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“Respondent 59; “The EFF content is available for people to see so I wouldn’t suggest anything 

because there is no competition. 

 

Furthermore, another respondent pointed to the EFF interacting with users on the platform, making 

the content available and making sure to have a connection with the users during this period. 

“Respondent 32 said; “The EFF has the most active leaders on Twitter. For me, they are always 

on point discussing the social issues which is what the people want to see.” This viewpoint was 

shared by Respondent 94 who mentioned: “The EFF is more often on Twitter this makes it more 

accessible than the other parties.” 

There was a visible connection by the party and the Twitter users as they always tend to debate on 

issues and expect responses from the users and respond to users’ comments on the platform. The 

EFF has effectively involved and connected the users as they were the party with the most active 

mentions through hashtags throughout the period of campaigning. Therefore, it can be noted that 

they have successfully used Twitter as a communication tool in the period of campaigning because 

they have effectively informed, involved and connected the users. The function of mobilising is 

one that became a limitation in the study because one cannot directly note if the tweets on the 

platform mobilized users.  

 

5.6  CONCLUSION 

 

The chapter demonstrated how Twitter can play a crucial role in the electioneering process. 

Respondents observed that information was always available, there were images, videos and 

posters giving all the relevant information regarding the 2019 campaign. In addition, the parties 

made use of the live option on Twitter to directly involve users when they had an event so they 

could follow the activities. This is an informing tool in web campaigning as the users were part of 

events and would know what is occurring.  

Users of Twitter in the survey wanted to engage with political parties, particularly political leaders. 

Respondents found the tweets to be informative but felt that much could be done to improve the 

quality of the tweets through, for example focusing on substantive issues rather than pointing out 
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the flaws of competing parties. While many respondents had positive perceptions about the how 

the Twitter platform was used and engaged by the ANC, DA and EFF, many respondents critiqued 

their use of Twitter. They indicated that the parties were at times childish and that they should add 

more policy content.  

Overall, the data demonstrated that Twitter could be used to the advantage of the political parties 

because the majority of respondents would use the platform to share party information. This in 

turn could potentially create political awareness among their followers. Political parties can utilise 

this social media platform to connect them to as many users in the hope to attract more followers 

and supporters. Parties can capitalize on the use of Twitter, however they would need to think 

carefully about their content because it could portray the party either in a positive or negative way. 

The content posted on their official Twitter platforms should leave a positive image with the voter 

rather than a negative view. The goal, in terms of increasing electoral support, is not only for users 

to consume and share informative but also to be positively influenced by it.  This means that the 

content posted by parties should be carefully considered. 
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6 CHAPTER 6: CONCLUSION  

 

6.1  INTRODUCTION  

 

This chapter will conclude and answer the central research question of whether the ANC, DA and 

EFF effectively used Twitter as part of their campaign tools in the 2019 elections. As a Twitter 

user I followed the ANC, DA and EFF to obtain information on the tweets of these political parties. 

I focused on the two weeks leading up the election manifesto launch of each political party up until 

the day of the election. In addition to this I conducted a survey of Twitter users to get an 

understanding of the Twitter strategies of the ANC, DA and EFF from the perspectives of the users 

and to find whether they were engaging with these political parties.  

 

The strong growth in the number of people who have access to the Internet and are active on social 

media sites such as Twitter and Facebook have had an impact on the way political parties engage 

with their electorate during campaign periods. A substantial benefit of the platform is that it 

provides political parties with a mechanism to go beyond providing information to voters. Twitter 

enables a two-way conversation between political parties or political leaders and the broader 

public. In this context, this study sought to examine the ways in which the ANC, DA and the EFF 

used Twitter as a communication tool during the campaigning period in the 2019 elections. The 

main objective of this research project aimed at answering an overarching question: How 

effectively have South African political parties (particularly the ANC, DA and EFF) used ‘New 

Media’ as a communication tool in the run up to the 2019 national and provincial government 

elections? Based on that analytical framework and the design of the study, the central research 

question was into two sub- questions. These were:  

- How effectively has each of these political parties used Twitter to inform citizens in the 

run up to the 2019 national and provincial government elections? 

- How effectively has each of these political parties used Twitter to involve and connect 

citizens in the run up to the 2019 national and provincial government elections? 
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Ultimately, the importance of the study relates back to democracy and that a quality democracy 

requires political communication to occur especially during campaigns. The literature revealed 

that good quality election campaigns are important for a strong democracy. As Africa (2008: 17) 

argues “if competitive elections are an essential component of democracy and such elections 

require good quality campaigns, then, by extension, good quality election campaigns are also 

critical to the quality of democracy”. Africa (2008: 38) adds that to contribute to the quality of the 

democratic system campaign messages should be conveyed as widely as possible and through 

accessible and credible mechanisms”. According to Owen (2017:2) “New Media have triggered 

changes in the campaign strategies of political parties, candidates and political organisations”. 

Campaigns are now likely to be done through online platforms and gain momentum through 

sharing of posts and updates through social media platforms.  

 

Therefore, there is a need to understand how political parties use these tools of communication 

during campaign periods. This in turn raises the larger questions of whether the use of Twitter by 

these political parties are enhancing election campaigns and thereby strengthening the quality of 

democracy in South Africa. 

  

6.2  THEORETICAL FRAMEWORK 

 

In the research I used the framework by Foot and Schneider which is divided into the four pillars 

of: informing, involving, connecting and mobilizing. This constitutes what political parties are 

meant to do during election campaigns to be effective - they must inform, engage and connect the 

constituency as well as mobilizing them. However, this study has rather grouped them, to be three 

and combine the ‘connecting and involving’ pillar to be analysed as one. The mobilizing pillar has 

been noted to be a limitation in the study since it was not possible to assess this aspect with the 

methods and data collected.   
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The diagram below shows how the theory guided the collected and analysis of the data.   

 

Model of Assessing Communication Tool (Online Platforms/New Media) 

 

In Foot and Schneider’s framework, informing refers to the traditional role of providing 

information to the public. In this case one can look at how the political party uploads their policy 

positions, their manifestos and all the legal documents for voters to be able to have access to them. 

It is important that a campaign has accurate information about the party and their candidates. The 

information function (i.e. informing) is critical in the campaign period because it informs the voters 

which assists them in choosing which party they want to vote for.  The first aspect outlined by 

Foot and Schneider is the easiest for political parties to fulfil. There are many ways to inform 

people and it merely involves the provision of information and content. 

 

The function of ‘involving’ concerns establishing an interaction between the site creators and the 

site visitors, which may range from receiving messages of support, notices and many other forms. 

According to Foot and Schneider, involving as a campaign practice concerns the opportunity to 

establish interaction between users and campaign organizations. It encourages debates on current 

issues faced by voters and what the political parties aim to do to address the issues that they are 
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faced with. It gives motivation to voters to exercise their democratic right to participate by 

interacting with the parties on the online sphere, by establishing a relationship with the users. The 

online platforms can also create conversations between the candidates and the voters, so look at 

things like hashtags that were used during the electioneering process. Involving and connecting 

people is a harder task because it requires engagement of the target audience. Thus, if a political 

party manages to involve and connect their potential voters via Twitter, they would have more 

successfully used it than a party that has only provided information to their potential voters.   

 

The final aspect outlined by Foot and Schneider is mobilizing. According to the authors some 

campaigns engage in the practice of mobilizing in which a user involves another actor in the goals 

and objectives of the campaign, mostly to recruit other citizens to support the campaign. 

Mobilizing refers to citizens showing support by taking some kind of political action such as 

wearing campaign stickers, shirts, attending rallies or persuading others. The most difficult aspect 

is to mobilize potential voters. This is also the ultimate objective of political parties because it 

could mean increased votes and therefore improved performance at the polls. Unfortunately, this 

is also the hardest aspect to measure. To obtain an accurate picture of whether Twitter mobilized 

voters, a far more extensive and nuanced study would need to be conducted. 

 

6.3  THE CONTEXT OF THE 2019 ELECTION 

 

The context of the 2019 elections was a highly contested environment with deep-seated grievances 

over land redistribution, allegations of state corruption and anger about the state of the economy 

(Southall, 2019). Additionally, the political parties included in this study faced many internal 

battles. The ANC entered South Africa’s sixth democratic elections with many burdens lingering 

in the political party. The ANC was facing severe difficulties. In particular, the Zondo Commission 

which was set up to investigate State Capture negatively affected perceptions of the ANC 

(Gevisser, 2019). As Schulz-Herzenberg (2019:170) indicates, public trust in the ANC, and in its 

ability to govern effectively, had plummeted. The DA also had its own internal battles before they 

went to the polls in 2019. As Africa (2019) indicates between 2014 and 2019 the DA struggled 

with major internal divisions and leadership issues which affected its credibility. The internal 

fighting brought about confusion and uncertainty for voters. In 2018, the party had court battles 
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with Patricia De Lille, the former Mayor of the City of Cape Town. The fallout between the DA 

and De Lille led to her leaving the party and the formation of GOOD (Gerber, 2019). The 

Economic Freedom Fighters (EFF) was under spotlight for alleged corruption and underhand 

dealings. The issue of the VBS Mutual Bank saga, the Limpopo bank that was looted by politicians, 

government representatives and unscrupulous businessmen over the course of several years. “The 

Great Bank Heist”, which exposed all the sordid details of the dubious transaction at VBS, 

including the names of those involved (Keytle, 2019).   

 

Thus, the country and contesting political parties were faced with many political issues and 

challenges prior to the elections. All political parties had a massive amount of work to do convince 

voters to support them. The use of Twitter as a communication tool was one of a range of tools 

that could be used to provide voters with campaign communication as well as engage with them. 

Political parties could benefit directly from the growing use of the technology.  

 

6.4  AFRICAN NATIONAL CONGRESS  

 

The ANC received its lowest result at national level since 1994. Given the political landscape and 

the serious challenges that the party faced going into the elections, the result is not entirely 

unexpected. According to Butler (2019:81) “the results came in very much in line with 

expectations in the national vote where the ANC achieved 58% on a low turnout”. Butler (2019:81) 

adds that ANC proved that a party can campaign against itself and win”. Africa (2019) concurs 

with Butler. She argues that the 2019 election saw a substantial change in the overall campaign 

theme of the ANC - rather than emphasizing twenty-five years of democracy, the party campaigned 

under the promise of a ‘New Dawn’ under Cyril Ramaphosa. Africa argues that while the focus 

on a new dawn was a difficult and perhaps risky message to deliver, it spoke to the reality that the 

ANC and the country were facing.  

 

What then of the ANC’s 2019 campaign and in particular the use of Twitter in that campaign?  

How effectively did the ANC use twitter to inform citizens in the run up to the 2019 national and 

provincial government elections? 
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The ANC made successful use of the Twitter platform during the 2019 campaign period. The party 

effectively shared information with their Twitter followers. Twitter has become an important 

information sharing tool for the ANC, especially to reach their various constituencies. Information 

was made available to Twitter users in different ways including videos and images. The party made 

sure to inform and involve users on a regular basis. Political party information such as their 

manifesto, press releases, party statements and leader’s biography were also shared on the platform 

to create a sense of political awareness.  

 

The ANC effectively used Twitter in the 2019 election campaign period as a tool to provide 

information to users. The party was active on Twitter throughout the run up to the elections. It had 

posts on twitter on a daily basis. They successfully informed their constituency (that are users of 

Twitter) about all aspects of their campaign. The ANC had key campaign Twitter hashtags which 

they used throughout the campaign. The party maintained these hashtags and used them as part of 

the key messages for the campaign. This made it easier in terms of searching for the party on 

Twitter - users could just search for their hashtags and they would be able to access the tweets 

about the party. 

 

Tweets of the party’s policy stances were provided. The party had press releases with various 

media houses and there were live videos posted on Twitter to make sure the Twitter users and the 

electorate can have access. The party statements, which are also found on the party websites, were 

put up and made available on Twitter, the party statement would be attached as an image with a 

link to the party website for further reading.  

 

The ANC also effectively provided information on Twitter using posters. The political leaders of 

the party were active and were deployed in specific areas to campaign. The images provided as 

posters were to indicate where the campaigns will take place, giving vital information such as: 

Date, Time, Venue, and Political Leader speaking to the people during the campaign. The 

manifesto was provided as a link on the twitter feeds, the user would click on the link and it would 

direct you to the party’s manifesto document. They ANC had live tweets throughout the manifesto 
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launch and have a live video on the Twitter page to have the information available for Twitter 

users. Their events were well documented on their official twitter page with pictures of where 

campaigning was happening and what they were doing. The “FACT OF THE DAY” tweets 

included information on the party’s achievements, key historical figures and providing information 

on woman heroes. The ANC’s Twitter campaign was also boosted by influencers and celebrities 

with people such as fashion designer David Tlale and Media Personality Penny Lebyane using the 

hashtags and retweeting. 

 

Beyond providing information to users, how effectively did the ANC use Twitter to involve and 

connect citizens in the run up to the 2019 national and provincial government elections? 

 

To an extent the ANC managed to involve and connect with users. The ANC managed to gain 

followers since their content was trending through hashtags and retweets. The ANC received 

comments and retweets on the updates they posted, which gives a clear indication that they had 

reached out too many users.  This was noted through the activity on twitter. As a frequent Twitter 

user, I checked the ANC official page frequently during the time of the data collection period and 

the election campaign period. The party received support through the tweets as many followers 

would comment and engage with the tweets. The invitation tweet of President Ramaphosa was 

retweeted 762 times (CyrilRamaphosa2019; Twitter Q&A with President Cyril Ramaphosa under 

the hashtag #HolaMatemela 2019) (Shange, 2019). In this way there was connection formed with 

the party and the constituency on the twitter platform. 

 

However, while there were comments from users, there was no response from the political party 

Twitter handle to those comments. There was no clear interaction established with the party 

representatives on Twitter and the online users. The connection and involvement were therefore 

between the users with each other and not between the party and the users. This means that the 

ANC had a one-way stream of communication during a period meant for engagement and 

interaction. The users interacted with the party official Twitter handle but with minimal responses 

or no responses at all. This overlooks a fundamental part of web campaigning because the party 

gets the opportunity to speak directly to the users and understand what they want from the party 
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through the conversations and debates formed on Twitter through the use of hashtags. Although 

political leaders of the ANC did in fact engage with voters, this lack of response by the party to 

users was a big void and a lost opportunity.  

 

Based on a review of the ANC’s Twitter campaign activity, it can be said that the party placed 

great emphasis on the ‘inform’ pillar in web campaigning. The ANC made strong use of Twitter 

but primarily for the purpose of informing. Their Twitter campaign linked strongly with traditional 

methods that have always worked for the political party. This provided a good starting point for 

their campaign; however, the party did not fully establish a relationship with their Twitter users 

since it only posted with no response to any of the users’ comments. The relationship that was 

maintained was between the users themselves and not the political party. The connecting function 

of web-campaigning was not as strongly utilized. This might have been a strategic choice of the 

ANC given the context of the elections and the challenging internal dynamics that the party faced.   

 

6.5  THE DEMOCRATIC ALLIANCE  

 

In 2019 the DA’s support at national level dropped down slightly to 20.8% and at provincial level 

in the Western Cape, support declined from 59% to 55%. Again, given the serious challenges that 

the party faced going into the elections, the result is not entirely unexpected. As Africa (2019) 

indicates between 2014 and 2019 the DA struggled with major internal divisions and leadership 

issues which affected its credibility. The court battles with Patricia De Lille, the former DA Mayor 

of the City of Cape Town and the issues around former Western Cape Premier Helen Zille where 

she asked to vacate various decision-making structures of the party are only two examples of these 

leadership challenges. The campaign messages were also regarded as problematic. Jolobe 

(2019:95) argues that the DA had a weak campaign in the 2019 elections. According to Jolobe 

(2019:95) the campaign made bold unrealistic claims about a provincial police and rail service and 

was characterised by message incoherence on key issues such as land reform, black economic 

empowerment and affirmative action. Additionally, the party received negative backlash from 

society because it campaigned in the name of tragedy and loss of the people who died in Marikana 

and the Life Esidimeni tragedy by erecting a billboard with all their names as a campaign strategy. 

In Gauteng, the DA launched the ‘The ANC Is Killing SA’ campaign. The DA erected a billboard 
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with the slogan “ANC is killing us” and listed the names of the victims of the Marikana massacre, 

the Life Esidimeni tragedy, and school children who died in pit latrines. This billboard came with 

a lot of backlash when it was erected by the party because the names written on the billboard were 

victims of tragic circumstances.  As Africa (2019) argues the extent of negative campaigning was 

counterproductive. Families of the Life Esidimeni victims said the decision to create the 

#TheANCIsKillingSA billboard had opened old wounds (Khumalo, 2019).  

 

Despite these observations the DA has always run a strong campaign which resulted in the growth 

earned them the title of the “official opposition” in South Africa. What then of the DA’s 2019 

campaign and in particular the use of Twitter in that campaign?  How effectively did the DA use 

Twitter to inform citizens in the run up to the 2019 national and provincial government elections? 

 

The DA effectively used Twitter as a communication platform for informing users during the 2019 

elections. The party made extensive use of Twitter as a campaigning tool during the run up to the 

elections. The DA was extremely active on the platform and made use of the party leaders Twitter 

handles to inform their constituency on a regular basis. As in previous elections, the party’s 2019 

campaign covered a range of campaign techniques including the use of Twitter.  Their Twitter 

campaign linked strongly with their traditional methods of campaigning.  The party made use of 

Twitter on a daily basis to let users know about events that were planned and what the party 

planned to achieve.  

 

All party-related information was directly linked to their twitter handle. The party’s official Twitter 

handle mostly retweeted tweets from the party leaders. As previously indicated, there was a strong 

link between the accounts of the DA leaders and the official DA account. Information was 

primarily provided through retweeting, not the party directly tweeting. Although the tweets would 

not directly be from the party, they would still appear on their timeline because the official party 

handle had retweeted these tweets. 

 

The DA posted tweets on every single event to keep their followers well-informed about the day-

to-day activities of the party. The DA also made sure that information was made available to 
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Twitter users in different ways and formats. A substantial number of tweets related to the launch 

of their manifesto. They had tweets about their manifesto and where to find it on their website. 

The DA made use of video with Twitter to a great extent.  The party shared live videos of their 

manifesto launch. They also used videos and images to provide information on their manifesto and 

policy positions. What was most tweeted were videos by the party campaigning and images of 

their campaign trail in the various constituencies. The party did make use of the live option on 

Twitter to keep users informed if they are not able to be part of the manifesto launch. In addition 

to links to video clips of speeches and other activities, their adverts were put as links on the tweets 

for the users to click on the link and watch the advert on YouTube. Press releases, party statements 

and leader’s biography were also shared on the platform to create a sense of political awareness. 

The DA had hashtags they used throughout the campaign. The party had tweets with images 

attached showing where the party leaders were campaigning.  

 

Beyond providing information to users, how effectively did the DA use Twitter to involve and 

connect citizens in the run up to the 2019 national and provincial government elections? 

 

To an extent the DA the managed to involve and connect with users. The party made sure there is 

enough campaign information for the online users to engage with. The DA managed to gain 

followers since their content was trending through hashtags and retweets. The numbers of 

followers increased on a daily basis. They had many retweets through the Twitter feeds during 

campaigning. Users commented and tweeted about the DA in their favour and agreeing with what 

the party stands for. As such the DA utilised Twitter’s interactivity.    

 

During the time period of the research the party had limited interaction with users on Twitter. The 

DA did not respond to tweets. There were no two-way conversations between the party and voters 

or rather making the candidate of the party available to answer questions posed by the Twitter 

users. Thus, as in the case of the ANC, it can be argued that the DA did not fully establish a 

relationship with their Twitter users - it posted only with no response to any of the users’ 

comments. So, while Twitter was extensively as a communication tool to convey information 

during the campaign, it was not used optimally to connect and engage with potential voters. 
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The DA made successful use of the Twitter platform during the 2019 campaign period. Their 

Twitter campaign linked strongly with traditional methods that have always worked for the 

political party.  

 

Based on a review of the DA’s Twitter campaign activity, it can be said that the DA made strong 

use of Twitter and utilised the ‘inform’ function very effectively. The party had a continuous online 

presence.  The DA informed users about campaign activities telling them what they were going to 

do and where. They also indicated their vision as well highlighting their track record in the Western 

Cape. This provided a good starting point for their campaign; However, their use of Twitter did 

not fully incorporate the “involving” function of web campaigning. It was observed that the DA 

did not ‘connect’ with the users by responding and having conversations through the platform with 

the users. A more connected online campaign on Twitter could have benefited the party much 

more in 2019. The DA could have had more engagement with the party leaders on the platform. 

As in the case of the ANC, this might have been a strategic choice given the challenging internal 

dynamics that the party faced and the controversy around the former Western Cape premier’s 

engagements on Twitter.   

 

6.6 THE ECONOMIC FREEDOM FIGHTERS  

 

The EFF has grown since their establishment prior to the 2014 elections. According to Roberts, 

(2019:108) “the EFF was the party that grew the most relative to the 2014 electoral results, the 

party’s national support increased by 4.4% and 706.665 votes to give a total of 1. 9 million votes 

and 10.8% of all valid votes, which stands in stark to contrast to the patterns observed for the ANC 

and DA”. Thus, despite the challenges that the party faced going into the elections, the party gained 

votes unlike the ANC and the DA. 

 

How effectively did the EFF use Twitter to inform citizens in the run up to the 2019 national and 

provincial government elections? 
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The party made extensive and strong use of Twitter as a campaigning tool during the run up to the 

elections. The EFF had extensive growth on twitter since it joined twitter in November 2012. The 

party managed to gain more followers on Twitter although they joined it later than the other parties. 

The EFF had a strong presence on twitter throughout the 2019 campaign.  

 

The EFF made successful use of the Twitter platform during the 2019 campaign period and had 

the greatest breadth of popular participation in the study. Like the ANC and DA, and as in previous 

elections, the party’s 2019 campaign covered a range of campaign techniques. This included a 

strong focus on social media including the use of Twitter. Their Twitter campaign also linked 

strongly with their traditional methods of campaigning.  There was also a strong link between the 

accounts of the EFF leaders and the official EFF account. 

 

Like the ANC and DA, the party made use of Twitter on a daily basis to let users know about 

events that were planned. Tweets were also generated on a daily basis to give information on affairs 

and events happening in the EFF. The party had tweets with images attached.  There were live 

videos, posters, their manifesto launch updates and all the necessary information about where the 

party would be campaigning. The party made use of links to video clips of speeches and other 

activities. 

 

The party also made use of Twitter to let users know about what the party planned to achieve. 

Their campaign was centred on the theme “our land, our jobs now”. This was the key message 

used throughout the 2019 campaign. The EFF had a major following with one of their campaign 

slogans; 'EFF Red Friday' where they took their campaign to all spheres of society. This included 

churches, toll gates, the Rand Show and door-to-door campaigns. Political party information such 

as their manifesto, press releases and party statements were also shared on the platform to create a 

sense of political awareness. The party successfully informed the users about the part’s positions 

and activities throughout the period of campaigning. The EFF had a strong focus on sharing their 

policy positions via Twitter.  
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How effectively did the EFF use Twitter to involve and connect citizens in the run up to the 2019 

national and provincial government elections? 

 

The EFF had hashtags they used throughout the campaign. The Twitter following of the party grew 

and they documented their everyday activities through the use of tweets and hashtags on this 

platform. They had many retweets through the Twitter feeds during campaigning. For example, 

the Red Friday campaign supporters would post images of them in the party regalia showing their 

support and therefore increased activity and interaction on the party feeds. 

 

Unlike the ANC and DA, there was interaction established with the party representatives on 

Twitter and the online users. The users interacted with the party official Twitter handle and the 

EFF leaders were active by tweeting the same tweets as the official account. As such the EFF 

utilised Twitter’s interactivity more than the ANC and DA.  The party used twitter to inform and 

connect the electorate. The interaction on the party’s timeline shows how they had a major 

response on the Twitter platform.  Compared to the ANC and DA where there was limited 

interaction with Twitter users, the EFF also had a clear connection with users. The leaders of the 

EFF and the official party handle would respond and interact with the Twitter users establishing a 

relationship on the platform. The leadership of the EFF made sure they endorse the tweets of the 

party by retweeting it and reaching out to too many users. The EFF was responsive as they would 

reply to certain comments on their official party twitter account or there would be responses 

directly from Julius Malema.  

 

Based on a review of the EFFs Twitter campaign activity, it can be said that the party placed great 

emphasis on the ‘inform’ pillar in web campaigning and also attempted to go beyond merely 

providing information. The party used the ‘involving’ function of web-campaigning by connecting 

with the Twitter users online.  
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6.7 THE SURVEY OF TWITTER USERS  

 

 The Twitter survey that was conducted in this study sought to understand how the Tweets by the 

ANC, DA and EFF were received by Twitter users. A majority of the respondents (55%) are active 

on Twitter. A majority of the respondents (65%) also affirmed that they use Twitter to stay updated 

on what is trending. This would include current affairs. Over half of the respondents (58%) 

indicated that Twitter provided them with political information. Almost half of the respondents 

(47%) felt that an advantage of using social media is to obtain campaign information. More than a 

third (37%) noted that they primarily use the platform to keep in touch with party leaders. This 

means that they are particularly interested in the party leaders’ views on certain topics.  

Respondents were asked a series of agree/disagree questions.  

 

Respondents were also asked whether using Twitter helps in informing them about political parties 

and mobilise them to be actively involved in politics. A majority of respondents (58%) said that 

Twitter helps in informing them about political parties and exactly half (50%) said that it helps in 

mobilising them to be actively involved in politics. Respondents were also asked about what they 

perceive as the advantages of using social media. The majority of the respondents (71%) reported 

that they use social media for sharing information and political content. A majority of the 

respondents (64%) also followed political parties. This shows a relatively high engagement with 

political content. This was fortunate in the context of this study because it meant that they were 

suitable respondents to give insights on the use of Twitter by the ANC, DA and EFF. In the survey 

46% said that they follow the ANC, 37% said that they follow the EFF and 35% said that they 

follow the DA. In reality the EFF had the largest Twitter following of these three parties. 

Nevertheless, these respondents provide useful insights about how the campaigns were received 

because they are Twitter users that were following political parties. Substantial proportions of the 

respondents chose the option to not see any content from the political parties about their policies 

and any other political content on their tweets; ANC (34%), DA (44%) and EFF (40%). About a 

third of respondents (29%) said that they note daily updates from the ANC, 28% for the EFF and 

the DA at 17%. These respondents can therefore be seen as extremely actively on Twitter. When 

combining those that said they received updates daily, five to six times per week and three to four 

times a week, majorities of respondents were actively receiving updates from the ANC at 54% and 
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the EFF at 52%. However, about a third of the respondents (34%) received updates from the DA 

daily, five to six times per week or three to four times a week. 

 

Notably 66% of the sample indicated that they use Twitter to engage with political parties and their 

debates. Under half said that they consider the information on Twitter valid and trustworthy (44%), 

that they were satisfied with how political parties are portrayed online (40%) and that the tweets 

by political parties improve their perceptions of the party (44%). Overall, the data demonstrated 

that Twitter could be used to the advantage of the political parties.  

 

The results point to the fact that the content posted by parties should be carefully considered. Given 

the fact that high proportions of the sample use Twitter for obtaining political information and to 

stay up to date with what is trending, this could potentially also be seen as part of the aspects of 

campaigning. Engaging among people (students) that are politically interested would clearly 

interlink with ‘involving’ and ‘connecting’. The users of this platform would engage and debate 

through the use of hashtags which Twitter users take as topics of discussion. Political parties also 

engage through these hashtags that the followers make use of. However, it would be for political 

parties to make use of the platform for engagement. Otherwise the users might only engage with 

each other and have minimal engagement directly with the political parties.  

 

The majority of respondents found that Twitter was informative and kept them up-to-date about 

the campaigns. The respondents feel that although sufficient information was shared, the party 

needs to improve the content that was posted on Twitter during the campaigning period. While 

many respondents had positive perceptions about the how the Twitter platform was used and 

engaged by the ANC, DA and EFF, many respondents critiqued their use of Twitter. They 

indicated that the parties were at times childish and that they should add more policy content. 

Respondents observed that information was always available - there were images, videos and 

posters giving all the relevant information regarding the 2019 campaign.  

 

Respondents had mixed views on the Twitter campaign of the ANC and the DA. While both parties 

received many positive comments, the ANC was negatively mentioned by one respondent and the 
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DA by another two respondents. Several respondents commented on the focus on negative 

campaigning and how the party expended a lot of energy pointing out the flaws of the ANC and 

EFF.  

 

Based on the responses from the Twitter users in the survey, it would appear that the EFF fared 

better in executing their campaign. The EFF received several positive comments from the 

respondents. They highlighted that there was a visible connection by the party and the Twitter 

users as they always tended to debate on issues and have a two-way engagement. 

 

The survey results demonstrated an eagerness to engage through Twitter. The platform thus plays 

an important role in keeping the users informed on newsworthy information pertaining to political 

events and the election campaign. This gives an indication on how this platform could further 

engage with the political content posted by the respective parties.   

 

6.8  IMPLICATIONS FOR THE POLITICAL PARTIES  

 

The review of the Twitter campaigns reveals that the three parties had coherent Twitter campaigns 

which worked hand-in-hand with the balance of their traditional campaigns. All three effectively 

used Twitter to inform their followers. The parties all used the platform as a communication tool 

to reach out to as many Twitter users as possible. The parties effectively shared information with 

their Twitter followers. Twitter has become an important information sharing tool to reach their 

various constituencies. The parties had their presence felt throughout the campaign period. 

However, the EFF was the most interactive of the three. The party responded to Twitter users and 

followed up on tweets. 

 

All three parties made extensive use of hashtags to convey information about their campaign 

activities, build momentum around their manifesto launches and explain their policy positions. 

The parties did manage to ‘mobilise’ more followers during the campaign period since there was 

an increase in their following on twitter. They also built on the other components of their 

campaigns. They linked up with Facebook and provided links to videos or used the live function. 
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However, they did not fully incorporate the “involving” function of web campaigning. The parties 

mostly made use of the information function by having a constant online presence.  The ANC and 

the DA used the platform in a vacuum as they did not have any connection established with the 

constituencies on Twitter. The EFF was the only party who made the effort to use it to their great 

extent as they made sure they do not leave the constituencies hanging but rather respond and reply 

to any of the comments posted.  

 

While this study did not delve into other campaign techniques, the use of twitter must be seen 

within the context of the rest of the campaign. For example, the DA ran an aggressive SMS 

campaign which may have turned voters off from the campaign messages. It would be important 

for future research to look at the various platforms in relation to the more traditional modes of 

campaigning as well as how this was received by voters. The ANC and the DA have yet to fully 

harness the power of Twitter for campaign purposes.  

 

It can be reasonably assumed that voters want more than a static “provision of information” 

approach. The platform of Twitter provides responsive engagement and interaction on a scale 

which was not previously possible. Yet, this innovative platform was still primarily used for the 

purpose of providing information. The ANC and the DA the might have done this as strategic 

choice given the challenging internal dynamics that they both faced going into the elections. While 

it might have been the “safer” option since they both faced considerable backlash from voters on 

a number of issues, a willingness to do the difficult work of engaging with voters on critical issues 

might well have served them better.  

6.9  CONCLUSION  

 

The use of social media for communication is now embedded in all aspects of society. The study 

reveals that parties primarily used Twitter to inform voters in the 2019 election campaign. Yet 

Twitter remains a communication tool that can be more fully utilized in upcoming elections. As 

previously indicated a quality democracy requires political communication to occur especially 

during campaigns. Unfortunately, the study revealed that the two main political parties have yet to 

fully harness the power of Twitter. As Foot Schneider (2006) outline, it can be used in a far more 
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dynamic way to also involve, connect and mobilize. Parties can still capitalize more fully on the 

use of Twitter. To do this they need to think carefully about their content that they upload because, 

beyond increased engagement, badly-chosen content can be counter-productive. Given the 

worrying statistics declining voter participation among young voters, it is incumbent on political 

parties to fully embrace and use social media platforms to engage more thoroughly with voters.  
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Economics and Management Science, University of the Western Cape 
 
Participation in a Research Study  

Research title: Assessing the use of ‘New Media’ as a communication tool by the ANC, DA and 

EFF in the run up to South Africa’s 2019 Provincial and National Elections. 

 

Dear Participant  

 

The research is undertaken as a partial fulfilment of the requirements for a Master’s Degree in the 

Political Studies Department at the University of the Western Cape, Cape Town, South Africa. 

The researcher intends to use this material for academic purposes only. The study is being carried 

out by the student Simone Matika under the supervision of Prof Cherrel Africa. 

 

Before you decide whether or not to partake, it is important for you to understand why the research 

is being done and what it will involve. Please take time to read the following information carefully 

and discuss it with others if you wish. Ask me if there is anything that is not clear if you would 

like more information. Please take your time to decide whether or not to wish to take part in this 

research.  

 

Purpose of the study 

The main objective of the study is to conduct a deep analysis of the use of these new 

communication tools by political parties in South Africa. In particular, this study will focus on the 

African National Congress (ANC), Democratic Alliance (DA) and Economic Freedom Fighters 

(EFF). This study aims to look at the pre-election year (2017, 2018 and 2019) and how political 

parties and their leaders use social media (Twitter, Facebook and Instagram) as a political 

communication tool during this period.  

 

Description of the study 

The main methodological technique that will be adopted is virtual ethnography, this is some sort 

of emersion in the online environment. This technique is the core element in this study as the study 

aims look at how the online space is used by political parties and leaders as an effective tool and 

it being part of the core principles of a democracy to have political communication. The qualitative 

methods that will be adopted are in-depth interviews with key stakeholders which are 
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representatives from the respective political parties that will be investigated which are; African 

National Congress (ANC), Democratic Alliance (DA) and Economic Freedom (EFF). Focus 

groups and interviews will be conducted and will consist of different groups of people to be able 

to gain diverse answers for the study.  

 

Confidentiality  

Due to the way the research is structured respondents will not be identified unless permission is 

given. You will not be personally identified and your identity will be kept confidential. Complete 

confidentiality is guaranteed should the respondent state so in the informed consent form. The 

researcher will ensure that the results of the study will be reported without referring to you directly 

unless you explicitly prefer to be referred to directly and you can formally consent to that for any 

or all parts of the interview. All records of the interview will be stored away in safe keeping until 

research has been completed, thereafter, it will be destroyed.  

 

Voluntary participation and withdrawal 

Your participation in this research is entirely voluntary that means you are free to decline 

participation. It is up to you decide whether or not to take part. Refusal to take part will involve no 

penalty or loss of services to which are otherwise entitled; and also, it will not impact negatively 

on your position in your organisation or leadership. If you decide to take part, you will be given 

this information sheet to keep (and be asked to sign the consent form). If you decide to take part, 

you are still free to withdraw at any time- and without giving a reason. You may also choose to 

answer particular questions that are asked in the study if there is anything that you would prefer 

not to discuss, please feel free to say so.  

 

Benefits and Cost 

The purpose of this study is to produce new knowledge; in this regard, your participation is highly 

appreciated as a contribution. There are no costs for participating in this study other than the time 

you will spend in the interview, which will be approximately 45 to 60 minutes. The interview will 

be conducted in a neutral or place convenient for you, to ensure no costs will be incurred. There is 

no risk attached to the study as it’s just a few minutes of your time to give input on the required 

topic of various political parties and their communication methods.  

 

Informed Consent  

Your signed consent to participant in this research study is required before I proceed to interview 

you. I have included the consent form with this sheet that you will be able to review the consent 

form and then decide whether you would like to participate in the study or not.  

 

For more information: 
Contact student researcher: Simone Matika 

Email: simonematika@live.com or 3227037@myuwc.ac.za 

 

Alternatively, and in case of complaint, please contact the supervisor:  

Supervisor: Prof Cherrel Africa  

Email: cjafrica@uwc.ac.za 

Telephone: 0219592180 
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University of the Western Cape 

Department of Political Studies 
Private Bag X17, Bellville, 7535, South Africa, Tel: 021 959 3228 

 

 

 

8.2 APPENDIX 2: INTERVIEWEE CONSENT FORM 

    

     

Political Studies Department 

Economics and Management Science, University of the Western Cape 

 

Participation in a Research Study  

 

Research title: Assessing the use of ‘New Media’ as a communication tool by the ANC, DA and 

EFF in the run up to South Africa’s 2019 Provincial and National Elections. 

 

This study has been fully explained and a letter of information has been provided. The study has 

been described to me in a language that in a language that I understand and I freely and voluntary 

agree to participate. My questions about the study have been answered.  

 

Due to the way the research is structured respondents will not be identified unless permission is 

given. You will not be personally identified and your identity will be kept confidential. Complete 

confidentiality is guaranteed should the respondent state that they want to remain anonymous.  

 

 

Participant’s name……………………………………………………………… 

 

Participant’s signature…………………………………………………………… 

 

 

I understand that my identity will not be disclosed if I wish and that I may withdraw from the study 

without giving a reason at any time and this will not negatively affect me in any way.  

 

Would like to remain anonymous? Yes/No (circle your response) 

 

Student researcher: Ms Simone Matika 

Email: simonematika@live.com or 3227037@myuwc.ac.za 

 

For any queries, please contact the supervisor: 

Supervisor: Prof Cherrel Africa 

Email: cjafrica@uwc.ac.za 

Telephone: +27219592180 
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University of the Western Cape 

Department of Political Studies 
Private Bag X17, Bellville, 7535, South Africa, Tel: 021 959 3228 

 

 

8.3 APPENDIX 3: SURVEY INSTRUMENT 

Participation in a Research Study 

Research title: Assessing the use of ‘New Media’ as a communication tool by the ANC, DA and 

EFF in the run up to South Africa’s 2019 Provincial and National Elections. 

Are you an active twitter user? (Please tick √): 

Very active Somewhat 
active 

Not really 
active at all 

   

 

1. Do you follow any political parties? 
Yes No 

  

 

2. If yes, which parties? 
 Yes No 
ANC   
DA   
EFF   
Other   

 

 

3. What do you generally use twitter for? 
 Yes No 
To Stay updated on what is trending   
Political information    
Engage and socialise    

 

4. How often do you see twitter updates from the following political parties about their 
policies or political content?  

 ANC DA EFF 
Daily    
Five to six times a week     
Three to four times a week    
Less than once per week    
Never    

 

5. Do you think using twitter helps you in the following: 
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 Yes No Don’t know 

Informing you 
about political 
parties 

   

Mobilise to be 
actively involved in 
politics  

   

Other (please specify): 

 

 

6. What would you say are the most important advantage(s) of using social media? 
Sharing information/political party content  

Keeping in touch with political party leaders   

Learning technology becomes easier  

Campaign information   

Other (Please specify)  

 

7. In your opinion, how informative were the twitter updates from the ANC/ EFF/DA? 
(Please elaborate) 
 

 

 

 

 

8. What is your personal opinion about the quality of the content of the tweets from the 
ANC/DA/EFF? Is there a need to improve and how? (Please elaborate) 
 

 

 

 

 

 

9. How effective was the use of twitter by the ANC/DA/EFF during the pre-election period? 

 

 

 

 

10. Please indicate whether you strongly agree, agree, disagree or strongly disagree with 

the statements below: 

Statements: Strongly 
agree 

Agree Disagree Strongly 
disagree 

Don’t know 
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a) I consider the information on twitter 
valid and trustworthy 

     

b) I am satisfied with how political 
parties are portrayed online 

     

c) Does the tweets by these political 
parties improve my perceptions of 
the party 

     

d) Do I use twitter to engage with the 
political parties and their debates 

     

e) I consider twitter as a medium that is 
for political parties to engage with 
voters 
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