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Abstract. Social networks are gradually becoming a space for organizing and conducting civil campaigns.
Authors analyze the factors that contribute to the organization of a successful campaign in social networks.
They identify social groups that are most susceptible to influence in social networks. The authors also for-
mulate a methodology for assessing the involvement of citizens in a civil campaign in social networks. The
paper provides the results of a survey of experts to evaluate the factors that enable to ensure the success of

the civil campaign on the Internet.

1 Introduction

The Internet space in the world and in Russia is character-
ized by general trends: an increase in the number of social
networks users, which in our country are also the most
viewed Internet sites; growth of messengers - programs
popularity for fast messaging between an unlimited num-
bers of users. The role of visuality in the information dis-
semination are also increasing (this proves the increasing
number of illustrated content in social media, as well as the
Instagram audience growth).

With the Internet development, social networks become
an integral part of public communication, which is formed
both around individual individuals and around groups. In-
ternet activists in different countries in order to achieve so-
cially important tasks actively use social networks. This
trend even led to the fact that the authorities should legisla-
tively examine the Internet activists’ ideas, which collected
a certain number of electronic signatures depending on the
scope of the task being solved. This means that digital ac-
tivism can now not only influence the situation, forming
public opinion, but also has a real tool for achieving the
goal. Moreover, social networks are not only a means of
communication and obtaining some information for users,
but also serve for its creation and dissemination. Such a
means of achieving any socially important goals cannot re-
main unclaimed by political actors. However, the Internet
campaigns’ organizers must take into account a number of
factors, both external and internal, to achieve the necessary
results.

2 Research problem

In this regard, the purpose of the article is to identify the
factors that enable to ensure the success of the civil cam-
paign on the Internet.

The following research hypothesis was formulated:

* Corresponding author: klyuyev@yandex.ru

Civil Internet campaigns in social networks in modern
Russia is not yet perceived as an independent set of actions
and they are largely oriented towards an off-line campaign.
It is necessary to ensure the virality of the placed material
into social networks to obtain the greatest involvement of
Internet users in the actions on the Internet. The success of
Internet campaign in social networks largely depends on a
number of factors that can be divided into "environmental
factors," "content factors" and "organizational factors". At
the same time, social groups have different readiness to get
involved in civil campaigns on the Internet in social net-
works.

The authors identified and substantiated the key factors
that ensure the desired result of civil campaigns in social
networks on the Internet. These factors were evaluated dur-
ing the field study.

The main method of data collecting was a survey of ex-
perts (conducted in May, 2016). The study involved 19 ex-
perts from specialized groups: media employees, academ-
ics, leaders of political parties and NGOs, employees of rel-
evant government bodies, political technologists.

The analysis of communities in social networks through
the "Popsters" program was also conducted. In the course
of the study, the posts that caused the greatest reaction from
the members of the respective communities in social net-
works were identified.

3  Theory and methodology

With the development of Internet technologies in the field
of civic activism, the notion of Internet (or digital) activism
appeared. Experts of the research group "Digital Activism"
(Digital Activism Research Project), F. Edward, F. Howard
and M. Joyce, define Internet activism as "organized public
efforts to meet collective demands by government bodies in
which civil campaigners and their supporters use digital
mass media" [4]. Researchers also highlight a number of the
Internet activism campaign’s key characteristics:
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1. organizers or parties should use at least one media
tool;

2. it is an organized social effort that seeks to involve
citizens in the campaign as participants;

3. it is collective, which means, its goals should be de-
termined by a group of citizens and implemented in their
interests;

4. it has clear requirements that would enable it to deter-
mine whether the campaign is successful or unsuccessful;

5. it is targeted;

6. it is a public one, so, a group of initiators should not
be representatives of the government or a private company.

One of the most controversial issues in the study of In-
ternet activism is the question of the Internet slactivism role
(from the English "slacker” (slacker) and "activism" (activ-
ism)). Canadian journalist M. Gladwell argues "real social
changes are impossible through social media, since the links
in them are fragile and decentralized, uncontrollable,
whereas in order to achieve their demands, protesters need
a cohesive, disciplined well-organized core with central ad-
ministration™ [14]. However, recent research shows that In-
ternet users, which only display online activity and never
participate in "live" events, play a big role in organizing dif-
ferent campaigns. Their main contribution is the infor-
mation dissemination to the public and expanding the po-
tential audience of communications until the moment when
the information becomes visible to journalists.

A team of experts from Oxford, New York Universities
and the University of Pennsylvania has proved that even
those users who participate in the campaign, only by press-
ing the "repost” button, play a big role in Internet activity
[1]. The experts managed to prove that peripheral players
played a decisive role in increasing the coverage of protest
messages and generating online content. Despite the evi-
dence that the heart of the social movements are minorities,
the success of the campaign depends more on the critical
periphery activation.

One of the most important opportunities that social net-
works provide to activists is communication building, rapid
organization and protest actions coordination. Networks al-
low activists to more effectively accumulate and use avail-
able resources. This feature is reflected in the theory of re-
source mobilization, which views social movements as col-
lective subjects that seek to optimize the accumulation and
use of material and non-material resources to achieve the
goals of collective action [13].

Digital technologies provide activists with resources
that were previously formed only on immediate social
movements (as was the case with the Human Rights Move-
ment in the United States in the 1960s) [15].

Internet activists’ communication is connected with a
number of problems:

1. New multimedia applications can facilitate the mobi-
lization of new activists in public movements through more
simple information exchange, thereby strengthening these
movements. However, as mentioned above, they are not the
most effective mobilization technologies and far from al-
ways show effectiveness [3].

2. Newly recruited activists of movements differ in their
attitudes from those previously involved. They lack the in-
volvement of formal and non-formal links within the move-

ment, which are seen as the goal and mechanism for mobi-
lization to participate in it. Previously involved members of
the movement are key actors for involving new members
[19].

3. A significant publicity of the event and coordinated
actions to inform about it are needed to attract new activists
who are not involved in the social movement and who do
not have connections with its activists [5].

4. Collective identity formation also plays a significant
role in the process of mobilization. It is understood as a
sense of attachment to a group that takes collective action
on a common topical issue [21]. Collective identity is con-
nected with socialization in an organizational environment
in which Internet tools only complement it [3]. In addition,
there is an assumption that identity is formed only within
the used Internet tools contact list [11].

5. Internet communication has a problem of trust, when
"trust is inversely proportional to the degree of communica-
tion openness [15]. It can be solved with the help of selec-
tivity when forming a group of participants, as well as per-
sonalizing their activity in a collective action [7].

Experts studying the mechanisms of impact on the audi-
ence through social media are arguing about whether social
networks can be equally effective and the only ones that can
be used in organizing long-term campaigns (such as elec-
toral ones) or protest actions, and come to the conclusion
that they do not.

For example, M. Gladwell in the article "Little Changes.
Why the revolution will not be tweeted" [8] concludes that
online campaigns can not lead to really meaningful, large-
scale social and political changes that require active action
from participants and their readiness to take high risks, in-
cluding loss of work, housing and even life.

Z. Tufekci believes that a live, non-Internet communi-
cation is needed for real change, by comparing those pro-
tests in Greensboro with the election campaign of the one
Turkish leaders [20].

The argument of both experts is based on the fact that
real changes in the social or political spheres are based only
on real actions, and social media can either simply help in
organizing or informing about the possibilities of such
changes, or even reduce the campaign to the lack of result.
Thus, Internet users, in online activity, consider their "pub-
lic debt" to be fulfilled and do not seek to exit offline.

Nevertheless, both acknowledge that, the same cam-
paigns can be recognized as effective ones that were orga-
nized with the help of social media. They use examples of
a world bone marrow donors database creation and delivery
of humanitarian aid in the context of military operations
during the revolution in Egypt, as well as coverage of Tur-
key protests in 2013. Moreover, the last one operates in con-
ditions of complete silence about the protests by official
media that broadcast documentary films about penguins
during the actions and received the nicknames "the penguin
media".

The success of social and political campaigns depends
on many factors that determine the degree of goal achieve-
ment at different stages of its implementation. Obviously, a
campaign that has achieved the goal is successful, but cam-
paigns organized with the help of Internet resources often
do not have one goal. The purpose of the Internet campaign
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isto involve users in solving a particular problem or inform-
ing them about the existence of such a problem. However,
events that precede or resolve a problem situation always
occur outside the Internet field.

Nevertheless, the success of a campaign conducted with
the help of modern technologies largely depends on a num-
ber of factors that can be divided into "environmental fac-
tors", "content factors" and "organizational factors".

Environmental factors include the level of social net-
works penetration, the degree of media technology devel-
opment, the state of the political conjuncture, the level of
mass media development, the state of the political culture
of society, the public request to solve a specific problem.

Content factors include: virality (“emotionality™) of in-
formation, visuality.

Organizational factors consist of speakers’ authority,
group of initiators cohesion and the organization of their ac-
tions, availability of the necessary resources for the cam-
paign.

Let us dwell on the each factors description separately.

The level of social networks and Internet penetration has
an obvious effect on the Internet activism development. At
the same time, the role is played not only by the opportuni-
ties for users to access the Web and their degree of social
media use, but also the intensity and depth of Internet use.

The level of mass media development and, above all, the
independent media availability can have a significant im-
pact on public and political activity. Mass media not only
serve as a conductor between the Internet audience and po-
litical actors, but also in themselves significantly expand the
potential audience, and also give it weight and "solidity."”

The level of mass media technology development, as
well as the level of Internet penetration, is an important
technological factor determining the success of the cam-
paign. For example, in remote areas where there is no con-
nection to the Internet, it is impossible to quickly cover
events; and communication between activists can also be
complicated. Nevertheless, residents of district centers,
where the level of Internet penetration is sufficient to in-
volve the population in solving public and political issues,
but have lack of independent media due to far distances,
have the opportunity to influence the political environment.

The political culture condition of the society determines
its readiness to initiate and support socially and politically
significant changes. The society’s political culture includes
the citizens' interest in politics. According to the Public
Opinion Foundation, which conducted the relevant survey
in May 2016, "today significantly more often than 4-5 years
ago, Russians report that they are discussing political events
with people around them (growth by 13 point). As a rule,
these topics are discussed with relatives (45%), less often -
with friends (33%) and colleagues (22%)" [9].

Virality (the presence of a strong emotional component
in the information) is one of the key factors that determine
the information dissemination and, as a consequence, the
success of the whole campaign. In the article "Deep feel-
ings. A massive cross-lingual study on the relationship be-
tween emotions and virality"[6] the researchers of M. Ge-
rini and J. Stoyano examine the relationship between vi-
rality and various emotions. Similar studies were conducted
earlier: for example, the social network Facebook con-

ducted a large-scale experiment, which showed that "emo-
tional conditions can be transferred to other people who, be-
ing "infected" by these emotions, can experience them with-
out realizing that they are experiencing them. Moreover,
with a lack of "infected" emotions in the news line (the re-
searchers specifically filtered their content), users started
generating such content on their own: "when the positive
content was getting smaller, users themselves started to
write fewer positive posts and more negative ones; when
there was less negative content, the opposite happened."
Experts also analyzed Google+ users posts and found out
that the probability of repost is higher if the information
causes anger, while the "sadness™ emotion reduces it. The
same thesis confirmed the study of the Chinese social net-
work Weibo [10]. Gerini and Stoyano argue that emotions
such as "inspiration” (inspired), and "angry" have the great-
est influence on the virality of information, while "sadness"
(sad) has a lower influence.

Visuality is the second factor that determines the infor-
mation distribution in social networks: users are most ac-
tively sharing content with visualization elements. Thus, the
analysis of messages from numerous communities of Vkon-
takte, Odnoklassniki and Facebook, carried out within the
framework of this research with the help of the content anal-
ysis system for social networks Popsters, shows that the
most common materials are illustrations (photos, demotiva-
tors). For example, for the analyzed period (30 days, from
23.07.2015 to 21.08.2015), the picture for the two largest
communities Vkontakte (with an audience of 6.86 and 7.99
million users) is as follows: the two most widely distributed
messages 17 741 and 26 923 reposts were images. Video
materials "lag™ behind them several times - the most popu-
lar of them were shared only 2740 and 6015 times. This is
probably due to the fact that users of social networks tend
to get as much information as possible in a shorter period of
time, and it is obvious that understanding and assessing
photo information can be much faster than video. As for the
text messages distribution that do not contain visualization
elements at all, the most popular ones in the analyzed com-
munities were shared only seven and 11 times. This pattern
is typical not only for the social network "Vkontakte",
where the main audience - 69.9% - are young adults under
34 years old. A similar result is provided by the analysis of
the largest community in "Odnoklassniki* with an audience
of 5.5 million users: the most popular message was a photo
post with the number of reposts at 8564 times; video mes-
sage is shared only 1258 times. Politian also understand the
need for information visualization. Thus, the Russian Prime
Minister Dmitry Medvedev’s and opposition leader A. Na-
valny’s Facebook pages do not have any clean text mes-
sages, not accompanied by any visualization elements. At
the same time, one can observe a common pattern for all:
graphics are distributed better than video (6663 repost re-
ceived the most popular photo post by A. Navalny in august
against 1072 video repost; 731 repost received the most
popular photo post by D. Medvedev against 105 most top-
end video reposts).

The speakers’ authority, according to experts, plays an
equivalent role with virality in the campaign success. In the
socio-political sphere, representatives of public organiza-
tions (including volunteer movements, charitable founda-
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tions), political parties, and the media often enjoy such au-
thority. The influence of the latter is greatly enhanced by
the media effects that they can obtain by publishing infor-
mation simultaneously in social and traditional media. The
social media speakers’ authority is formed due to several
indicators: audience coverage, audience involvement, com-
munication and frequency of the author's publications in the
media.

The cohesion of the organizers group and the organiza-
tion of their actions is one of the decisive factors when it
comes to large public or political campaigns. For example,
the primaries of the Democratic coalition, in which
PARNAS candidates participated, despite the simplicity of
Internet voting, ended, according to the media, "catastroph-
ically". "Instead of the 100,000 who wanted to vote for the
preliminary elections, only 24,000 voters registered". Polit-
ical scientists believe that the conflict within the coalition
was the reason for such low voter turnout with the high can-
didates’ recognition and authority on the Web [12].

The availability of the necessary resources for the cam-
paigners determines the range of their capabilities. Such re-
sources can be financial, organizational, personnel and
technological.

Technological resources are understood as the availabil-
ity of tools for analyzing data, searching for a targeted au-
dience, as well as the ownership of these tools by the organ-
izers. Such tools are particularly important and necessary in
the large-scale campaigns organization (federal or global
level).

The questions of the processes analysis occurring in the
Network are being updated with the growing role of the In-
ternet in political and social processes. Given the huge
amount of information transmitted through Internet re-
sources and limited human capabilities in the data analysis,
it is necessary to use professional information processing
systems. Automatic collection and processing of large in-
formation amounts from social media are produced by such
systems as "Medialogy"”, "BrandAnalytics", "Integrum",
"Semantic archive", Wobot. The principle of their work is
similar: information collection about monitoring objects for
a certain period and processing received information on a
number of indicators: messages’ audience, audience in-
volvement (the indicator calculated from the number of
likes, reposts and comments to the message). Information
requests are the most interesting subject for political-re-
searchers. For example, the analysis of the Russian Internet
community's reaction to the murder of Boris Nemtsov is in-
teresting. In the first days after the first report publication
on the murder, more than 429,472 messages were published
on the Net, and the total audience of these messages was
197.5 million people, with more than 350 980 active users.

For example, the analysis of the oppositionist Aleksey
Navalny’s messages page on Facebook allows you to see
that for the period January 2015-May 2016 the most number
of likes was collected by the post-infographics "How much
the heads of state corporations earn™ - 9055. The same mes-
sage is the most spread - 3010 time. The largest number of
comments - 818 - gathered the opinion of Navalny about the
video "The boy sings about Putin! ..". In total, since the be-
ginning of the year, the total number of the politician's mes-
sages likes was 545,228, reposts - 91,743, comments -
37,511, and their primary audience - 214,761 users. During

the analyzed period, the share of community members ex-
hibiting activity in the publications of the politician is
2.8813%. Thus, it can be concluded that the audience of Na-
valny prefers to evaluate the messages of the politician ra-
ther than to share them or comment on them [16]. Analytics
of this kind is necessary for all political actors to understand
the audience preferences and build effective communica-
tion.

Financial resources are needed mainly to pay for tar-
geted advertising, professional blogging services, as well as
hiring professional SMM teams dealing with Online Repu-
tation Management. The services of such specialists are
largely needed for the image campaigns of political leaders
or brands. The head of the Sidorin’s Lab reputation man-
agement agency, N. Prokhorov, estimates the monthly
budget of such campaigns at 175 thousand rubles [18].

Organizational resources determine the ability of politi-
cal actors to create a system of unified communication be-
tween campaign participants, as well as their mobilization.
Such resources can be both full and part-time. Full-time im-
plying the willingness of participants to organize a cam-
paign outside the Internet space (creating and distributing
leaflets, appeals to the media, collecting signatures, trans-
ferring funds, intangible physical assistance, and participat-
ing in protest actions. Part-time means when participants
support online a set of unified actions, including infor-
mation dissemination, support for each other and their per-
sonal Internet environment involvement in the campaign.

Human resources in Internet activism are understood
not only as professional, permanent team that achieves this
goal, but also as the possibility of attracting influential
speakers - bloggers with their own wide reach of the audi-
ence or authors whose messages are relayed from social me-
dia to the traditional media. In some cases, both persons can
take place: directly influencing the adoption of political de-
cisions, as well as activists with a high "civilian" weight.

4 Data description and analysis

The key issue in this study is the Internet campaigns inde-
pendence degree. The majority of respondents - 43.75% -
expressed the opinion that "a campaign in social networks
can not be considered as independent way of achieving a
political goal." Experts expressed different reasons for that:
Internet instrumental and technological capabilities; limited
possibilities for political activism; low level of Internet free-
dom. However, the main reason for the low Internet cam-
paigns independence is the lack of connection between
online activism and voters' activity.

Nevertheless, a quarter of the interviewed experts
agreed that in some cases, a social networks campaign can
be considered as independent way to achieve the goal
(mostly if this is an information goal) and see the prospects
for the development of this thesis with the technologies
spread, including directly related to the electoral processes.

18.75% of experts believe that a social networks cam-
paign can be now perceived as a self-sufficient way to
achieve a political goal due to the easy use of tools, cheap-
ness, and communication opportunities.



SHS Web of Conferences 50, 01175 (2018)
CILDIAH-2018

https://doi.org/10.1051/shsconf/20185001175

As part of this study, we asked the interviewed experts
to assess the factors that predetermine an Internet social me-
dia campaign success (on the previously stated indicators).
Experts believe that the most significant factors are the vi-
rality of information (10), the speakers’ authority (10) and

the level of social networks penetration (7). Nevertheless,
one of the experts believes that "everything affects, but to
varying degrees ... the most important is the quality of the
content” (Table 1).

Table 1. Rating of the most significant factors affecting the effectiveness of public and political campaigns (based on the
results of an expert survey).

| Group factors / Factors | Number
Environmental factors
The level of social networks penetration 7
The state of the political culture of society 5
The public request to solve a specific problem 5
The state of the political conjuncture 3
Degree of media technology development 1
Level of mass media development 1
Content factors
Virality ("emotionality") of information 10
Visualization 4
Organizational factors
Speakers’ Authority 10
Group of initiators cohesion and the organization of their actions 5
Availability of the necessary resources for the campaign 3

The survey conducted in this study shows that personnel
give the maximum value of all available resources (three
experts gave them a maximum score of "10", in addition,
this resource by seven points was estimated by seven ex-
perts). Equally significant are financial and organizational
resources (two maximum ratings), whereas technological
resources received a majority of experts' votes only at
around eight points. Nevertheless, the organizational and
technological resources (14 answers above the "5" mark)
have an overall higher importance than the average; less,
but insignificantly important - financial and human re-
sources (12 replies above the "5" mark).

Experts did not agree on whether it is necessary to take
into account social and demographic factors when conduct-
ing Internet campaigns, which set the organizers a dilemma
on the target audience impact.

Media Specialist Joanna Blackley, believes that social
media erases gender differences. In Ted Talks, "Social me-
dia and the end of gender," [2] the expert puts forward the
idea that, despite the fact that people in social networks are

the same ones who were the target audience for politicians
and marketers, they now avoid including themselves in
some "demographic boxes" and framework. It is now more
difficult for researchers and actors to understand person’s
gender, age, income, but they receive much more infor-
mation, exploring what users like and what interests them.

In social media, people stop forming groups by gender,
age or income. They begin to group around interests and
values, and these indicators are stronger than demographic
categories. Marketers, searching for the target audience not
by gender-age characteristics, but by thematic communi-
ties, use these features.

Experts, interviewed in this study, believe that socio-de-
mographic factors influence the social media exposure.

Thus, the results of the survey show that the most gen-
der-sensitive is the female audience. Nevertheless, an equal
number of experts believe that men and women are equally
affected by the Internet (Table 2).

Table 2. E

valuation of the audience's exposure to the social media impact on gender.

Gender Number
Mostly women 5
Men and women equally 5
Mostly men 2

The youngest people aged 18-29 are the most influenced
by age audience (Table 3). The most Internet affected by the

social status, according to experts, are university and col-
lege students, non-employed intellectuals, housewives and
unemployed (Table 4).
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Table 3. Evaluation of the audience's exposure to the impact of social media on the age basis.

Age Number
18 - 29 years old 11
30 - 39 years old
40 - 49 years old
50 - 59 years
60 years and over
All equally

Ol | Blo

Table 4. Evaluation of the audience's exposure to the impact of social media, depending on social status.

Social status Number
Students of universities and colleges 11
An intellectual who is not engaged in production (teacher, 6
doctor, journalist, etc.)
Housewives
Unemployed
Workers in industrial enterprises
Private entrepreneurs
Employees (employee of the enterprise apparatus, institution,
government bodies)
Engineering staff
Employees of law enforcement agencies and servicemen
Pensioners
All equally

NIN|Ww|Oo1o
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This data correlate with data on the protest activity so-
cio-demographic aspects in Russia. For example, in the ar-
ticle "The Noughties” Protest Movement in Russia: Genesis
and Specificity”, K. Podyachev, notes:"... As for the active
core [protest] social composition, it is primarily educated
citizens with a high income and at the same time possessing
a certain amount of free time. In addition, unlike the capi-
tal's "creative class”, they are engaged in much closer to the
real sector and the consumer spheres (small business: trade,
household services, education, and engineering)" [17].

In the Internet activism evaluation, assessment of the us-
ers’ involvement in a particular discussion plays a special
role. As part of this study, we suggested that experts choose
the most objective, in their view, formula for assessing the
involvement of users. The first formula is a simple sum of
involvement indicators- likes, reposts, and comments:

ER= [likes + reposts + comments],

Where ER — involvement index.

The second, complicated formula illustrates the depend-
ence of the indicators sum on the potential message audi-
ence:

ER= sum [likes+reposts+comments]
- potential audience
(number of friends (subscribes) of the auther (community)+ number of friends (subscribes)
each shared a post

The overwhelming majority of experts - 75% - felt that
the second formula, which takes into account the infor-
mation audience, is objective. The possibilities of automatic
social media analysis systems make it possible to use both
formulas.

* Corresponding author: klyuyev@yandex.ru

As the study results shows, Facebook is the best plat-
form for organizing political campaigns (Table 5). The ef-
fectiveness of this site is due to a number of features, in-
cluding regional ones:

- Regional and federal media journalists registered on
Facebook and use social networks to find information
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- Political actors’ presence on Facebook directly influ-
ence the adoption of socially significant political decisions.

Table 5. Rating of the most effective sites for the Internet campaigns organization.

Social network

Number

Facebook

9

To conduct an effective political campaign, it is necessary to 7
use all available social networks

Vkontakte

Odnoklassniki

Instagram

Twitter

Livejournal

Forums (including thematic)

OoO|o|O|Fk |k |w

In addition, a significant number of experts believe that
an effective campaign requires the use of all possible sites.
Nevertheless, the type of some campaigns determines pref-
erences for individual social networks: if Internet activists
organize a campaign to create a bone marrow donors bank,
then it is unlikely that they will succeed using, for example,
a fairly "age-old" audience of "Odnoklassniki". On the con-
trary, they would have achieved greater success with a
younger Vkontakte audience. Another example is the cov-
erage of protests in Russia against the “Platon” organiza-
tion, collection system for heavy vehicles moving along
federal routes. Informing and mobilizing citizens would
hardly have been possible with the use of the typically "fe-
male"” Instagram, but reached its target audience in "Vkon-
takte".

5 Conclusion

When organizing an effective campaign, the organizers
must take into account certain factors - environmental fac-
tors (the level of social networks penetration, the degree of
media technology development, the state of the political
conjuncture, the level of mass media development, the state
of the political culture of society, the public request to solve
a specific problem); and content factors (virality (“emotion-
ality™) of information, visuality). Besides two groups men-
tioned above, organizational factors (speakers’ authority,
group of initiators cohesion and the organization of their ac-
tions, the availability of the necessary resources for the
campaign by the initiators) should be also in the focus of
campaign organizers. In the course of the study, we man-
aged to identify the most influential factors.

The question of the Internet campaigns independence in
achieving socio-political goals remains open. The inter-
viewed experts are inclined to believe that at the moment,
Internet activism is a part of real campaigns and actions, but
this situation can be radically broken with the development
of electronic voting systems and the development of Inter-
net tools for achieving socially significant goals (such as the
“Russian Public initiative™).

We can conclude that despite Internet audience growth
and attempts to include users in public and political activi-
ties, the Russian population does not yet perceive the Inter-
net as a platform for achieving meaningful social changes,

or it happens unconsciously, for example, in spontaneous
discussions of emerging problems. Thus, social media,
while playing a significant role in the organization of civil
activists’ communication, so far remain only as one of the
tool for achieving social and political goals.

The results of the expert survey and the analysis of
available data on the factors influencing the Internet cam-
paigns success make it possible to conclude that the most
important circumstances that can have a significant impact
on the success of the campaign are virality or visuality, and
the authority of the speakers. Thus, less significant are, for
example, the state of the political conjuncture or even the
necessary resources availability for the campaign organiz-
ers. The analysis of this information allows Internet activ-
ists correctly focus their efforts and prioritize their activi-
ties, as well as directly implement the campaign by taking
into account all the factors.
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