 

Positive for environment 

Self-

enhancing 

Party conveys 

information about 

their  own 

Negative for housing 

Negative for education 

Negative for environment 

Category Sub-Category Properties Findings 

Content Simple and 

tailored 

The post message contains no 

political jargon  

Positive for housing 

Positive for housing 

Positive for environment 

 The post message uses words 

tailored to the young audience 

Positive for housing 

Positive for education 

Positive for environment 

Short and 

snackable 

The post messages are less than 

60 words  

Positive for housing 

Positive for education 

Positive for environment 

of the posted videos are 5–30 

seconds long 

Negative for housing 

Positive for Education 

Negative for environment 

The packaging The posts use images Negative for housing 

Negative for education 

Negative for environment 

The posts use videos Positive for housing 

Negative for education 

Negative for environment 

The posts use hyperlinks Negative for housing 

Negative for education 

Negative for environment 

The posts use a combination of 

images, videos, and hyperlinks 

Negative for housing 

Positive for education 

Positive for environment 

Genuine and 

authentic 

The posts are from the party 

rather than another source 

Positive for housing 

Positive for education 

Positive for environment 
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situation, in a 

positive way 

Aggressive Party conveys the 

situation of other 

parties in a 

negative way 

Negative for housing 

Negative for education 

Negative for environment 

Relationship building Youth/youth 

adjacent member 

posting on party’s 

official page 

 

Negative for housing 

Negative for education 

Positive for environment 

Youth wing 

posting content on 

party’s official 

page 

 

Negative for housing 

Negative for education 

Negative for environment 

Interactivity Evidence of Live 

Facebook 

interactive sessions 

targeting the young 

people 

Positive for Housing 

Positive for Education 

Positive for environment 

Value-driven Use of positive 

emotions like hope, 

motivation, and 

optimism in 

political messages  

 

Positive for Housing 

Positive for education 

Positive for environment 

Use of negative 

emotions like fear, 

anger, and 

helplessness 

Positive for Housing 

Positive for education 

Positive for environment 

Repetition Evidence of 

posting identical 

information/similar 

content, more than 

once. 

Positive for Housing 

Positive for education 

Positive for environment 

 

Localised Evidence of 

posting information 

on political issues 

important for the 

young people,  

Positive for housing 

Positive for education 

Positive for environment 

 
 

The New Zealand First Party 

New Zealand First was founded by Winston Peters in 1993, a party formed a coalition 

with National once and twice with the Labour party, including the existing Government. New 
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Zealand First has traditionally attracted and focussed on the older voters by introducing policies 

such as the SuperGold card (Te Ara, n.d.). 

 This section will present findings from New Zealand First’s use of online media to 

disseminate knowledge about the most important political issues. The issues are housing, 

education, and environment. 100% data was downloaded from the New Zealand First’s 

Facebook page (152 posts). The data was then reviewed to identify 48 policy related posts. 

These posts were further narrowed down by focusing on posts on issues related to top concerns 

of the young New Zealanders. This yielded a total number of 13 posts which is 27% of the 

sample from New Zealand First Party. Each post was further analysed based on its individual 

components i.e., images, words, videos, and hyperlinks. For the New Zealand First party, this 

yielded an overall sample of 29 components including: 694 words, 8 images, 8 hyperlinks and 

0.44 sec of video. 

 These 29 components were analysed against the against 19 properties from the Content 

and Communication strategies model which resulted in 551 qualitative units of analysis for the 

New Zealand First party.  

 

A breakdown of the sample is in below tables: 

 

Overall sample 

Total sample (post messages+ videos +images + 

hyperlinks) 

29 

Total words (post messages + words within images 

&videos) 

694 

Video length 0.44s 

 

Overall Breakdown  

Post messages 

analysed 

12 post messages = 633 words 

Videos 1 Total length – 0.44 sec 0 words within videos 

Images 8 61words within images 
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Hyperlinks 8 (nature and source was analysed and assessed) 

 

Policy wise breakdown 

Policy Post 

messages  

Videos Images Hyperlinks Total 

Housing - 5  post 

messages 

- 363 

words 

- 1 video 

- 0.44 sec 

- 3 images 

- 0 words 

- 4 links - 9 items 

- 363 words 

- 0.44 sec 

 

Environment - 1 post 

message 

- 9 words 

 

- 0 

 

- 1 images 

- 0 words 

- 1 links - 03 items 

- 9 words 

 

Education - 06 post 

messages 

- 261 

words 

- 0 videos 

 

- 4 images 

- 61 words 

 

- 3 links - 26 items 

- 322 words 

 

Total - 12 post 

messages 

- 633 

words 

- 1 videos 

- 0.44 sec  

- 8 images 

- 61 

words 

- 8 links - 29 items 

- 694 words 

- 0.44sec 

  

 

Content 

This section analyses the sample against the selected properties of the content section of 

the 5C model. The findings column in each table reflects the outcome for each unit of analysis as 

positive, negative, or neutral depending on the number of posts fulfilling its criteria [properties]. 

Higher the number of posts fulfilling criteria, it was positive; lower the number of posts, it was 

negative and neutral in cases where there was no difference between posts fulfilling and posts 

not fulfilling the criteria.  
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This section will evaluate and assess the Facebook posts on three salient issues for the 

young people, housing, education, and environment because these issues were considered 

important amongst young people during the 2017 general election.  All comments and 

observations made in this section pertain to the material included in the sample. 

 

Simple and tailored 

Figure 140 shows a reflection of how NZ First performed in disseminating information 

about its policies on housing, education, and environment amongst young people during the 

2017 election campaign. 

 

Figure 140 

New Zealand First’s Performance 

Category Sub-

Category 

Properties Findings 

Content Simple and 

tailored 

The post messages contain no 

political jargon 

 

Positive for housing 

Negative for education 

Positive for environment 

The post messages use words 

tailored to the young 

audience 

Negative for housing 

Negative for education 

Negative for environment 

 

Housing 

In all of the five posts , New Zealand First used easy to understand terms and phrases to 

convey their point of view regarding the housing crisis. Their post messages were easy to 

comprehend and conveyed their stance in crisp and clear sentences (See Figure 141). 
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Figure 142 

New Zealand First and the Housing Policies 

 

Note: Sourced from New Zealand First, “The New Zealand housing crisis has taken…”, 

September 19, 2017, Facebook, 

https://www.facebook.com/NZFirst/videos/1423081351080783/, Retrieved date.. 

 

The material included in the sample reflected that young people were not targeted for 

messages on housing despite it being the most salient issue for young New Zealanders. All the 

posts on housing were generic and were directed toward the mass audience. No evidence i.e., 

any relatable word or image was found for niche targeting towards young people 

 

Education 

The party used quotes and phrases from interviews in post messages on education posts. 

This can be confusing and difficult to understand if you do not have the knowledge and expertise 

on the subject. For example, see Figure 143: 
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Figure 143  

NZ First and Education 

 

Note: Sourced from New Zealand First, “The 15 Ministry of Education facilitators announced by 

…”, August 10, 2017, Facebook, 

https://www.facebook.com/564979796890947/posts/1390297244359194/, December 8, 2018 

 

In this example, we do not know the source of this quote as no name is mentioned. 

Moreover, it hints on National’s past decision for the education sector.  Shorter and sharper 

messages have the potential to get more youth uptake. Therefore, long posts might cause them to 

lose interest, and thus they will not bother to know more about it. 

There were only two posts that could be  associated with young people (See Figure 144). 
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Figure 144 

NZ First and Education 

 

(a) 

 

(b) 

(a) Note: Sourced from New Zealand First, “Our education policy as explained by our…”, 

August 23, 2017, Facebook, 

https://www.facebook.com/564979796890947/posts/1401525696569682/, December 8, 2018 

(b) Note: Sourced from New Zealand First, “How we intend to help our students…”, August 14, 

2017, Facebook, https://www.facebook.com/564979796890947/posts/1393927560662829/, 

December 8, 2018 

These are also vaguely addressing young people. The rest of the posts were more focused 

on the work of the National Government and the teachers’ financial situation. From this data, it 

was inferred that the party did not use education policies to target the young people in New 

Zealand. 
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Environment 

New Zealand First only uploaded one post on environment policies. The post message of 

this post was, “Hear what our Party will do for the environment!”. This is a very simple and 

straightforward message, and if someone is interested in knowing about the policies of the party, 

they will click the link to know more. 

The message, “Hear what our Party will do for the environment!” has a wide appeal,  

thus it cannot be ascertained if it relates with young people or not. 

Short and snackable content 

Meaning: Use of minimum words/time to post knowledge about the policy so that young people 

can receive the maximum information in the minimum amount of time. 

The overall consideration of the New Zealand First party for making their content short 

and snackable is reflected below in Figure 145: 

 

Figure 145  

Short and Snackable - NZ First 

Category Sub-

Category 

Properties Findings 

Content Short and 

snackable 

The post messages are less 

than 60 words  

Neutral for housing 

Positive for education 

Positive for environment 

 

The posted videos are 5–30 

seconds long 

Negative for housing 

Negative for education 

Negative for environment 
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Housing 

  The material included in the sample reflected that New Zealand First posted a total of 

five posts on the housing policy. Three of the posts were fulfilling the best practice criteria of 

using less than 60 words and  two were not.  

The party posted only one video on housing policy. This video exceeds the best practice 

time limit of 30 seconds (See Figure 146). 

 

Figure 146 

New Zealand First party’s Videos on Housing 

 

Note: Sourced from New Zealand First, “The New Zealand housing crisis has…”, September 19, 

2017, Facebook, https://www.facebook.com/NZFirst/videos/1423081351080783/, December 8, 

2018 

 

0:44  
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Education     

Five out of the six posts by the New Zealand First party on education fulfilled the best 

practice criteria of less than 60 words. However, in one of the posts, there were two post 

messages. Originally the post was made by the leader of the party, Hon Winston Peters. It was 

reshared on the party’s official page. For analysis, this study has considered the post by the 

party’s official page. However, it must be noted that a post of 145 words is not effective and 

exceeds the best practice criteria (See Figure 147 below). 

 

Figure 147 

Education and NZ First 

 

Note: Sourced from New Zealand First, “How we intend to help our students cope with their…”, 

August 14, 2017, Facebook, 

https://www.facebook.com/564979796890947/posts/1393927560662829/, December 8, 2018 

 

The sample showed that party did not post any videos on the education policy; hence it has been 

considered negative. 

145 

words 

12 words 
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Environment 

It was found in the sample that the only post made by the New Zealand First party 

fulfilled the best practices criteria of being less than 60 words. However, since there were no 

videos posted on education policy, it has been considered negative (See Figure 148). 

Figure 148 

NZ First on environment policies 

 

Note: Sourced from New Zealand First, “Hear what our Party will do for the 

environment!……”, August 24, 2017, Facebook, 

https://www.facebook.com/564979796890947/posts/1401562679899317/, December 8, 2018 

 

The packaging 

Meaning: Use of videos, images, and hyperlinks relevant images and videos to disseminate 

knowledge about policies to the young people. 

 

Using the material included in the sample, this section will analyse whether the New 

Zealand First party used textual (including hyperlinks), visual (image), videos, or audio-visual 

methods to disseminate political information amongst young people. Figure 149 shows New 
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Zealand First’s use of creatives in disseminating information about policies important for young 

people. 

 

Figure 149 

The packaging and the New Zealand First Party 

Category Sub-Category Properties Findings 

Content The packaging The posts use images Positive for housing 

Negative for education 

Negative for environment 

The posts use videos Negative for housing 

Negative for education 

Negative for environment 

The posts use hyperlinks Positive for housing 

Positive for education 

Positive for environment 

The posts use any combination 

of images, videos, and 

hyperlinks 

Positive for housing 

Positive for education 

Negative for environment 

 

Housing 

For disseminating information about policies on housing, the timeline reflected that three 

posts used images, four  posts used hyperlinks and only one post used video to disseminate 

information about its housing policies.  

Education 

Three posts in the sample of the New Zealand First party’s posts on education policy 

were in the form of hyperlinks, and four of the six posts used static images. The party did not 

utilise videos to disseminate its policies on education. 
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Environment 

The posts on environment used eight hyperlinks to disseminate its policies on 

environmental issues. 

An overall view of the use of packaging techniques on housing, education, and 

environment policies is presented in Figure 150. 

Figure 150 

Use of Images, Videos, and Hyperlinks by the New Zealand First party in the 2017 General 

Election. 

 

 

In the case of sharing hyperlinks, it was interesting to identify the source(s). The 

following Figure 151 reflects on the sources that the party used to convey additional/new 

information about the policies. 

 

Figure 151 

Hyperlinks and Sources 

Policy Hyperlink to additional knowledge Source 

Housing 03 Nzfirst.org.nz 

Radionz.co.nz 

Stuff.co.nz 

3

4

1

1

0

0

4

3

1

0 2 4 6 8 10

Housing

Education

Environment

New Zealand First Party 
posts 

Images Videos Hyperlinks
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Education 04 Nzfirst.org.nz (3) 

Scoop.co.nz (1) 

Environment 1 95bFM.com 

 

Housing 

The material included in the sample reflected that the New Zealand First posted an 

external link to Winston Peter’s speech at the Rangiora Public meeting on its website, 

nzfirst.org.nz. There were two additional external sources, radionz.co.nz and stuff.co.nz shared 

by the party that focused on the housing crisis in New Zealand. 

Education 

The sample showed that for education, the NZ first party posted three external links to its 

official Facebook timeline. These links entailed speeches from the party on issues of education. 

Furthermore, a link to scoop.co.nz was posted as well. It was a press release by the education 

spokesperson of NZ First, Hon Tracey Martin. 

Environment 

It was found in the sample that the New Zealand First Party posted a link to an audio 

podcast related to environment policy offered by them. The podcast consisted of an 8:49 audio 

of Tracey Martin explaining how the party will tackle the environmental issues of New Zealand 

(See Figure 152 below). 
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Figure 152 

New Zealand First on Environment 

 

Note: Sourced from New Zealand First, “Hear what our Party will do for the 

environment!……”, August 24, 2017, Facebook, 

https://www.facebook.com/564979796890947/posts/1401562679899317/, December 8, 2018 

 

 

Genuine and Authentic 

Meaning: Online content should be genuine and authentic. It means the political party 

should create, authenticate, authorise and publish the content by itself rather than sharing it 

from an external source. 

This section presents analysis that reflects on identifying if the content related to housing, 

education, and environment was created by the New Zealand First Party or shared from external 

sources. Figure 153 shows if the content posted on the official Facebook page of the New 

Zealand First party was created by the party itself or shared from external sources. This is 

because prior to being posted online, the content needs to be authorised and vetted by the party 

thus, this provides a layer of authenticity to the posted content. The excel file downloaded using 

Netvizz also consisted of a separate column giving information about the source of each post. 
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Figure 153 

New Zealand First – Genuine and Authentic 

Category Sub-Category Properties Findings 

Content Genuine and 

authentic 

The posts are from the party rather 

than another source 

Positive for housing 

Positive for education 

Positive for environment 

 

The sample showed that nine of the ten posts  posted on the New Zealand First’s 

Facebook timeline were developed by the party itself. Some external sources included 

stuff.co.nz, radionz, scoop.co.nz and 95bFM. However, looking at the broader picture and 

considering all data, it is safely stated that the NZ First party's content was developed and 

designed by the party’s team and thus can pass as being genuine and authentic. However, this 

research has analysed the top three policies targeting only the younger audience. Therefore, a 

thorough and detailed study is required to conclude the overall genuineness and authenticity of 

their content. 

 

Communication Strategies 
 

This section analyses the sample against the selected communication strategies of the 5C model. 

The findings column in each table reflects the outcome for each unit of analysis as positive, 

negative, or neutral depending on the number of posts fulfilling its criteria [properties]. Higher 

the number of posts fulfilling criteria, it was positive; lower the number of posts, it was negative 

and neutral in cases where there was no difference between posts fulfilling and posts not 

fulfilling the criteria.  

 

All comments and observations made in this section pertain to the material included in the 

sample. 
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Political humour 

Meaning: Use of positive and negative kinds of humour for making the content easy to 

comprehend. It can be a punchy statement or a fun graphic. Positive humour can be a punchy and 

fun statement or image whereas negative is any satirical oppositional attacking image, text, or 

meme. 

 

This section analyses images (including image text), videos and post messages on 

housing, education, and environment by the New Zealand First party (Figure 154). 

 

 

Figure 154 

Humour and the New Zealand First Party 

Category Sub-Category Properties Findings 

Communication 

strategies 

Political 

humour 

Humour Styles 

Affiliative Party conveys 

information about 

other person’s 

situation, in a positive 

way 

Negative for housing 

Negative for education 

Negative for environment 

Self-enhancing Party conveys 

information about their 

own situation, in a 

positive way 

Negative for housing 

Negative for education 

Negative for environment 

Aggressive Party conveys the 

situation of other 

parties in a negative 

way 

Negative for housing 

Negative for education 

Negative for environment 

Note: Humour styles adapted from Taecharungroj, V., & Nueangjamnong, P. (2015). Humour 

2.0: Styles and Types of Humour and Virality of Memes on Facebook. Journal of Creative 

Communications, 10(3), 288–302. 

 



 

 

254 

 

 

Housing, education, and environment 

The sample of this study showed that the New Zealand First Party did not use humour in 

any of their posts on housing, education, and environment. This finding accords with what was 

discovered in the previous chapter. When spokesperson on education Tracey Martin and 

spokesperson for youth affairs Darroch Ball  were interviewed for how their party used humour 

in the 2017 election campaign, both shared and reflected that the party did not use humour 

because politics is serious, and they do not need to make it funny or amusing for young people 

so that they can comprehend it easily.  

 

 

Relationship building 

Meaning: Aim to build a relationship with young people and make them realise that they are 

essential.  

This section analyses the material included in the sample to present an account of how the 

NZ First Party attempted to build a relationship with the young people New Zealanders for 

disseminating information about housing, education, and environment amongst them during the 

2017 general election (See Figure 155). 

 

Figure 155 

Relationship Building and the New Zealand First Party 

Category Sub-Category Properties Findings 

Communication 

strategies 

Relationship 

building 

Youth/youth adjacent 

member posting on 

party’s official page 

 

Negative for housing 

Negative for education 

Negative for environment 
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Youth wing posting 

content on party’s 

official page 

 

Negative for housing 

Negative for education 

Negative for environment 

 

Housing, education, and environment 

The sample of this study showed that the New Zealand First Party did not use any of 

their youth adjacent/young members to post on their party’s official page for connecting and 

resonating with young people. Moreover, the youth wing of the party also did not post anything 

on the official Facebook page of the party. It is possible that their youth wing posted content on 

its own official page; however, it is beyond the scope of this research project to research that. 

 

 

Interactivity 

Meaning: Engaging in two-way communication to connect and disseminate knowledge amongst 

the young people. 

This section analyses the Facebook Live Q/A or Ask me Anything sessions done 

between August 1, 2017, and September 22, 2017 by the New Zealand First Party. This section 

aims at identifying evidence from Facebook Live Q/A and Ask me anything format posts which 

were conducted by members of the New Zealand First party responsible for managing the 

ministries of housing, education, and environment. These are Darroch Ball, spokesperson for 

social housing and youth affairs, Tracey Martin, spokesperson of Education, and Rt Hon 

Winston Peters, spokesperson for environment and climate change issues. Furthermore, any Live 

Q/A interactive session that was conducted by leader of the party, Winston Peters addressing 

issues relevant to young people.  

Below Figure 156 shows evidence of how the New Zealand First Party utilised Facebook’s 

platform for conducting youth-targeted two-way interactive sessions.  
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Figure 156  

Interactivity and the New Zealand First 

Category Sub-Category Properties Findings 

Communication 

strategies 

Interactivity Evidence of Live 

Facebook interactive 

sessions targeting the 

young people  

Negative for housing 

Negative for education 

Negative for environment 

The study found no evidence of any Live Q&A session organised by the spokespersons 

for housing, education, or environment.  However, it was found that that the New Zealand First 

Party utilised Facebook’s interface to promote their on-ground events. They used Facebook to 

advertise and convey information about the details of some events.  

Rt Hon Winston Peters and Tracey Martin chaired these events to discuss issues and 

concerns of New Zealanders. Screen shots of these are given in Figure 157: 

 Figure 157 

Use of Facebook by the New Zealand First Party 

                                        

                   (a)              (b) 

 

(a) Note: Sourced from New Zealand First, “The Rt Hon Winston Peters will be at the…”, 

August 5, 2017, Facebook, 

https://www.facebook.com/564979796890947/posts/1384919804896938/, December 8, 2018 
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(b) Note: Sourced from New Zealand First, “Hear Tracey Martin MP outline our Party s 

plan…”, September 15, 2017, Facebook, 

https://www.facebook.com/564979796890947/posts/1419648761424042/, December 8, 2018 

 

Value-driven 

Meaning: Use of emotions (positive and negative) to communicate value in what you stand for. 

New Zealand First Party’s use of value-driven approach for housing, education, and 

environment is reflected in below Figure 158. 

 

Figure 158 

Value-driven and New Zealand First 

Category Sub-

Category 

Properties Findings 

Communication 

strategies 

Value-driven Use of positive 

emotions like 

hope, motivation, 

and optimism in 

political messages  

 

Positive for housing 

Positive for education 

Negative for environment 

Use of negative 

emotions like 

fear, anger, and 

helplessness 

Positive for housing 

Positive for education 

Negative for environment 

 

Housing 

New Zealand First used a combination of values in disseminating their stance and 

policies about housing. They used fear and anger in three out of five posts to put the blame on 

the opposition, National and Labour mostly. Also, they used phrases and words that promoted 

hope and optimism in two of the five posts if they came into the government. A few examples 

from their use of a combination of positive and negative emotions are given in Figure 159: 



 

 

258 

 

Figure 159 

A Combination of Emotions - New Zealand First on Housing 

 

(a) Note: Sourced from New Zealand First, “New Zealand First leader Winston Peters said 

the…”, September 6, 2017, Facebook, 

https://www.facebook.com/564979796890947/posts/1411542882234630/, December 8, 

2018 

(b) Note: Sourced from New Zealand First, “Promises  promises The last week or so the…”, 

September 7, 2017, Facebook, 

https://www.facebook.com/564979796890947/posts/1412838665438385/, December 8, 

2018 

(c) Note: Sourced from New Zealand First, “The New Zealand housing crisis has taken…”, 

September 19, 2017, Facebook, 

https://www.facebook.com/NZFirst/videos/1423081351080783/, December 8, 2018 

 

 

             

(a)                                                                             (b) 

 

(c) 
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Education 

The sample showed that just like on education policies, the New Zealand First party used 

a mix of emotions in disseminating their policies on education as well. In one of the posts it 

attacked the sitting government by identifying “chronic lack of funding” as the greatest 

challenge for the education sector. The party furthered their criticism by stating, “National 

decided long ago no more money would be made available and instead threw the problem at the 

education sector by telling them to be more efficient with the resources they had” (See Figure 

160). 

Figure 160 

Education and New Zealand First 

 

Note: Sourced from New Zealand First, “The 15 Ministry of Education facilitators…”, August 

10, 2017, Facebook, https://www.facebook.com/564979796890947/posts/1390297244359194/, 

Retrieved date. 

 

To provide hope and promise an optimistic future, the New Zealand First Party shared 

their plans and policies for addressing the challenges in the education sector in two of the six 

posts included in the sample (See Figure 161). 
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Figure 161 

Education, Student’s and the New Zealand First Party 

 

(a) 

 

(b) 

(a) Note: Sourced from New Zealand First, “Our candidate for Epsom…”, September 6, 2017, 

Facebook, https://www.facebook.com/564979796890947/posts/1412746308780954/, December 

8, 2018 

(b) Note: Sourced from New Zealand First, “How we intend to …”, August 14, 2017, Facebook, 

https://www.facebook.com/564979796890947/posts/1393927560662829/, December 8, 2018 

 

The sample reflected that the party also criticised the National Government for taking a 

U-turn on its defence training policy for young people. Their spokesperson for youth affairs, 

Darroch Ball shared this during his interview as well. The party basically held the National party 

responsible for stealing their policy of boot camp training (See Figure 162). 
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Figure 162 

NZ First and Education 

 

Note: Sourced from New Zealand First, “Just three months ago National…”, August 15, 2017, 

Facebook, https://www.facebook.com/564979796890947/posts/1394019443986974/, December 

8, 2018 

 

Environment 

The sample showed that the New Zealand First Party did not use a value-based approach 

in disseminating knowledge about their policy and plans on the environment sector.  They 

posted only once about environment and for that they used a bland and banal statement to 

announce what they were planning to do for the environment and climate change issues (See 

Figure 163). 
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Figure 163 

NZ First and Environment 

 

Note: Sourced from New Zealand First, “Hear what our Party…”, August 24, 2017, Facebook, 

https://www.facebook.com/564979796890947/posts/1401562679899317/, December 8, 2018 

 

Repetition 

Meaning: Frequent posting of the same message till until it sinks into the target audience's 

subconscious. 

 

The New Zealand First Party and its use of repetition in posting about its policies in 

reflected in Figure 164. 

Figure 164 

Repetition and New Zealand First Party 

Category Sub-Category Properties Findings 

Communication 

strategies 

Repetition Evidence of posting 

identical 

information/similar 

content, more than 

once. 

Negative for Housing 

Negative for education 

Negative for environment 
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Housing, Education and Environment 

The sample of this study showed that the New Zealand First party did not utilise 

repetition to disseminate its housing, education, and environment policies. This finding furthers 

the statements made in the previous chapter by the New Zealand First party members.  

Localised 

Meaning: Post content that is relevant to the young audience within a specific setting, for 

example, New Zealand. 

 

The sample reflected that overall, the New Zealand First party posted 152 posts on their 

official Facebook page between August 1, 2017 – September 22, 2017. Out of these posts, 

fiveposts were on housing, six posts were on education, and one post was on the environment 

policy (See Figures 165 and 166). 

This metric counted the number of posts about the political issues important for young 

New Zealanders, housing, education, and environment. It also counted  the number of posts 

including images, videos and external links shared on New Zealand First’s official Facebook 

page.  

Figure 165 

The New Zealand First Party and use of Localised Posts 

Category Sub-category Properties Findings 

Communication 

strategies 

Localised Evidence of posting information on 

political issues important for the 

young people, housing, education, 

and environment  

Positive for housing 

Positive for education 

Positive for environment 
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Figure 166 

Graph of New Zealand First’s posts on Facebook 

 

 

Summary of the analysis of the New Zealand First Party 

This analysis provided insights into the ways in which the New Zealand First Party 

disseminated information about its policies (amongst young people) on housing, education, and 

environment in the 2017 general election. It is important to note that the comments and 

observations made here pertain only to what was found in the sample. 

The New Zealand First Party and its utilisation of the Facebook platform reflects that the 

party did not consider social media, Facebook, a key platform to disseminate political 

information amongst young people. This finding corelates with the data analysed in the previous 

chapters.  

 

Content 

The material included in the sample revealed that the New Zealand First Party did try to 

use simple and comprehensible language in their post messages on housing and environment. 

But, for education the post  messages were policy oriented and difficult to understand. 

Furthermore, their messages were mass focused and not tailored to reach young New 

Housing, 5

Education, 6

Environment, 1

Others, 140
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Education

Environment
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Zealanders. The post messages were considered short and snackable, but the uploaded videos did 

not meet the best practice criteria. The Party also lacked using various creatives for 

disseminating information about their policies. They mostly used external hyperlinks for giving 

large amounts of information. Despite their limited use of digital media, most of the content was 

posted by the party itself and the external links were also directed to the party’s own website. 

 

Communication Strategies 

The material included in the sample revealed that the New Zealand First Party did not 

utilise online political humour to disseminate information about their policies amongst young 

New Zealanders. No young/youth adjacent member of the party posted any knowledge about 

housing, education, or environment policies on the party’s official Facebook page. Furthermore, 

the party’s youth wing also did not post on the party’s official page. The party did not hold any 

online Live interactive session with young people. They only used Facebook’s platform for 

sending invites to their on-ground/in person events, and they too were only with the leader of the 

party, Rt Hon Winston Peters. The party did use a combination of mixed emotions and thus 

explored a value driven approach in connecting with young people. New Zealand First did not 

repeat their messages and posted only once about one policy/issue. However, there were limited 

evidence of posts tailored and localised for young New Zealanders. A review of the overall use 

of online media by the New Zealand First Party during the 2017 general election is presented in 

Figure 167. 
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Figure 167 

Review – New Zealand First: content and communication strategy 

 

Category Sub-Category Properties Findings 

Communication 

strategies 

Political 

humour 

Humour Styles 

Affiliative Party conveys 

information 

about other 

person’s 

situation, in a 

positive way 

Negative for housing 

Negative for education 

Negative for environment 

Category Sub-Category Properties Findings 

Content Simple and 

tailored 

The post message 

contains no political 

jargon  

Positive for housing 

Negative for education 

Positive for environment 

 The post message uses 

words tailored to the 

young audience 

Negative for housing 

Negative for education 

Negative for environment 

Short and 

snackable 

The post messages are 

less than 60 words  

Neutral for housing 

Positive for education 

Positive for environment 

 

of the posted videos are 

5–30 seconds long 

Negative for housing 

Negative for education 

Negative for environment 

The packaging The posts use images Positive for housing 

Negative for education 

Negative for environment 

The posts use videos Negative for housing 

Negative for education 

Negative for environment 

The posts use hyperlinks Positive for housing 

Positive for education 

Positive for environment 

The posts use a 

combination of images, 

videos, and hyperlinks 

Positive for housing 

Positive for education 

Negative for environment 

Genuine and 

authentic 

The posts are from the 

party rather than another 

source 

Positive for housing 

Positive for education 

Positive for environment 
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Self-

enhancing 

Party conveys 

information 

about their  own 

situation, in a 

positive way 

Negative for housing 

Negative for education 

Negative for environment 

Aggressive Party conveys 

the situation of 

other parties in a 

negative way 

Negative for housing 

Negative for education 

Negative for environment 

Relationship 

building 

Youth/youth adjacent 

member posting on 

party’s official page 

 

Negative for housing 

Negative for education 

Negative for environment 

 

Youth wing posting 

content on party’s 

official page 

 

Negative for housing 

Negative for education 

Negative for environment 

Interactivity Evidence of Live 

Facebook interactive 

sessions targeting the 

young people 

Negative for housing 

Negative for education 

Negative for environment 

Value-driven Use of positive 

emotions like hope, 

motivation, and 

optimism in political 

messages  

 

Positive for housing 

Positive for education 

Negative for environment 

Use of negative 

emotions like fear, 

anger, and helplessness 

Positive for housing 

Positive for education 

Negative for environment 

Repetition Evidence of posting 

identical 

information/similar 

content, more than 

once. 

Negative for Housing 

Negative for education 

Negative for environment 

Localised Evidence of posting 

information on 

political issues 

important for young 

people, housing, 

education, and 

environment  

Positive for housing 

Positive for education 

Positive for environment 
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CHAPTER 8  

COLLECTIVE REFLECTIONS ON ANALYSIS OF THE 

FACEBOOK DATA 

 

 

Introduction 

 

This chapter narrates the use of Facebook by political parties in the 2017 general election 

in New Zealand focussing on the material included in the sample.  It converges findings from 

three distinct perspectives. First, it summarises the findings from analysing the use of Facebook 

(details are in chapter 6 and Chapter 7) by their adherence and divergence from the 5C model. 

Second, it presents each party's performance on using the criteria to promote their policies on 

housing, education, and environment. A consolidated account of the party’s performance in the 

2017 general elections is presented in this chapter which is based on the in-depth analysis of 

Facebook data in the major and minor parties in chapter six and seven was based on the number 

of positives and negatives each party scored on each property  of the 5C model. Finally, it 

reflects on how the findings from Chapter 4 (elite interviews) connect with the findings from the 

analysis of the Facebook data using the triangulation method. 

 

It is important to note here that all observations, comments, and analysis made here 

pertains only to the material included in the sample. 

 

Adherence and divergence to the 5Cs model  
 

Content 

The evidence from analysing all four parties against the model has presented fascinating 

insights into online media use for connecting with young New Zealanders. The Data reflect that 

all parties created genuine and authentic content for disseminating information about their 

policies on housing, education, and environment in terms of content. It indicates that the 

majority of the posts on the official Facebook pages of the political parties were created and 
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posted by the parties themselves and thus were created, authenticated, and authorised by them. It 

was cross checked using the Excel files downloaded using NetVizz because each file contained a 

dedicated column giving information about the source of each post. Furthermore, hyperlinks for 

additional information were mostly directed to the party’s websites which adds to the posted 

content's authenticity.  

 

Another noticeable trend was how the sampled content was structured for being simple 

and tailored. The study found from analysing the material included in the sample that the 

majority of the posts, by all parties, were free of political jargon and thus were easy to 

understand. However, they were not effectively tailored for the young audience. They were mass 

directed with a one size fits all approach.  

 

The analysis also reflects on the ways political parties attempted to make their content 

short and snackable. It was found that post messages of most of the posts were concise and 

fulfilled the best practices criteria of less than 60 words. Nevertheless, the length of uploaded 

videos seldom met the best practices criteria. All the sampled videos posted on housing, 

education, and environment by the Labour Party (n=13) and the NZ First party (n=2)did not 

fulfil the criteria of being within 5–30 seconds long. 

It was also found from analysing the sampled content that all political parties preferred a 

combination of creatives to disseminate information about their policies on housing, education 

and environment amongst young people in New Zealand,  and they did not prefer using any 

single format like images, videos, or hyperlinks in their posts.  

Communication strategies 

Social media data were also analysed using the communication strategies defined in the 

model constructed in the previous chapter. It was found in the sample that all four parties did 

post content, at least once, on housing, education, and environment.  

The analysis of the material included in the sample conveys that the 2017 general 

election deployed mostly a positive value-driven approach for connecting with young people. 
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Except for NZ First, all parties used an optimistic and motivational theme in their campaign 

messages on environment policies. The Parties’ also explored the negative use of emotions for 

invoking a response from the young people. National employed the negative use of emotions 

with housing and environment as did Labour with education and NZ First with environment. 

However, the Green Party did not use any negativity in their campaign messages during the 2017 

general election. 

The material analysed for this study also reflected that the National, Labour and Greens 

utilised the interactive two-way communication mechanism of social media for connecting with 

young people. They conducted Facebook Live sessions with the target audience. However, NZ 

First did not utilise interactive communication to connect with young people during the 2017 

general election. These findings are only limited to the sample of this study which was focused 

on housing, education and environment policy. A further analysis is nonetheless required to 

present an overall generalised behaviour of the parties. 

The Labour Party extensively used repetition for posts related to housing, education, and 

environment. The National Party, and the Green party also attempted to use repetition in their 

posts. However, NZ First did not utilise this strategy at all in any of its posts on housing, 

education, and environment.  

The analysed sample for this research found that only the Labour Party attempted to 

build a positive connection with  young people by using the party leader, Jacinda Ardern. Her 

youth adjacent and charismatic personality helped the party connect with young people and 

mobilise them as well. The other parties under study, National, Greens and NZ First, did not use 

this strategy. There were some examples of Bill English connecting with young people, but that 

was not enough to form a bond with them. Furthermore, it was also found that no party realised 

their youth wings' potential for connecting with young people. There was no single post on any 

of the party’s official Facebook page that were either linked to or came from their subsequent 

youth wings. 

Despite being considered a vital ingredient for effective dissemination of political 

information amongst young people, humour was not used much in the 2017 general election. 

The studies sample showed that it was sparsely used by National, Labour and the Green and was 

completely ignored by NZ First. 
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Party performance on policies 

This section analyses and presents each party's performance with respect to how each 

used the criteria to disseminate information about its policies on housing, education, and 

environment. It puts forward the policies for which the criteria were used the most and reflects 

on policies for which the criteria were either not used or were used sporadically. The findings 

and analysis presented in this section is based on the number of positives each policy i.e., 

housing, education and environment scored against the 19 properties of the 5C model. 

 

National 

The analysed sample shows that the National Party followed the content criteria mostly 

on its policies about housing and environment and the least about education. However, education 

was the critical issue for which it fulfilled many of the communication strategies criteria. 

Environment was the issue for which the criteria were followed the least. 

 

Labour 

From the material analysed for this study it was found that education was the issue for 

which the Labour Party checked the most boxes in content criteria, and housing was the issue for 

which it fulfilled most of the communication strategies' criteria. However, for housing, the 

Labour Party checked the least boxes in the content section, and for the environment, it checked 

the least boxes in the communication strategies section. 

Greens 

The Green Party followed the content criteria closely on disseminating information about 

its policies on education. They followed most of the communication strategies to promote their 

policies on the environment. The Green Party did not actively use the content criteria to 

disseminate information about their housing and environment policies. Regarding 

communication strategies, it did not follow most of the criteria for its policies on housing and 

education. 
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NZ First 

The New Zealand First Party mostly used the content criteria to promote its policies on 

housing. Considering communication strategies criteria, the party mostly used it to promote its 

policies on housing and education. However, the New Zealand First party did not follow the 

content criteria to promote its policies about education and environment while the environment 

was not strongly promoted using the communication strategies criteria. A snapshot of each 

party's overall performance with respect to its use of the criteria for promoting policies on 

housing, education, and the environment is given below in Figure 168. 

 

Figure 168 

A snapshot of Parties’ Performances 

Policies with most positives Content Communication strategies 

National Housing , Environment Education 

Labour Education Housing 

Greens Education Environment 

NZ First Housing Housing, Education 

Policies with most negatives Content Communication strategies 

National Education Environment 

Labour Housing Education 

Greens Housing, Environment Housing, Education 

NZ First Education, Environment Environment 

 

 

Triangulation and reflection on the use of online media by the 

political parties – An analysis between the elite perspective and the 

Facebook data 
 

Interesting similarities and differences have been identified by carrying out 

methodological triangulation(Flick, 2018) to confirm and validate findings from the previous 

chapter, (i.e., the elite’s perspectives). 

The findings in this chapter have given additional perspectives on the ways political 

parties used online media for disseminating political information amongst young people during 

the 2017 general election. For example, Darroch Ball, NZ First spokesperson of youth affairs, 

and Tracey Martin, NZ First education minister categorically communicated in their interviews 
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that the New Zealand First Party does not believe in using humour to reach the youth audience. 

It was found while analysing the official Facebook page of the party that they did not use it. 

In another instance, it was communicated by individuals from both the National and the 

Labour Party that the 2017 election was a battle of personality brands (Antony, 2019; Jones, 

2019)10 (Ardern vs English). The elites did not tie this strategy to any particular policy domain. 

While analysing the material included in the sample of the Facebook data, it was evident from 

the posts and images shared on these party’s official accounts that they were promoting their 

leaders and relying on their charismatic personalities to reach the younger demographic. 

Therefore, there is a possibility that the National and Labour party did not limit the use of this 

strategy to any particular policy rather this was part of their broad strategy during the 2017 

general elections. 

The Green Party’s digital campaign manager Tory Whanau and their spokesperson for 

youth affairs Chloe Swarbrick both communicated that they widely used videos in the 2017 

general election campaign for connecting with young people. From analysing their Facebook 

data, this finding was further confirmed and validated because 49 out of the total 71 posts 

analysed for this study used videos to disseminate information about policies where the highest 

number of videos were used for environment i.e., 42. 

From interviewing politicians, it was repeatedly reported that there is a lack of gate 

keeping mechanisms. There is an absence of fact checkers to filter disseminated fake and 

incorrect information. This factor unfortunately could not be assessed . However, the parties did 

not retract any post or publish any apology for posting wrong/incorrect information, meaning 

that the parties accredited their content as accurate and stood by what they posted online. This 

finding raises the question of morality and ethics within political parties and thus requires further 

investigation for evaluating the correctness of the information posted online by the political 

parties. 

 

 

 
10 Neale Jones – Campaign Manager Labour Party 

    Clive Anthony – Digital Communications National Party 
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Lack of New Emergent themes and the theoretical model 

Whilst analysing the online data against the developed criteria, new emerging themes 

were also sought. However, there were no new themes found in the use of online media by the 

political parties for connecting and disseminating their policies amongst young New Zealanders, 

suggesting that the model is fine as it is, but the data has triangulated and confirmed and 

enriched it. 

Overall reflection 

Online media is evolving and reforming every day, providing political elites a platform to 

micro-target niche segments including young people. It provides an environment where 

politicians can create and disseminate tailored political content for young people. Politicians 

have also come a long way from using standard websites to create their presence on the different 

genres of online media, including social media. 

The chapter on the elites’ perspectives of using online media for disseminating political 

information amongst young people provided valuable insights. It helped develop a new model 

that could provide the possibilities of utilising online media for disseminating political 

information amongst young people in New Zealand. Many gaps were identified while testing 

this model for analysing the performance of the political parties in the 2017  general elections for 

connecting with young people.  

From the material analysed for this study and reviewing the elite’s perspective in the 

earlier chapter, it was found that the parties failed to recognise the importance and value of 

targeted online campaigning. The post messages used words to target a mass audience wnd were 

not tailored to reach and connect with the young New Zealanders.  As communicated by the 

elites in interviews, they tried to mass target the digital campaigns hoping to reach all segments, 

including young people. This finding was furthered by analysing the posts they made on 

Facebook on the most importance issues for young people. This could mean that they do not 

realise the potential that online media has in reaching out and connecting with young New 

Zealanders.  

Online media provides interactivity and gives the possibility of conducting two-way 

positive political dialogue. This is a crucial aspect of online media. However, politicians mostly 
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used it as a broadcast medium rather than an interactive medium. The parties also sparsely 

explored communication strategies like the use of online political humour and online 

relationship building. This is supported not only by the comments made by the elites in their 

interviews but also by analysing the Facebook posts they made on the issues important for young 

people. 

There can be multiple reasons for this lack of targeted youth focused campaigning. As 

found in the previous chapter on elite perspective, a lack of funds/resources and inherent 

organisational culture is a root element in the ways that digital campaigns are structured. The 

politicians and political parties are not making wise and productive efforts to use online media to 

disseminate political information amongst young voters and help them make an informed 

political choice.  

 It may also mean that young people are not as disinterested and disengaged from politics 

as most of the politicians say. In order to understand this further, it is important to understand the 

young people’s perspective.  

The next chapter focuses on young people’s perspectives about the use of online media in 

political campaigns. It investigates what young New Zealanders think about politics and what 

are their preferred means of getting informed about politics and political processes. It also 

reflects on what young people thought about the 2017 general election and how they viewed the 

performance of the  political parties, the Electoral Commission, and online initiatives like Vote 

Compass and On the Fence. 
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CHAPTER 9 

THE YOUTH PERSPECTIVE 

 

 

Introduction 

Using data from interviewing young people in New Zealand, this chapter discusses 

young people's perspectives on how elite information providers utilise online media to 

disseminate political information amongst young people. It draws on interviews conducted with 

individuals from youth wings of political parties, as well as those in non-party positions such as 

youth councils and independent youth groups.  

 

A total of nine interviews were conducted with individuals (aged 18–24) who belong to 

the relatively small proportion of young New Zealanders who very active in political or civic 

life, even if they are non-partisan. They include presidents of the young wings of political 

parties, city councils and non-partisan but politically active youth-focused organisations. Whilst 

individually these interviewees were politically active and engaged, they routinely work with 

young individuals who are not engaged, and their job is to make the uninterested interested and 

engaged in politics. They conduct regular meetings and engage with young people. Young 

people confide in them and discuss openly about their views of political parties. Interviewing 

these people was a beneficial approach, because each individual group reflects views of a larger 

population than the individual himself. These interviewees shared rich and in-depth insights 

about how young people of NZ use online media, particularly social media. 

The data from these young people was also valuable because it provided insights into 

how political parties engage with their youth wings. (For example, it reflected a larger problem 

where political parties did not utilise the potential of youth wings for connecting with young 

people of New Zealand. Overall, the interviewees were able to share stories/ experiences and 

data from a range of surveys/workshops they routinely conduct with the young. This helped 

yield data which otherwise was impossible to get.  

 

The data (transcripts) of these interviews was coded rigorously to get an understanding of 

the young people’s perspective. Data saturation was achieved which reflects that the collected 

data was sufficient for a comprehensive and in-depth analysis. This saturation also reflects that 
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these individual organisations are in touch with the young people and their reporting of how 

young people learn/want to learn/could learn from politics and what role do the politicians play 

remains constant thus reflecting a unified picture of the young people in New Zealand. 

The detail of each interviewee and their organisation is given in the methodology 

chapter.  

 

 This chapter is divided into four sections. The first section reflects on what politically 

interested partisan and nonpartisan young people in New Zealand think about politics. It also 

discusses various outlets that young people use for getting information about politics. The 

second section focusses on the 2017 general election. It provides young people's perspectives on 

how the political parties utilised online media to disseminate political information amongst 

young New Zealanders. It also presents empirical-based insights into what young people thought 

about the performance of the Electoral Commission. Furthermore, it also discusses the use and 

significance of the voter advice applications, Vote Compass and On the Fence. The third section 

puts forward young people's perspectives on the problems in the current use of online media to 

disseminate information about politics amongst young people. Lastly, the fourth section presents 

advice from young people. It conveys how elite information providers could utilise online to 

disseminate political information amongst young people. The chapter concludes by presenting 

the adjusted model that has incorporated findings from young people's perspectives. 

  

Politics and young people in New Zealand 

Data from interviewing young people elicited the view that young people in New 

Zealand are not entirely disinterested in politics; however, there is a lack of understanding of the 

impact that politics has on the life of a young New Zealander. Shine Wu, Wellington city youth 

councillor, stated that "young people simply don't understand why they should care about voting 

in who should be Mayor, or who should be their councillors, because they don't know the actual 

tangible impact that council policy has on their everyday lives" (Wu, 2019).  

 

All interviewees unanimously  identified a close relationship between knowing about 

politics and financial independence. They reflected that the moment young people start earning 
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and saving for financial assets they realise and understand the value of knowing about policies 

and politics. The following quote reflects this (See Figure 168). 

 

Figure 168 

Relationship Between Politics and Financial Independence of Young People 

 

John Michael Swannix (2019), former reporter, NewsHub 

"I think until people maybe have a bit of money and maybe own some assets like a house 

or a car or anything like that, and the government's policies have a meaningful impact for 

them"  

 

Furthermore, 18 years is the age when young people leave school, enter university or 

training, or start working. There is a lot on their plate and learning about politics is the least 

thing  they are bothered about. They are adjusting to a new phase in their lives and have to deal 

with many things. Maka (2019) shared the following about starting university (See Figure 169):  

 

Figure 169 

Politics and Young People 

Veisinia Maka (2019), former youth advisory panel member at the Auckland 

Council 

"Not only are you having to integrate into university life; you also have the power to 

vote. It is the idea of, "Okay, there are so many things going on here." I think many 

people are already trying to find their place in university in their academics; and then 

they are having to work as well to support themselves. I think it's just like a whole flush 

of things I need to do and things I need to learn"  

 

A larger concern found amongst all of the nine interviewees was that was that most of the 

young people are not politically knowledgeable throughout the election cycle, as Stefan Sunde, 

president of the Young Nats reported, "young people aren't politically savvy and politically 

aware throughout the political electoral cycle, but they do start focusing a little bit on politics 

before an election" (Sunde, 2019). 

 

Outlets for seeking political information 

All of the interviewed young people reflected that young New Zealanders opt for 

multiple sources for getting information about politics. From friends and family to different 
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online sources, young people have relevant sources in place to get the required information. For 

example, consider the quotes in the following Figure 170. 

 

Figure 170 

Outlets for Seeking Political Information 

Veisinia Maka (2019), former youth advisory panel member at the Auckland Council 

"Friends; family; very much social media. In terms of social media, I think Facebook right now 

is probably the most accessible one. I think that political parties have tried to do that. They have 

understood that this is I guess a form of engagement that is quite powerful. I have noticed that 

they have increased their participation on social media."  

 

Shine Wu (2019), former president, Wellington Youth Council 

"I think right now there is a good amount of young New Zealanders on Facebook who are 

willing to engage with politicians and with content on Facebook, but I think in the future, in two 

or three years' time, young people will predominantly be using platforms like Instagram and 

Snapchat." 

 

Veisinia Maka of Auckland council shared from her experience with young people that  

that no one channel is solely responsible for keeping young people informed; rather, it is a 

combination of outlets that ensures effective dissemination of political information amongst 

young people. However, there is more inclination towards social media. She said,   

 

“I think it's a combination of all of them. I do not think there is an interest in each one. 

Maybe more so social media than anything else just because it is just there. Whenever you log 

in; whether you are by yourself or with friends or family; it's kind of what starts discussions. I 

would say social media probably is leaning towards” ( Maka, 2019). 

The 2017 General Election 

This section reflects on the perspectives of young people interviewed for this study on 

how online media was utilised in the 2017 general election, in particular ,by the political parties 

and the Electoral Commission. It also provides insights into the use of  online voter advice 
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applications like Vote Compass and On the Fence during election campaigns. Any empirical 

data reinforcing the existing categories was recorded and in case of the emergence of new 

themes, the model  is adjusted towards the end of chapter. 

 

Performance of political parties  

The interviewed young people reflected on the performance of political parties during the 

2017 general election and shared fascinating insights into how they thought the parties utilised 

online media for disseminating information about their policies. Their views were reflective of a 

broad sample of  young people in New Zealand because of their frequent engagement with them. 

 

Young people reflected that in their experience of working with young people, they have 

found a  varying levels of interest and knowledge about policies and political processes amongst 

the young. The members of youth wings of political parties interviewed for the study shared that  

the parties tried to make sure that young people were getting the required information during the 

2017 general elections. They also said that the parties made sure that they conveyed a brief 

statement for someone who had little interest in politics. Van Wijk, former president of the 

young wing labour party said that they provided links to additional information for someone who 

was keen to know more. He said, (See Figure 172) , 

 

Figure 172 

The 2017 General Election and Performance of the Political Parties 

Matthew Van Wijk (2019),  former President of youth wing of Labour party 

"If people wanted to read further information, we had a link which we posted in the 

comments. That was about trying to pitch things at the right level where if someone is a 

low information or relatively low information voter they had the talk line message they 

need; but if someone is a high information voter they know where to find the additional 

information."  

 

It was suggested by the Veisinia Maka of Auckland youth advisory panel that young people 

thought that the Labour Party and the Green Party performed the best in the 2017 election in this 

respect (Maka 2019). She looked back on the party performance and said,  
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"Labour and the Greens did a pretty good job in terms of engaging with young people 

and taking a proactive stance in that. There was this whole flood of Labour voters. I think that it 

is about the idea of having a younger person there. I think that is what drives people" (Maka 

2019).  

 

This suggest that young people would listen and remember someone who is reflective of 

their age group. It would also develop a sense of relatability.  

 

Laura O'Connell, director Action Station and co-founder of RockEnrol, also believed that 

for connecting with young people, politicians should use a young or youth adjacent member of 

the party. She shared her thoughts by reflecting on Jacinda Ardern's 2017 election campaign, "I 

think Jacinda Ardern is really, really good at using social media channels for speaking directly 

with voters and constituents" (O’Connell, 2019). 

 

Performance of the Electoral Commission – The youth lens 

Young people had mixed views regarding the performance of the Electoral Commission 

in the 2017 general election. Only one respondent made a positive comment on the efforts of the 

Electoral Commission, and eight out of the nine interviewed young people reflected that the 

Electoral Commission  needs to work on its strategies for disseminating political information 

amongst young people.  

 

Shine Wu, president of Wellington youth council was of the opinion that  the Electoral 

Commission of NZ did try to do targeted campaigning for involving young people in the elections 

and the type of political information they were distributing  was largely motivational, for example, 

see Figure 173: 
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Figure 173 

Performance of the Electoral Commission NZ 

Shine Wu (2019), former president Wellington youth council 

"I've seen a few ads of the orange man on Facebook; so, I gather they do a bit of targeted 

ads and paid advertisements, which I would say is effective for me, because it constantly 

reminds me, prior to me actually involved in voting; it constantly reminded me that I 

needed to enrol." 

 

 

Eight out of the nine interviewed respondents criticised the Electoral Commission. The 

criticism was mostly focused on the need to update the electoral campaigns and use appropriate, 

tailored, and customised campaigning to involve young people. It is also important to note that 

this opinion and criticism is not limited to these eight individuals rather reflective of a much 

larger group of young people. The following Figure 174 contains comments from young people 

regarding the performance of the Electoral Commission in the 2017 general election. 

 

 

Figure 174 

Elections 2017, Electoral Commission NZ and Young People 

Veisinia Maka (2019), former member youth advisory panel Auckland 

"I think they need to do better. I think they need to rethink a lot of things. Having met them I think 

they could have done many things differently; just thinking outside the Figure." 

 

Veisinia Maka (2019), former member youth advisory panel Auckland 

I am personally not inspired when I see their posts. I am not like, "Oh I'm going to read this" Or 

"Oh I'm going to vote today." I feel that they're only current to when it is elections."  

 

Todd Harper (2019), former general executive youth wing of New Zealand First 

"I think the Electoral Commission has a responsibility to work with media, and work with other 

information outlets, to ensure that there's clarity, and that they're not forgetting young people in 
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the news that they're delivering, and the media that they're delivering, particularly online, because 

that's where young people digest a lot of that information."  

 

Voter advice applications (VAA) 

All nine interviewed young people appreciated and supported the Voter advice 

applications sampled for this study,  Vote Compass and On the Fence. They considered these 

tools an important and vital component of the online political information dissemination process. 

Todd Harper, chairman of Young New Zealand First commented on the effectiveness of VAAs 

by stating that, "These tools are really important, and that they can be developed in such a way 

where it keeps in mind how the culture of young people is continuously shifting. So, using some 

of those advertising campaigns, and integrating it with a tool like that could be quite powerful" 

(Harper, 2019). 

 

Likewise, member of the Wellington youth council “Shine Wu” commented, "I would 

say they are very popular. Vote Compass is something that worked quite well, because it was 

nice and bright; it was designed well, and the questions were also relatively simple" (Wu, 2019). 

 

Since Vote Compass was marketed by TVNZ, and TVNZ is the leading broadcaster in 

New Zealand, it was hard to understand why this significant tool did not reach and appeal to 

some niche segments of Kiwi youth. When asked about this, Maka responded,  

 

"The reality is no one watches TV as well. I think their form of engagement of how to get 

things across was kind of like you are already going to miss us anyway. We do not watch TV. 

Times have changed. People are watching Netflix now or YouTube. I personally did not know 

about it actually until prior to reading these questions and prior to actually having friends who 

were already engaged in these youth wings. Because they were talking about it. I was aware of 

it, but I would definitely say my other friends didn't know what the hell I was talking about" 

(Maka, 2019). 
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Problems in the current use of online communication in politics 

This section will discuss the reasons for ineffective dissemination of  political 

information amongst young people. The discussion is not limited to the 2017 general election, 

but rather it presents a general perspective from young people about political communication. 

The purposely sampled young people shared views that are grounded in data that they receive 

from getting in touch with a larger population of young New Zealanders therefore its is not just 

their perspective but perspective of a large reflective sample of young people in New Zealand. 

 

Mistakes of the Baby Boomers and Generation X 

This segment will discuss the political elites' mistakes and errors from the perspective of 

young people who participated in this study. The interviewed young people said that young 

people in New Zealand believe there is a generational gap that hampers online media use for 

disseminating information about politics. Robert Gore, Chairperson of Young NZ First reflected 

on the 2017 general election and shared the following ( See figure 175): 

 

Figure 175  

The Baby Boomers and Generation X 

Robert Gore, former chairman youth wing of New Zealand First 

"As young New Zealanders the system we're in at the moment is not our system; we didn't create 

it. So, whether you are on the political left, or far left, or political right, or far right, there is a 

general discontentment among politically active young people at the very least about what the 

situation is like. When I say politically active, you might not vote, or you might vote and do so 

with little information, but it doesn't necessarily mean you hundred percent agree with the 

system you're living in. I think part of that disillusionment is that we're living in a system created 

by the baby-boomer generation, and our discourse is dictated by the baby-boomer generation." 

 

 

The baby boomer generation refers to the senior party members of political parties who 

are responsible for taking important decisions for the election campaigns, including 

microtargeting the young using digital online campaigning. All of the young people participated 

in this study said that the political elites mostly prefer mass targeting rather than adopting a 
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tailored and targeted approach for connecting with the young. They were of the opinion that the 

most probable cause is finding a simple solution to a widespread problem. As shared by Maka, 

 

 "I think there is a huge gap in knowledge when it comes to young people. I think it 

might be easier just to target the masses rather than having to re-educate people to vote. I think 

there is a huge gap in terms of political knowledge. There's a lot of things you need to learn not 

just about parties but it's about Ministers; and then how does that go?" (Maka, 2019). 

 

This lack of microtargeting of young people creates a divide between the young and the 

political elites. The purposely sampled young people interviewed for this study shared that the 

young felt distant and ignored by the elites, and, as a result, they distance themselves even 

further from politicians and politics. They also shared that the elites remain ignorant and keep 

repeating the same mistake of only acknowledging young people's importance during the 

election cycle. The following Figure 176 provides thoughtful and contemplative insights of 

Laura O’Connell into the minds of young New Zealanders. Her opinion was based on her 

extensive experience of working with young people in New Zealand: 

 

Figure 176 

Microtargeting, Election Cycles and Young People 

Laura O’ Connell Rapira (2019), co- founder, ActionStation and RockEnrol 

"What I think doesn't work is when politicians more or less ignore young people in between 

elections and then suddenly an election's coming up and they're like, ‘Oh I should maybe try and 

reach some young voters.’ Then they try and create content on social media that is targeted 

towards young people and it just comes across as somewhat disingenuous because they haven't 

been doing that work of building an audience and building trust with young people in between. I 

think one of the things that we found in our conversations with young people is that they feel 

ignored or silenced by politicians until it is like the period leading up to the elections. Then 

suddenly everyone is interested in what they have to say. Then as soon as it is over; they go back 

to being ignored or silenced." 
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Because the elites remain disconnected from the young during the electoral cycle, that is 

why they find it difficult to formulate tailored content for the young. This difficulty leads to a 

content that looks abstract. Shine Wu, Wellington youth council member views echoed this 

when he said, 

"I don't think the politicians are articulating their message very well, for young people, or 

just for the people in general, because if it is the case that they are just talking about all of these 

abstract ideas in the abstract; then the average member of the public won't be able to actually 

relate to that" (Wu, 2019). 

 

This divide leads to further complex issues like lack of trust and political information 

avoidance because of information overload. 

 

Mistrust and misinformation 

Young people appreciate the positives that online media has to offer, yet they understand 

the negative side too, as said by Laura O’Connell, Co-founder of Action Station, "Facebook's 

current inability to manage the spread of online hate and misinformation on their platforms. I do 

not feel comfortable funding their business model" (O’Connell, 2019).                        

It was found from interviewing  the young people that over all young people are not as 

naïve as the political elites would presume. They do understand the negative and false information 

that the social media can carry. This concern was commonly shared amongst all of the young 

people interviewed for this study. They reflected on this and made clear that young people 

understand the ability of online media to disseminate false information. 

One interviewee said that,  

"we have to be very conscious of the fact that these tools are an incredibly powerful, 

relatively cheap way for us to disseminate information to large numbers of people at speed and 

scale and that's really good. But the flip side of that is that [it] also enables bad fake actors and 

people who want to spread mis and disinformation across time and space relatively quickly" 

(O’Connell, 2019). 
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This doesn’t mean that it is entirely the fault of the new media technologies; rather, it 

depends on who is using it and with what intention. Individuals can utilise online media positively 

to disseminate genuine and authentic information, but the same individuals can tweak the truth 

and use it to sow negativity and false information. For combating the mistrust and fake knowledge 

dissemination, online media provides a platform to fact check everything. When you put any piece 

of information out on an online platform, it subjected to be fact-checked by the opposition parties. 

Robert Gore, Chairman YNZF shared one instance from the 2017 elections. He said,  

"[Online media provides] the ability to fact check the narrative of the other team. The most 

important, almost journalistic work, although it's not done so much now, is taking the statements 

and the facts put out by say the other team….the ability to expose that and communicate that to as 

wide an audience as possible and have it received is key" (Gore, 2018). 

White noise and information overload 

Online media provides a large avenue for information dissemination, but it can also 

become a nuisance for young people (or as Todd Harper called it "white noise"). Mostly during 

election time, the media get bombarded with party and policies messages. Each party targets 

multiple voters, including young people. The young people are thus surrounded in a haze of 

white noise where they distance themselves from politics. 

 

"Young people in particular are shown so many different messages online, with the rise 

of pop culture and advertising, and all sorts of other mass media online as well; it can become a 

haze and white noise, for lack of a better term, for young people. So, they just switch off and 

they're not engaged in politics, which is really important for them, because it obviously affects 

their lives and how they function within society" (Harper, 2019). 
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Advice from the Millennials and Generation Z on how to improve 

communication with young people 

This section focuses on what the interviewed young people believe young people in 

general want, and how in their opinion should online media be utilised to maximise its potential 

for disseminating political information amongst young people. Data fell into five key themes: 

• Theme one which discusses ways in which online political content, political information, 

can be designed for young people. 

• Theme two is about young people's perspective on online channels that can be utilised to 

disseminate political information amongst young people. 

• Theme three focuses on different communication strategies that the elites can use to 

communicate with the young people. 

• Theme four will comment on the new collaborative ideas put forward by the young 

people. 

• Lastly, theme five will discuss the value of budget and resource allocation. 

 

 

Theme One - The Online political content 

Content is the most vital ingredient in this study because it constitutes the product which 

is to be disseminated amongst the young, (i.e., political information). The interviewees reflected 

on how it can be created to attract the uninterested and keep the already interested involved. The 

findings of this study have put forward the following ways via which online political content can 

be designed for maximising its potential to reach young people: 

a. The three S and T Model – Simple, Short & Snackable, and Tailored 

b. The packaging  

 

a) The three S and T Model - Simple, Short & Snackable and Tailored  

The interviewees said that the young people prefer simple and easy to understand the 

content. They do not have the time and energy to read into complex and long articles; rather, they 

prefer easy, concise and to the point messages. They want tailored content for the young or as they 

call it, "youth-friendly content that young people can understand" (Maka, 2019). 
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Simple means that the message conveyed is free of any political jargon and is easy to 

understand, especially by young people. Also, "things which cater towards the short attention 

spans of Gen-Z, and younger people; are the sorts of things that young people are much more 

likely to engage with" (Wu, 2019). 

Figure 177 

 The Three S and T Model 

Todd Harper (2019), former General executive, Young New Zealand First 

"[In person it is different but in case of] online media, it's important that it's clear, it's simple, and 

it's straight to the point, and there's not a lot of words." 

 

Shine Wu (2019), former president Wellington youth council 

"It’s much more effective if you have a short clip, or you have just a 20-word message on social 

media, which young people can easily resonate with.” 

 

b) The packaging 

Infographics use images, videos, clip arts, and other forms of visuals to communicate the 

core message effectively and efficiently (Lankow et al., 2012). Online media provides the 

opportunity to use multiple forms of visual tools thus making infographics a powerful tool to 

package the political content creatively, as explained by Veisinia Maka, former member of youth 

advisory council Auckland, “I think in today’s age especially when it comes to young people; 

we’re kind of interested in the idea of visually learning instead of having to read things” (Maka, 

2019). 

The interviewees shared that in their experience they have  that young people mostly 

prefer videos. The most common trend reported by almost all interviewees was the value and 

power that videos have to engage the minds of young people.  
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The power of videos 

All of the interviewees shared that young people are more inclined towards a visual way 

of learning. They find visuals easy to understand and remember. Shine Wu of Welling youth 

council said, “I think young [people] in general, as a general group; firstly, are quite visual. They 

enjoy seeing things like infographics and pictures, and videos in particular; particularly short 

snippets” (Wu, 2019). 

The interviewees unanimously agreed that young people enjoy simple, short and 

snackable videos to consume. Any knowledge about politics conveyed using a nice, light, 

upbeat, and short video will resonate with the young. The young people interviewed for this 

study share different interesting examples to convey their point of preferring videos over any 

other form of visual communication. The following Figure 178 enlists different examples shared 

by the interviewees. 

Figure 178 

Videos and Young People 

Veisinia Maka  (2019), former member youth advisory council Auckland 

“I know that a lot of political leaders are doing those whole updates that they do on videos. I 

think that provides a sense of interest of what this is.”  

 

John Michael Swannix (2019), former reporter, News Hub 

 “I look at overseas examples of companies that do really interesting and informative video 

journalism, with the likes of Vox. Vox does all these amazing videos, for the YouTube channel, 

Facebook as well and on their website. They do all these amazing explainers: For example, the 

war in Syria explained in five minutes, or the Green new deal explained. The animation and the 

way that they’re done and the graphics and stuff that they use are so beautiful.” 

 

Veisinia Maka  (2019), former member youth advisory council Auckland 

I think videos are quite ambiguous in a sense like, “Oh do I really want to click this to see how 

that goes? 
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Louie Encabu (2019), former social media resource for young New Zealand First 

“We should also invest more in having videos because young people I guess in my case at least; 

if I watch a video it stays with me longer than if I read it. That’s also a good strategy to have.” 

 

Stefan Sunde (2019), former president Young Nats – Youth wing of the National Party 

“Pictures will remain, and graphics will remain really important, but video is the driver.” 

 

Theme Two - The Online Channel  

The Value of Social Media 

Young people believe that elite information providers have a powerful tool, social media, 

in their hands. They just need to learn to utilise it effectively for targeting young people. The 

beauty of social media is that it provides a multidimensional outlet which caters and fulfils needs 

of the young audience in many ways. According to one interviewee, the elites should thrive to 

“find new and innovative ways to use this creative platform where young people are already 

interested in because its music; its videos; its photos” (Maka, 2019). 

The interviewed young people collectively suggested that social media provides the elites 

several choices for targeting young people because elites know that the young are already using 

that medium. Thus, they can either use a photo, a video, or a simple status update to disseminate 

tailored information about politics amongst the young (Maka, 2019). 

Shift to Instagram 

 The 2017 general election was  more focussed on Facebook. However, after 

interviewing the nine young people, whose view reflect a large population of young New 

Zealanders, it was found that in future elites need to find an alternate social networking website, 

Instagram, because  young people are most likely going to shift towards it. 
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Figure 179 

Instagram and Young People 

Stefan Sunde (2019), former president of the Young Nats – Youth wing of the National Party 

“Post-election we have seen a drop off in Facebook’s significance to younger people and the 

uptake in Instagram” 

“Facebook is sort of jokingly described as the platform we got our parents interested in and now 

we have left them there, as young people have gone to Instagram. And, so Instagram is photos, 

colour, video; and particularly on your Instagram stories and things like that”  

The interviewees reflected that in 2017 Instagram was very much seen as “to some 

extent” still quite niche. It was a personal platform where you would upload photos and maybe 

engage with your friends. They shared that t Instagram is becoming the way in which young 

people engage with social media and engage with themselves and engage with politics. 

 

Theme Three - The online communication strategies 

1. Relationship building 

All of the interviewees said that young people are more likely to listen to someone who 

they can relate with. It means that political parties should attempt to disseminate information 

about politics amongst young people using young member or youth adjacent figure with whom 

they can relate. The majority of the respondents of the study, the interviewed political elites and 

young people, firmly reflected that if they could somehow form a relationship among the young 

and  the politicians then it may help young people  understand politics better. The following 

figure 180 highlights the views of Shine Wu , Welling council and Veisinia Maka, Auckland 

youth advisory panel. These views reflect the value that young people would place on politicians 

using a relationship building approach to connect with them.   
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a) Youth Wings 

The nine interviewees who participated in this study  reported that youth wings must be 

considered an integral part within a broad process of information dissemination. Young people 

within youth wings are already involved in politics. However, biased they are, they can be 

utilised to connect and engage with young. people  

Figure 180 

The Value of Youth wings 

Shine Wu (2019), former president Wellington youth council 

“To a certain extent young people in those political groups are better able to connect with other 

young people and engage those other young people who currently aren’t politically engaged, 

than the political elites would be able to”. 

Veisinia Maka (2019), former member youth advisory panel Auckland 

“I think these are well engaged and have an idea of how young people read and react to things. 

They are young people themselves so the best way to understand how young people want to be 

engaged is young people themselves. I think it’s an awesome opportunity.”  

All of the young people interviewed said that the existing youth wings within political 

parties, National, Labour, Greens, and NZ First, acknowledge the importance of their roles. They 

consider themselves a voice for young people. They understand the young people, they know 

their issues and concerns, and thus can be a key player in bridging the gap between elites and the 

young people (see figure 181). 

Figure 181 

Youth wings – A gap Between Elites and Young People 

Louie Encabu (2019), former social media resource for young New Zealand First 

“Part of the reason why we formed the youth wing was so that we could have young people 

talking to fellow young people about the policies.” 

 



 

 

294 

 

Stefan Sunde (2019), former president Young Nats – Youth wing of National Party 

“we know what young people are like, because we are young people and we’re going to 

probably do it better than the party headquarters or the MPs, or the sort of senior leadership 

campaign team.”  

 

The interviewed members of young wings in political parties reflected that the youth 

wings have their own online presence and utilise it to target the young people. They have the 

product, political information, which comes from the main party itself, however, they must keep 

up to date with the digital arena so that they can maximise its potential for connecting with the 

young (see figure 182 which presents informed views of two individuals who are involved in NZ 

politics as well are connected to a wide range of young New Zealanders).  

Figure 182 

Digital Media and Youth Wings 

Todd Harper (2019), former general executive, Young New Zealand First 

“It is up to the youth wings in particular to make sure that they are fully aware of how to use 

social media platforms for other online media as well, such as paid advertising and other forms 

of digital marketing. The main thing going forward is that they should prepare themselves and 

do research and develop their techniques.” 

Stefan Sunde (2019), former president Young Nats – Youth wing of National Party 

“I think absolutely we play our part in providing the information or part of the information to 

help voters make an informed vote when they’re using social or online media.” 

 

b) A youth adjacent member of the party 

Veisinia Maka shared her experience of working with young New Zealanders and 

reflected that young people would listen to and respond better if they see someone relatable to 

them. Her views were commonly shared amongst all of the interviewees who participated in this 
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study. They said that young people find it easy to follow and understand if any young or youth 

adjacent member of the party uses online media to connect with them. As described by her, 

“When it came to her running for Mayor, she [Chloe Swarbrick] did those videos explaining 

what Auckland Council is and the process of it. That had never been done before. For young 

people it was just like, “Oh this is something that’s spoken to me by a young person and I can 

relate to it” ( Maka, 2019). 

c) Celebrity endorsements (New theme) 

The interviewees of this study also shared  another way to engage young people, using 

celebrity endorsements. This method was widely supported amongst all nine interviewees. They 

said that young people would listen to someone they recognise and admire. Also, they  shared 

that in their experience of working with young people, they found that young people 

acknowledge information coming from someone they are inclined towards. A couple of 

examples were shared by the young people who believed that involving celebrities in 

disseminating knowledge about politics and political process would bring out positive outcomes 

(see figure 183 for comments of Veisinia Maka on celebrity endorsements and dissemination of 

political information amongst young people in New Zealand). 

Figure 183 

Comments of Veisinia Maka on Celebrity Endorsements 

Veisinia Maka (2019), former member youth advisory panel Auckland 

“Jennifer Lawrence and another academic. It was just literally an easy video. It had a bunch of 

letters going around. It was very aesthetic, and it was incredibly engaging. I watched the whole 

thing and I ended up sending it to my friends. My friends actually watched the whole thing. It 

was the idea of expressing why politics matters and how can we create change and go about it 

this political system? They explained what that political system is; how it works and how to 

create change. I think that is something that is very well done. It is very this is how you do it. 

This is where you go, and this is how it affects you.” 

In another instance, co-founder of RockEnrol, Laura O’Connell shared an example of 

using celebrities for putting out information. She said that at the time of the 2017 general 
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election her company11 funded an influencer Jimmi Jackson. She further added, “We specifically 

chose Jimmy because we knew that his audience had more young men than we were reaching 

with our work. We funded him to make sure Instagram stories to encourage people to vote” 

(O’Connell, 2019). 

2. Online political Humour 

The young people interviewed for this study argued that young people like humour. They 

like soft news. They shared from their experiences in working with young people that humour 

humanises the complex information about politics for them. They also shared that anything that 

has a soft and humorous edge to it would involve and engage young people. It would compel 

them to read more about it. This has the potential to  increase their chances of them using online 

media for getting politically informed and eventually become knowledgeable. 

Figure 184 

Political Humour and Young People 

Todd Harper (2019), former general executive, Young New Zealand First 

“They need to come up with something else that shows the light-hearted side of the political 

system in New Zealand, and why it’s so important for young people to engage.”  

Stefan Sunde (2019), former president Young Nats – Youth wing of National Party 

“You need to strike a balance; so, yes you need those factual posts, but also if one of your 

candidates does something stupid and it's not damaging, you can post it on social media and it 

normalises and humanises the MPs and your leaders in particular.” 

 

Although online political humour is important and an effective strategy, the elites must 

make sure that they are using it strategically and balance it out because politics is a serious thing 

 
11 “In the lead-up to the 2017 New Zealand general election, RockEnrol and ActionStation partnered to get New 

Zealand’s most disenfranchised and disempowered young people voting by hooking them into key issues.” 

(https://nzhistory.govt.nz/media/photo/laura-oconnell-rapira) 
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and elites must not overdo anything that makes it seem trivial and unimportant. This is explained 

further by John Michael Swannix in figure 185. 

 

Figure 185 

Comments of John Michael Swannix on use of Political Humour 

John Michael Swannix (2019), former reporter, NewsHub 

“The problem with bringing more comedy into the news is that you don’t want to detract from 

the seriousness of some of the topics. But, you know, it is just a bit of a balancing act. Anything 

that’s more or less entertaining is more likely to be viewed, so making something that does have 

a bit of humour in it.” 

a) Memes 

3 out of the nine people interviewed for this study shared that young people support 

memes and  find them amusing and entertaining. However, the nature and timing of memes is 

equally important. They said that memes need to be relevant and entertaining in a positive way. 

For example, consider the views of Wijk, president of youth wing of the Labour Party, he said 

that, “The importance of using memes is that they need to be very relevant and that they have a 

very short life cycle of a day; a couple of days; maximum a week”(Wijk, 2019). 

The interviewed young people who are part of New Zealand politics shared that young 

people acknowledge the soft use of memes where one party can mock the other party, not in a 

negative way, but in a manner that brings light-hearted humour as well as informs the public 

about it (Sunde, 2019). 

3. Individual information disseminators 

All of the of the young people interviewed reflected on the 2017 general election and 

recalled how certain individuals within political parties used online media for connecting with 

young people. The most common names were Jacinda Ardern (Labour Party) and Chloe 

Swarbrick (The Green party).  They admired the way these politicians utilised digital media and 

used it to effectively connect with young people thus opening the possibilities of disseminating 
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information about politics amongst them. Figure 186 reflects some of the views of the young 

people about individual information dissemination strategies. 

 

 

Figure 186 

The Role of Individual information Disseminators 

Laura O’ Connell Rapira (2019), co- founder, ActionStation and RockEnrol 

“I think Jacinda Ardern is really, really good at using social media channels for speaking directly 

with voters and constituents.” 

 

Veisinia Maka (2019), former youth advisory panel member at the Auckland Council 

“Chloe Swarbrick there; it’s kind of this idea of creating that relationship where you can… Also 

they’re incredibly knowledgeable. I think it’s a combination of representation as well as political 

knowledge that has helped.” 

 

4. Interactive 

Online media provides connectivity. It gives the opportunity to not only broadcast 

information but also to enable two-way dialogue. As stated by Robert Gore, chairman YNZF, 

“digital communication is a really great asset and it really enhances what we can do, but it 

cannot replace genuine human interaction” (Gore, 2018). It is true that online media cannot 

replace human interaction, but nonetheless it provides a similar experience in the form of Ask 

me Anything and Live features (see figure 187).  

Figure 187 

Use of Interactivity 

Laura O’ Connell Rapira (2019), co- founder, ActionStation and RockEnrol 

“She’s [Jacinda Ardern] often used Facebook live. I remember in the 2014 election she did an 

AMA; an Ask Me Anything. A couple of politicians used Tinder. It was like, “If you match with 

me on Sunday you can ask me anything about my policies,”. I think that stuff is really great. I 

think it’s really innovative.” 
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Theme IV- The Collaborations 

Collaborative inclusivity – Involve the young (New Theme) 

Four out of the nine young people interviewed for this study argued that elite information 

providers could benefit from involving young people in the use of online platforms to 

disseminate political information. One of the respondents shared example of The Spinoff12. He 

shared in figure 188: 

Figure 188 

The Value of Collaborations 

John Michael Swannix (2019), former reporter, NewsHub 

“I think someone who’s got very good at getting interesting news out to people, particularly 

young people, is The Spinoff. It is very easily digestible and still informative. It’s quite casually 

written, and that’s probably why their model is working quite well for them I imagine is because 

they’ve got, like every other newsroom, a lot of their staff is quite young but they’re a bit more 

creative in their approach.” 

 

The views of these young people suggest that involving young people and collaborating 

with them would benefit the elites, and they will be able to create content which is appealing and 

targeted to young people. This view was echoed by another interviewee, Todd Harper of Young 

New Zealand First. He said, “I’d say the key to that is running campaigns inspired and pretty 

much written by young people themselves” (Harper, 2019). 

All young people interviewed for the study said that young people want inclusion. They 

want to be a part of the political ecosystem. They shared that young people of New Zealand feel 

that the elites do not acknowledge their potential and thus do not include them in the process.  

 
12 The Spinoff is an independent Auckland-based media brand and content agency founded in 2014, the Spinoff 

covers current affairs and pop culture in a magazine style, focusing on features, analysis and opinion. 

(https://thespinoff.co.nz/editorial-about-us-page/) 
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Theme V - The Cost 

Budget allocation – Simple solution to complex problems 

All young interviewees unanimously suggested that problems and hurdles in using online 

media for disseminating political information amongst the young is a lack of resources and 

funding. The nine young people interviewed believe that since elites do not sanction enough 

funding and budget, it creates a deficit in the process of information dissemination. 

Almost all young interviewees voiced their concern about the limited resources and 

funding allocated for connecting with the young demographic. This suggests that if elite 

information providers want to positively connect with young people, they need to invest finances 

and human resources to make it happen.  

Figure 189 reflects concern and suggestions for increased budget allocation to bridge the 

gap of using online media to disseminate political information amongst young people. 

Figure 189 

Budgets and Resources for Youth-focused Campaigns 

Laura O’ Connell Rapira (2019), co- founder, ActionStation and RockEnrol 

“For us it’s a capacity and resource challenge more than anything else.”  

 

Shine Wu (2019), former president Wellington youth council 

“I think potentially if they could create some sort of fund, or grant, or something like that, which 

could be given to youth councils or other youth groups around the country; who are interested in 

sort of joining the mission of disseminating political information to young people.”  

 

Louie Encabu (2019), former social media resource for young New Zealand First 

“If we invest some more resources into a boosting post specifically to target younger demographic 

say maybe 16 to 30; that would be very helpful too.” 
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Todd Harper (2019), former general executive, Young New Zealand First 

“the fact that young people are time poor, and they don’t have enough time to allocate to 

fundraising initiatives, which is a struggle for youth electorates, or youth wings of parties all 

around the country. 

 

 

Summary and adjustment of the model 

The analysis and findings presented in this chapter were based on focused and in-depth 

interviewees with the nine purposely sampled prominent individuals involved in youth-focused 

organisations. These people were sought because they could convey reflections about what 

young people think about politics in general and convey how they learn from online media about 

politics. Secondly, interviews were conducted until and somewhat beyond saturation point, 

reflecting the generalisability of the data these interviewees provided. The study, therefore, 

proceeded in line with previous research that acknowledges the validity of a small sample size. 

Some scholars have reported that they achieved near data saturation with 6 – 9 interviews 

(Hennink et al., 2017) while others suggest that transcripts' order is crucial because you can 

achieve 100% data saturation with as little as 5 interviews (Young and Casey, 2019). 

This chapter provided an insight into the minds of an engaged group of young New 

Zealanders. It explained what they think about politics and the political processes. It  presented 

an in-depth account of the different sources that young people choose to make an informed 

choice at the polling booth. The findings suggest that the young people are not as apolitical as 

one could suppose. The young people just do not understand the tangible effect politics has on 

their lives. They only get to know the importance of politics when they enter practical lives 

where money matters are involved. 

The chapter also discussed the mistakes elite information providers make when they do 

targeted dissemination of political information amongst young people. It is vital to understand 

this from a young person’s lens as it will help the elites understand what works and what does 

not. 

The advice from millennials and Generation Z entails the young people’s list of 

analytically based solutions that can be utilised to structure the targeted dissemination of 

political information amongst young people. 
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In relation to the model, the findings provide credence to the existing 5C Model- Content, 

Channel, Cost, Collaboration, and Communication strategies, in the following ways: 

 

1. Content 

In case of content, the findings suggest that the elites should strive to keep it simple, short, 

and snackable. Furthermore, it should also be tailored to target young people. This targeting 

can be achieved by giving solutions to young people’s problems and convey them in a 

language that is understandable to young people. 

 

2. Channel 

The findings reflect that social media is the prime source of information amongst young 

people. It is interesting to note that the majority of the elite information providers, political 

parties, electoral commission, and news media, have their presence on social media 

platforms. Therefore, social media is a key outlet for targeted dissemination of political 

information amongst young people. There was found no evidence that could suggest if young 

people acknowledge or endorse the use of emails in dissemination of political information. 

 

3. Cost 

The young people interviewed for this study shared their concerns about allocation of 

funds and resources for tailored youth focused political communication. The young people 

involved in NZ politics as well as presidents of youth councils, all argued that because of a lack 

of funds and resources, they are not able to design dedicated youth focused political 

campaigns.  They suggested a need for dedicated funding for developing youth targeted 

political campaigns so that young New Zealanders can become more informed about politics.  
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4. Collaboration 

The Collaboration section presents a new theme from the young people’s perspective. 

The young people suggested the importance and value of including young creative people in the 

process of disseminating political information amongst young people. They shared that  that 

there is huge potential in including young people to create online political content for a younger 

audience. The young creatives know the young people; they are aware of their struggles. 

Therefore, they will be a key component in designing and drafting youth-focused campaigns. 

5. Communication Strategies 

Communication strategies preferred by the young are as follows: 

✓ Relationship building 

✓ Online political humour 

✓ Individual information disseminators 

✓ Interactive 

✓ Collaborative inclusivity 

The young people who participated in this study  consider that a relationship building 

strategy is the most important one. Five out of the nine young people interviewed said that that 

this relationship can be built using youth wings, youth adjacent members, and by celebrity 

endorsements. 

Online political humour was also considered valuable. They favoured positive and light-

hearted humour and considered it an effective strategy for getting young people involved in 

politics. 

Young people reflected that, instead of just relying on the party as a group, using 

individual information disseminators can be an effective strategy. Six out of nine interviewees 

shared examples of the use of online media by Jacinda Ardern and Chloe Swarbrick. 

The findings of this research also reflect on the value of interactivity. Young people 

interviewed for the study stressed on how the interactive use of social media i.e., Facebook Live 

can help elites to form a strong connection with young people by setting up online formal and 
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informal sessions with them. These sessions can be used as an effective way to use online media 

to disseminate political information amongst young people. 

This chapter presents a new theme discovered while interviewing young people. It is 

called collaborative inclusivity. This means that elites should include young people not only 

while constructing the online message but also when finding appropriate ways to deliver it to 

young people. Nobody understands the mind of a young person more than the young people 

themselves. Therefore, if given a chance, they can achieve wonders. Figure 190 presents the 

final model entailing the inclusion of the final model. 

Addition of the New Theme and Presenting the Final Model 

The green coloured category represents the new emergent theme based on the empirical 

evidence found while interviewing young people (See figure 190). 

Figure 190 

The 5Cs Model – Updated as per Young People’s Perspective 

 

 

Content Channel 

 

Cost 

 

Collaborative Communication 

Strategies 

✓ Simple and 

tailored 

✓ Short and 

Snackable 

✓ Multilength 

✓ Packaging  

✓ Genuine and 

authentic 

✓ Social 

networking 

sites (Go where 

the audience 

is!) 

 

 

✓ Microtargeting 

 - Invest in paid 

outreach 

- Invest in tailored 

online content 

✓ Traditional and 

Contemporary 

media duo 

✓ Non – Partisan 

avenues: (VAAs) 

and media 

giants/elites. 

✓ Collaborative 

inclusivity of the 

young 

✓ Relationship 

building 

✓ Value-driven  

✓ Political 

Humour 

✓ Data-driven 

✓ Individual 

information 

disseminators  

✓ Interactive 

✓ Repetitive  

✓ Gatekeeping 

✓ Accessible 

✓ Localised 
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The next section encompasses the conclusion of the thesis. It presents the research design, 

methodology, research findings: theoretical and empirical, research contribution, limitations of the 

study, new themes, and suggestions for future research. 
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SECTION III 

 

 

 

 

 

 

This section explains the conclusion and presents the final 5Cs model. 

 

Chapter 10 Conclusion – It presents the conclusion, summarises the 

findings, presents the final model, and outlines the contribution made to 

original knowledge. 
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CHAPTER 10  

CONCLUSION 

 

 

Online media, since its emergence, has revolutionised the political landscape. It has 

captured the attention of scholars worldwide, especially in the case of young people (Bakker 

& Vreese, 2011). However, there is a substantial youth-focused literature gap in this area that 

needs to be fulfilled. Political parties, the Electoral Commission and the news media are 

always seeking to find new and innovative ways for disseminating information about politics, 

particularly amongst young people. This research examined how online media can be used to 

disseminate political information amongst young people. It focused on the 2017 general 

election in New Zealand and assessed how political and communication elites including 

political parties, the Electoral Commission, the news media, and voter advice applications 

used online media for disseminating political information.  

This chapter summarises the research conducted, including the methodological 

approaches, then presents the research findings, including the final model. It outlines the key 

original contribution the research made, before reflecting on limitations and ideas for future 

research. 

 

The research and methodology 
 

This study sought to answer the question: 

How can political and communication elites use online media to disseminate political 

information amongst young people? 

This study adopted a qualitative approach and used grounded theory to answer this 

question by developing a model based on in-depth primary empirical data. Despite the 

availability of literature on online media, political knowledge of young people, and political 

communications, there was no existing model that could assess the use of online media to 

disseminate information about politics amongst young people. The research therefore adopted 

a qualitative approach to create new knowledge to fill a substantial gap in existing literature 
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and used grounded theory to create and develop an evolving theoretical model before 

producing a final model grounded in empirical evidence.  A preliminary model was created 

from a synthesis of concepts from existing literature, and this was developed by collecting 

extensive primary data on the use of online communication in the 2017 New Zealand election 

and adapting the model during data analysis.  

The empirical research included (a) 20 interviews with political and communication 

elites (purposively sampled individuals from political parties (National, Labour, Green, and 

New Zealand First), the Electoral Commission, news media, voter advice applications, New 

Zealand- based political commentators, and online political campaigning experts) and (b) an 

in-depth analysis of political parties’ Facebook data including 745 Facebook posts by 

political parties leading to in-depth analysis of 127 Facebook posts on issues important to 

young people during the 2017 general election. The research also included young people’s 

perspectives by including nine interviews with purposively sampled partisan and non-partisan 

but politically active young people in New Zealand. 

Data was analysed and coded one stage at a time, and the model was reviewed, 

adjusted, and revised at every stage. NVivo was used to code elite interview transcripts using 

the three stages of coding of grounded theory (Strauss & Corbin, 1990). These codes were 

categorised and synthesised, and the model revised in light of the results. The revised model 

was then used to analyse social media data. Additional observable indicators were developed 

for the assessment of how political parties performed against each category, and the 

preliminary model was adjusted in light of the new findings. Lastly, NVivo was again used to 

code interview transcripts of young people’s perspectives. These codes were used to adjust, 

revise, and present the final model.  

 

Theoretical research findings 

The core findings: A new model for using online media to disseminate political 

information amongst young people. 

This research developed a model which suggests how political and communication 

elites can use online media to disseminate political information amongst young people. The 

final model derived from this study consists of five key categories: content, channel, cost, 

collaboration, and communication strategies. This model provides answers to “what should 
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be done?” as well as “how it should be done?” The core categories of the model are presented 

in figure 191, followed by an explanation of each category (see figure 192). 

Figure 191 

The 5Cs Model of Using Online Media to Disseminate Political Information Amongst Young 

People – The Core Categories. 

 

 

Figure 192 

Explanation and Measurable Meanings of Each Category 

Core Category Sub-categories  Inherent meanings and 

observable/measurable indicators 

Content Simple and 

tailored  

▪ The online political content should be free 

of political jargons and use easily 

understandable language.  

 

▪ It should also be tailored for young people 

by using words and/or visuals. 

Content

Channel

Cost

Collaborative

Communciation strategies
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Short and 

Snackable  

▪ Online political content should meet the 

best practices criteria as put forward by 

Facebook: 

✓ Post captions should be less than 60 

words and, 

✓ Video length should be between 5—

30 seconds. 

Multilength (Use 

of hyperlinks) 

▪ Use hyperlinks to post content in variable 

lengths- For example, along with a short 

and snackable version, present a link to a 

lengthy version for people who want to 

read more information. 

Packaging  ▪ Present online political content using a 

variety of packaging (e.g., images, videos 

along with post captions). 

Genuine and 

authentic  

▪ Make every effort to ensure originality and 

genuineness in posts by restricting posting 

content from other sources. 

Channel Go where the 

audience is!  

 

 

▪ Use online channels which are current and 

in use by the young people especially 

social networking websites. 

 

Multichannel 

approach 

▪ Using a variety of online channels helps 

target effectively. 

Cost Dedicated budget 

for targeted 

campaigns  

▪ There should be allocation of dedicated 

funding for resources, content 

development, and paid outreach 

Collaborative Traditional and 

Contemporary 

Media duo  

  

▪ Find ways to combine legacy media with 

new ways of communication. 

Non-partisan 

avenues and 

media elites  

▪ Media elites (news media) partnering with 

VAA tools to enhance the possibilities of it 

being promoted amongst young people. 

Collaborative 

inclusivity 

(inclusion of the 

young) 

▪ Elite information providers including 

political parties, the Electoral Commission, 

news media, and VAAs should partner 

with youth-focused organisations for 

finding innovative ways to connect with 

young people 

Communication 

strategies 

Relationship 

building  

▪ Foster relatability by building relationships 

by using youth wings and/or young/youth 

adjacent members of the party. 

Value-driven ▪ Convey value in your message by invoking 

positive and/or negative emotions.  

Political humour ▪ Use different kinds of humour to get young 

people interested. 
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Data-driven ▪ Helps develop a campaign that is tailored 

to suit the targeted audience. Therefore, 

political elites should research before 

starting a campaign. 

Individual 

knowledge 

disseminators 

▪ Party member can utilise their official 

online platforms to connect with young 

people. However, this must take the viewer 

to the party’s official platform. 

Interactive ▪ Engage in two-way communication 

Repetitive ▪ Repeat your message at least once for the 

young to remember it 

Gatekeeping ▪ Take responsibility for your content and 

retract any post that is misleading or fake. 

Accessible ▪ The posted content must be upfront and 

easy to find.  

Localised ▪ Post about issues that are salient for young 

people for making them relevant. 

 

 

Empirical findings – The case of New Zealand 
 

This section will present empirical insights into the 2017 general election and reflect 

on the performance of political actors in light of the model discussed above. 

 

Content 

The study found that during the 2017 general election political parties used online 

media primarily to disseminate information about their policies. The disseminated 

information, however, was not specifically tailored for young people. The online content 

fulfilled most of the content criteria. For example, it was easy to understand, short, used a 

variety of packaging techniques (images and videos), used hyperlinks and was authentic. 

However, it was not effectively tailored for the young audience. It was majorly mass focussed 

with a one size fits all approach. 

 

It was found that the Electoral commission used online media for launching a 

motivational, call-to-vote campaign. They did attempt to target young people; however, like 

political parties, the messages were more mass focused. In case of voter advice applications, 
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a distinct division of target audience was observed; Vote compass was more mass-focused, 

and On the Fence was focusing on the young vote. The content of both applications was 

short, simple, and easy to comprehend. They used creative designs and infographics to make 

their application stand out and expected young people to be involved in them.  

 

 

Cost 

The common and recurrent reason for not developing tailored content in election 

campaigns was budget constraints. This problem was seen across political parties, voter 

advice applications, and youth-focused non-political organisations as well. This is a 

significant finding as it also points towards a significant gap in developing youth-focused 

election campaigns and messages.  

 

Channel 

The study found that Facebook was the most sought-after channel during the 2017 

general election. The Electoral Commission, as well as political parties, relied largely on 

Facebook for dissemination of political information. There were some evidence of political 

parties using Instagram and the Electoral Commission trying Snapchat, however. Facebook 

remained the key battlefield. It was also found that political actors did not use Facebook 

particularly to disseminate political information amongst young; its use was mass focused as 

well. 

 

Collaboration 

  This study found a strong link between online media and traditional media. The study 

proved that although online media has its own perks and privileges, the power of traditional 

media cannot be undermined. These two forms of media can work together to amplify the 

process of information dissemination amongst young people.  

 

  This research found that political parties used online media in conjunction with the 

traditional forms of political communication during the 2017 general election. They not only 

used online channels, like Facebook, but also complemented it by using different forms of 

legacy media including print and broadcast networks. The Electoral Commission of New 

Zealand called it “media integration activity” and partnered with broadcast channels to create 

content and utilise platforms that were used by young people. 



 

 

313 

 

 

  This study also found that voter advice applications, in the 2017 general election, used 

the technique of collaboration to partner with media organisations primarily to market their 

application and thus expanding their outreach. However, they did not intend to target young 

people; therefore, any targeting though this method was purely by chance. 

 

 

Communication strategies 

The research showed that the most common strategies used by the majority of the 

parties were value-driven, individual information disseminators, interactivity (except for New 

Zealand First), repetition, accessibility, gatekeeping, and localised messages. However, the 

use and deployment of each strategy varied between parties.  

 

The strategy of relationship building was used by the Labour Party only by using their 

youth adjacent leader, Jacinda Ardern. There were some examples of Bill English connecting 

with the young people, but that was not enough to form a bond with them. Furthermore, it 

was also found that no party realised the potential of their youth wings for connecting with 

young people. There was no single post on the party’s official Facebook page that was either 

a link to or from their subsequent youth wings.  Political humour was one category that was 

sparsely used by National, Labour and the Greens and was completely ignored by the New 

Zealand First Party.  

 

In the 2017 general election, some parties did use research and data for developing 

youth targeted campaigns, for example the National Party and the Green Party. The use was 

not extensive though. However, some parties did not use any research to do this, for example 

Labour and New Zealand First.  

 

Research Contributions 
 

This original research proposes how political actors, including politicians, the 

Electoral Commission, and news media can use online media to disseminate political  

information amongst young people effectively. It contributes to the existing academic 

literature in multiple ways. 
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The first contribution is the development of a theoretical model that provides 

prescriptive ways for using online media to disseminate political information amongst young 

people. This contribution has addressed a substantial gap in literature by proposing a new 

model which explicates how online political content can be developed; explains which 

channels should be used; conveys why cost is important; sheds light on the importance of 

non-partisan avenues of information dissemination (e.g., voter advice applications, electoral 

commission, and news media); and demonstrates which communication strategies work best 

to communicate with the young. This model can be used in future research and will be of 

value for the fields of political communication and participation. 

The second contribution is the application of the model. Although this model is 

developed using empirical evidence from the 2017 New Zealand general election campaign 

period, it is however open to be utilised in between electoral cycles. This model can be used 

in future research, by both politicians and practitioners, to further the understanding of the 

use of online media during election campaigns for disseminating political information 

amongst young people.  

The third contribution is that this study has generated and presented new and rich 

primary empirical data about New Zealand politics. There was a significant gap in existing 

literature on the subject of online political communication and political knowledge in relation 

to young people, particularly in the case of New Zealand. Most of the research has been 

carried out in the United States of America (Bimber, 2001; Tolber & McNeal, 2003), with a 

few studies reported from Finland (Leppaniemi et al., 2019), Australia (McAllister, 2016) , 

Germany (Ohme et al., 2020), Netherlands (Bakker &Vreese, 2011), Sweden ( Ekström & 

Östman, 2015), and Korea (Kim & Kim, 2007) . This makes it important to research the 

concept and conduct new empirical research in the rest of the world, especially in the case of 

New Zealand where there is limited research available (Shaw, 2009) on the use of online 

media in disseminating political information during the election campaigns. This study plugs 

this gap by providing new empirical data and findings about the state of online political 

communication in New Zealand with respect to political parties, news media and the 

Electoral Commission.  

The fourth contribution is that it provides perspectives from young people, who are a 

comparatively neglected sample in most of the existing research. Studies have been carried 

out to understand the use of social media in election campaigns (Nadeau et al., 2008; Steir et 
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al., 2018). However, there is considerable gap in understanding this in terms of young people 

which this research has attempted to fill. 

The fifth contribution is that this study adds to the growing body of research that 

focuses on using social media as an interactive medium rather than a broadcast medium. 

Interactivity is a key benefit that the online media offer, and existing research emphasises on 

it (Earnheardt, 2013; Kruikemeier et al., 2013; Lee & Shin ,2012). This study demonstrates 

how political elites can utilise the interactive nature of online media for indulging in healthy 

political discourse with young people. This contribution is especially important in recent 

times where online media was the only viable way for connecting with the young because of 

Covid situation during the 2020 election in New Zealand. 

The sixth contribution is the extension of existing research that emphasises the use of 

online political humour for connecting with young people (Vraga et. al., 2015; Vromen et al., 

2016) he findings of this study reflect that in New Zealand politicians are reluctant to use 

humour in their campaigns. On the other hand, young New Zealanders enjoy humour and feel 

that humour would help them understand politics even better. These findings provide political 

elites valuable lessons for developing online election/political campaigns. 

Lastly, this study provides a rare qualitative research on online political 

communication and political information- most existing research is mostly multivariate in 

nature (Bakker & Vreese, 2011; Kenski & Stroud, 2006; McAllister, 2016; Stockemer & 

Rocher, 2017) - which is beneficial because it helps understand a causal relationship between 

the two concepts. However, the qualitative approached enabled creation of new theoretical 

ideas grounded in the data. These ideas are both original and creative and can help politicians 

and practitioners to improve their current practices to connect and disseminate political 

information amongst young people.  

 

 

Limitations of the study, new themes, and suggestions for future 

research 

Despite presenting useful insights from analysing the 2017 general election in New 

Zealand, there is a possibility that carrying out this research in other elections may yield 

different results. It was not possible, given the time and budget constraints of a PhD study, to 
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extend the findings and application of the model to other elections for expanding the 

literature on the topic of online political communications and political knowledge of young 

people.  

A lack of response from young people, COVID 19 restrictions and timing prevented 

following an original plan to collect additional insights from young people through focus 

groups. Thus, future research could seek to expand this data. 

The research is focused on just one country, New Zealand. This approach enabled an 

in-depth, triangulated analysis and the creation of an original model. However, future 

research could research the same topic in other countries, using the final model, and adapt it 

to suit different political systems, online communications, and technology. 

The data provides a wide range of possibilities for analysis. This study focuses on 

how each party was using online media to disseminate political information amongst the 

young people and does not provide an in-depth comparative analysis amongst the parties. 

However, in the future this data can be utilised to provide a comprehensive comparative 

analysis on the use of online media amongst the top four political parties on New Zealand. 

New themes emerged from this study which are important for practice and democracy 

but were beyond the scope of this research. These new avenues need further research to be 

fully understood. 

 

▪ There are practical barriers to political and communication elites using online media 

effectively such as website algorithms, online information overload, lack of gatekeepers, 

lack of microtargeting and limited resources. These barriers might hinder the  process of 

information dissemination amongst young people. Therefore, these challenges need to be 

researched further for understanding their potential influence. 

 

▪ The state of current targeting of young people in NZ is not as good as it could be. For 

example, this study reveals that the reason for this democratic deficit is economic in 

nature. The limited funds and resources of a political party largely influence the way 

campaigns are designed. Tailored campaigns require funds, resources, and budget and, 

owing to the popular concept of disengaged young people, political parties are reluctant 

to spend their limited funds on a segment who are not interested and might not vote as 
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well. Additionally, this new research also highlights that youth wings are non-integrated 

external entities to the main political parties. Political parties do acknowledge their 

existence but when it comes to election campaigns, the youth wings are pretty much left 

on their own. This finding was alarming to note as youth wings appear to form a 

significant block within a party and can be beneficial in designing tailored campaigns 

for the young. These findings need further investigation for expanding our 

understanding of the way young people are targeted in election campaigns. 

 

▪ The young people interviewed for this study shared that young people feel distant and 

ignored by the political elites especially in between electoral cycles. As a result, they 

distance themselves even further from politicians and politics. This implies that contrary 

to the popular belief of young people’s disengagement from politics, the problem lies 

with the politicians and political parties as they are not making wise and productive 

efforts to use online media for disseminating political information amongst the young 

voters to make an informed political choice. This is a long debate and needs to be 

researched further. 

Nevertheless, the findings of this study endorse the importance and value of 

considering the importance of using targeted online political communication for the 

dissemination of political information amongst young people. It suggests that when 

effectively used, online media can be a potential and viable solution to the declining levels of 

youth participation in New Zealand politics. This study not only identified the existing 

problems but also provided a potential solution to a global trend which is dangerous to the 

sustenance of a democratic society.  

 

 

 

 

 



 

 

318 

 

REFERENCES 
 

 

 

Primary sources – Interviews 

Antony, Clive (2019), director at Antony and Mates New Zealand, interviewed via Zoom, 06 

March. 

Ball , Darroch (2019), former spokesperson – Youth Affairs, New Zealand First Party of New 

Zealand, currently co-Leader and spokesperson for the sensible sentencing trust in 

New Zealand, interviewed face-to-face in Auckland NZ, 17 March. 

Burns, Andrew (2019), former digital campaign resource of the Labour Party, interviewed via 

Zoom, 28 February. 

Chant, Lisa (2018), academic resource Vote Compass, interviewed via Zoom, 4 December. 

Crosby, Rachael (2019), former social media and digital strategist at DarkHorse NZ, 

currently senior strategist at DarkHorse NZ, interviewed face-to-face in Auckland NZ, 

13 May. 

Davis, Vaughn (2019), CEO of The Goat Farm advertising agency in New Zealand, 

interviewed face-to-face in Auckland NZ, 11 April. 

Edwards, Bryce (2019), political commentator and political studies academic at The 

University of Otago in New Zealand, interviewed over the phone, 02 May. 

Encabu, Louie (2018), former social media resource of Young New Zealand First, 

interviewed face-to-face in Auckland NZ, 11 March. 



 

 

319 

 

Farrar, David (2019), owner Curia Market research in New Zealand, interviewed over the 

phone, 16 May. 

Gore, Robert (2018), former chairman of Young New Zealand First, interviewed face-to-face 

in Auckland NZ, 08 December. 

Hamilton, Greg (2019), general manager of the National Party in New Zealand, interviewed 

over the phone, 29 March. 

Harper, Todd (2019), former general executive of Young New Zealand First, interviewed 

over the phone, 29 April. 

Hughes, Gareth (2019), former spokesperson - Tertiary Education, Skills and Employment, 

ICT and Broadcasting of the Green Party in New Zealand, interviewed face-to-face in 

Auckland NZ, 15 April. 

Hartevelt, John (2019), projects editor at Stuff.co.nz, email communication, 11 April. 

Jones, Neale (2019), former chief of staff to Jacinda Ardern of Labour Party in New Zealand, 

interviewed via Zoom, 14 February. 

Kaye, Nikki (2018), former minister education and youth affairs of the National Party, 

interviewed face-to-face in Auckland NZ, 3 December.  

Linden, Clifton Van der (2019), CEO and Founder Vox Labs (Vote Compass), interviewed 

via Zoom, 15 March. 

Maka, Veisinia (2019), former youth advisory panel member at the Auckland Council in New 

Zealand, interviewed face-to-face in Auckland NZ, 2 April. 



 

 

320 

 

Martin, Tracey (2018), former spokesperson – education, broadcasting and IT of the New 

Zealand First Party in New Zealand, interviewed over the phone, 11 December. 

Rapira, Laura O’ Connell (2019), director at ActionStation and co-founder of RockEnrol in 

New Zealand, interviewed via Zoom, 9 April. 

Robinson, Claire (2019), team member of On the Fence and political communication 

academic at Massey University in New Zealand, interviewed via Zoom, 20 March. 

Savoie, Justin (2019), data scientist at Vox Pop Labs (Vote Compass), interviewed via Zoom, 

18 April. 

Sunde, Stefan (2018), former president of the youth wing of the National Party, interviewed 

face-to-face in Auckland NZ, 5 December. 

Swannix, John Michael (2019), former reporter at News Hub, interviewed face-to-face in 

Auckland NZ, 3 April. 

Swarbrick, Chloe (2019), former spokesperson – youth affairs of the Green Party, currently 

MP for Auckland Central in New Zealand, interviewed face-to-face in Auckland NZ, 

15 April. 

Thornton, Richard (2019), communications and education advisor at the Electoral 

Commission New Zealand, interviewed over the phone, 21 February. 

Upston, Louise (2019), former associate minister – education, tertiary education, and skills of 

the National Party in New Zealand, interviewed over the phone, 04 March. 



 

 

321 

 

Whanau, Tory (2019), former digital director of Green Party in New Zealand, currently chief 

of staff to Hon James Shaw & Hon Marama Davidson of Green Party in New 

Zealand, interviewed face-to-face in Auckland NZ, 18 April. 

Wijk, Matthew Van (2019), former president of the youth wing of Labour Party in New 

Zealand, interviewed over the phone, 5 April. 

Wu, Shine (2019), former Wellington Youth Council chairperson, interviewed via Zoom, 17 

May. 

 

Primary sources – social media 
 

 

New Zealand First Party 

New Zealand First. (2017, September 7). Promises  promises The last week or so the 

mainstream media have painted this election as a punch-up between the 

two…[hyperlink]. Facebook. 

https://www.facebook.com/564979796890947/posts/1412838665438385/ 

New Zealand First. (2017, September 19). The New Zealand housing crisis has taken a toll 

on New Zealanders,  time for a party with solutions. Take action…[Video]. Facebook. 

https://www.facebook.com/NZFirst/videos/1423081351080783/ 

New Zealand First. (2017, September 5). New Zealand First leader Winston Peters said the 

promise by both leaders were political bribes and would do nothing to…[Hyperlink]. 

Facebook. https://www.facebook.com/564979796890947/posts/1411542882234630/ 

https://www.facebook.com/564979796890947/posts/1412838665438385/
https://www.facebook.com/NZFirst/videos/1423081351080783/
https://www.facebook.com/564979796890947/posts/1411542882234630/


 

 

322 

 

New Zealand First. (2017, August 19). NZ First candidate Dr Romuald Rudzki said the 

country was suffering from a lack of ambition which had contributed to it 

…[Hyperlink]. Facebook. 

https://www.facebook.com/564979796890947/posts/1397405866981665/ 

New Zealand First. (2017, August 9). Of 720 decisions Immigration New Zealand made in 

Manila, a total of 224 were found to have fraudulent documentation…[Hyperlink]. 

Facebook. https://www.facebook.com/564979796890947/posts/1388732357849016/ 

New Zealand First. (2017, August 21). New Zealand teachers living and working here have a 

right to feel miffed - their comrades who opted for the big…[Hyperlink]. Facebook. 

https://www.facebook.com/564979796890947/posts/1399070406815211/ 

New Zealand First. (2017, August 11). The 15 Ministry of Education facilitators announced 

by Education Minister Nikki Kaye will not address the greatest problem for learning 

support …[Hyperlink]. Facebook. 

https://www.facebook.com/564979796890947/posts/1390297244359194/ 

New Zealand First. (2017, August 23). Our education policy as explained by our 

spokesperson for education Tracey Martin MP.…[Photo]. Facebook. 

https://www.facebook.com/564979796890947/posts/1401525696569682/ 

New Zealand First. (2017, August 14). How we intend to help our students cope with their 

student debt.…[Hyperlink]. Facebook. 

https://www.facebook.com/564979796890947/posts/1393927560662829/ 

New Zealand First. (2017, September 15). A few home truths about the manipulation of 

reporting & our Tertiary Policy…[Video]. Facebook. 

https://www.facebook.com/564979796890947/posts/1419692168086368/ 

https://www.facebook.com/564979796890947/posts/1397405866981665/
https://www.facebook.com/564979796890947/posts/1388732357849016/
https://www.facebook.com/564979796890947/posts/1399070406815211/
https://www.facebook.com/564979796890947/posts/1390297244359194/
https://www.facebook.com/564979796890947/posts/1401525696569682/
https://www.facebook.com/564979796890947/posts/1393927560662829/
https://www.facebook.com/564979796890947/posts/1419692168086368/


 

 

323 

 

New Zealand First. (2017, September 7). Our candidate for Epsom Julian Paul  was at 

Baradene College this morning to speak to students on what NZ First …[Photo]. 

Facebook. https://www.facebook.com/564979796890947/posts/1412746308780954/ 

New Zealand First. (2017, August 15). Just three months ago National MPs made some 

damning comments in Parliament  stating their lack of confidence and their 

concerns…[Hyperlink]. Facebook. 

https://www.facebook.com/564979796890947/posts/1394019443986974/ 

New Zealand First. (2017, August 24). Hear what our Party will do for the 

environment!…[Hyperlink]. Facebook. 

https://www.facebook.com/564979796890947/posts/1401562679899317/ 

 

New Zealand Labour Party 

New Zealand Labour Party. (2017, September 14). We won’t tax your family home or the 

land its on ever. We will reverse National s proposed tax cuts and …[Photo]. 

Facebook. https://www.facebook.com/337477311451/posts/10154990745346452/ 

New Zealand Labour Party. (2017, September 4). We know winters are tough all around New 

Zealand, and we know lots of our families are living in homes…[Video]. Facebook. 

https://www.facebook.com/337477311451/posts/10154990745346452/ 

New Zealand Labour Party. (2017, September 4). Imagine a New Zealand where everyone 

has a place to live and where we have more affordable and state homes not 

…[Hyperlink]. Facebook. 

https://www.facebook.com/337477311451/posts/10154964626716452/ 

https://www.facebook.com/564979796890947/posts/1412746308780954/
https://www.facebook.com/564979796890947/posts/1394019443986974/
https://www.facebook.com/564979796890947/posts/1401562679899317/
https://www.facebook.com/337477311451/posts/10154990745346452/
https://www.facebook.com/337477311451/posts/10154990745346452/
https://www.facebook.com/337477311451/posts/10154964626716452/


 

 

324 

 

New Zealand Labour Party. (2017, September 3). This morning  Jacinda announced our plan 

to make life better for renters. Wondering just how we’ll do it or why 

it’s…[Hyperlink]. Facebook. 

https://www.facebook.com/337477311451/posts/10154961897771452/ 

New Zealand Labour Party. (2017, August 23). #LIVE: Jacinda Ardern announces a housing 

plan for Palmerston North!…[Video]. Facebook. 

https://www.facebook.com/337477311451/posts/10154930881726452/ 

New Zealand Labour Party. (2017, August 25). It is a fundamental right of every New 

Zealander to have the opportunity to have access to an affordable  healthy 

…[Hyperlink]. Facebook. 

https://www.facebook.com/337477311451/posts/10154937084876452/ 

New Zealand Labour Party. (2017, September 17). We ve got big plans for New Zealand. 

We’ve got homes and schools to build  rivers to clean up  climate change to 

…[Video]. Facebook. 

https://www.facebook.com/NZLabourParty/videos/10154998641226452/ 

New Zealand Labour Party. (2017, September 8). Today Jacinda announced our plans to take 

on climate change - as well as a really exciting challenge for our young people 

…[Video]. Facebook. 

https://www.facebook.com/NZLabourParty/videos/10154975801336452/ 

New Zealand Labour Party. (2017, September 7). #LIVE: Jacinda Ardern announces our 

climate change policy! …[Video]. Facebook. 

https://www.facebook.com/NZLabourParty/videos/10154975801336452/ 

https://www.facebook.com/337477311451/posts/10154961897771452/
https://www.facebook.com/337477311451/posts/10154930881726452/
https://www.facebook.com/337477311451/posts/10154937084876452/
https://www.facebook.com/NZLabourParty/videos/10154998641226452/
https://www.facebook.com/NZLabourParty/videos/10154975801336452/
https://www.facebook.com/NZLabourParty/videos/10154975801336452/


 

 

325 

 

New Zealand Labour Party. (2017, September 6). Watch Jacinda speak to VICE New Zealand 

about our plans to tackle climate change, the world leader she admires most 

…[Video]. Facebook. 

https://www.facebook.com/337477311451/posts/10154970803896452/ 

New Zealand Labour Party. (2017, September 11). We can do better. Better healthcare. 

Better schools. Better transport. Clean rivers and homes for all. Let’s do this. 

…[Video]. Facebook. 

https://www.facebook.com/NZLabourParty/videos/10155262876641622/ 

New Zealand Labour Party. (2017, August 13). How great would it be if our kids could swim 

in our rivers and lakes without worrying about getting sick? Watch Ruth…[Video]. 

Facebook. https://www.facebook.com/NZLabourParty/videos/10154897560471452/ 

New Zealand Labour Party. (2017, August 12). It’s time to make our rivers swimmable again 

and that’s something Labour will do. Watch Megan Woods - MP for Wigram 

…[Video]. Facebook. 

https://www.facebook.com/NZLabourParty/videos/10154897558771452/ 

New Zealand Labour Party. (2017, August 9). Our water is New Zealand’s most important 

national treasure that’s why today Jacinda announced that we’ll…[Photo]. Facebook. 

https://www.facebook.com/337477311451/posts/10154892242871452/ 

New Zealand Labour Party. (2017, September 8). Climate change is our nuclear-free moment 

– it’s our greatest challenge, but it’s also an opportunity to leave something 

better…[Photo]. Facebook. 

https://www.facebook.com/337477311451/posts/10154975382036452/ 

https://www.facebook.com/337477311451/posts/10154970803896452/
https://www.facebook.com/NZLabourParty/videos/10155262876641622/
https://www.facebook.com/NZLabourParty/videos/10154897560471452/
https://www.facebook.com/NZLabourParty/videos/10154897558771452/
https://www.facebook.com/337477311451/posts/10154892242871452/
https://www.facebook.com/337477311451/posts/10154975382036452/


 

 

326 

 

New Zealand Labour Party. (2017, August 28). A Labour Government will invest an 

additional $75m a year in conservation and tourism.  We’ll use that money to protect 

our …[Photo]. Facebook. 

https://www.facebook.com/337477311451/posts/10154945288366452/ 

New Zealand Labour Party. (2017, September 20). Know any present or future uni students 

or apprentices? Tag one now so they can check out our awesome plans to make sure 

…[Photo]. Facebook. 

https://www.facebook.com/337477311451/posts/10155002732401452/ 

New Zealand Labour Party. (2017, August 29). Students who have to study the longest to get 

specialist degrees shouldn’t t be penalised. That’s why with Labour post-

graduate…[Photo]. Facebook. 

https://www.facebook.com/337477311451/posts/10154947847896452/ 

New Zealand Labour Party. (2017, August 14). With Labour every young person will leave 

school equipped with the practical knowledge and skills to help them 

succeed…[Photo]. Facebook. 

https://www.facebook.com/337477311451/posts/10154906637511452/ 

New Zealand Labour Party. (2017, August 15). Wouldn’t it be awesome if every one of our 

kids left school with a personalised career plan preparing them for future 

work?…[Photo]. Facebook. 

https://www.facebook.com/337477311451/posts/10154907119206452/ 

New Zealand Labour Party. (2017, August 14). We’ve got a plan to prepare our high school 

students for the future. This morning Jacinda Ardern announced our School 

https://www.facebook.com/337477311451/posts/10154945288366452/
https://www.facebook.com/337477311451/posts/10155002732401452/
https://www.facebook.com/337477311451/posts/10154947847896452/
https://www.facebook.com/337477311451/posts/10154906637511452/
https://www.facebook.com/337477311451/posts/10154907119206452/


 

 

327 

 

Leavers…[Hyperlink]. Facebook. 

https://www.facebook.com/337477311451/posts/10154906881471452/ 

New Zealand Labour Party. (2017, September 15). With Labour  every child attending ECE  

primary and intermediate will have Te Reo Maori integrated into their learning by 

…[Photo]. Facebook. 

https://www.facebook.com/337477311451/posts/10154992578866452/ 

New Zealand Labour Party. (2017, September 11). Have a vision of an education system that 

gives all our people the freedom and opportunity to be the best they can be? So 

do…[Video]. Facebook. 

https://www.facebook.com/NZLabourParty/videos/10154983472161452/  

New Zealand Labour Party. (2017, September 5). We want to see more of our young people 

taking on apprenticeships. Check out Jacinda s announcement from today to 

hear…[Video]. Facebook. 

https://www.facebook.com/NZLabourParty/videos/10154967547066452/ 

New Zealand Labour Party. (2017, September 5). #LIVE: This week  we’re doing something 

a little different for Jacinda s live Q&A - Re: is hosting it from their Auckland studio  

…[Video]. Facebook. 

https://www.facebook.com/337477311451/posts/10154968145951452/ 

New Zealand Labour Party. (2017, August 14). Today Jacinda announced our School 

Leavers  Toolkit. Missed the announcement and wondering what it’s all about? Catch 

up…[Video]. Facebook. 

https://www.facebook.com/NZLabourParty/videos/10154907162136452/ 

 

https://www.facebook.com/337477311451/posts/10154906881471452/
https://www.facebook.com/337477311451/posts/10154992578866452/
https://www.facebook.com/NZLabourParty/videos/10154983472161452/
https://www.facebook.com/NZLabourParty/videos/10154967547066452/
https://www.facebook.com/337477311451/posts/10154968145951452/
https://www.facebook.com/NZLabourParty/videos/10154907162136452/


 

 

328 

 

New Zealand National Party 

New Zealand National Party. (2017, August 8). We are committed to continuing to improve 

freshwater quality across NZ so Kiwis can better enjoy our great outdoors. 

Our…[Photo]. Facebook. 

https://www.facebook.com/183355881680015/posts/1884354118246841/ 

We’New Zealand National Party. (2017, August 11). Labour hasn’t changed. You can t tax 

your way to a strong economy and you can t support better public …[Photo]. 

Facebook. https://www.facebook.com/183355881680015/posts/1888923114456608 

New Zealand National Party. (2017, August 17). We’re setting ambitious targets across the 

board and taking action to tackle climate change.  Under a re-elected 

National…[Hyperlink]. Facebook. 

https://www.facebook.com/183355881680015/posts/1896704037011849/ 

New Zealand National Party. (2017, September 2). New Zealand’s natural world is at the 

core of our quality of life  our national identity and our competitive advantage  

and…[Hyperlink]. Facebook. 

https://www.facebook.com/183355881680015/posts/1913875605294692/ 

New Zealand National Party. (2017, August 27). Our latest education policy will ensure 

young NZers have the skills to succeed in a more digital & internationally 

connected…[Video]. Facebook. 

https://www.facebook.com/NZNATS/videos/1907188215963431/ 

New Zealand National Party. (2017, August 15). We will establish a year-long Defence-led 

training academy for our most serious young offenders. PM Bill English:  We 

https://www.facebook.com/183355881680015/posts/1884354118246841/
https://www.facebook.com/183355881680015/posts/1888923114456608
https://www.facebook.com/183355881680015/posts/1896704037011849/
https://www.facebook.com/183355881680015/posts/1913875605294692/
https://www.facebook.com/NZNATS/videos/1907188215963431/


 

 

329 

 

neve…[Video]. Facebook. 

https://www.facebook.com/NZNATS/videos/10155712539663982/ 

New Zealand National Party. (2017, August 14). Under our plan for cracking down on 

serious young offenders  we will hold negligent parents to account and send the worst 

…[Video]. Facebook. https://www.facebook.com/NZNATS/videos/10155707377013982/ 

New Zealand National Party. (2017, August 27). National will provide school students with 

stronger maths  technology and languages skills  as well as updating 

National…[Photo]. Facebook. 

https://www.facebook.com/183355881680015/posts/1907043152644604/ 

New Zealand National Party. (2017, August 12). Labour hasn't changed. You can’t tax your 

way to a strong economy and you can’t support better public services such as health  

…[Photo]. Facebook. 

https://www.facebook.com/183355881680015/posts/1888923114456608/ 

New Zealand National Party. (2017, August 27). Our new education policy will ensure every 

child has the opportunity to learn a second language. 

#PartyVoteNational…[Hyperlink]. Facebook. 

https://www.facebook.com/183355881680015/posts/1907064285975824/ 

New Zealand National Party. (2017, September 11). Don t miss Bill English making spaghetti 

pizza and answering your questions #LIVE!” [Video]. Facebook. 

https://www.facebook.com/183355881680015/posts/1924060520942867/ 

 

 

https://www.facebook.com/NZNATS/videos/10155712539663982/
https://www.facebook.com/NZNATS/videos/10155707377013982/
https://www.facebook.com/183355881680015/posts/1907043152644604/
https://www.facebook.com/183355881680015/posts/1888923114456608/
https://www.facebook.com/183355881680015/posts/1907064285975824/
https://www.facebook.com/183355881680015/posts/1924060520942867/


 

 

330 

 

New Zealand National Party. (2017, September 6). We're investing in young people and 

helping them to take greater control of their own lives. Read the blog from Anne 

Tolley…[Hyperlink]. Facebook. 

https://www.facebook.com/183355881680015/posts/1918547911494128/ 

New Zealand National Party. (2017, September 5). It’s all very well to splash the cash like 

drunken sailors whether it’s on bribing tertiary students or young parents  but 

undecided …[Hyperlink]. Facebook. 

https://www.facebook.com/183355881680015/posts/1917251178290468/ 

New Zealand National Party. (2017, August 6). National is delivering for housing across NZ:  

Building 34 000 houses in Auckland over the next 10 years 6400 more …[Video]. 

Facebook. https://www.facebook.com/NZNATS/videos/1893955130620073/ 

New Zealand National Party. (2017, August 3). The 44 house transitional housing facility in 

Luke Street has been completed and is fully operational.  Meanwhile  Auckland’s 

…[Video]. Facebook. https://www.facebook.com/NZNATS/videos/1878489205499999/ 

New Zealand National Party. (2017, September 10). First Home Buyers Policy Our policy 

will make it easier for first home buyers to get a deposit by doubling the financial 

support …[Video]. Facebook. 

https://www.facebook.com/NZNATS/videos/1922599921088927/  

New Zealand National Party. (2017, September 7). Helping First Home Buyers…[Video]. 

Facebook. https://www.facebook.com/NZNATS/videos/1919247141424205/  

New Zealand National Party. (2017, September 1). We are committed to eliminating 

homelessness in New Zealand. #Delivering4NZers …[Video]. Facebook. 

https://www.facebook.com/NZNATS/videos/1912808828734703/ 

https://www.facebook.com/183355881680015/posts/1918547911494128/
https://www.facebook.com/183355881680015/posts/1917251178290468/
https://www.facebook.com/NZNATS/videos/1893955130620073/
https://www.facebook.com/NZNATS/videos/1878489205499999/
https://www.facebook.com/NZNATS/videos/1922599921088927/
https://www.facebook.com/NZNATS/videos/1919247141424205/
https://www.facebook.com/NZNATS/videos/1912808828734703/


 

 

331 

 

Green Party of Aotearoa New Zealand 

Green Party of Aotearoa New Zealand. (2017, September 18). Everyone deserves a warm  

dry & healthy home.  Marama Davidson MP on our plan to make life better for the 

thousands of …[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154706540066372/ 

Green Party of Aotearoa New Zealand. (2017, September 17). We are #LIVE at our 

Wellington local  The Rogue & Vagabond  to announce our latest policy. We will 

ensure that every house…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154712908501372/ 

Green Party of Aotearoa New Zealand. (2017, September 18). Spoiler alert: National are 

failing the next generation. Vote smart & change the Govt with a party vote for the 

Greens…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/1512504035497881/ 

Green Party of Aotearoa New Zealand. (2017, September 18). LIVE in Nelson with James 

Shaw MP & Matt Lawrey - Green Party Candidate for Nelson. There is a mood for 

change here & it’s …[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154714850346372/ 

Green Party of Aotearoa New Zealand. (2017, August 31). Our inclusive education plan will 

make sure all Kiwi kids can participate fully in school life  and avoid waiting months 

for the…[Hyperlink]. Facebook. 

https://www.facebook.com/10779081371/posts/10154675145476372/ 

Green Party of Aotearoa New Zealand. (2017, August 30). Every Kiwi kid should be able to 

fully participate in school. But many kids with learning support needs like autism and 

https://www.facebook.com/nzgreenparty/videos/10154706540066372/
https://www.facebook.com/nzgreenparty/videos/10154712908501372/
https://www.facebook.com/nzgreenparty/videos/1512504035497881/
https://www.facebook.com/nzgreenparty/videos/10154714850346372/
https://www.facebook.com/10779081371/posts/10154675145476372/


 

 

332 

 

dyslexia…[Hyperlink]. Facebook. 

https://www.facebook.com/10779081371/posts/10154672465646372/ 

Green Party of Aotearoa New Zealand. (2017, September 14). Te reo Maori for every Kiwi 

school kid? Yes! All school kids will be able to learn te reo Maori by 2030 with our 

plan: …[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154706457171372/ 

Green Party of Aotearoa New Zealand. (2017, September 13). We re #live from Otago 

University to announce our exciting student policy: greens.org.nz/fair-deal-for-

students…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154704325711372/ 

Green Party of Aotearoa New Zealand. (2017, September 13). James Shaw MP is in sunny 

Dunedin where he teases our plans for students. We’re live at midday today where 

you can find…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154704210506372/ 

Green Party of Aotearoa New Zealand. (2017, August 12). New Zealand’s growth model has 

begun to show its environmental limits  with increased greenhouse gas emissions and 

waste…[Hyperlink]. Facebook. 

https://www.facebook.com/10779081371/posts/10154629981421372/ 

Green Party of Aotearoa New Zealand. (2017, September 17). The Green Party is the only 

one to have done enough to tackle climate change in the past three years with the 

political power…[Hyperlink]. Facebook. 

https://www.facebook.com/10779081371/posts/10154713110431372/ 

https://www.facebook.com/10779081371/posts/10154672465646372/
https://www.facebook.com/nzgreenparty/videos/10154706457171372/
https://www.facebook.com/nzgreenparty/videos/10154704325711372/
https://www.facebook.com/nzgreenparty/videos/10154704210506372/
https://www.facebook.com/10779081371/posts/10154629981421372/
https://www.facebook.com/10779081371/posts/10154713110431372/


 

 

333 

 

Green Party of Aotearoa New Zealand. (2017, September 16). You cannot say you are 

serious about climate change and making New Zealand a net zero carbon economy if 

at the same time…[Hyperlink]. Facebook. 

https://www.facebook.com/10779081371/posts/10154710717496372/ 

Green Party of Aotearoa New Zealand. (2017, August 30). All politicians have a moral 

responsibility to act now so the next generation can inherit a stable world: 

bit.ly/carbon-neutral-…[Hyperlink]. Facebook. 

https://www.facebook.com/10779081371/posts/10154672535521372/ 

Green Party of Aotearoa New Zealand. (2017, August 26). If we are to treat climate change 

like our generation’s nuclear free moment, we need to back that up in law. Successive 

…[Hyperlink]. Facebook. 

https://www.facebook.com/10779081371/posts/10154663267356372/ 

Green Party of Aotearoa New Zealand. (2017, August 9). We’re strongly committed to 

protecting drinking water  cleaning up our rivers and making sure that water bottling 

companies…[Hyperlink]. Facebook. 

https://www.facebook.com/10779081371/posts/10154622406641372/ 

Green Party of Aotearoa New Zealand. (2017, August 3). Our wildlife matters. Join teams of 

people around NZ who care - volunteer this weekend!…[Hyperlink]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154704210506372/ 

Green Party of Aotearoa New Zealand. (2017, August 1). We'll protect NZ's natural treasures 

- National Parks, wildlife, forests, rivers & oceans.…[Hyperlink]. Facebook. 

https://www.facebook.com/10779081371/posts/10154603262931372/ 

https://www.facebook.com/10779081371/posts/10154710717496372/
https://www.facebook.com/10779081371/posts/10154672535521372/
https://www.facebook.com/10779081371/posts/10154663267356372/
https://www.facebook.com/10779081371/posts/10154622406641372/
https://www.facebook.com/nzgreenparty/videos/10154704210506372/
https://www.facebook.com/10779081371/posts/10154603262931372/


 

 

334 

 

Green Party of Aotearoa New Zealand. (2017, August 19). National’s got the environment 

covered. Yeah  right. [green heart] nature? Stand with us 

http://nzgreens.nationbuilder.com/subscribe…[Hyperlink]. Facebook. 

https://www.facebook.com/10779081371/posts/10154646900661372/ 

Green Party of Aotearoa New Zealand. (2017, September 13). Live tonight: Environment 

Q&A with Greens co-leader James Shaw and former Green Party co-leader (and all-

round legend) …[Photo]. Facebook. 

https://www.facebook.com/10779081371/posts/10154615034241372/ 

Green Party of Aotearoa New Zealand. (2017, September 19). Climate action debate tonight! 

Watch James Shaw MP face off with other parties at 7pm on WWF New Zealand’s 

livestream…[Photo]. Facebook. 

https://www.facebook.com/10779081371/posts/10154717284141372/ 

Green Party of Aotearoa New Zealand. (2017, September 18). Award-winning water scientist 

Dr Mike Joy is voting Green this election…[Photo]. Facebook. 

https://www.facebook.com/10779081371/posts/10154716578501372/ 

Green Party of Aotearoa New Zealand. (2017, September 12). We’re the first generation that 

will feel the effects of climate change and the last that can stop it. We have a 

responsibility…[Photo]. Facebook. 

https://www.facebook.com/10779081371/posts/10154702743376372/ 

Green Party of Aotearoa New Zealand. (2017, September 8). Watch James Shaw MP live on 

1 NEWS tonight as he brings a Green voice to the nation! Hear about our priorities - 

cleaning up …[Photo]. Facebook. 

https://www.facebook.com/10779081371/posts/10154693831146372/ 

https://www.facebook.com/10779081371/posts/10154646900661372/
https://www.facebook.com/10779081371/posts/10154615034241372/
https://www.facebook.com/10779081371/posts/10154717284141372/
https://www.facebook.com/10779081371/posts/10154716578501372/
https://www.facebook.com/10779081371/posts/10154702743376372/
https://www.facebook.com/10779081371/posts/10154693831146372/


 

 

335 

 

Green Party of Aotearoa New Zealand. (2017, August 29). Seabed mining off the South 

Taranaki coast is destructive & threatens the blue whale and 37 other marine 

mammals that live …[Photo]. Facebook. 

https://www.facebook.com/10779081371/posts/10154670227466372/ 

Green Party of Aotearoa New Zealand. (2017, August 25). Plastic waste is polluting our 

oceans & beaches choking fish & other sea-life. This weekend we announce our plan 

to protect …[Photo]. Facebook. 

https://www.facebook.com/10779081371/posts/10154661344126372/ 

Green Party of Aotearoa New Zealand. (2017, August 10). We’re committed to our values 

even more than ever before. Ending poverty  cleaning up our rivers and making New 

Zealand …[Photo]. Facebook. 

https://www.facebook.com/10779081371/posts/10154624924811372/ 

Green Party of Aotearoa New Zealand. (2017, August 5). Puns are fun but they won’t save 

native birds. Donate $3 to help spread the word for conservation: 

https://www.greens.org.nz …[Photo]. Facebook. 

https://www.facebook.com/10779081371/posts/10154610644751372/ 

Green Party of Aotearoa New Zealand. (2017, August 2). The single biggest investment into 

conservation since the Department of Conservation was established in 1987  - James 

Sha…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154605796746372/ 

Green Party of Aotearoa New Zealand. (2017, September 18). LIVE James Shaw MP 

presents our fully costed plan for a cleaner economy, healthy environment & a fairer 

https://www.facebook.com/10779081371/posts/10154670227466372/
https://www.facebook.com/10779081371/posts/10154661344126372/
https://www.facebook.com/10779081371/posts/10154624924811372/
https://www.facebook.com/10779081371/posts/10154610644751372/
https://www.facebook.com/nzgreenparty/videos/10154605796746372/


 

 

336 

 

society #LoveNZ…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154715450026372/ 

Green Party of Aotearoa New Zealand. (2017, September 21). We are #LIVE with Phillip 

Mills of Les Mills - New Zealand  a strong advocate for climate action.…[Video]. 

Facebook. https://www.facebook.com/nzgreenparty/videos/10154723175206372/ 

Green Party of Aotearoa New Zealand. (2017, September 21). 100% renewable electricity by 

2030 = a plan that creates jobs  acts on climate change & moves NZ towards a 

sustainable future…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154707868676372/ 

Green Party of Aotearoa New Zealand. (2017, September 20). This Punch and Judy show 

conflict between the town and the country hasn’t gotten us anywhere in the last 20 

year…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154718955016372/ 

Green Party of Aotearoa New Zealand. (2017, September 17). The Green Party will never 

give up on the environment. Vote for REAL action on climate change: 

greens.org.nz/climate-…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154707869506372/ 

Green Party of Aotearoa New Zealand. (2017, September 15). Chloe Swarbrick talks REAL 

action on climate change. #PartyVoteGreen for no new coal mining or oil drilling! 

…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154708944866372/ 

Green Party of Aotearoa New Zealand. (2017, September 13). Vote for real action on climate 

change #PartyVoteGreen … Check out our Climate Protection Plan: 

https://www.facebook.com/nzgreenparty/videos/10154715450026372/
https://www.facebook.com/nzgreenparty/videos/10154723175206372/
https://www.facebook.com/nzgreenparty/videos/10154707868676372/
https://www.facebook.com/nzgreenparty/videos/10154718955016372/
https://www.facebook.com/nzgreenparty/videos/10154707869506372/
https://www.facebook.com/nzgreenparty/videos/10154708944866372/


 

 

337 

 

greens.org.nz/climate…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154704589611372/ 

Green Party of Aotearoa New Zealand. (2017, September 12). If you want a government that 

is ready to face the challenges of our time #PartyVoteGreen… Real action on climate 

change …[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154698694051372/ 

Green Party of Aotearoa New Zealand. (2017, September 10). Most New Zealanders want to 

know that we’re moving forward as a country. That we’re protecting our children’s 

health and …[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154696278306372/ 

Green Party of Aotearoa New Zealand. (2017, September 10). We re #LIVE in Auckland to 

announce our plan for real action on climate change in Aotearoa New 

Zealand.…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154698048811372/ 

Green Party of Aotearoa New Zealand. (2017, September 10). #TODAY This is relevant for 

all New Zealanders. Come along to our Climate Action Launch in Auckland today or 

watch LIVE at…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154694143341372/ 

Green Party of Aotearoa New Zealand. (2017, September 9). “We need to be brave and build 

the future we really want” - 8-year-old Rani tells it like it is [green heart; green heart] 

Come along to our Climate Action…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154694195226372/ 

https://www.facebook.com/nzgreenparty/videos/10154704589611372/
https://www.facebook.com/nzgreenparty/videos/10154698694051372/
https://www.facebook.com/nzgreenparty/videos/10154696278306372/
https://www.facebook.com/nzgreenparty/videos/10154698048811372/
https://www.facebook.com/nzgreenparty/videos/10154694143341372/
https://www.facebook.com/nzgreenparty/videos/10154694195226372/


 

 

338 

 

Green Party of Aotearoa New Zealand. (2017, September 6). What do Green candidates want 

for NZ? Clean rivers, a sustainable future for farming & pride in our clean  green 

reputation…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154689301016372/ 

Green Party of Aotearoa New Zealand. (2017, September 5). National is holding back a 

disturbing report on climate change before the election. James Shaw MP is urging 

them to release it …[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154687056781372/ 

Green Party of Aotearoa New Zealand. (2017, September 5). Which two words were missing 

from last night’s leaders’ debate? They debated for 90 mins and didn’t mention them 

once…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154686487301372/ 

Green Party of Aotearoa New Zealand. (2017, September 4). “Farming with the environment, 

not against it actually pays off” - James Shaw MP on our plan to clean up NZ’s rivers 

& work…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154682021026372/ 

Green Party of Aotearoa New Zealand. (2017, September 4). The story of the Waihou River is 

the story of too many New Zealand rivers. Its headwaters in the Mamaku Range are 

crystal…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154683683516372/ 

Green Party of Aotearoa New Zealand. (2017, September 3). Yes! Let’s work WITH farmers  

councils and local communities. We can clean up our rivers  #PartyVoteGreen 

https://www.facebook.com/nzgreenparty/videos/10154689301016372/
https://www.facebook.com/nzgreenparty/videos/10154687056781372/
https://www.facebook.com/nzgreenparty/videos/10154686487301372/
https://www.facebook.com/nzgreenparty/videos/10154682021026372/
https://www.facebook.com/nzgreenparty/videos/10154683683516372/


 

 

339 

 

bit.ly/great-farming-…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154681616821372/ 

Green Party of Aotearoa New Zealand. (2017, September 2). Kiwis want rivers we can swim 

in, and that means tackling the causes of pollution. We have a plan. Find out more at 

https:…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154679209691372/ 

Green Party of Aotearoa New Zealand. (2017, September 1). Poroti Springs deserves 

protecting. Marama Davidson MP & James Shaw MP visited hapū at Maungarongo 

Marae who have…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154673221656372/ 

Green Party of Aotearoa New Zealand. (2017, August 31). Julie Anne Genter MP speaks 

passionately for action on climate change and voting for your values on Back 

Benches  #Party…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154673258166372/ 

Green Party of Aotearoa New Zealand. (2017, August 30). Gareth Hughes MP talks through 

the Green Party’s plan to create New Zealand’s largest ever marine mammal 

sanctuary…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154672722741372/ 

Green Party of Aotearoa New Zealand. (2017, August 30). Amazing drone footage of Blue 

Whales feeding off the Taranaki coast. We’ll create a marine sanctuary to protect 

these…[Video]. Facebook. 

https://www.facebook.com/10779081371/posts/10154672430206372/ 

https://www.facebook.com/nzgreenparty/videos/10154681616821372/
https://www.facebook.com/nzgreenparty/videos/10154679209691372/
https://www.facebook.com/nzgreenparty/videos/10154673221656372/
https://www.facebook.com/nzgreenparty/videos/10154673258166372/
https://www.facebook.com/nzgreenparty/videos/10154672722741372/
https://www.facebook.com/10779081371/posts/10154672430206372/


 

 

340 

 

Green Party of Aotearoa New Zealand. (2017, August 29). Plastic pollution is a major 

problem. Denise Roche MP wants New Zealand to step up and protect the 

environment we love…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154671583791372/ 

Green Party of Aotearoa New Zealand. (2017, August 29). Scientists, teachers, climate 

change negotiators, sportspeople, landmine campaigners, small business owners,  

young people…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154670266661372/ 

Green Party of Aotearoa New Zealand. (2017, August 28). We [green heart] New Zealand 

and we [green heart] our beaches, our oceans, and our waterways. That’s why we’re 

committed to protecting…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154668105701372/ 

Green Party of Aotearoa New Zealand. (2017, August 27). We are #LIVE and launching our 

plastics policy during our beach clean up in Petone…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154665170026372/ 

Green Party of Aotearoa New Zealand. (2017, August 21). Climate action includes getting 

pollution & traffic on our roads under control. Check out the Green’s plan for way 

better public …[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/1489449291136689/ 

Green Party of Aotearoa New Zealand. (2017, August 20). We’ll stop seabed mining in 

Taranaki that threatens marine animals like the Blue Whale and Maui’s Dolphin. 

Stand with u…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154649668991372/ 

https://www.facebook.com/nzgreenparty/videos/10154671583791372/
https://www.facebook.com/nzgreenparty/videos/10154670266661372/
https://www.facebook.com/nzgreenparty/videos/10154668105701372/
https://www.facebook.com/nzgreenparty/videos/10154665170026372/
https://www.facebook.com/nzgreenparty/videos/1489449291136689/
https://www.facebook.com/nzgreenparty/videos/10154649668991372/


 

 

341 

 

Green Party of Aotearoa New Zealand. (2017, August 20). Our oceans, our rivers, our land 

[green heart] Kiwis share their reasons for voting Green #LoveNZ 

#partyvotegreen…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154646817831372/ 

Green Party of Aotearoa New Zealand. (2017, August 15). Big news for NZ’s climate 

leadership: the Super Fund has dumped $950m of risky investments in fossil fuels (oil  

gas  and coal)…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154637620611372/ 

Green Party of Aotearoa New Zealand. (2017, August 14). Eugenie Sage MP is leading our 

charge for safe drinking water and rivers we can swim in  #LoveNZ…[Video]. 

Facebook. https://www.facebook.com/nzgreenparty/videos/1753347491360295/ 

Green Party of Aotearoa New Zealand. (2017, August 14). This election is on. We’re more 

committed than ever to ending poverty, cleaning up our rivers and taking action on 

climate …[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154626664201372/ 

Green Party of Aotearoa New Zealand. (2017, August 11). Now more than ever, we need a 

green heart in government to tackle climate change, restore our rivers and end 

poverty. …[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154629116936372/ 

Green Party of Aotearoa New Zealand. (2017, August 10). When two true taonga - Te 

Urewera and the Whanganui River - were given special legal status to protect them  

the world …[Video]. Facebook. 

https://www.facebook.com/10779081371/posts/10154625457266372/ 

https://www.facebook.com/nzgreenparty/videos/10154646817831372/
https://www.facebook.com/nzgreenparty/videos/10154637620611372/
https://www.facebook.com/nzgreenparty/videos/1753347491360295/
https://www.facebook.com/nzgreenparty/videos/10154626664201372/
https://www.facebook.com/nzgreenparty/videos/10154629116936372/
https://www.facebook.com/10779081371/posts/10154625457266372/


 

 

342 

 

Green Party of Aotearoa New Zealand. (2017, August 7). Volunteers care about preserving 

our environment for the next generation. Let’s support them by doubling the funding 

for …[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154613681406372/ 

Green Party of Aotearoa New Zealand. (2017, August 4). Make sure Aotearoa has a strong 

green [green heart] in government. Vote Green for your family, the environment and 

because you care…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154610660961372/ 

Green Party of Aotearoa New Zealand. (2017, August 1). New Zealand’s natural beauty is a 

part of who we are. But that identity is in crisis. The Green Party will protect our 

natural treasures #GreensinGovt…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154603605631372/ 

Green Party of Aotearoa New Zealand. (2017,  September 3). Sustainability is a no-brainer 

for our young farmers. They’re all on the land. They all love the land.  Hayley Holt - 

Green Party…[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154677167311372/ 

Green Party of Aotearoa New Zealand. (2017, August 23). Gareth Hughes MP visited the 

gorgeous Lake Te Anau this week. National want it opened up for oil drilling  the 

Greens stand …[Video]. Facebook. 

https://www.facebook.com/nzgreenparty/videos/10154656075111372/ 

 

 

https://www.facebook.com/nzgreenparty/videos/10154613681406372/
https://www.facebook.com/nzgreenparty/videos/10154610660961372/
https://www.facebook.com/nzgreenparty/videos/10154603605631372/
https://www.facebook.com/nzgreenparty/videos/10154677167311372/
https://www.facebook.com/nzgreenparty/videos/10154656075111372/


 

 

343 

 

Academic literature 
 

Aberbach, J., & Rockman, B. (2002). Conducting and coding elite interviews. PS: Political 

Science and Politics, 35(4), 673–676. 

Ackoff, R. L. (1989). From data to wisdom. Journal of Applied Systems Analysis, 16, 3–9 

Aharoni, T., Kligler-Vilenchik, N., & Tenenboim-Weinblatt, K. (2021). “Be Less of a Slave 

to the News”: A Texto-Material Perspective on News Avoidance among Young 

Adults. Journalism Studies, 22(1), 42-59. 

Archetti, C. (2017). Image, self-presentation and political communication in the age of 

interconnection: An alternative understanding of the mediatization of politics. 

Northern Lights, 15, 89–109. https://doi.org/10.1386/nl.15.1.89_1 

Arnaudo, D. (2017). Computational Propaganda in Brazil(Computational Propaganda 

Working Paper Series No. 2017.8). Oxford, United Kingdom: Oxford Internet 

Institute, University of Oxford 

Bahador, B., Boyd, M., & Roff, K. (2016). Media Coverage of New Zealand 

Elections. Politics and the Media, 54.  

Bakir, V., & McStay, A. (2018). Fake news and the economy of emotions: Problems, causes, 

solutions. Digital journalism, 6(2), 154-175. 

Bakker, T. P., & Vreese, C. H. (2011). Good News for the Future? Young people, internet 

use, and political participation. Communication Research, 38(4), 451–470. 

doi:10.1177/0093650210381738 

Barkan, S. E. (2004). Explaining public support for the environmental movement: A civic 

voluntarism model. Social Science Quarterly, 85(4), 913–937. 

Bartels, L. M. (1996). Uninformed votes: Information effects in presidential 

elections. American Journal of Political Science, 194-230.  

Bates, M. J. (2005). Information and knowledge: An evolutionary framework for information 

science. Information Research: an international electronic journal, 10(4), n4. 

https://doi.org/10.1386/nl.15.1.89_1


 

 

344 

 

Bates, M. J. (2010). An operational definition of the information disciplines. 

Mingers, J., & Baumgartner, J. C. (2007). Humor on the next frontier. Social Science 

Computer Review, 25(3), 319–338. https://doi:10.1177/0894439306295395 

Baumgartner, J. C., & Morris, J. S. (2009). MyFaceTube politics: Social networking web 

sites and political engagement of young adults. Social Science Computer Review, 

28(1), 24–44. 

Baumgartner, J. C., & Morris, J. S. (2010). MyFaceTube Politics: Social Networking Web 

Sites and Political Engagement of Young Adults. Social Science Computer Review, 

28(1), 24–44. https://doi.org/10.1177/0894439309334325 

Baxter, J. (2020). Content Analysis. In Kobayashi, A. (Ed.), International Encyclopedia of 

Human Geography (Second Edition) (391 – 396). 

Beam, M. A., Hutchens, M. J., & Hmielowski, J. D. (2016). Clicking vs. sharing: The 

relationship between online news behaviors and political knowledge. Computers in 

Human Behavior, 59, 215-220.  

Bengtsson, M. (2016). How to plan and perform a qualitative study using content analysis. 

NursingPlus Open, 2, 8-14. 

Berelson, B. (1952). Democratic theory and public opinion. Public Opinion Quarterly, 16. 

Berkowitz, D., & Schwartz, D. A. (2016). Miley, CNN and The Onion: When fake news 

becomes realer than real. Journalism practice, 10(1), 1-17.  

Bode, L. (2016). Political News in the News Feed: Learning Politics from Social Media. 

Mass Communication and Society. 9(1), 24-48 

Bolisani, E., and Bratianu, C. (2018). The elusive definition of knowledge. In Bolisani, E. 

and Bratianu, C. ( 2018). Emergent knowledge strategies: Strategic thinking in 

knowledge management(pp. 1-22). Cham: Springer International Publishing. DOI: 

10.1007/978-3-319-60656_1 

Boulianne, S. (2009). Does Internet use affect engagement? A meta-analysis of 

research. Political communication, 26(2), 193-211.  



 

 

345 

 

Boulianne, S. (2015). Social media use and participation: A meta-analysis of current 

research. Information, communication & society, 18(5), 524-538.  

Bounegru, L., Gray, J., Venturini, T., & Mauri, M. (2017). A Field Guide to Fake News: A 

Collection of Recipes for Those Who Love to Cook with Digital Methods (Chapters 

1-3). Public Data Lab, Research Report.  

Bowyer, B. T., Kahne, J. E., & Middaugh, E. (2017). Youth comprehension of political 

messages in YouTube videos. new media & society, 19(4), 522-541.  

Boyd, M. J., Zaff, J. F., Phelps, E., Weiner, M. B., & Lerner, R. M. (2011). The relationship 

between adolescents’ news media use and civic engagement: The indirect effect of 

interpersonal communication with parents. Journal of adolescence, 34(6), 1167-1179. 

Boyd, M., & Bahador, B. (2015). Media coverage of New Zealand’s 2014 election 

campaign. Political Science, 67(2), 143-160.  

Bradshaw, S., & Howard, P. (2017). Troops, trolls and troublemakers: A global inventory of 

organized social media manipulation. 

Bradshaw, S., & Howard, P. N. (2018). Challenging Truth and Trust: A Global Inventory of 

Organized Social Media Manipulation. Computational propaganda Research Project, 

University of Oxford. 

Bradshaw, S., & Howard, P. N. (2018). Why does Junk News Spread So Quickly Across 

Social Media? Algorithms, Advertising and Exposure in Public Life. Knight 

Foundation Working Paper.  

Brady, W. J., Wills, J. A., Jost, J. T., Tucker, J. A., & Van Bavel, J. J. (2017). Emotion 

shapes the diffusion of moralized content in social networks. Proceedings of the 

National Academy of Sciences of the United States of America, 114, 7313–7318 

Brown, A.J. (2020). “Should I Stay or Should I Leave?”: Exploring (Dis)continued Facebook  

Use After the Cambridge  Analytica Scandal. Social Media  Society. 1-8. 

Bryman, A. (2012). social research methods.  



 

 

346 

 

Cacciatore, M. A., Yeo, S. K., Scheufele, D. A., Xenos, M. A., Brossard, D., & Corley, E. A. 

(2018). Is Facebook making us dumber? Exploring social media use as a predictor of 

political knowledge. Journalism & mass communication quarterly, 95(2), 404-424.  

Cameron, M. P., Barrett, P. & Stewardson, B. (2016). Can social media Predict Election 

Results? Evidence From New Zealand, Journal of Political Marketing, 15(4),416-

432, DOI: 10.1080/15377857.2014.959690 

Carlisle, J., & Patton, R. (2013). Is social media changing how we understand political 

engagement? An analysis of Facebook and the 2008 presidential election. Political 

Research Quarterly,66(4), 883-895. Retrieved from 

http://www.jstor.org/stable/23612065 

Charmaz, K. (1996). The search for meanings – grounded theory. In. J.A. Smith, T. Harre, & 

L. Van Langenhove (Eds.), Rethinking Methods in Psychology (pp. 27–49). SAGE. 

Chen, P (2010).Adoption and Use of Digital Media in Election Campaigns: Australia, 

Canada, and New Zealand, 1, 3–26. doi:10.5130/pcr.v1i1.1249. 

Cherryholmes, C. H. (1992). Notes on Pragmatism and Scientific Realism. Educational 

Researcher, 21(6), 13–17. https://doi.org/10.3102/0013189X021006013 

Cho, J., Ahmed, S., Keum, H., Choi, Y. J., & Lee, J. H. (2018). Influencing myself: Self-

reinforcement through online political expression. Communication Research, 45(1), 

83-111. 

Cohen, A. K., & Chaffee, B. W. (2013). The relationship between adolescents’ civic 

knowledge, civic attitude, and civic behavior and their self-reported future likelihood 

of voting. Education, citizenship and social justice, 8(1), 43-57. 

Cohen, C. J., Kahne J., Bowyer, B., Middaugh, E., & Rogowski, J. (June 2012). Participatory 

politics: New media and youth political action. Youth and Participatory Politics 

Research Network. 

Constantin, S. and Andra, A. (2017). How Do Romanian Politicians C ommunicate Online ?  

An Emphasis on Facebook. “Ovidius” University Annals, Economic Sciences Series. 

17. (pp. 461-466) 

http://www.jstor.org/stable/23612065
https://doi.org/10.3102/0013189X021006013


 

 

347 

 

Converse, P. E. (1964). The nature of belief systems in mass publics. In D. E. 

Apter (Ed.), Ideology and discontent (pp. 206–261). New York: Free Press.  

Conway, M., & Dorner, D. (2004). An evaluation of New Zealand political party websites. 

Information research, 9(4), 9-4. 

Creswell, J. W. (2009). Research design: Qualitative, quantitative, and mixed methods 

approaches (3rd ed.). SAGE. 

Crothers, C. (2015). Using the Internet in the New Zealand Elections and support for e-

voting, Political Science, 67(2), 125-142. 

Dalager, J. K. (1996). Voters, issues, and elections: Are the candidates' messages getting 

through?. The Journal of Politics, 58(2), 486-515.Dalager, 1996).  

Davenport, T. and Prusak, L. (1998) Working knowledge: how organizations manage what 

they know. Cambridge, MA: Harvard Business School Press. 

Davies, P. H. J. (2001). Spies as informants: Triangulation and the interpretation of elite 

interview data in the study of the intelligence and security services. Politics, 21(1) 73–

80. https://doi.org/10.1111/1467-9256.00138 

Davis, J. L., Love, T. P., & Killen, G. (2018). Seriously funny: The political work of humor 

on social media. New Media & Society, 20(10), 3898-3916. 

Davison, I. (2017). “Andrew Little quits: Jacinda Ardern is new Labour leader, Kelvin Davis 

is deputy”, Retrieved 8th September 2020 from 

https://www.nzherald.co.nz/nz/news/article.cfm?c_id=1&objectid=11897447 

De Roon, C. (2020). Party youth wing membership in the Netherlands: the role of 

organization-level characteristics. Acta Politica, 55(4), 629-647.  

Del Vicario, M., Bessi, A., Zollo, F., Petroni, F., Scala, A., Caldarelli, G., & Quattrociocchi, 

W. (2015). Echo chambers in the age of misinformation. arXivpreprint 

arXiv:1509.00189. Retrieved from https://arxiv.org/abs/1509.00189 



 

 

348 

 

Del Vicario, M., Zollo, F., Caldarelli, G., Scala, A., & Quattrociocchi, W. (2017). Mapping 

social dynamics on Facebook: The Brexit debate. Social Networks, 50, 6-16.Karlsen 

et al., 2017 

Delli Carpini, M. X., & Keeter, S. (1996). What Americans know about politics and why it 

matters. Yale University Press. 

Denzin, N.K. (1970). The Research Act in Sociology (pp.310). Chicago Press. 

Devlin, C. (2017). Greens support 'switched on' young people demanding to be heard by 

politicians and vote at 16. Retrieved 20 September 2020 from 

https://www.stuff.co.nz/national/politics/116132090/greens-support-switched-on-

young-people-demanding-to-be-heard-by-politicians-and-vote-16 

Dey, I. (1999). Grounding grounded theory: Guidelines for qualitative inquiry. Academic 

Press. 

Dunn, S. W., L. Butler, S., Meeks, K., & Collier, J. (2015). Communication Quarterly 

Rockin’the Gubernatorial Vote?: Young People’s Normative Democratic Attitudes 

and Behaviors in a Low-Involvement Election. Communication Quarterly, 63(5), 603-

619.Yamamoto et al., (2015)  

Edgerly, S., Thorson,K. and Wells, C. (2018). Young Citizens, Social Media, and the 

Dynamics of Political Learning in the U.S. Presidential Primary Election. American 

Behavioral Scientist. 62(8) 1042–1060 

Ekman, M., & Widholm, A. (2015) Politicians as media producers. Journalism Practice, 

9(1), 78–91. https://doi.org/10.1080/17512786.2014.928467  

Ekström, M. (2016). Young people’s everyday political talk: a social achievement of 

democratic engagement. Journal of Youth Studies 19(1), 1-19. 

Ekström, M., & Östman, J. (2015). Information, interaction, and creative production: The 

effects of three forms of internet use on youth democratic 

engagement. Communication Research, 42(6), 796-818.  



 

 

349 

 

Electoral Commission (2018). New Zealand 2017 General Election official results. Retrieved 

from http://www.elections.org.nz/news-media/new-zealand-2017-general-

electionofficial-results 

Elo, K. & Rapeli. L. (2010) Determinants of Political Knowledge: The Effects of the Media 

on Knowledge and Information, Journal of Elections, Public Opinion and Parties, 

20:1, 133-146, DOI: 10.1080/17457280903450799 

Enli, G. (2017). Twitter as arena for the authentic outsider: exploring the social media 

campaigns of Trump and Clinton in the 2016 US presidential election. European 

journal of communication, 32(1), 50-61. 

Eshbaugh‐Soha, M., & Collins Jr, P. M. (2015). Presidential rhetoric and Supreme Court 

decisions. Presidential Studies Quarterly, 45(4), 633-652. 

Eveland Jr, W. P., & Hutchens, M. J. (2008). Political knowledge. The international 

encyclopedia of communication. 

Eveland Jr, W. P., Hayes, A. F., Shah, D. V., & Kwak, N. (2005). Understanding the 

relationship between communication and political knowledge: A model comparison 

approach using panel data. Political Communication, 22(4), 423-446. 

Eveland, W. P., & Schmitt, J. B. (2015). Communication content and knowledge content 

matters: Integrating manipulation and observation in studying news and discussion 

learning effects. Journal of Communication, 65, 170–191. doi:10.1111/jcom.12138 

Eveland, W.P., Jr., Marton, K. & Seo, M. (2004). Moving beyond “just the facts”: The 

influence of online news on the content and structure of public affairs knowledge. 

Communication Research, 31(1), 82–108. 

Ezzy, D. (2002). Qualitative Analysis. Taylor & Francis. 

Farrar-Myers, V. A., & Vaughn, J. S. (Eds.). (2015). Controlling the message: New media in 

American political campaigns. NYU Press. 

Feldman, L. (2013). Learning about politics from The Daily Show: The role of viewer 

orientation and processing motivations. Mass Communication and Society, 16(4), 

586-607. 



 

 

350 

 

Fiske, S.T., Lau, R. R., & Smith, R. A. (1990). On the varieties and utilities of political 

expertise. Social Cognition, 8, 31–48. 

Flanagan, C. A. (2013). Teenage citizens. Harvard University Press. 

Flanagan, C. A., Gallay, L. S., Gill, S., Gallay, E., & Nti, N. (2005). What does democracy 

mean? Correlates of adolescents’ views. Journal of Adolescent Research, 20(2), 193-

218. 

Galston, W. A. (2001). Political knowledge, political engagement, and civic 

education. Annual Review of Political Science, 4, 217–234.  

Gao,  Y.  (2011).  An  experimental  study  of  the  effects  of  interactivity  and  humor  in  e-

com-merce. Review of Business Information Systems, 15, 9-14. 

doi:10.19030/rbis.v15i1.3993 

Gil de Zúñiga, H., Weeks, B., & Ardèvol-Abreu, A. (2017). Effects of the news-finds-me 

perception in communication: Social media use implications for news seeking and 

learning about politics. Journal of computer-mediated communication, 22(3), 105-

123.  

Goldkuhl, G. (2011). The research practice of practice research: Theorizing and situational 

inquiry, An International Journal on Communication, Information Technology and 

Work, 5(1), 7–29. 

Goldkuhl, G. (2012). Pragmatism vs interpretivism in qualitative information systems 

research. European Journal of Information Systems, 21(2), 135–

146. https://doi.org/10.1057/ejis.2011.54 

Gottfried,  J.,  &  Barthel,  M.  (2015).  How  Millennials’  political  news  habits  differ  from  

those  of   Gen   Xers   and   Baby   Boomers.   Retrieved   from   

http://www.pewresearch.org/fact-tank/2015/06/01/political-news-habits-by-

generation/ 

Gottfried, J., & Shearer, E. (2016). News use across social media. Pew Research Center. 

Graber, D. A. (2001). Processing politics: Learning from television in the Internet age. 

Chicago, IL: University of Chicago Press. 

https://dx-doi-org.ezproxy.auckland.ac.nz/10.1146/annurev.polisci.4.1.217
https://dx-doi-org.ezproxy.auckland.ac.nz/10.1146/annurev.polisci.4.1.217
https://doi.org/10.1057/ejis.2011.54
http://www.pewresearch.org/fact-tank/2015/06/01/political-news-habits-by-generation/
http://www.pewresearch.org/fact-tank/2015/06/01/political-news-habits-by-generation/


 

 

351 

 

Graber, D. A. (2001). Processing politics: Learning from television in the Internet age. 

Chicago, IL: University of Chicago Press. 

Graneheim, U. H., & Lundman, B. (2004). Qualitative content analysis in nursing research: 

concepts, procedures and measures to achieve trustworthiness. Nurse education today, 

24(2), 105-112. 

Gronlund, K. (2006). Virtual Citizenry: Politically Sophisticated or Not. 

Guest, G., Bunce, A., & Johnson, L. (2006). How many interviews are enough? An 

experiment with data saturation and variability. Field Methods, 18(1), 59–82. 

Gulati, G. J., & Williams, C. B. (2007). Closing the gap, raising the bar: Candidate web site 

communication in the 2006 campaigns for congress. Social science computer review, 

25(4), 443-465.  

Hahn, C. (2008). Doing Qualitative Research Using Your Computer: A Practical 

Guide. SAGE Publications. 

Hasell, A., & Weeks, B. E. (2016). Partisan provocation: The role of partisan news use and 

emotional responses in political information sharing in social media. Human 

Communication Research, 42, 641–661. 

Heinsohn, T., Fatke, M., Israel, J., Marschall, S., & Schultze, M. (2019). Effects of voting 

advice applications during election campaigns. Evidence from a panel study at the 

2014 European elections. Journal of Information Technology & Politics, 16(3), 250-

264.  

Hendriks Vettehen, P. G. J., Hagemann, C. P. M., & van Snippenburg, L. B. (2004). Political 

knowledge and media use in the Netherlands. European Sociological Review, 20(5), 

415–424. https://doi.org/10.1093/esr/jch035 

Hennink, M. M., Kaiser, B. N., & Marconi, V. C. (2017). Code saturation versus meaning 

saturation: How many interviews are enough? Qualitative Health Research, 27, 591–

608. doi:10.1177/1049732316665344  

Hernandez, Y. (2019). The technology gap across generations: how social media affects the 

youth vote. Political Analysis, 20(1), 1. 

https://doi.org/10.1093/esr/jch035


 

 

352 

 

Hochschild JL. If Democracies Need Informed Voters, How Can They Thrive While 

Expanding Enfranchisement?. Election Law Journal: Rules, Politics, and Policy 

[Internet]. 2010;9 (2) :111-123. 

Hochschild, J. L., & Einstein, K. L. (2015). Do facts matter?: Information and 

misinformation in American politics (Vol. 13). University of Oklahoma Press. 

Hochschild, J. L., (2009). Conducting Intensive Interviews and Elite Interviews. Workshop 

on Interdisciplinary Standards for Systematic Qualitative Research. 

https://scholar.harvard.edu/jlhochschild/publications/conducting-intensive-interviews-

and-elite-interviews 

Hoffman, L. H., & Young, D. G. (2011). Satire, punch lines, and the nightly news: 

Untangling media effects on political participation. Communication Research 

Reports, 28(2), 159-168. 

Hoffman, L. (2019).  Political Knowledge and Communication. Oxford Research 

Encyclopedia of Communication.  

Hosking, M. (2017). Mike Hosking: There is no 'youth quake'. Retrieved from 

https://www.nzherald.co.nz/nz/mike-hosking-there-is-no-youth-

quake/DQPYF72PFV3FYDOX3YTJI5DM2Q/ 

Howard, P., & Woolley, S. (2016). Political Communication, Computational Propaganda, and 

Autonomous Agents. International Journal of Communication, 10(Special Issue), 20. 

Hsu, T. (2018, March 21). For many users a “last straw” that led them to quit. New York 

Times. https://www.nytimes.com/2018/03/21/technology/users-abandon-

facebook.html 

Huang, H. X. (2017). Voter turnout in New Zealand: to what extent is it in decline and what 

can we do about it?, Research paper, Victoria University of Wellington. 

Huggins, C. (2014). Arranging and conducting elite interviews: Practical considerations. 

SAGE Research Methods Cases. SAGE. 

https://www.doi.org/10.4135/978144627305013514687 

https://scholar.harvard.edu/jlhochschild/publications/if-democracies-need-informed-voters-how-can-they-thrive-while-expanding-en
https://scholar.harvard.edu/jlhochschild/publications/if-democracies-need-informed-voters-how-can-they-thrive-while-expanding-en
https://scholar.harvard.edu/jlhochschild/publications/conducting-intensive-interviews-and-elite-interviews
https://scholar.harvard.edu/jlhochschild/publications/conducting-intensive-interviews-and-elite-interviews
https://www.nytimes.com/2018/03/21/technology/users-abandon-facebook.html
https://www.nytimes.com/2018/03/21/technology/users-abandon-facebook.html


 

 

353 

 

Hunter, P. and Rack, J. (2016). Advancing young citizens’ political literacy through social-

sciences curricula, Teaching and Learning, p 23 – 28) 

Ida, R., Saud, M. and Mashud, M. (2020). An empirical analysis of social media usage, 

political learning and participation among youth: a comparative study of Indonesia 

and Pakistan. Quality and Quantity, Springer nature. 54. Pp 1285-1297 

Jackson, N. A., & Lilleker, D. G. (2009). Building an architecture of participation? Political 

parties and Web 2.0 in Britain. Journal of Information Technology & Politics, 6(3-4), 

232-250.  

Jennex, M. E., & Bartczak, S. E. (2013). A Revised Knowledge Pyramid. International 

Journal of Knowledge Management (IJKM), 9(3), 19-30. 

http://doi.org.ezproxy.auckland.ac.nz/10.4018/ijkm.2013070102 

Jennings, F.J., Bramlett, J.C. and Warner, B.R. (2019). Comedic Cognition: The Impact of 

Elaboration on Political Comedy Effects. Western Journal of Communication, 83(3), 

365-382. 

Jennings, M. K. (1996). Political knowledge over time and across generations. Public 

Opinion Quarterly, 60(2), 228–252. 

Jerit, J., Barabas, J., & Bolsen, T. (2006). Citizens, knowledge, and the information 

environment. American Journal of Political Science, 50(2), 266-282.  

Kahne, J., & Bowyer, B. (2018). The political significance of social media activity and social 

networks. Political Communication, 35(3), 470-493. 

Kahne, J., Chi, B., & Middaugh, E. (2006). Building social capital for civic and political 

engagement: The potential of high-school civics courses. Canadian Journal of 

Education/Revue canadienne de l'éducation, 387-409. 

Kane, K. and Parkin, T (2016). Improving political literacy by designVoter advice 

applications for young New Zealanders, Teaching and Learning. (45-50). 

Karlsen, R., Steen-Johnsen, K., Wollebæk, D., & Enjolras, B. (2017). Echo chamber and 

trench warfare dynamics in online debates. European Journal of Communication, 32, 

257–273. doi:10.1177/0267323117695734 

http://doi.org.ezproxy.auckland.ac.nz/10.4018/ijkm.2013070102


 

 

354 

 

Keating, A., & Melis, G. (2017). Social media and youth political engagement: Preaching to 

the converted or providing a new voice for youth?. The British Journal of Politics and 

International Relations, 19(4), 877-894.  

Kenski & Stroud, 2006; Stockemer & Rocher, 2017; McAllister, 2016; Martin, 2016; Neys & 

Jansz, 2010; Moeller & Vreese, 2015; Bakker &Vreese, 2011;  

Kenski, K. (2000). Women and political knowledge during the 2000 primaries. Annals of the 

American Academy of Political and Social Science, 572(1), 26–28. 

Kenski, K., & Jamieson, K. H. (2000). The gender gap in political knowledge: Are women 

less knowledgeable than men about politics? In K. H. Jamieson, Everything you think 

you know about politics . . . and why you’re wrong (pp. 83–92). New York: Basic 

Books. 

Khaldarova, I., & Pantti, M. (2016). Fake news: The narrative battle over the Ukrainian 

conflict. Journalism practice, 10(7), 891-901.  

Kreiss, D., Lawrence, R.G. & McGregor, S. C. (2018) In Their Own Words: Political 

Practitioner Accounts of Candidates, Audiences, Affordances, Genres, and Timing in 

Strategic Social Media Use, Political Communication, 35:1, 8-31, DOI: 

10.1080/10584609.2017.1334727 

Kristensen, N. N., & Solhaug, T. (2016). Students as first-time voters. Journal of Social 

Science Education, 15(3). 

Kruikemeier, S., Noort, G. V., Vliegenthart, R., & Vreese, C. H. (2014). Unraveling the 

effects of active and passive forms of political Internet use: Does it affect citizens’ 

political involvement? New Media & Society, 16(6), 903-920. 

https://doi.org/10.1177/1461444813495163 

Kvale, S. (1996). Interview views: An introduction to qualitative research interviewing. 

SAGE. 

Lee, S. & Xenos, M. (2019), Social distraction? Social media use and political knowledge in 

two U.S. Presidential elections, Computers in Human Behavior, 90, 18-25. Doi: 

https://doi.org/10.1016/j.chb.2018.08.006 

https://doi.org/10.1016/j.chb.2018.08.006


 

 

355 

 

Lee, S., & Xenos, M. (2019). Social distraction? Social media use and political knowledge in 

two US Presidential elections. Computers in human behavior, 90, 18-25. 

Lees-Marshment, J., Dufresne, Y., Eady, G., Osborne, D., Linden, C. V., & Vowles, J. 

(2015). Vote Compass in the 2014 New Zealand election. Political Science, 67(2), 

94–124. https://doi.org/10.1177/0032318715609076 

Lijphart, A. (1997). Unequal Participation: Democracy’s Unresolved Dilemma. American 

Political Science. 91(1) 

Lilleker, D. G. (2003). Interviewing the political elite: Navigating a potential minefield. 

Politics, 23(3), 207–214. https://doi.org/10.1111/1467-9256.00198 

Lilleker, D. G. (2003). Interviewing the political elite: Navigating a potential minefield. 

Politics, 23(3), 207–214. https://doi.org/10.1111/1467-9256.00198 

Lindgren, B. M., Lundman, B., & Graneheim, U. H. (2020). Abstraction and interpretation 

during the qualitative content analysis process. International journal of nursing 

studies, 108, 103632. 

Lup, O. (2010). The role of political discussion in developing democracies: Evidence from 

Hungary. In M. R. Wolf, L. Morales & K. Ikeda (Eds.), Political discussion in 

modern democracies: A comparative perspective (pp. 183–200). Routledge. 

Lupia, A. (2016). Uninformed: Why people know so little about politics and what we can do 

about it. New York, NY: Oxford University Press. 

Luskin, R. C. (1987). Measuring political sophistication. American Journal of Political 

Science, 31(4), 856–899. 

Magnusson, E., & Marecek, J. (2015). Doing interview-based qualitative research: A 

learner's guide. Cambridge University Press. 

https://doi.org/10.1017/CBO9781107449893 

Manfra, M.M and Holmes, C. (2019), Media Literacy and Fake News in the Social Studies, 

Social Education. 82(2). Pp. 91-95. 

https://doi.org/10.1017/CBO9781107449893


 

 

356 

 

Martin, J. A. (2016). Digital platforms and differential gains. Electronic News, 10(4), 243–

259. https://doi.org/10.1177/1931243116672258 

May, T. (2001). Social research: Issues, methods, and process. Open University Press. 

McAllister, I. (2016). Internet use, political knowledge and youth electoral participation in 

Australia, Journal of Youth Studies, 19(9), 1220–1236, 

https://doi.org/10.1080/13676261.2016.1154936 

McIntosh, H., Hart, D., & Youniss, J. (2007). The influence of family political discussion on 

youth civic development: Which parent qualities matter?. PS: Political Science & 

Politics, 40(3), 495-499. 

McKinney Jr, E. H., & Yoos, C. J. (2010). Information about information: A taxonomy of 

views. MIS quarterly, 329-344.  

McNeal, R. S., Schmeida, M., & Bryan, L. D. (2017). Smartphones and their increased 

importance in U.S. presidential elections. In M. Adria, & Y. Mao (Eds.), Handbook of 

research on citizen engagement and public participation in the era of new media (pp. 

283-303). Hershey, PA: IGI Global. doi:10.4018/978-1-5225-1081-9.ch016 

McNeal, R., & Bryan, L. D. (2015). The mobile presidential election. In Encyclopedia of 

mobile phone behavior (pp. 992-1002). IGI Global. 

Metzger, A., & Smetana, J. G. (2010). Social cognitive development and adolescent civic 

engagement. 

Morgan, D. L. (2007) Paradigms lost and pragmatism regained: Methodological implications 

of combining qualitative and quantitative methods, Journal of Mixed Methods 

Research, 1(1), 48–76. https://doi.org/10.1177/2345678906292462 

Morgan, D.L. (2020). Pragmatism as a Basis for Grounded Theory. The Qualitative Report, 

25(1), 64-73. Retrieved from https://nsuworks.nova.edu/tqr/vol25/iss1/5 

Murchison, A. (2016). Online Media in New Zealand. In G. Kemp, B. Bhador, K. McMillan, 

& C. Rudd (Eds.), Politics and the Media (pp. 292–309). Auckland University Press. 

https://doi.org/10.1177/1931243116672258
https://nsuworks.nova.edu/tqr/vol25/iss1/5


 

 

357 

 

Mutz, D. C. (2006). Hearing the other side: Deliberative versus participatory democracy. 

Cambridge University Press. 

Nadeau, R., Nevitte, N., Gidengil, E., & Blais, A. (2008). Election campaigns as information 

campaigns: Who learns what and does it matter? Political Communication, 25(3), 

229–248 

Neuman, W. R. (1981). Differentiation and integration: Two dimensions of political thinking. 

American Journal of Sociology, 86, 1236–1268. 

Newman, N., Fletcher, R., Kalogeropoulos, A., Levy, D., & Nielsen, R. K. (2017).Digital 

news report 2017. Retrievedfromhttp://po.st/lfJFXh 

Nickols, F. (2000). The knowledge in knowledge management. The Knowledge Management 

Yearbook, 2000–2001, 12, 21. 

Nonaka, I. and Takeuchi, H. (1995). The Knowledge-Creating Company: How Japanese 

Comapnies Create the Dynamics of Innovation.  Oxford University Press 

Ohme, J. (2019). When digital natives enter the electorate: Political social media use among 

first-time voters and its effects on campaign participation. Journal of information 

technology & politics, 16(2), 119-136.  

Ohme, J., Vanden Abeele, M. M., Van Gaeveren, K., Durnez, W., & De Marez, L. (2020). 

Staying informed and bridging “social distance”: smartphone news use and mobile 

messaging behaviors of flemish adults during the first weeks of the covid-19 

pandemic. Socius, 6, 2378023120950190. 

Panagopoulos, C. (2016). All about that base: Changing campaign strategies in US 

presidential elections. Party Politics, 22(2), 179-190. 

Patterson, T. E., & McClure, R. D. (1976). The unseeing eye: The myth of television power in 

national politics. New York: Putnam. 

Pedersen, K. (2005). New Zealand parties in cyberspace. Political Science, 57(2), 107-116. 



 

 

358 

 

Pew Research Center (2016, 7 July).The modern news consumer: News attitudes and 

practices in the digital era.Retrieved from http://www.journalism.org/2016/07/07/the-

modern-news-consumer 

Pickard, S. (2019). Youth Wings and Student Wings of Political Parties. Politics, Protest and 

Young people. Palgrave Macmillan, London.  Pp. 195-234 

Polanyi, M. (1967).  The tacit dimension.  London: Routledge and Kegan Paul. 

Price, V., & Zaller, J. (1993). Who gets the news? Alternative measures of news reception 

and their implications for research. Public Opinion Quarterly, 57, 133–164. 

Prior, M. (2005). News vs. entertainment: How increasing media choice widens gaps in 

political knowledge and turnout. American Journal of Political Science, 49(3), 577–

592. 

Radio New Zealand. (2017, August 31). Why are so many young New Zealanders not 

voting? Retrieved from 

http://www.radionz.co.nz/national/programmes/morningreport/audio/201856766/wh 

y-are-so-many-young-new-zealanders-not-voting  

Rescher, N. (2000). Realistic Pragmatism: An Introduction to Pragmatic Philosophy. SUNY 

Press.  

Richards, D. (1996). Elite Interviewing: Approaches and Pitfalls, Politics, 16(3), 199–204. 

Rivera, S., Kozyreva, P., & Sarovskii, E. (2002). Interviewing political elites: Lessons from 

Russia. PS: Political Science and Politics, 35(4), 683–688. 

Roper, J. (1997). NewZealand Political Parties Online: the World Wide Web as a tool for 

democratization or for political marketing?. New Political Science, 69-84.  

Ross, K and Bürger, T. (2014). Face to face(book), Political Science,66(1), DOI: 

10.1177/0032318714534106 

Ross, K., Fountaine, S. and Comrie, M. (2015). Facing up to Facebook: politicians, publics 

and the social media(ted) turn  in New Zealand. Media, Culture and Society, 37(2), 

251-269 

http://www.journalism.org/2016/07/07/the-modern-news-consumer
http://www.journalism.org/2016/07/07/the-modern-news-consumer


 

 

359 

 

Sanovich, S. (2017). Computational Propaganda in Russia: The Origins of Digital 

Misinformation(Computational Propaganda WorkingPaper Series No. 2017.3). 

Oxford, United Kingdom: Oxford Internet Institute, University of Oxford 

Schreier, M. (2014). Qualitative content analysis. In U. Flick (Ed.), The SAGE Handbook of 

Qualitative Data Analysis (pp. 170-183). 

Sharma, B. K., & Parma, S. (2016). Impact of Social Media on Voter’s, Behaviour: A 

Descriptive Study of Gwalior, Madhya Pradesh. International Journal of Research in 

Computer Science and Management, 4(1), 5-8. 

Shehata, A., Hopmann, D.M., Nord, L., & Höijer, J., (2015). Television channel content 

profiles and differential knowledge growth: A test of the inadvertent learning 

hypothesis using panel data.Political Communication,32, 377–395. 

https://doi.org/10.1080/10584609.2014.955223 

Sides, J., Shaw, D. R., Grossmann, M., & Lipsitz, K. (2019). Campaigns and elections. (3rd 

ed.). New York: W.W. Norton and Company. 

Smith, Aaron. 2009. “The Internet’s Role in Campaign 2008.” 

http://www.pewinternet.org/2009/04/15/the- internets-role-in-campaign-2008 

(October 18,  

Soerensen,  M.  P.  (2016).  Political  conversations  onFacebook–The participation of 

politicians and citizens.Media, Culture & Society,38(5), 664–685. 

doi:10.1177/0163443715620924 

Sotirovic, M., & McLeod, J. M. (2004). Knowledge as understanding: The information 

processing approach to political learning. In L. L. Kaid (Ed.), Political 

communication research (pp. 357–395). Lawrence Erlbaum Associates. 

Standing, C. (2018). What is information? Toward a theory of information as objective and 

veridical. Journal of Information Technology, 33(2), 85-104. 

Statistics New Zealand. (2018). Voting and political participation. Retrieved from 

https://www.stats.govt.nz/reports/voting-and-political-participation 

https://doi.org/10.1080/10584609.2014.955223
http://www.pewinternet.org/2009/04/15/the-
https://www.stats.govt.nz/reports/voting-and-political-participation


 

 

360 

 

Steensen, S., & Ahva, L. (2015). Theories of journalism in a digital age: An exploration and 

introduction.  

Steiner, M. (2020). Soft Presentation of Hard News? A Content Analysis of Political 

Facebook Posts. Media and Communication, 8(3), 244-257.  

Stephens, M., Yoo, J., Mourao, R. R., Vu, H. T., Baresch, B. & Johnson, T.J. (2014). How 

app are people to use smartphones, search engines, and social media for news?: 

Examining information acquisition tools and their influence on political knowledge 

and voting, Journal of Information Technology & Politics, 11(4), 383–396. 

https://doi.org/10.1080/19331681.2014.951137 

Stier, S., Bleier, A., Lietz, H., & Strohmaier, M. (2018). Election campaigning on social 

media: Politicians, audiences, and the mediation of political communication on 

Facebook and Twitter. Political communication, 35(1), 50-74.  

Strauss, A. L., & Corbin, J. M. (Eds.). (1997). Grounded theory in practice. SAGE. 

Strauss, A., & Corbin, J. (1990). Basics of qualitative research: Grounded theory procedures 

and techniques. SAGE. 

Strömbäck, J., & Shehata, A. (2018). Political Journalism. In Oxford Research Encyclopedia 

of Communication.  

Sundar,  S.  S.  (2007).  Social  psychology  of  interactivity  in  human-website  interaction.  

In  A.  Joinson, K. McKenna, T. Postmes, & U. D. Reips (Eds.), The Oxford 

handbook of Internet psychology (pp. 89-104). Oxford, UK: Oxford University Press. 

Sveiby, K. E. (1997). The new organizational wealth: Managing & measuring knowledge-

based assets. Berrett-Koehler Publishers. 

Taecharungroj, V., & Nueangjamnong, P. (2015). Humour 2.0: Styles and Types of Humour 

and Virality of Memes on Facebook. Journal of Creative Communications, 10(3), 

288–302 

Te Ara (n.d.).  Politics of old age Retrieved 25 September 2020 from 

https://teara.govt.nz/en/older-people/page-4 

https://doi.org/10.1080/19331681.2014.951137


 

 

361 

 

Theocharis, Y., & Quintelier, E. (2016). Stimulating citizenship or expanding entertainment? 

The effect of Facebook on adolescent participation. New Media & Society, 18(5), 817-

836.  

Tipene, C. (2018). Doing Politics Differently: Understanding the Political Participation of 

Young New Zealanders (Masters Thesis, ResearchSpace@ Auckland). 

Tipene, C., Milne, B. and Humpage, L. (2016). Insights from the Social Attitudes Survey 

New Zealand 2015(COMPASS Research Centre). Retrieved from 

https://cdn.auckland.ac.nz/assets/arts/research-

centres/compass/documents/Clark%20Tipene%20Final%20Report%20Summer%20S

cholarship.pdf 

Tolochko, P., Song, H. & Boomgaarden, H. (2019). “That Looks Hard!”: Effects of Objective 

and Perceived Textual Complexity on Factual and Structural Political Knowledge, 

Political Communication,36:4, 609-628. doi: 

https://doi.org/10.1080/10584609.2019.1631919 

Trevisan, F., Hoskins, A., Oates, S., & Mahlouly, D. (2018). The Google voter: search 

engines and elections in the new media ecology. Information, Communication & 

Society, 21(1), 111-128. 

Tsai, C-H, Tan, A and Jung, K. (2019). An analysis of the2014 New Zealand general 

election: do Internet use and online party mobilisation matter?  , 71(1), 79-91, DOI: 

10.1080/00323187.2019.1626747 

Tuomi,  I.  (2000).  Data  is  more  than  knowledge: Implications of the reversed knowledge 

hierarchy for knowledge management and organizational memory. Journal of 

Management Information Systems, 16(3), 103–117. 

Virkus, S. (2014). Theoretical Models of Information and Knowledge Management. Institute 

of Information Studies, Tallin University. 

Vowles, j. (2004). Civic   engagement   in   New   Zealand:   Decline   or   demise. Inaugural   

professorial  address  delivered  at  the  Conference  Centre,  University  of  

Auckland. 

https://cdn.auckland.ac.nz/assets/arts/research-centres/compass/documents/Clark%20Tipene%20Final%20Report%20Summer%20Scholarship.pdf
https://cdn.auckland.ac.nz/assets/arts/research-centres/compass/documents/Clark%20Tipene%20Final%20Report%20Summer%20Scholarship.pdf
https://cdn.auckland.ac.nz/assets/arts/research-centres/compass/documents/Clark%20Tipene%20Final%20Report%20Summer%20Scholarship.pdf
https://doi.org/10.1080/10584609.2019.1631919


 

 

362 

 

Wall, M., Krouwel, A., & Vitiello, T. (2014). Do voters follow the recommendations of voter 

advice application websites? A study of the effects of kieskompas.nl on its users’ vote 

choices in the 2010 Dutch legislative elections. Party Politics, 20(3), 416–428. 

https://doi.org/10.1177/1354068811436054 

Wardle, C. (2017). Fake news. It’s complicated. First Draft, 16, 1-11.  

Weick, K. E. (1969). The social psychology of organizing.  Addison-Wesley. 

Wellington City Youth Council (2017), Youth Engagement Strategy, Wellington. 

Willis, K. (2006). Interviewing. In Desai, V., & Potter, R. B. (Eds.), Doing development 

research (pp. 144-152). SAGE. https://www.doi.org/10.4135/9781849208925 

Wojcieszak, M., & Smith, B. (2014). Will politics be tweeted? New media use by Iranian 

youth in 2011. New Media & Society, 16(1), 91–109. 

https://doi.org/10.1177/1461444813479594 

Wollebæk, A. Karlsen, R., Steen-Johnsen, K., and Enjolras, B. (2019). Anger, Fear, and Echo 

Chambers: The Emotional Basis for Online Behavior. Social Media +Society. 1(14). 

Wood, B. (2011). Citizenship in our place: Exploring New Zealand young people’s every 

day, place-based perspectives on participation in society [Doctoral dissertation]. 

Available from http://hdl.handle.net/10063/1671 

Wood, B. (2012). Crafted within liminal spaces: Young people’s everyday politics. Political 

Geography, 31, 337–346.doi:10.1016/j.polgeo.2012.05.003 

Woo-Yoo, S., & Gil-de-Zúñiga, H. (2014). Connecting blog, Twitter and Facebook use with 

gaps in knowledge and participation. Communication & Society, 27(4), 33-48. 

Wray-Lake, L. (2019). How Do Young People Become Politically Engaged?. Child 

development perspectives. University of California, Los Angeles. 12(2). Pp.127-132. 

Xiaoming, H., Nainan, W., & George, C. (2014). The impact of online news consumption on 

young people’s political participation. International Journal of E-Politics, 5(2), 16–

31. https://doi.org/10.4018/ijep.2014040102 

https://doi.org/10.1177/1354068811436054
https://doi.org/10.1177/1461444813479594
http://hdl.handle.net/10063/1671


 

 

363 

 

Yang, F. and Shen, F. (2018). Effects of Web Interactivity:  A Meta-Analysis. 

Communication Research. 45 (5). Pp. 635-658 

Young, D. G., & Hoffman, L. (2012). Acquisition of current-events knowledge from political 

satire programming: An experimental approach. Atlantic Journal of 

Communication, 20(5), 290-304. 

Young, D. S. & Casey,  E. A. Casey (2019. An Examination of the Sufficiency of Small 

Qualitative Samples, Social Work Research, 43, (1), 53–5. https://doi-

org.ezproxy.auckland.ac.nz/10.1093/swr/svy026 

YouTube Trends. (2012, August 27). Videos mentioning Obama or Romney top 2 billion 

views. http://youtube-trends.blogspot.com/2012/08/videos-mentioning-obama-or-

romney-top-2.html  

Zaller, J. R. (1992). The nature and origins of mass opinion. New York: Cambridge 

University Press. 

 

 

https://doi-org.ezproxy.auckland.ac.nz/10.1093/swr/svy026
https://doi-org.ezproxy.auckland.ac.nz/10.1093/swr/svy026
http://youtube-trends.blogspot.com/2012/08/videos-mentioning-obama-or-romney-top-2.html
http://youtube-trends.blogspot.com/2012/08/videos-mentioning-obama-or-romney-top-2.html



