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ABSTRACT

This article examines the ways how Estonian cane&daere implementing Web 2.0 applications
during the European Parliament elections in Jur@2The study considers effectiveness of the
candidates’ websites presentation. Several web{fgpésatures, the ability to use multimedia and

interactivity are taken into consideration. The gramlso looks at how the phenomenon of
personalisation of politicians’ reflects in the &stin web-campaign environment. Conclusions are
drawn as to whether political web pages offer oppuoties for implementing a deliberative policy,

as Web 2.0 applications give opportunities to imeolpeople to the debate and increase

participation.

The analyses show that in Estonia political webssido not offer citizens many possibilities for
participation. Even if candidates have blogs amdpmesent on social networking platforms such as
Facebook or Twitter, they tend to use these appdics only for marketing purposes and not for
implementing deliberative politics. It could alse Argued that the personal input from the side of
the candidates to the Internet campaigning is lom most candidates do not offer that much

interactivity via the websites.
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1. INTRODUCTION

The World Wide Web has given citizens the oppottutu access government activities and
it also gives voters new insight into political qaaigns. The old model of political communication,
where mass media had the central role, is gradbellyg replaced with a new one, which via the

Internet offers possibilities for the direct dialmgbetween politicians and citizens.

The Internet has increasingly become an environméete a political campaigns take place. 2008
general elections in the USA demonstrated how Welaad social media were used in an political

campaign in order to involve a wider range of veiarthe election process.

Websites provide in times of increasedediatisation and personalisation excellent
opportunities for increasing the level of familtgriand improving the reputation of a person or
organisation. Via personal websites and blogs taygmips can be reached easily, directly, cheaply
and quickly. At the same time, the information pdad via political websites is unfiltered and this
feature is particularly important to those who wambypass the gatekeeper function of traditional

mass media.

One of the main points is that the Web 2.0 appboat offers new possibilities for political
parties to involve citizens into the political ddon making practice. Some theorist consider this
phenomenon an option to implement a deliberativeatgacy and to regain legitmatisation (Gibson
and Word, 2000). On the other hand, many recermlies show, that these opportunities are not

effectively used either by citizens or by politicga

Most research so far has focused on the effechernternet use on political engagement

and political information, less studies is focusamghow political actors use the web.



This paper therefore makes a significant contrdsuby analysing the online engagement of

political parties.

2. THEORETICAL BACKGROUND

2.1. Web 2.0 and social media in the context of ptatal campaigns

Mastering good communication skills have been fargst of politicians for a long time. For
modern leaders the more frequent use of innovaiemunication channels have been the secret
weapons to win the war. If USA politics is taketoiconsideration in the last century the radio was
very important for Franklin D. Roosevelt and thievesion for John F. Kennedy, but for president

Barack Obama it tends to have been Web 2.0 andl snedia.

The birth of the World Wide Web in 1993 brought sigierable innovations to the political

campaigning techniques.

Gobbe brigns out what wikis, web forums or blogs @it dealing in the same environment:
Internet and the web. Every net-connected compsitemode. Every node communicates with few
(or many) nodes producing that way new contentat Way communication is no longer as it was
tradition in the era of broadcast media, when aunieas offered from one to many via TV station,
printed book and any other form of so called olddmewhich corresponds to push media model
(Gobbe, 2006: 15). With WEB 1.0 the old or broatiogsmedia model was changed with what
could be called pull-media or narrow casting modelmeans, that the content in the web
environment is created by few and read, or pulletelv readers. Obama has turned Web 2.0 into a
major platform for his presidential campaign empigysocial media, from YouTube savvy to

Flicker and Twitter and many other social netwogksistes. No doubt, by doing so Obama has



brought the so called grassroots campaigning hadtgital age and in order to win elections many

political campaigners have employed Obama’s teclesgn many countries.

The majority of the research in this field has ryolseen focused on how the Internet affects
the democratic societies (Davis, 1999; Bimber, 1988 the same time, the e-campaigning effects
on offline election process has been studied (Xemaks Foor, 2005). Some scholars (Bentivegna,
2002; Gibson and Ward, 2000) consider e-campaigasgffering opportunities to revitalize the
rational ideals of democracy, what some commurooatieorists have thought to be lost in present-
day political communication ( Blumer and Gurevit@001). However, there are those who tend to
argue that the WWW is itself shaped by real woHdracteristics of society, for example common
campaign strategies, established power and resoelatons, or traditional cultural values (Foot
and Schneider, 2006). During the electoral perimsé characteristics are thought to be replicated
to on the web pages of the politicians and pardied adopted to the new media environment.
Supporters of these viewpoint believe, in other dsorthat e-campaigning does not bring any
revolutionary innovation for the modern democrabyt instead, the typical current real worlds
patterns of political campaigning will be adoptex web environment (Margolis and Resnick,

2000).

2.2 Personalization and the Web

Studies show that the overall mediated visibilisya growing trend, while politicians’
leadership qualities is notable in a lesser ext€he phenomenon of so called personalization,
which involves showing the ‘human’ side of leadansl presenting his or her personal life facts to
the public is an increasingly notable trend durithg latter 20 years in most societies (Langer,

2007).



Historically the social structure have been of th&@n factor to determine the attitudes and
behaviour of many citizens. According to Blondetidarhiebault (2009) in recent years changes in
social structure have diminished the role playedclass and religion and simultaneously the

importance of personality in political leadershgshncreased.

Personalization in politics is explained in litens as the phenomena, which in recent
decades has characterized all democratic systeotis, doesidential and the major parliamentary

systems and means that focus is on the leadernthsfehe political party (McAllister, 2007).

Personalization has become increasingly importaehpmena in successful organizational
and corporate communication and more and more ageand consultants offer personality PR

services for the politicians (Nessmann, 2009).

Personalization of the leaders is not a new phenomeThe various ways in which
influential individuals from the worlds of politicseligion, art or science present themselves go
back to the very dawn of humanity. In an analydighe history of personalization techniques
Nessmann (2000; 2004) finds out that over the 28610 years famous and influential historical
personalities have used methods which would beidered nowadays as professional personality
PR methods. There could be brought forward suchnommpractices as the use of ‘fashionable’
clothing, hair styles, make up and accessoriegwsgiy off’ their personal life style, surrounding
themselves with VIPs, having coins minted with thi&eness on them, creating their family’s own
coat of arms, having their portraits painted byatgst masters of the day, staging important social
events, making public appearances of any sort, ighib documents, manifestos, books,
memories, autobiographies etc. What makes therelifte compared to the past is that in present

the use of such instruments is characterized lyegfic planning and systematic management.

Personalization became especially evident phenoiineth@ second half of the ®@entury,

when television completely changed the politicahpaign’s strategy. This process is known in the
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social science as mediatization of the institutiamsl politics (Hjarvard, 2008; Schultz, 2004;
Thompson, 1995). The first to speak of the medaibn of political life was a Swedish media
researcher Kent Asp, who explained the term asoaegs whereby “a political sytem to a high
degree is influenced by and adjusted to the demahdbe mass media in their coverage of
politicis” (Asp, 1986, cited in Hjarvard, 2008: J06Mediatization is described as process of high
modernity in which the media from one side emerg@ra “independent institution with a logic of
its own” and all the social institutions have tmptithemselves to the so called “logic of the media
(Hjarvad, 2008:105). At the same time, media becameparable of other institutional activities
related to politics, work, family, and religion asost of the activities of those institutions are
performed via interactive or mass media (ibid.pr Hjarvard the concept ‘mediatization’ points to
a number of different aspects of the interactiotwben media and society (Hjarvad, 2008:113).
Mazzoleni and Schults (1999) state that “mediatigelitics is politicis that has lost its autonomy
and has become dependent on its central functionsass media, and is continuously shaped by

interactions with mass media” (Mazzoleni and Schi@99: 249).

Considering the ideas of those who argue that epaggns adopt real life campaign logic,

the phenomena ahediatisatiorcould be implemented in the internet environmeuit espolitics.

Personalisation of politics has got a significaattpin the mass media driven politics
(Toode, 2009). Louw explains that television hatpée to built the mass consent for liberal
capitalism by deploying th&deology of commonnessind celebrating ‘averagenessiithin a
framework what Louw callsiew they genre of televisualized polititis.this casepoliticians as
television celebrities are crafted as tools to ®aite, titillate, distract and steer the mass aucke

(Louw, 2005:180).

A significant part of television driven politics ©ithe consequence that political leaders are

trained to be political celebrities who must beeatial perform in front of TV cameras to project the



charismatic image and of being simultaneousydinary’ but also‘leader. As with other
celebrities, celebrity politicians are special ba&ing famous, not for being superior. As Louw puts
it: “Politicians now attempt to portray themsehas ‘Mr. Everyman’ or ‘Ms. Everywoman’ (ibid:
180). This tendency involves also personalizates ,the personal life and ‘human’ side of the
leaders has been brought to public. This phenomeunkl easily also be adopted to political web
sites and blogs of politicians, where the persara “human” side of the politician is often

stressed.

In the context of Personality Public Relation trewnmedia (blogs, social networks etc)
offers new and challenging opportunities for poéti parties, politicians and campaigners. The
Internet offers many possibilities for increasihg tevel of familiarity and improve the reputation
of a person or organization. Nessmann argueshbkanternet, and specially Web 2.0 has become a
“compulsory” element of person-centred image ampditaion building techniques. Simultaneously,

the number of “e-reputation consultants” is growfiast all over Europe (Nessmann, 2009: 354).

The possibilities of WEB 1.0 might be consideredgdze personality PR strategy, as website
visitors can only read or download the informatwamch is published and available in the internet.
Nessmann (2009) thinks that active web-based palispPR strategies are much more important.
These involve people actively drawing attention tkemselves, e.g. posting information on
themselves and/or on specific topics in the inteamel networking with the help of numerous WEB

2.0 applications.

The internet, in general, offers outstanding excelbpportunities for the classical PR function
of creating and strengthen relations. Nessmanmg&mut the most important online instruments in

personality PR:

- setting up a personal website and/or blog



- participating social or business networks (sucimgspace.com, facebook.com, xing.com,
linkedin, twitter, et al.)

- photo and video sharing communities (for exampt&iflcom, youtube.com)

- social bookmarking where personal favourites castbeed centrally (delicious.com); and

- meta-networks which link all personal profiles (swas calimiD.com, FindMeOn.com. etc)

(Nessmann, 2009: 355).

In times of increasing mediatization and persoldiin, these are weblogs or blogs which provide
excellent opportunities for increasing the levelfariliarity and improving the reputation of the

person.

The advantages of the blog are that they can aslteget groups easily, cheaply, quickly,
directly and authentically in a form of dialoguehwery broad coverage and without being filtered.
From the perspective of political PR professiotlaéspossibility to exchange unfiltered information
is a particularly important advantage as it enableggers to bypass the gatekeeper function of
traditional media. At the same time, many jourraliseep an eye on the blogosphere, enabling
important topics to make their way into mainstrearass media via niche blogs (Zerfass and

Sandhu, 2006, in Nessmann, 2009: 355).

From the perspective of personality PR the disathgas of blogs are mosty associated with
time and effort. In order to stay topical and tswe loyal users, news and opinions should be
updated regularly, at least once in a weeks. Inmagkers argue that for the best possible outcome
for the blogger, who uses it for image and repatatbuilding, the comments from guests and
“visitors” have to be continuously monitored sottlianeeded, the rapid answer and reaction to the
negative comments can be used. Constant updatingtisormally feasible for celebrities, who
have tight schedules, so they can not always ugbatblog when needed, even though blogs come

from authentic statements and comments. While iagdipersonality” via the internet, it is



important to consider that the “real personalitifdsld be consistent with the “online personality”
and the (virtual) statements made in a blog shétleh with actions in the real world. The aim

being to create a coherent, credible image of &€megm concerned (Nessmann, 2009: 355).

2.3 Legitimacy and deliberative democracy

Legitimacy is a basic category of political comnuation in democratic societies. Meyer
explains that legitimacy consist of an empiricampomnent (public trust and support) and a
normative component (justifiableness accordingdons, values and traditions) (Meyer 1999:619).
Therefore, legitimacy both determines and is siamdbusly a result of democratic political

communication.

Scharpt suggests the concepts of input and ouimgnsgion of democratic legitimation (Scharpt,

1998).

Witte et al (2009) and Meyer (1999) summarize Sufmiconcepts by explaining that the
democratic input or “government by the people”- éitsion consists of three main parts: (1) the
authorization of power holders, (2) responsivenessthe exercise of power and (3) the
accountability of power holders (Witte et al, 2089:Meyer 1999: 619). In theutputdimension,
"government for the peoglemplies according to Scharpf that “collectivelynting decisions
should serve the common interest of the constityfeidie democratic output embraces the idea of
“the government for the peopiehich implies that collectivity binding decisiostould serve the

common interest of the constituency” (Scharpf, 1998

In the input dimension, "government by the peopl®eplies that collectively binding
decisions should originate from the authentic esgon of the preferences of the constituency in

guestion. The government, in other words, is méate self-government, and compliance can be
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expected because the laws are self-determinecerrdthn imposed by an exogenous will. In the
output dimension, "governmerior the people implies that collectively binding decisions shaul
serve the common interest of the constituency. @bed is justified because collective fate control
is increased when the powers of government canroged to deal with those problems that the
members of the collectivity cannot solve eitherividbially, or through market interactions, or

through voluntary cooperation (lbid).

Trust in the government has dropped deeply in Estdaring a years time. In summer 2009,
only 38% of citizens trusted the government in Bstoeven though it is still higher than the EU27
average trust in national governments (32%) (Euarbar 2009 : 4). This supports the conclusion
that the legitimization of Estonian political padiis eroding. One reason here could be alsorthat i
the society in which the democratic values couldett®p started only 20 years ago (Vihalemm et
al., 1997). The current situation where citizensehbost the trust to the government could found
parallels with what could be called “crisis of repentation” (Hayward, 1995). One of the reasons
here could be that citizens in the young democeaeynot used and do not feel that they can to
participate in decision making process on the grasslevel (Vihalemnet al.,1997). On the other
hand, mass media could be accused, as it has Ilfibeduits functions to educate the public and

provide a platform for ‘public political discours@¥cNair, 2003) in Estonia.

Jirgen Habermas has explained the concept of acpsphere where all citizens can
publicly discuss public concerns with rational armgunts. According to him at the end of the
discussion a reasonable public opinion evolves ¢bastitutes the basis for all political decisions
(Habermas 1989; 2006). For political communicatiodemocracies it is of great importance that it
is the public sphere which curries public opinidcording to Witteet al.in a mass democracy the
direct political influence of the citizens is ratHienited and the public sphere fulfils the functiof
an intermediary system that mediates between ogiznd political actors and offers a platform

where citizens and political actors can discusstt@\ét al 2009: 6). In the mass media driven
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society the public sphere can exist mainly via aitdin mass media, but at the same time, the mass
media have turned the public sphere into a “masdiangublic sphere” (Ibid) omediatizaised
public sphere (Hjarvard 2008). It means that “thagylic sphere would be dominanted by well
organized collective actors (interest groups anlitipal parties), not by the citizens themselves
(Witte et al 2009: 6). In other words, from Habermas’ theorycauld be concluded that the
mediating function of the public sphere betweeizeits and the political decision-system would
display a limited one-sided direction, as the pubphere would be a public sphere produced but
the political system itself (Wittet al 2009: 6). In this case the mass media has fadledipport the

formation ofhabermasiarpublic sphere.

Emerging Web 2.0 applications offers citizens btita platform for public debate and

channel for interactive information exchange.

In recent years mass communication increasinglynmaged into pre-medial areas such as
weblogs or social online communities (Wit al: 20). That way the question about how this
phenomena might effect the democracy has risenordoty to Witte the so called cyber-optimists
suggest re-democratisation of the public sphereofting to optimistic approach the internet has
positive effect on engagement and it helps paditym of those groups in the society who
otherwise are not engaged offline (Boulianne 2088tording to this approach the web technology
helps ti strengthen political participation andoals the direct communication between political

actors and the citizens without the mediation oflthe mass media.

On the contrary, some studies demonstrate empiec@ence that the Internet does often not
involve those groups which have been not involvedas, because the “Knowledge gap” of those
individuals will even increase with the web. As Wikt al puts it, according to cyber pessimists

“Digital Divide” is added to a “Democratic Dividg¢Witte et al 2009: 6).

12



Another problem academics bring out is the fragewgot. With the Internet and Web 2.0
applications a “multimedia, multi-channel commutiiga society” evolves (Kamps 2002, cited in
Witte et al, 2009:7) and as a result the publicesphwill be fragmented into part-publics

(Habermas, 2006).

Dahlberg states that the web offers opportunityptdl” information from diverse sources
and get various viewpoints so that the public sploeuld expand (Dahlberg, 2007). Sunstein, on
the contrary, argues that people discuss politisales in rather homogenous groupgh

“likeminded others”and, therefore, avoid different viewpoints (Suimst2001).

Habermas argues that in virtual society the pupitere do not exist yet:

“ For now, the functional equivalents for the stures of the public sphere are missing in the
virtual environments that re-callect the decerzelimessages, select them, and synthesize thme in
a revised version” (Habermas in Witdeal 2009: 8, translation by Witte).

2.4 Estonian Electoral System in the context of EBlections

In Estonia the proportional representation withselb party list system is used and six
members of the European Parliament were elected.

The President of the Republic calls the electiankeast three months before the election
day. Election results are determined based on theiple of proportionality. Mandates are
distributed using the d’'Hondt distribution methodhathe distribution series 1,2,3,4 etc. Candidates
can be nominated as candidate lists of politicdigmor as independent candidates.

For EP elections parties were campaigning natignalhe whole country formed a single
constituency. For Estonian general elections partampaign regionally in diverse electoral

districts (2007 Parliament of Estonia electionse¢hghere 12 districts).
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For the EP elections in 2009 each political parad o prepare a list of candidates,
including up to 12 candidates.

The legal basis for the elections to the EuropeatigPnent is established by the European
Parliament Election Act, passed on 18 December 20@Pentered into force on 23 January 2003.
Amended: 18 December 2003, 21 January 2004, 9 M2I0HA, 14 April 2004, 22 September 2004,
29 September 2004, 9 June 2005, 7 June 2006, 1ém\zar 2006.

Voters may also vote in advance. Advance pollsl gfeheld from the thirteenth day to the
ninth day before election day in a polling divisidesignated by a county electoral committee; from
the sixth day to the fourth day before election otesll polling divisions and electronically.

Postal voting is an option for voters permanengsiding in a foreign state and voters temporarily
staying in a foreign state. If a voter wishes téevioy post, he or she should send a corresponding
application to the Estonian representation in thentry of their residence. The ballot papers sgnt b
post must be received by a representation not tlaser by the date determined by the representation
so that the National Electoral Committee could nexéhe ballot papers not later than on the fourth
day before election day.

Voters are included automatically into the EledtdRall, on the basis of the Population
Register.

The period of active election campaigning startshenday when presentation of candidates
for registration ends, that is forty-fifth day befoelection day (28 April 2009). Active election
campaigning on an election day is prohibited.

Home voting is also held.

In addition to traditional voting procedure it ids@ possible to vote electronically.
Electronic voting is possible from the 10th to #feday before the election day. Electronic voting
begins on 28 May at 9 a.m. and lasts round thekalatl the end of voting on 3 June at 8 p.m.

The counting of votes begins after the end of thi&ng. The results of voting should not be

disclosed before the end of voting of all membatest of the European Union.
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Voting is not compulsory in Estonia. The right toter includes every Estonian citizen who
is 18 years of age by the day of the elections thiéhexemption of those who have been divested of
his or her legal competence by a court. The rightdte during EP elections includes also every
European Union citizen who is 18 years of age leyday of the elections, who has right to vote in
his or her home Member State and who’s permaneidaece is in Estonia, i.e. the address details
of his or her residence have been entered in ttenas population register

The nomination of candidates for registration begarthe 60th day before the election day
(8 April 2009). Presentation of candidates for s&gtion ended at 6 p.m. on the forty-fifth day
before election day (23 April 2009).

A political party or independent candidate had ransfer an amount of five times the
minimum monthly wage (21 750 EEK = 1390 EUR) pecheperson presented for registration to
the account of the National Electoral Committeesesurity before the presentation of candidates
for registration.

The National Electoral Committee registered thedwates submitted for registration as
required not later than on the 40th day beforestietion day ( not later than 28 April 2009).

The right to be elected includes every EstonianEmwpean Union citizen with the right to
vote and who is 21 years of age. Regular MembetseoDefence Forces have no right to stand as
candidates in elections to the European Parliament.

The exact date of the European parliamentary elestwas 7 June 2009, from 9am until 8
pm. (Elections to the European Parliament are bel@ date falling within the period determined

by the Council of the European Union.)
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According to the Estonian electoral law (Riigikoglection Act, passed on 12.06.2002) the
regular parliament (Riigikogu) elections shall beldhon the first Sunday of March of the fourth
year following the preceding Riigikogu election yeaAccording to this law, also extraordinary
elections shall be held on a Sunday. Sunday hasdiexsen as a work-free day so that it would be
easier to more voters to participate the electidgbwshe moment there is a debate going on whether
any other day of the week could be used, as matarare voters tend to vote before the Election
Day or electronically.

In theory a candidate represents a political partg its ideology. It means his or her
campaign should be considerate more party-centnedd rmt person-centred. In practice, most
parties put stress on their leader’s image andpaity rather than the ideology of the party.

The system used to fund political parties in Estasi often described as “not transparent
enough”. In general parties get financial subsidiiem the state, one important funding source is
membership payment. Both domestic and foreign domatare allowed. There is a debate going on
in Estonia where it has been pointed out thattstriaws are needed. There is no fixed ceiling for
campaign expenses in Estonia. The election campaggnpolitical parties are financed by
themselves. Money for campaigns comes from: merhlefees, donations from private persons,
income from party property, loans and allocatioms1f the state budget (based on the Riigikogu
election results). Anonymous donations from legdlties are not permitted. A political party and
an independent candidate shall, within one mortdr alection day, submit a report to the National
Electoral Committee concerning expenses incurredsanrces of funds used for the conduct of the
election campaign.

(Source: Estonian National Electoral Committigew.vvk.eg

2.3.1 Estonia as young e-society
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From the perspective of the interactivity opportisi Web 2.0 offers for the citizens
Estonia is a particularly interesting case to stisywo reasons: First, the Estonian info techgglo
and telecoms market is one of the most developdfiastern Europe. The country has relatively
high Internet usage, including Internet banking argbvernment services as well as relatively high

broadband penetration.

During elections of European Parliament 14.7% ef ¢tectorate voted via the Internet in

Estonia.

According to different estimates approximately 7@%the population uses the Internet.
International Telecommunication Union (ITU) estiemthat 68% of the population uses internet in
Estonia. According to the data from Estonian soarad market research company SAAR POLL
75% among 15-74 year old Estonians use internet-miail in December 2008 (SAAR POLL,

2008: 2).

Estonia was the first nation in the world that a#al voting via the Internet during its
elections for the Parliament (Riigikogu) in 4 Ma2007. The system was tested first in the limited
local elections in October 2005, when almost 10 p@6ple voted via the Internet. In 2007 3,4 %
of Estonians voted via the internet. In June 20@9Inhternet voters Turnout was 6,5% and during
the Local elections in the autumn of 2009 alrea@y®of the voters gave their voice electronically
via the Internet (Source: Estonian National Eledtor Committee,

http://www.vvk.ee/index.php?id=11178

Estonia only regained its independence form thee®dynion in the beginning of 1990’s and
therefore should be still considered a developiegnacracy. Studies show that in spite of the high
internet usage and well developed Info Technologstesns not that many people in Estonia use

Internet in order to participate in political daois making process. The research curried out by
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sodial and market research company SAAR POLL shbatsonly 6% of the respondents have ever

used internet for expressing the opinion or pgréting in a discussion (SAAR POLL, 2008: 16).

3. METHODOLOGY AND RESEACH QUESTIONS

Considering the latest low engagement to politdegrease of trust to government activities in

Estonia and the fragmentation debate the followasgarch questions arise:

- Which Web 2.0 applications are offered on the wekf the parties?

- To what extent were these features used by welisiters?

- Does the on-line communication of Estonian politigarties offer application that might

contribute to a development towards a deliberatemocracy?

The article contributes to the Comparative Europdésew Media and Elections Project
(CENMEP), which studies how Web 2.0 applicationd aacial media are used in current electoral

campaigns in diverse EU countries.

For this study two types of web features are digtished.

(1) The traditional Web 1.0 features offer inforrnaton the websites either as HTML or pdf
files and are mostly used for consultation by wisit There are also features that are considered
traditional but offer at the same time asynchronoaw®munication with party members such as e-

mail and web forums.

(2) The Web 2.0 features, understood in this staslyall web features that allow people to
people interaction on the websites and to conwibuto these websites (cf.

http://www.oreillynet.com/Ipt/a/6228 such as popular Web 2.0 features like YouTulbagding,
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blog rolling, and social networking sites (e.g. €famok, Hyves). The concepts of social networking,

interactivity, and user-generated content are aktarWWeb 2.0.

The objective was also to investigate the extentwtoch visitors use the web features’
interactivity. Even if the research project doesingolve audience research, to some extent the use
of web features can be monitored. For instancegdass may allow visitors to comment on their
posts or value the blog entry with a five starn@tilf politicians allow these comments as well, to
what extent do visitors engage in these discussiand how? To what extent do visitors use
discussion forums on websites and/or how manyorsiview the (embedded) video’s or pictures

on the websites?

In order to draw conclusions on the personalisatiothe e-campaigns it was analysed whether
candidates had blogs, and how these where usedhevhihey were active in video and photo
shanring networks and whether the CVs of the catdsglwhere presented in formal or personal

style. Here such information like favourite foogpsts, film and music was considered.

From the perspective of the Web 2.0 the interagtig the most important variable considered in

this study.

In the case of Estonian the Euroepan Parliamerdiatas web- pages did not involv options
such as web-forums, live chat and other forms oéafi discussion, therefore these Web 2.0

applications are not taken into consideration is study.

The use of entertainment, as a feature which shbasandidate as a “fun loving” people,
which allows identification with common people, walso mapped (the games), but also the use of

music, video, gossip etc.)

The analyses consist of a quantitative examinaifdhe candidates and parties web sites on

the day of the European Parliament election sie 2009.
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The article contributes to the Comparative EuropBi@mw Media and Elections Project
(CENMEP), which studies how Web 2.0 applicationd aacial media are used in current electoral

campaigns in diverse EU countries.

The categories for the analyses were worked ouherbasis of the Web 2.0 principles of
openness, personalisation, interactivity, partibgpaand multimediality, as well as the possilaii

of information and PR management.

The population of websites consisted of the folloyvi

- Political party websites

- Political party campaign websites

- Candidate websites

- Only candidate pages identifiable through paeges.

The sampling procedure for Estonia, where EU alastiwere organised nationally, the sampling

procedure was as follows:

- All party (campaign) websites

- Top 5 candidates from all political parties

- A random systematic sample of candidates.

All coded websites were archived using local anttred¢ archiving system.

8 (out of 11) party, 2 campaign page on the palitparty website, 28 candidates websites and 27

candidate’s web pages on political party websiteevebosen.
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Question: Of what type is the website?

Cumulative

Frequency [Percent Valid Percent  |Percent

Valid Website of political party 8 12,1 12,3 12,3

campaign page on the]2 3,0 3,1 15,4

political party website
Candidate’s website 28 42,4 43,1 58,5

Candidate’s webpage on}27 40,9 41,5 100,0

political party website

Total 65 98,5 100,0
Missing System 1 15
Total 66 100,0

There are also planned to conduct interviews watti@s representative responsible for the
Internet page. That way the it would be possiblenap the web- strategies and understand better
how important the party campaign manager consitier dpportunities offered by Web 2.0

applications.

4. RESULTS

4.1. Web 2.0 applications

Social networks

In the context of deliberative democracy the pgréton elements are of great importance.
Possibilities what party or politician creates irder to start and to remain in dialogue and

discussion with people. Web 2.0 offers possib#itfer political actors to involve citizens in the
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public debate and decision making via the socidlvoks. Estonian case shows that these

opportunities are offered to citizens in a veryited fashion.

The analyses show that there was no website whimingted it's items to any social news website

and only 9 web sites (14%) had links to social mekvsites.

Facebook Twitter Myspace Linkedin Bebo Hyves Other

Figure 1. Websites links to social networks

Political party which had links to 3 social netwasite (Facebook; Twitter, Myspace) was
Social Democratic Party. Interestingly, also 4 candidates with link taisb network (3 Facebook; 1

Twitter) represented all the same party.

Blog

From the perspective of public relations and fabmamage making strategies offers blog
to political leaders excellent new means for préagrthemselves just as they or their consultants
want them to be seen. Through blog it is also ¢asgcrease the level of familiarity with the web
site visitor. At the same time, the message topbential voter is presented directly without
mediation of the journalist or any other “gatekeégessmann 2009). But the PR specialist often
tend to forget the much broader meaning of bloghWhis means political leader can really built up
interpersonal relation with the citizen and creatplatform for dialogue. In that sense a blog, as

also a social networking web page, can contributhbe process of creating the public sphere where
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citizens can publicly discuss public concerns amdti@pate in the decision

(Habermas, 2006).

making process

Question: Does the party / candidate’s website have a blog?
Cumulative
Frequency |Percent Valid Percent  |Percent
Valid yes, on the same website 20 30,3 30,8 30,8
no 45 68,2 69,2 100,0
Total 65 98,5 100,0
Missing System 1 15
Total 66 100,0

Analyses of Estonian political parties show thatimy the EP elections in June 2009 only

30% of the candidates had a blog. Visitors coutd maly 2 blogs out of 20, which indicates that

the feedback form the reader is not welcome anbbgli@ between the politician and citizen not

possible in most cases. Only one blog showed vssitatistics. Only 3 blogs out of 20 had tags

added to the blog entries, which makes it diffidolt the visitors to find topics of their interest.

Visitors are allowed to add tag only on one analysebpage.

It could be concluded that Web 2.0 applicationshsag social networks and blogs are not

widely used by Estonian candidates and they dooffer to the visitors the interactivity. The

interactivity or participation has only been deywsd in a limited fashion. The participatory

elements are extremely important to consider, beeé@ueflects in how far the party or politician i

willing to establish contact with the citizen (Vétt al 2009:12).
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Information management

Web 2.0 applications make entire Internet more-trimmdly. The current research has also
analysed how a political leader or party dispems&smation about itself. The current study shows
that web feeds where used on 18 pages out of 650Bt cases the website offers news as a web
feed. This application offers many possibilities fwoviding users with up-to-date information if

they register to the feed. In Estonian case tlatufe is poorly used.

Videos

For politicians, video plays important role in timernet election campaign, as it is one of
the best ways to communicate the message to tleatmitvoters. It is also an excellent opportunity

for personal PR management.

Anyhow, the results of this research show thatuge of videos in Estonian political web pages is

rather limited as only 18 out of 65 or 27 % of theb pages had video content.

Question: Does the website contain video's?

Cumulative
Frequency [Percent Valid Percent Percent
Valid yes 18 27,3 27,7 27,7
no 47 71,2 72,3 100,0
Total 65 98,5 100,0
Missing System 1 15
Total 66 100,0
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Most common content was television-spot, which used on 13 web pages.

14
12

oON O

televiosin-spots public appearanceaparty conference s private
situations/home

Figure 2. Television spots used on political wehgsa

It was surprising that there were almost missirdges of private situations and home, as
this would be one good way to create familiarity @o calleccelebrity politicianwho appears for

the visitor in everyday situation. That would bexdavay to create identification.

What is concerning the personalisation, it is iéing to consider, that in candidates CV
the favourite sport was mentioned in 7, favouritesia in 2, favourite write in 2 and favourite TV

program never.

5. CONCLUSIONS

As a general conclusion it could be argued, th&igtonia visitors of political web pages do
not use that much interactive features. It is samesurprising if to consider, that Estonia is desta
where almost 70 % of the population uses activiedy Internet, e-banking and several e-services
offered by state. The reason here could be thaplpein developing democracy are not that
prepared to use interactive applications in therirét and they lack the rational knowledge which
citizens in old democracies have gained. It shduddconsidered, that even if internet usage has
increased in Estonia, people as citizens shoulavkmmw to use the Web 2.0 possibilities in order to

participate in the internet communication (Nor@801). Therefore, there is no that much evidence,
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that Web 2.0 so far has increased the developnmiedelderative politics. Web 2.0 interactive

features are poorly used both by the citizens atitiggans.

Even if candidates have blogs and are present oialsoetworking platforms such as
Facebook or Twitter, they tends to be only for neéirlg purposes and not for making participation
easier. It could also be argued that the persamaltiform on the side of the candidates to the
Internet campaigning is low and most candidatesndb offer that much interactivity via the

websites.

Also the options Web 2.0 offers for personalizedgP®used very modestly.

The Web 2.0 applications theoretically offer vadoapportunities for implementing a
deliberative policy, as they could involve peopddhe debate and decision making. No attempts to
facilitate the forming of new Public sphere for wni2.0 features offer perfect opportunities. So far
such possibilities are only offered in a limitedtigon. The empirical investigation of the European
Parliament candidates’ web pages during the 200&iehs demonstrates that the Web 2.0 is not
sufficiently offered on the politicians’ web sitds.means also, that in Estonia one cannot really

speak of participation in political debates andisiea making via the web.

The analyses demonstrate that further researchaeademic discussion is needed on how
best to contribute to the reformation of existmgdiatizaisegublic sphere so that it could fit into

the ideas of the deliberative democracy.
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