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Title: Political Trust and the Role of Social Networking Sites: An Empirical Study of German Party Youth Organisations' Facebook and Twitter Use and its Influence on Young Citizens
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This thesis examines the political use of social networking sites (SNSs), more specifically Facebook and Twitter, by two German political youth organisations in the context of the 2010 state election in North-Rhine Westphalia (NRW). Its specific focus is on political trust and on the influence these SNSs have on the trust relation between young German citizens and the political youth organisations. The underlying notion is based on the fact that SNSs provide users with the opportunity to build up close connections to other users – theoretically also including political actors – which in consequence could have a positive influence on the trust relation.

The main research question addressed is: What role do SNSs play within the process of building and maintaining political trust among young German citizens? Through quantitative content analysis of Facebook wall comments and tweets on Twitter, this study investigates the characteristics of messages posted by both the political youth organisations and their fans and followers in terms of dialogic communication theory. Using an Internet survey among young fans and followers (14- to 30-year-olds) of the two political youth organisations, it found certain characteristics and views of these users and their motivation of forming a ‘friendship’ to political actors.  

Findings indicate that the political youth organisations are not using Facebook and Twitter to build a two-way symmetrical relationship but to spread information without aiming at an interactive dialogue. In contrast, fans and followers often react on messages posted by the organisations which mainly leads to conversations among those users. Thus, the connection between fans or followers of the same political youth organisation becomes closer. Moreover, the vast majority of fans/followers is also offline member of a political youth organisation. All this implies that by now SNSs do not play a significant role in the process of building and maintaining political trust among young citizens and will probably remain of minor relevance regarding building political trust among citizens who are not political engaged at least as long these profiles are not suitable for young people. 
1. Introduction
One of the current political ‘magic words’ is networking – more precisely Social Networking Sites (SNSs): Facebook, YouTube, MySpace, Twitter – nothing within the political world is working without these interactive websites – at least that is the conveyed impression. From an academic point of view it is of course interesting to analyse why those websites are used by politicians and why young people – who are mostly rated as politically uninterested – have a friendship to political actors via SNSs. 

As a new communication tool SNSs gained popularity during the last years not only among young people but also among political actors. The United States presidential election in 2008 and especially “The first Internet President” (Greengard, 2009: 16), Barack Obama, serve as an epitome for a successful use of diverse Internet tools first of all SNSs. Meanwhile politicians worldwide make use of these trendy, widespread and promising means of communication but often without success. The big German political parties, for example, were highly influenced by Obama’s great triumph and conducted the 2009 federal election campaign by integrating those new methods: Campaigners wanted to communicate with their constituents – especially young people who are easier to reach via the Internet – on a more personal level: They wanted to create a real dialogue and therefore nothing seemed more suitable than SNSs. However, the anticipated ‘Obama-Effect’ failed to appear as most of them totally ignored the interactive facilities offered by the Internet (Happel, 2010). The turnout of the federal election in 2009 among citizens at the age of 18 to 21 amounted to not more than 63% and among citizens between 21 to 25 years it amounted to only 59,1% (Der Bundeswahlleiter, 2010). Nevertheless, true to the motto ‘Things can only get better’ German politicians continue trying to reach citizens, especially younger people – not only on federal but also on state level – via the Internet. The state election of the largest German federal state, North Rhine-Westphalia (NRW), in May 2010 should be the next great chance for German politicians to show that they made progress regarding the use of SNSs for political purpose (König, 2010).  
1.1 Background Information: NRW State Election 2010

As a federal parliamentary republic Germany is based on representative democracy with a chancellor – currently Angela Merkel – as the head of government. Moreover, the Bundestag (the German parliament) and the Bundesrat (there body of the regional states) possess the federal legislative power. Since 1949 a multi-party system exists which is dominated by the Christian Democratic Union (CDU) and the Social Democratic Party of Germany (SPD) (Bundesregierung, 2010). 

The NRW state election was held on May 9, 2010 to elect members to the legislative assembly – in German ‘Landtag’ – of this most populous German state. Thus, the election was considered as a test of the federal government’s performance which at this point of time was seven month in office. The CDU and the Free Democratic Party (FDP) were the incumbent government before this state election and Jürgen Rüttgers was the acting prime minister. According to the usual practice the SPD, led by Hannelore Kraft, was the main opposition. The upper house of the German parliament – the Bundesrat – consists of representatives from the 16 states. Consequently, the federal government which is also a CDU-FDP coalition was afraid to loose its narrow majority in that house.

The election resulted in a hung parliament: The CDU reported a significant decline of votes which led to the worst result the party ever had in an election in NRW. However, the SPD lost votes and seats as well but to a lesser extent. Hence, both parties secured 67 out of 181 seats of the legislative assembly (see appendix, Figure I). On the other hand, Bündnis 90/Die Grünen (The Green Party) and Die Linke (The Left) – both parties located to the left of the SPD – had a clear increase of votes. It took longer than two months until the final composition of the government coalition was determined as none of the traditional coalitions (SPD-Green or CDU-FDP) had the majority of votes. After various coalition options were exhausted the SPD and the Green Party formed a minority coalition. On July 14, 2010 the NRW Landtag affirmed this composition and Hannelore Kraft became the new Minister-President of NRW. 

1.2 Personal Motivation

Firstly, as a young German citizen born, raised and most of the time living in NRW the upcoming election was a topic of interest. Moreover, as a digital native and a student of media and journalism the Internet in general and SNSs in particular are part of the author’s daily life. Thus, it was obvious to combine these aspects to a research project focusing on a current event which serves as an example of a hardly examined but quite relevant phenomenon: The use of SNSs for political purposes. Again the driving question was, what is behind this? Meaning, what exactly is the political aim? A question which leads to the underlying and initial theme of this thesis: Trust – more precisely political trust which refers to the trust people have in political actors. The phenomenon of trust has always been thematised within the political world as political actors need some kind of trust relation to citizens in order to receive votes (Dickerson, Flanagan & O'Neill, 2010). Within today’s Internet age trust became an often-discussed topic related to both data security (e.g. Kelton, Fleischmann & Wallace, 2008)Dutton & Shepherd, 2003;  
and interpersonal relations (e.g. Livingstone, 2008)Bargh & McKenna, 2004; 
, which are among others greatly influenced by online social networks. Consequently, it was assumed that this kind of mediated communication somehow plays a role within the relationship between political actors and their potential voters – especially young people. 
1.3 Object of Study and Main Research Question

In contrast to other countries it is the norm in Germany that every powerful party has its own youth organisation
, which works more or less independent of the main party. As these organisations explicitly refer to young voters it can be assumed that they use SNSs on a larger and more intensive scale than parties in general. Consequently, the research focused on the Junge Union and the Jusos which are the political youth organisations of the two largest German parties – namely CDU and SPD (see Political Background Information in appendix B). Furthermore, the analysis was narrowed down by exclusively focusing on the NRW regional association of these two youth organisations due to the fact that the NRW state election should form the time frame of this study. Hence, this thesis aimed to examine the influence of SNSs on political trust among young German citizens. It should be analysed how German political youth organisations use these new online communication tools to build or maintain a close relationship – a trust relation – with young German citizens. In other words, the following research question will be answered: 

What role do profiles of party youth organisations on SNSs play within the process of building and maintaining political trust among young German citizens? 
1.4 The Research Context and Objective

The use of SNSs by political actors in order to build a closer relation to their voters led to an increase of studies focusing on the influence of SNSs on politics in general (Dalsgaard, 2008; Compton, 2008) and the influence of SNSs on youths’ political participation in particular (Baumgartner & Morris, 2010; Zhang, Johnson, Seltzer & Bichard, 2010). Former studies about SNSs focused mainly on the characteristics of users and examined that these communication tools are very popular especially with young people (Boyd & Ellison, 2007). As the low level of political participation among young citizens is not new anymore it has been also the topic of a vast number of studies during the last two decades (e.g. Norris, 2001; Xenos & Bennett, 2007). With the rise of the Internet and especially the increase of SNSs, scholars speak about a new possibility for young people to become involved in politics in a way which is appropriate to the generation of digital natives (e.g. Robinson, Kestnbaum, Neustadl & Alvarez, 2000; Best & Krueger, 2005).

This is where this thesis starts: Does the use of SNSs help political parties or politicians to reach their young voters and maybe stimulate their political participation? Therefore, it is necessary that political actors first begin with the process of building and maintaining trust which is the requirement for a change in young people’s political behaviour (Tapscott, 2008). This research aimed to examine if SNSs really play or at least can play a role in this process and how exactly political youth organisations and their fans and followers use these communication tools. For this purpose a content analysis of messages posted on the Twitter and Facebook profiles of the two mentioned German political youth organisations was conducted. Moreover, to find out more about those young citizens and why they are interested in forming an online friendship with political actors an Internet survey among the fans and followers of the Junge Union NRW and the Jusos NRW was carried out. The research aims to examine both the already existing influence of SNSs on political trust among young people and the potential influence these communication tools can have. 
1.5 Relevance of Research Topic

As the Internet rapidly became the dominating medium in the Western world it is important for political actors to understand the dynamics between online and offline life. For the future it seems that there is no other way to reach the age cohort of digital natives who are quite often not interested in (party) politics. In order to be successful, politicians must know how they can use the Internet in general and SNSs in particular for their purposes. This means they have to react to the expectations of their target group. On the other hand, young citizens need to know what they can expect of this new way of political communication: Do SNSs really offer an opportunity for young people to become involved in politics on their own terms? Do young people indeed have the opportunity to participate in a two-way symmetrical conversation with political actors or is the usage of SNSs by politicians only a façade? These and many other questions are part of the current debates within different academic fields and with increasing frequency they are also covered by the media, especially during election periods. Thus, my research project is not only contemporary but also socially relevant. 
1.6 Structure of Thesis

This introduction which gave among others an overview about the research topic and explained the author’s personal motivation is followed by chapter 2, the theoretical framework. This part introduces different forms of trust and especially focuses on the underlying theoretical concept of this study, namely political trust. Moreover, the relation between (political) trust and the Internet is explained and it is illustrated how trust can be measured within academic research. The concept of E-politics and especially the role of SNSs within this field are covered in chapter 3. This literature review also refers to general characteristics of these new communication tools, especially Facebook and Twitter. Chapter 4 opens with a working definition of trust which is based on the theoretical framework and the literature review and gives an overview about the underlying sub-questions as well as the constructed hypotheses. An overview over the chosen methodology and the data collection technique is given in chapter 5. Chapter 6 describes the research results which are discussed and linked to the theoretical framework in chapter 7. Finally, the main research question is answered in chapter 8. The thesis’ outcomes are summarised and directions for future research are given.

2. Trust – A Theoretical Framework

This chapter introduces the underlying theoretical concept of this thesis, namely trust. Several forms of trust which mostly differ in the defined roots of trust and trustworthiness are discussed and linked to the phenomenon of social capital. Moreover, it is explained how trust can be measured within academic research and what role trust and social capital play within today’s society – especially with regard to the Internet’s influence. 

Trust – a short word of major importance but at the same time also a vague term. Everybody has once already used or at least thought about it but hardly anybody can explain what it means. This applies to both ordinary people and professionals of diverse disciplines and subject areas. People have dealt with the phenomenon of trust for a long time but they still did not come up with a commonly agreed definition, quite the contrary most definitions of trust emphasise exactly this vagueness (Dutton & Shepherd, 2003). However, scholars agree that trust only arises when there is some risk of default or untrustworthy behaviour – without this it would be pointless to speak about trust (Hardin, 2006). The ambiguity of defining trust involves of course many different explanations for the roots of trust and trustworthiness. Scholars have come up with different reasons why people think someone is trustworthy and with different motivations for trustworthiness respectively. Even if thereby two main views of trust gained acceptance - namely strategic trust and moralistic trust (Uslaner, 2002) – it seems to be likely that “trust is not one thing and it does not have one source; it has a variety of forms and causes” (Levi, 1998: 79 in Newton, 2007: 343). Nevertheless, the aim of this theoretical framework is to outline the most important concepts of trust and its significance for today’s society rather than providing final answers to the vast variety of questions still evolving when defining trust.

2.1 Strategic Trust and Moralistic Trust

The most prevalent conception presumes that the question of trust is strategic which means that trust depends on information and experiences. This classical theory implies that people build up trust by “interacting with others in voluntary associations” (Newton, 2007). One of the most famous supporters of this idea is Hardin who explains that “to say we trust you means we know or think to know relevant things about you, especially about your motivations toward us” (Hardin, 2006:18). In other words trust is based on a rational choice of both parties involved: On the one hand there is the motivation of the one who is trusted to measure up to the expectations and on the other hand there is the knowledge which justifies the truster’s trust. Hardin (2006) underlines that there are of course different forms of cognitive trust which vary in the intention towards the truster but not in the fact that trust always depends on particular circumstances: A trusts B to do X – A trusts B only in a particular context and not generally. There are three different conceptions which explain why someone would be trustworthy in a situation. Firstly, trustworthiness can be incentive based which means that one behaves trustworthy for rational reasons of his/her interests. Secondly, trustworthiness is normatively based which assumes that someone is trustworthy for normative reasons – being trustworthy because one wants the other party to be trustworthy as well. Thirdly, one is trustworthy for reasons of character and psychological disposition (Hardin, 2006).

The normative reason of trustworthiness leads us to the second, alternative view of trust namely moralistic trust. Different from strategic trust this concept assumes that trust – both the act of trusting and being trustworthy – is a moral value and not primarily based upon personal experiences. When we define strategic trust as expectations about how people will behave in a particular situation, we can look at moralistic trust as statements about how people should behave (Uslaner, 2002). Uslaner (2002: 18) defines this form of trust as “the belief that others share your fundamental moral values and therefore should be treated as you would wish to be treated by them.” The central idea of moralistic trust is that a community shares the same moral values which enable them to expect that all members of this community behave honestly (Fukuyama, 1995 in Uslaner, 2002). From this sociological point of view trust is an intrinsic part of one’s personality and can only be influenced by experiences a person makes in his/her early childhood (Newton, 2007).

2.2 Particularized Trust, Generalized Trust and Social Capital

Apart from these two different concepts about the roots of trust and trustworthiness Uslaner (2002) distinguishes between particularized and generalized trust. The former which is also called thick trust is similar to the idea of strategic trust even though particularized trust is not restricted to specific circumstances: A trusts B no matter in which situation. Nevertheless, particularized trusters rely on their experiences or stereotypes which means they have a positive view of members of their own community but negative attitudes towards others. Our relationship to family and friends for example is based upon particularized trust or in other words on strong ties which are generated by intensive, daily contact (Granovetter, 1973 in Uslaner, 2002). Generalized trusters on the other hand assume that most people are part of their moral community. Thus, they have positive views towards their own communities and towards others: A trusts – no matter whom and in which situation. The foundation of generalized trust is always moralistic trust. In comparison to particularized trust this thin trust cannot be based upon knowledge it is based on weak ties which are formed by interactions with people who are different from ourselves (Uslaner, 2002).

This differentiation between particularized and generalized trust is reminiscent of Putnam’s (2000) distinction between bonding and bridging social capital. People bond with friends or with people who are like themselves and they form bridges with people who are different from themselves. This implies that bonding social capital is connected with thick or particularized trust and bridging social capital is connected with thin or generalized trust (Uslaner, 2002).

But what is the meaning of social capital? The idea of social capital goes back to Bourdieu and is fundamentally about how people interact with each other. Social capital defines the resources or advantages that emerge from specific social connections. In other words social capital implies that participation in community life – in political as well as non-political groups – increases various values like for instance mutual trust, communication and negotiation skills, tolerance and problem solving (Chadwick, 2006). Consequently, there are two forms of social capital namely network capital and participatory capital. Whereas the former refers to the relations with friends, relatives and neighbours which provide among others a sense of belonging and emotional aid, the second term refers to involvement in politics and voluntary organisations which enables people to aggregate and articulate their demands and desires (Wellman, Haase, Witte & Hampton, 2001). Putnam (1993:180 in Uslaner, 2002:39) concludes that  “the more we connect with other people, the more we trust them, and vice versa”. On the other hand these values constitute social capital which is essential as it facilitates the enhancement of the overall levels of political awareness and efficacy (Chadwick, 2006). This means that trust and social capital are mutually reinforcing: trust is both a pre-condition of social capital and a product of social capital (Adler & Kwon, 2000). However, Uslaner calls the idea that “our direct experiences (strategic trust) with people like ourselves (particularized trust) leads us to have faith in people we don’t know (generalized trust)” (Uslaner, 2002: 39) into question. He argues that generalized trust hardly depends upon experiences but on moral values and therefore it seems to be irrational that socializing or group membership leads to more trust in others.

Nevertheless, it has been scientifically proven that generalized trust is of importance for effective democratic governance because it enhances communal ties, norms of reciprocity and collective interaction (Jamal & Nooruddin, 2010). This means that generalized trusters are more likely to hold the above-mentioned values which are deemed important for democracy. Furthermore, generalized trust has been linked to higher levels of political confidence (Hetherington, 1998). However, Jamal and Nooruddin (2010) ascertained that the democratic utility of trust is not constant cross-nationally as the quality of government rather than the regime type is of importance regarding the degree of generalized trust. Thus, higher levels of generalized trust are not similarly useful for supporting democratic values across the globe. Unlike the view of political scientists such as Putnam, who is interested in the linkage between social capital and collective outcomes, Coleman (1991 in Hardin, 2006) stresses that social capital enables individuals to perform better. In his point of view, social relations which ground social capital enable individuals to trust each other rather than interpersonal relationships of trust enabling people to trust government (Hardin, 2006).

2.3 Social Trust and Political Trust

Thinking about democracy and the idea of social capital leads to another distinction within the broad field of trust: social trust and political trust. Whereas the term social trust defines the trust a member of a social community has in others, political trust refers to citizens’ trust in political institutions or political actors (Putnam, 2000).  Although there is again disagreement regarding the roots and definitions of these two forms of trust, scholars confirm that social trust is important for both social and political reasons (Newton, 2007). The main difference between these two variants of trust is that the relationship between citizens and government is of course less 'rich' than a personal relationship and also less directly reciprocal. Therefore, Hardin (2006) claims that it is better to speak about citizens’ confidence in government and political institutions respectively. As confidence is associated with a more passive emotion than trust his term did not gain overall acceptance and is therefore not used within this study.

As the object of this study is political trust among young German citizens and the trustworthiness of political youth organisations, the concept of political trust will be described in more detail than the idea of social trust. Political trust happens as already indicated when citizens value political institutions and/or individual political leaders as honest and promise-keeping (Blind, 2006). Within the field of political trust a categorization based on the object towards which trust is directed as well as a categorization based on the roots of trust can be made. Political trust can be directed towards the political system in general and its organisations – called organizational political trust – as well as towards individual political actors – referred to as individual political trust (Miller, 1974 in Blind, 2006). The former can be divided into system-based trust which refers to citizens’ trust in the overall political system and regime as well as institution based trust which is directed towards certain political institutions such as a political party. Individual political trust, on the other hand, involves a person-oriented perspective and is based on the satisfaction or dissatisfaction with particular political actors (Citrin, 1974 in Blind, 2006).

The second categorisation of political trust is based on the already mentioned distinction between two main perspectives which explain the origins of trust and trustworthiness. On the one hand cultural theories hypothesise that political trust is based on norms and values which individuals learn from birth on mainly by their experiences with parents and family members. Therefore, the roots of trust, which can result in a generalized sense of trust, are moralistic (Mishler & Rose, 2001). Blind (2006) refers to this form of trust as psychological political trust. On the other hand institutional theories assume that political trust is a consequence of political performance and experiences with political institutions. Thus, political trust is rationally based and therefore strategic (Mishler & Rose, 2001), which Blind (2006) terms rational political trust. Both cultural and institutional theories distinguish between macro and micro variants: Whereas macro theories consider trust a collective good which is shared by all members of a society, micro theories assume that trust varies among individuals within a society (Mishler & Rose, 2001). While macro-cultural theories emphasize that trust among individuals within societies varies only slightly, micro-cultural theories assume that there is variation between and within societies as trust differs among individuals because they made different socialisation experiences. Macro-institutional theories emphasize that the outputs of institutions, such as the effectiveness of government, determine political trust among all citizens. Micro-institutional theories, on the other hand, assume that individual political trust is influenced by the personal taste and experiences of citizens (Mishler & Rose, 2001).

Such categorizations of political trust are useful for a clearer understanding of this broad field but it is important to keep in mind that the “different variants of political trust are mutually inclusive and work together” (Blind, 2006: 5). If cultural theories would be right in assuming that political trust is exclusively based on norms and values, it would be impossible for political institutions to do something in order to increase political trust (Mishler & Rose, 2001). It seems to be likely that the truth lies in-between cultural and institutional theories: When trusting political institutions or individual political actors, rational political/strategic trust and psychological political/moralistic trust are combined by citizens – probably to differing degrees Blind, 2006)(Mishler & Rose, 2001; 
. This combination is important, especially for political institutions, because – as already mentioned – without the influence of strategic trust it would be impossible to built political trust fairly assured and rapidly (Hardin, 2006).

2.4 Measurement of Trust

Although there are varying definitions and findings within the broad field of trust studies, there is one thing they all have in common: In order to analyse trust, be it social or political trust, it has to be measured. But how? A question which repeatedly leads to discussions among scholars of diverse academic fields. At least two research methods gained acceptance namely experimental gaming and survey work. Whereas the former one is mainly used in order to analyse social trust, surveys are conducted to research both social and political trust (Hardin, 2006). Glaeser, Laibson, Scheinkman and Soutter (2000) emphasize that it is an advantage to combine both methods, experimental gaming and survey work. They argue that experiments which provide direct observation of behaviour measure individual attributes much more convincingly than surveys. Moreover, experiments can be used in order to test the validity of survey results of hard-to-measure individual attributes.       

One of the main problems of survey research about trust is that academics assume that the meaning of trust is the same among all people. Furthermore, only a few surveys differentiate the objects to which they apply the trust questions (Hardin, 2006). Standard questions about trust are for decades part of national and international opinion research such as the European Value Survey or the World Value Survey (Levi & Stoker, 2000). But the responses to those questions such as the most common survey question “Generally speaking, would you say that most people can be trusted, or that you can’t be too careful in dealing with people” always contain ambiguity (Glaeser et al., 2000; Putnam, 2000)
. The influence of this question is extremely high because many influential studies have relied on it – sometimes even exclusively (Miller & Mitamura, 2003). Originally the question was phrased by Rosenberg (1956) who conducted a five-question index named the “faith in people” scale which included basic questions about human nature. Thus, the question originally pursued a different purpose than measuring trust – it does not differentiate between trust and distrust but between trust and caution (Miller & Mitamura, 2003). Whereas the first part of the question asks respondents to rate other people’s trustworthiness, the second half of the question asks for the behaviour of the respondents themselves. Consequently, an answer of this question depends on both the rating of other’s trustworthiness and the assessment of one’s own willingness to take risk. Therefore it is no wonder that interpretation of answers to this question are problematic (Miller & Mitamura, 2003). After all, (Miller & Mitamura, 2003) came to the conclusion that scholars should be careful in corroborating a theory by using only this single research question. 

2.5 The Phenomenon of Trust in Recent Times

After this overview of diverse concepts of trust it is time to have a look at studies which deal with the phenomenon of trust in recent times. The common agreement is that our post-modern society is characterised by a general and serious decline in social capital and consequently also in social and political trust especially within many advanced industrial societies (Levi & Stoker, 2000; Putnam, 2000; O’Neil, 2005 in Collins, 2009). Hardin (2006) points out that it has to be considered that today’s world is much more diverse and interconnected than a couple of decades ago and as a consequence it is logical that this results in higher levels of trust and distrust between individuals. According to social scientists this recent decline in trust is caused by different factors such as more critical and disabused citizens who have high expectations of democracy as well as less trustworthy institutions and politicians (Misztal, 2001). Moreover, there is a popular perception that social trust is as essential as political trust for healthy and stable democracy (Fukuyama, 1995 in Misztal, 2001; Putnam, 2000). Misztal (2001) claims that only an appropriate balance between social and political, generalized and particularized trust enables democracy to work well. Thus, it might be possible to separate the concepts of social and political trust theoretically but not in real life where they are overlapping.

Scholars agree on this point but they have different perceptions of the direction of this relation: The assumption that social and political trust are linked in such a way that higher degrees of interpersonal trust lead to more trust in political institutions (e.g. Putnam, 2000), is brought into question. It is argued, “political trust or distrust can affect interpersonal relations as much or more than interpersonal trust affects confidence in political institutions” (Mishler & Rose, 2001: 35). Even in case that social trust affects political trust, scholars do not agree on whether social trust leads to more or less political trust in relation to political participation which is, among others, based on trust. On the one hand the majority of scholars (e.g. Stokes, 1962 in Levi & Stoker, 2000; Almond & Verba, 1963 in Blind, 2006) maintain that an increase of social trust becomes visible in increasing political participation – at least in conventional activities such as voting. In other words, the recent decline in social capital and trust leads to a decline in political participation. On the other hand an increase of political involvement is classified as a sign for increasing social distrust – at least among people who belief that influence on politics is both possible and necessary (Gamson, 1968 in Blind: 2006; Bandura, 1982 in Levi & Stoker, 2000). Based on the assumption that political participation as well as social interaction can increase political trust some scholars (Blumler & Gurevitch, 2001; Chadwick, 2006; Zhang et al., 2010)
 assume that new information and communication technologies (ICTs) are the most important tools for increasing political trust and consequently for creating stable democracy. They argue that these new interactive media such as SNSs encourage interpersonal communication and political discussions among users as well as political actors. This way of social interaction can lead to an increase in political involvement, thus to new opportunities to intensify political trust and spread democratic values. 

2.6 The Internet’s Impact on Social Capital and Trust

The rapidly expanding Internet is the most remarkable addition to social capital in our time and a big hope for new forms of community creation (Wellman et al., 2001). Nevertheless, the Internet is relatively new and therefore research on the influence of Internet relationships on trust is still in an early stage (Hardin, 2006). Up to now there has not even emerged a clear pattern about the influence of the Internet on social capital. On the one hand, scholars (e.g. Rheingold, 2000 in Wellmann et al., 2001; Baym, 1997 in Wellman et al., 2001; Ben-Ner & Putterman, 2002 in Dutton & Shepherd, 2003) argue that the Internet is a positive change in people’s lives as it, among other technologies, leads to new forms of community which are often characterized by a mixture of offline and online interactions. Furthermore, the Internet enables people to meet others who share common interests by overcoming limits of space and time. Ben-Ner and Putterman (2002 in Dutton & Shepherd, 2003) claim that the vast amount of information and the new forms of social networks on the Internet can enhance social trust. As Chadwick (2006) points out, virtual communities create social capital through the generation of new social ties and the enhancement of social trust. Consequently, SNSs such as Facebook and Twitter might be – though not essentially political in the first place – proving successful in building and maintaining trust. O’Neill (2002 in Collins, 2009) comes up with a similar argument which is based on the idea that communication is essential for relations based on trust: As the Internet facilitates interactivity and two-way communication it is indeed probable that its use implies the possibility to build and maintain trust.

On the other hand, dystopian scholars (Putnam, 2000; LaRose, Eastin & Gregg, 2001 in Wellmann et al., 2001) emphasize that the Internet leads to a decline in social capital as it takes people away from their families and friends. Hardin (2006) points out that most relationships people have online do not have the quality of small, close communities that are regulated by norms and values. Thus, online networks do not fit the structure of particularized, thick trust because they are not built upon dyadic relationships which go on for a long time. Consequently, it might be hard to imagine that trust on the Internet works along people who do not interact in offline life where trust could be grounded (Hardin, 2006). Therefore it is often assumed that Internet communication undermines social trust as it eliminates face-to-face interaction (Wallace, 2001 in Dutton & Shepherd, 2003).

Wellmann et al. (2001) point out that besides these two radical theories there is a third which argues that the Internet supplements social capital. Thus, the Internet plays a less central role in shaping social trends as it provides only additional ways of communication which offers new possibilities to connect geographically dispersed people who share the same interests. However, it is noticed that the Internet might indeed be more useful for maintaining existing relations than for creating new ones – which does not mean that the latter is impossible. Furthermore, the supplement argument disagrees that the Internet leads to an increase of organizational and political participation among people who were not interested in such matters before (Koku, Nazar & Wellmann, 2001 in Wellmann et al., 2001). Based on this view Wellmann et al. (2001) add a third form of social capital namely community commitment which implies that people, who have a strong attitude and sense of belonging towards a community, mobilize their social capital more effectively. Among other things, this could mean that they are more willingly to trust other members.

As mentioned before the influence of the Internet on political trust is hardly researched and even within this small number of studies scholars had diverse results. Whereas Tedesco & Kaid (2000 in Kaid, 2002) figured out that an increase in Internet use led to lower levels of political cynicism, this finding could not be verified in a subsequent study. Kaid (2002) compared exposure to online presidential advertisements versus traditional channels during the 2000 presidential campaign and concluded that the interactive nature of the Internet did not necessarily lead to a lower level of cynicism. Other scholars (Curtice & Norris, 2005) emphasize that the Internet has indeed the potential to strengthen the bonds between political actors and citizens but that the offer of those possibilities does not directly lead to a positive change in political trust and participation. The Internet can only enhance political trust if people use the facilities of the Internet for political purposes such as seeking for political information. Curtice & Norris (2005) figured out that some people who have access to political online information trust political actors more than people who do not receive this information via the Internet. This means, the Internet does not transform the level of political trust amongst the public as a whole but rather amongst a minority of citizens who are probably interested in politics before they access political online offers. 

Keeping Chadwick’s (2006) argument that trust might be easily built and maintained within virtual communities it is hardly surprising that SNSs gain popularity also among political institutions and actors. Regarding this particular communication tool of the Internet and its influence on trust only studies which analyse trust in terms of privacy and with the persuasion that media creates distrust in others can be find (Dwyer, Hiltz & Passerini, 2007). Evidently, this early stage of research is caused by the short existence of SNSs. But the use of SNSs for political purposes is steadily increasing and therefore research about this new communication tool and its influence on democratic processes in general and political trust in particular will gain in importance.


To sum up it can be said that although this chapter just gave a theoretical overview about the most common concepts of trust it illustrated that political trust is always influenced by both strategic and moralistic trust. Moreover, it can be argued that the Internet in general and SNSs in particular have indeed the facilities to influence political trust among a particular group of citizens but at the same time it is doubtful that these offers are fully exploit.    

3. E-Politics & Social Networking Sites – A Literature Review

In order to analyse the influence of new communication tools, especially SNSs, on the process of building and maintaining political trust this chapter first deals with the increasing area of E-politics and its influence on both political actors and citizens, before examining the emergent field of social networking – in particular Facebook and Twitter – and its role in the political arena.  

3.1 E-Politics

As already mentioned, within the last years the Internet became an increasingly important tool in the political field and is meanwhile an inherent part of political campaigning, mobilization and governance (Chadwick, 2006; Quintelier & Vissers, 2008). Since 1996 elections in the USA are characterised by online campaigning, in 2000 the first campaign websites came up, followed by political blogs in 2004 and the boom of using SNSs for political purposes in 2008 (Ancu & Cozma, 2009). The Internet offers new opportunities for both political actors and citizens as it can be used for information, communication as well as entertainment. The use of the Internet for political purposes within democratic societies is called E-democracy. This concept is based on the idea that political participation can be broadened via the Internet by connecting both citizens and political actors as well as citizens among each other (Chadwick, 2006).

Citizens can use the Internet to receive political information and to express their opinion by, for example, writing blogs, commenting on political websites or discussing political topics in a forum (Ward & Vedel, 2006 in Quintelier & Vissers, 2008). These new possibilities for citizens to engage in political communication are among others based on the fact that the Internet changed the top-down relation between journalists, politicians and citizens into a vertical relationship whereby the influence of citizens increased (Blumler, 2001). As early adopters of the Web 2.0 young people use the Internet on a wider range than adults: They are especially more likely to consume certain kinds of community-related content (Quintelier & Vissers, 2008; Harrison, Zappen & Watson, 2009). Moreover, young people are hardly interested in politics and only very few are actively participating. Thus, the Internet could be a new possibility to engage young people in politics in a way which is appropriate to the generation of these digital natives (Robinson et al., 2000; Boogers & Voerman in Quintelier & Vissers, 2008; Best & Krueger, 2005). Norris (2001) states that the Internet especially plays an important role in order to change the political behaviour of young people who are not attracted to politics in offline situations. Supporters of this so-called mobilization thesis give different reasons for the significant impact of the Internet such as the interactive feature of the Internet. Di Gennaro and Dutton (2006 in Quintelier & Vissers, 2008) argue that interactivity can strengthen direct democracy and improve relations between citizens and politicians. Other scholars such as Best and Krueger (2005) bring forward the argument that the costs of participation are lower by using the Internet and therefore enable more people to engage. Furthermore, it is assumed that the time people spend online and the type of Internet use have an influence on the degree of political participation (De Vreese, 2007 in Quintelier & Vissers, 2008). However, in their study about the effects of Internet use on the political participation of 16 year-olds in Belgium Quintelier and Vissers (2008) examined that the time spent online does not play a significant role in terms of their political engagement. Therewith, they confirm the time-replacement hypothesis which implies that the time spend online cannot be devoted to other activities (Nie & Erbring, 2002 in Quintelier & Vissers, 2008).

Nevertheless, the influence of the Internet on political participation provokes a lot of discussion: In contrast to the described optimistic view other scholars (Putnam, 2000; LaRose, Eastin & Gregg, 2001 in Wellmann et al., 2001; Wallace, 2001 in Dutton & Shepherd, 2003) argue that the Internet reduces real life interaction and as a consequence does not facilitate an increase of political participation. According to them, online interaction does not involve face-to-face contact and consequently it is impossible to build up social trust which is necessary in order to stimulate political participation. Moreover, they claim that the Internet does only facilitate interaction of like-minded people and as a result it seems impossible that users who are not interested in politics change by using the Internet. Delli Carpini & Keeter (2003) point out that the Internet will increase the gap between people who are politically interested and those who are not.

This short overview of the recent discussion about the Internet’s impact on democracy already shows that a simple and definite answer to this question cannot be expected soon. Dahlgren (2005) explains that the worldwide existing differences in democratic systems and cultures as well as the constant changes in social, political and technological fields hamper a generalized assumption. 

Even if the Internet can indeed encourage political participation its facilities first have to be used sufficiently in order to make a difference. However, most political actors do not use the Internet adequately to reach citizens and especially young people. Xenos and Bennett (2007) point out that it is indeed the case that political institutions and parties have realized the growing impact and importance of new media, but that there is still a disconnection between the information offered by politicians and the preference of young people. Thereby, parties have different expectations especially in terms of how information should be presented. Xenos and Foot (2008), for example, analysed political websites in terms of interactive features and found out that there exists a different understanding of interactivity among young people and political actors. Therefore, they introduced two different concepts of interactivity namely transactional interactivity and coproductive interactivity. The former focuses on the interaction between the user and the producer of the respective website who usually pursues own strategic goals. Hence, transactional interactivity is basically a one-way process in which the producer tries to have control over the user. This is therefore preferred by the adult generation. Dahlgren (2005) points out that this top-down character is part of the concept of e-government which mainly aims at informing citizens about governmental administration and services. The second concept, coproductive interactivity, is based on young peoples’ understanding of interactive features and implies that the content of the website is created by both the original producers and the users who generate content themselves by, for instance, commenting on a blog or participating in social networking applications. This form of interactivity also implicates that the interaction is not limited to emerge between producer and user but can also develop between different users. Generally the concept of e-governance which offers coproductive interactive features emphasizes horizontal communication and input by citizens (Dahlgren, 2005). Keeping this difference in mind, it becomes obvious that it might indeed be more than beneficial for political actors to use social networking sites (Harrison et al., 2009).

3.2 Social Networking Sites 

During the last years it became impossible to imagine the Internet without Social Media or more precisely SNSs – they “have rapidly transformed from a niche to a mass phenomenon” (Gueorguieva, 2007: 288). Hence, online social networks found approval across generations. They are used by both young and old citizens which of course also has consequences for its use as a political or economic tool (Gueorguieva, 2007). SNSs can be defined as web-based services which enable their users to construct a personal profile, to articulate their connections to other users, to make this list of connections visible and to view the networks of other users (Boyd & Ellison, 2007). After registering, individuals are encouraged to identify other users with whom they already have a relationship probably in offline life. Furthermore, individuals have the opportunity to establish a connection to strangers but research shows that most SNSs primarily support existing relationships instead of forming new ones. In other words users are more likely to add people they know from their offline life as a friend than unknown people (Boyd & Ellison, 2007). Nevertheless, this facility leads to two different ways of using SNSs: On the one hand some users connect only to a couple of people with whom they have a serious friendship. On the other hand users collect and encompass as many ‘friends’ as possible and the idea of friendship becomes a more symbolic character. Thus, some SNSs such as Facebook established so called ‘fan pages’ which are used by organisations, celebrities and political actors – instead of being a friend of these users one can become a fan (Dalsgaard, 2008). In this context Lampe, Ellison and Steinfield (2006) distinguish between the use of Facebook for ‘social searching’ – means looking for information about offline contacts – and ‘social browsing’ – using the website to connect with unknown people. Their survey of more than 2.000 students showed that Facebook is primarily used for social searching. Moreover, users are enabled to make their social networks visible which is a crucial element of SNSs. Generally users can leave comments on their friends’ profiles and write private messages to them. Apart from these standard facilities SNSs differ in terms of their target groups which often depend among others on geographical regions and linguistic boundaries: for example Couchsurfing connects travellers to people with empty couches and Xing connects business people. Furthermore, some websites which  focused exclusively on media sharing such as Flickr.com (originally a photo-sharing platform) transformed into SNSs. Meanwhile some SNSs as for instance Facebook and Twitter support also mobile interaction; users can update their profiles via text messages (Boyd & Ellison, 2007). The most popular SNS all over the world is Facebook which takes the second place in a worldwide ranking of worldwide visited websites according to Alexa.com (effective April 2010). Another important site within the world of social networking is Twitter which was placed eleventh. 

3.2.1 Facebook 

Facebook, launched in February 2004, is one of the most famous SNS. It is used by more than 400 million active users worldwide as of April 2010. Originally restricted to college students only, Facebook opened registration for non-academic and non-US users in 2006. Meanwhile about 70% of all users are living outside the United States and the website is available in more than 70 languages (Facebook, 2010). Before this change of the target group in 2006 Facebook differed from other SNSs as its users mainly built networks which were based on offline, regional groups such as university. This reflection of offline communities within the online life is somehow still an attribute of Facebook which distinguishes it from other SNSs such as MySpace, YouTube and Twitter (Joinson, 2008). Users of this SNS can create their own profiles (including general data such as name, age and gender as well as hobbies and relationship status), display pictures, connect to both online and offline friends, become fans of diverse organisations, companies or celebrities and join a vast number of groups. Communication via Facebook is possible in two different forms; either sending personal messages to particular users or commenting on other users’ ‘walls’ or on one’s own profile (Papacharissi, 2009). In the latter case comments are generally accessible also to other friends of the profile owner. A further difference between Facebook and other SNSs is the fact that users of Facebook cannot make their full profiles public to all users therefore a friendship is required. Moreover, the site offers outside developers the ability to build “applications” – for example travel histories – which members use to give their profiles a more personalized touch (Boyd & Ellison, 2007).   

3.2.2 Twitter

Established in August 2006 the micro-blogging service Twitter received the attention of the broader public in 2008/2009 when it was used in the US election, during the protests in Iran and by different celebrities (Anstead & O'Loughlin, 2010). Microblogging fulfils a need for an even faster mode of communication because posts (in the case of Twitter called tweets) have a maximum length of 140 characters. Actually tweets should answer the question ‘What are you doing?’ but more than half of all Twitter users did not stick to this. Consequently, the question was changed to ‘What’s happening?’ (Honeycutt & Herring, 2009). In comparison to typical SNSs like Facebook, Twitter provides only limited profile information such as name, time zone and location. The intention of Twitter users can be classified into four main types: Daily chatters who use Twitter to regularly tweet about daily routines and current personal experiences. Even if there is no direct way for people to comment or reply to other users posts the number of conversations going on is rapidly increasing as users address their tweets to specific persons by using the @-sign followed by the name of the user they want to reach (Java, Song, Finin & Tseng, 2007; 

Mendeley Edited Citation{a1c0de77-6278-4b24-9770-c70e98c4f021}Honeycutt & Herring, 2009). Tweets which include this sign are directly sent to the mentioned user but are still available for other users. Generally this function is used to enter into a discussion, make comments about other users or to implore others to action (Anstead & O'Loughlin, 2010). Furthermore, Twitter is used to share information and to report the latest news or comment on current public events (Java et al., 2007). Besides the @-sign, tweets can include hashtags which are used for categorization purposes and to make content searchable. Therefore users insert codes into a tweet by using the #-symbol. Another communication form is retweeting which emerges when a user copies tweets of another user and publishes it as his/her own status (Anstead & O'Loughlin, 2010). As mentioned before Twitter is a microblogging platform but it also includes social networking elements which make it interesting for this research. Firstly, it is possible to follow other users which leads to an asymmetrical relationship. Furthermore, two parties can call each other friends as soon as they are following each other but these reciprocal relationships occur less often than on other SNSs (Anstead & O'Loughlin, 2010).   

3.2.3 Social Networking within the Political Field

Within the last two years SNSs became an inherent part of political campaigning, meaning that more and more citizens are willing to connect with political actors through these websites. Somehow this is surprising because citizens’ trust in political actors decreased during the last decades (Ancu & Cozma, 2009). Pew (2008 in Ancu & Cozma, 2009) points out that 2/3 of Americans younger than 30 years subscribe to a SNS and that half of them share or get political information through these sites. Like every new technology SNSs have created both benefits and challenges for political actors: They have for example “increased the potential for candidate exposure at a low cost or no cost at all and the ability of campaigns to reach out to the public for campaign contributions and for recruiting volunteers” (Gueorguieva, 2007: 288). Nevertheless, all these advantages bring along some challenges such as the fact that the image of a political actor cannot be controlled easily anymore. 

By now there are just a few studies which deal with the effects of SNSs on politics in general and on political participation in particular but as these sites win influence within the political field it can be assumed that the number of studies will increase. Generally the idea that SNSs can have a strong influence on political trust and political participation is based on a similar assumption regarding social networks in offline life. Kenny (1992 in McClurg, 2003) states that having friends who participate in politics makes people more likely to participate themselves. Other scholars such as Putnam (2000) argue that membership in general stimulates a collective interest in politics but McClurg (2003) tempers this optimistic view by explaining that the effect of social interaction on participation is contingent on the amount of political discussion going on within a particular social network. The main aim of politicians’ use of SNSs is based on the dialogic theory which implies that “in order to have good relationships with one’s public, there must be an ethical and quality dialogue between organization and publics” (Sweetser & Lariscy, 2008: 177). Interpersonal discussion about political topics leads to an increase in political involvement but the outcome depends of course also on the person with whom one has such a conversation: Discussions with likeminded individuals serve to strengthen party affiliation and voting along party lines (Zhang et al., 2010). As SNSs offer the possibility to create a personalized dialogue between political actors and voters they could theoretically improve the relation and lead to an increase of political trust and participation (Compton, 2008). However, many previous studies show that the use of SNSs mainly leads to discussion between voters but not between voters and politicians. In other words, most of the times these dialogic interactive technologies are integrated in a campaign but they are only façades (Sweetser & Lariscy, 2008). 

Postelnicu & Cozma  (2007 in Ancu & Cozma, 2009) analysed comments left by visitors on MySpace profiles of the 2006 U.S. congressional candidates. They found out that citizens communicate with both candidates and other citizens on a variety of topics ranging from political to personal. Thereby the comments addressed to candidates were more personal than the communication with other voters. Visitors obviously wanted to allude to the existing parasocial relationship to the candidates and the conversations seemed to be motivated by social interaction more than by information seeking. Sweetser and Lariscy (2008) who conducted a qualitative content analysis of individual wall comments on campaigning candidates’ Facebook walls during the 2006 midterm election came to similar results: Visitors of these profiles were also less motivated by information seeking than by social interaction. Moreover, they found out that candidates responded just a couple of times to comments left on their walls. It is worth mentioning that in case a candidate responded he did so on his own profile (directly under the comment of the user) – probably in order to show other site visitors that he is indeed willing to communicate with his ‘friends’. Ancu and Cozma (2009) confirmed this hypothesis in a more recent study by conducting an online survey among visitors of the MySpace profiles of 2008 Democratic and Republican candidates. They concluded that social interaction more than information seeking and entertainment seems to be the main incentive of visiting the candidates’ profiles. Furthermore, they found out that citizens visit a profile more often in order to interact with other supporters than to communicate with the political candidate whose profile they visit. All these findings are similar to the previously mentioned situation on political websites which are simply used for information dissemination rather than for building dialogues between political actors and citizens even though they contain interactive features (Sweetser & Lariscy, 2008). In order to find out some more details about the use of SNSs by political actors Compton (2008) analysed how American politicians are using the SNSs MySpace and Facebook as a campaign tool by looking at it as a new form of political advertising on the Internet. Thereby, he tried to answer the question, how political actors use SNSs to construct a particular image but he did not find significant results. Nevertheless, his study influenced this research project in so far that he suggests that it might be interesting to analyse comments left by both political actors and citizens.  

Considering the findings of these different studies it is hardly surprising that current studies reveal that SNSs do not lead to an increase of political participation (Baumgartner & Morris, 2010; Zhang et al., 2010). Even if SNSs offer the opportunity to participate in political discourses by, for example, adding a particular party to the friend list or comment on entries on a political profile only a few users take advantage of this (Baumgartner & Morris, 2010). A further study which was conducted by Williams (2007) shows that enthusiasm for a political candidate on Facebook and MySpace is reflective of overall enthusiasm for this particular candidate. In other words, young citizens prefer information which is similar to their pre-existing political views (Baumgartner & Morris, 2010). This also implicates that most of the young people using SNSs as a news source or to participate in politics were already interested in politics before they used SNSs to do so. Furthermore, it seems like users who are engaged in politics are only more likely to participate via the Internet and not via traditional political activities such as voting and demonstrating (Baumgartner & Morris, 2010). Even if SNSs do not lead to an increase of political participation among young people they are related to civic participation as they offer bonding and bridging of social capital (Zhang et al., 2010). On the one hand citizens use SNSs to connect with people they already know offline, on the other hand users can join groups which potentially bring them together with people they do not know. Both studies (Baumgartner & Morris, 2010; Zhang et al., 2010) agree that despite these findings SNSs are becoming an indispensable political campaign tool. Even if they will probably not lead to a democratic revolution it seems to be necessary to analyse their influences on politics in more depth. Applied to the idea of political trust the described findings indicate if users become tightly bound to other ‘friends’ of a political actor it can indeed be the case that the trust they have in their common political ‘friend’ increases.  

By reviewing literature about E-politics and SNSs this chapter made clear that the Internet plays an important role within the political arena. Furthermore, SNSs are considered as an important political communication tool especially to reach young voters. Since SNSs have the potential to build bridges between these young citizens and also between young people and political actors it is justified to analyse the role these communication tools indeed play within in the process of building and maintaining political trust.  

4. Working Definition, Research Question & Hypotheses

The theoretical framework illustrated the variety of concepts regarding trust in general and political trust in particular. Thus, it is necessary to establish a working definition of trust in order to avoid ambiguity. Moreover, the theoretical framework and the literature review lead to the main research questions and a couple of sub-questions. Finally, a number of hypotheses based on these questions and the underlying theory are introduced.

In the context of this research political trust refers to the trust young German citizens have in the NRW regional association of the two main German political youth organisations, called Junge Union NRW and Jusos NRW. More precisely political trust in this case is defined as organizational political trust based on an institution rather than trust in a particular politically acting person. Consequently political trust within this study indicates that citizens value the political youth organisations as honest and promise-keeping which means that these organisations act in a way which is consistent with their expectations. Furthermore, it is assumed that political trust is based on both moralistic and strategic roots. In other words norms and values as well as political performance and personal experiences influence the degree of trust young German citizens have in the political youth organisations.  

Apart from this particular notion of trust this research assumes that the Internet and especially SNSs facilitate a form of an evolving community which can strengthen existing social ties and build new ones. As SNSs are based on connections between individuals they are more personal orientated than other online communication tools such as blogs. Therefore, it can be assumed that building and maintaining trust via SNS such as Facebook and Twitter is indeed possible. This idea is also based on the so-called dialogic theory which implies a positive influence of ‘personal’ contact and exchange on trust. Nevertheless, the starting point of this work is not totally optimistic as it proceeds on the assumption that the positive influence of SNSs on political trust affects only people who are already interested in politics and probably closely linked to the political youth organisation. Moreover, one has to differentiate between the potential of SNSs and their ultimate effect on political trust since this depends on the adequate use by the political actors. All these deliberations lead to the following research question:

What role do profiles of party youth organisations on SNSs play within the process of building and maintaining political trust among young German citizens? 
As the phenomenon of trust is always dependent on two actors, someone who trusts and someone who is trusted and therefore is deemed trustworthy, this research will focus on both sites: The two political youth organisations – namely Junge Union NRW and Jusos NRW – and the young German citizens who are connected to at least one of these organisations on Facebook or Twitter. On the one hand the way how these SNSs are used by the two political youth organisations is considered. Thereby the analysis focuses on the content of their comments/tweets and on the way the organisations communicate.  Sub-questions such as Which issues do the political youth organisations thematise by using SNSs – do they inform citizens about their plans and actions, or do they use this communication tool to attack their opponents?, Do the political youth organisations interact with their fans/followers – in other words do they reply to comments made by users?  and Does the way the political youth organisations refer to their fans/followers and to themselves indicate a close relationship between both sides? are answered. On the other hand the research project also looks at the effects of the use of Facebook and Twitter on young German voters: What is the motivation behind this process of forming a friendship to a political youth organisation? Does the fact that young people have a friendship to a particular political youth organisation influence the process of establishing trust in this party? Are young citizens interested in politics before they start to use Facebook and Twitter to connect with political actors? Do some of them not participate in politics in an offline context but have these kind of online connections to a political youth organisation?

Based on the theoretical knowledge gained up to now and the findings of earlier studies a couple of hypotheses can be expressed:

1. The relation between politicians and young people becomes more personal and probably more interactive by using SNSs. As the closeness of human relations influences the degree of trust it can be assumed that SNSs lead to a higher degree of political trust. 

2. As studies showed that SNSs do not lead to an increase of political participation and the fact that trust is besides shared moral values based on experiences and knowledge about the opponent it can be assumed that SNSs are not helpful in order to built political trust among people who are generally not political interested. In other words it seems probable that the vast majority of citizens who have a ‘friendship’ with the Junge Union NRW or Jusos NRW supports this political organisation also in offline life or is at least interested in politics before they started to use SNSs for political purposes.

3. Based on the fact that SNSs are a relatively new communication tools especially within political processes and on the inappropriate use of interactive facilities by political actors during the last years it can be assumed that SNSs could have a positive influence on political trust but that their employment can still be improved. 

All this implies that:

4. By now SNSs do not play a significant role in the process of building and maintaining trust but they have the potential to have a positive influence at least on the process of maintaining political trust among young citizens but probably will be of little relevance and help in order to build trust where no connection to politics existed before. 

5. Methodology
In order to answer the above-mentioned research question and the related sub-questions two different methods of analysis were used namely quantitative content analysis and Internet survey research which combined qualitative and quantitative elements. Moreover, both methods were used in a comparative way to emphasise differences and similarities between the two political youth organisations as well as between the two SNSs. It is obvious that a concept such as trust which always consists of two parties must be analysed from two different perspectives. Thus, both methodologies were applied to look at the role of SNSs within the process of building and maintaining trust from different perspectives: the political youth organisations’ point of view (Junge Union NRW and Jusos NRW) and the fans’/followers’ perspective. 

5.1 Preliminary Considerations

The first necessary deliberation was to decide if the analysis would focus on political youth organisations or on main parties as such. Due to the fact that studies (Quintelier & Vissers, 2008; Pew, 2008 in Ancu & Cozma, 2009; Harrison et al., 2009) examined that young people are more willing to use the Internet and especially SNSs for political purposes this research focused on political youth organisations. Members of these youth organisations are between 14 and 35 years of age, thus they have a closer relation to young people than those in the main parties. Moreover, political youth organisations might use SNSs more often and intensively than parties which also address older citizens. 

Secondly, the particular organisations had to be chosen. Caused by the upcoming NRW election the choice was narrowed down by focusing on the NRW regional associations of the German political youth organisations. After observing the use of SNSs by the five most important political youth organisations in NRW the youth organisations of the two main German parties – CDU and SPD – were selected. This decision was caused by different reasons: Firstly, one of the five political youth organisations – the Linksjugend NRW – did not use SNSs at all and therefore had to be excluded. After comparing the particular SNSs which were used by the other four organisations it became apparent that there is only an overlap in terms of Twitter and Facebook. Consequently, it was determined which SNSs would be analysed. As the two smaller political youth organisations named Julis NRW and Grüne Jugend NRW had almost as many followers on Twitter as the Junge Union NRW and Jusos NRW but considerably less Facebook fans they were excluded as well. Another reason was the fact that the Junge Union NRW and the Jusos NRW belong to the two most powerful parties in Germany, thus they are main competitors and a comparison of their SNSs’ use seemed to be most relevant – especially in view of the fact that a change of government in NRW seemed possible. Although the Jusos NRW had apart from their fan-page on Facebook also a ‘normal’ profile with more friends the former account was chosen for analysis in order to allow for a more precise comparison between the Junge Union NRW and the Jusos NRW.  

The last decision which had to be made was related to the research period. Due to the fact that political trust does not emerge at a moment’s notice it seemed not to be a problem to start the data collection for both research methods two month before the NRW election took place. Consequently, the research was conducted during the end of the pre-election campaign period and the first two weeks of the final phase. The purpose of the former – also named information period – is to arouse interest in campaign issues as well as candidates and of course to gain as many supporters as possible. The latter phase lasts for almost six weeks and can be described as an intensive promotion period and in the course of this positions, issues and programmes are emphasised. Furthermore, the contrast to the political opponents is made clear and the number of campaigning actions such as official meetings of party members increases (Kamps, 2007). Within both periods the communication process between political actors and citizens should be priority.

5.2 The Change

The Jusos NRW deleted their fan-page on Facebook on March 24, 2010 (the 17th day of data collection) and merged their existing ‘normal’ profile with their fan-page by inviting their fans to become friends of the organisation instead of fans. This change was explained on the Facebook profile using the following words: 

Just for your information: We deleted our fan-page. “Help, why is that?” We want to create TOMORROW’S NRW and this only works out if we work together. For this purpose we do not need fans who just watch but friends who help us! Nice to see that all of you are present here. (Comment by the Jusos NRW on March 24, 2010) 

In order to get some more information about the reasons for this change the youth-education referent of the Jusos NRW, Mr. Obrok, was called. Unfortunately he had not the time to engage in an 'official' interview but he was willing to explain the profile change during a short off-the-record conversation. In general his explanation was similar to the statement on the Jusos NRW profile but he elaborated a little bit more on the motives and aims of this action. He emphasised that it is important that young citizens are actively engaged in politics which of course is easier to implement on a profile which offers more interactive facilities and gives priority to the supporter of the organisation instead to the organisation itself. The merging of the two Facebook profiles was only one part of diverse changes in the communication structure of the Jusos NRW. They changed diverse elements such as their mailing system in order to communicate more efficiently. 

This described change had of course also some consequences for this research as outlined within in the following sections.

5.3 Content Analysis

In order to examine how the Junge Union NRW and the Jusos NRW use SNSs a quantitative content analysis of their profiles on Facebook and Twitter was introduced. This method mainly looked at the concept of political trust from the political youth organisations’ perspective. Furthermore, an insight into the way political profiles on Facebook and Twitter are used by citizens who are fans or followers of at least one of the political youth organisation was given. This form of content analysis was used because it exposed the basic facts about the political use of SNSs during a campaign period. Without the information gained by using content analysis a further examination of the effects on young people would not have been possible.  
5.3.1 Time period

The data was collected during a four week time period starting at March 8, 2010 and ending at April 4, 2010 although the original plan was a time period of three weeks. Due to the profile change of the Jusos NRW the data collection was extended. 

5.3.2 Sample

Based on Sweetser's and Lariscy's (2008) study about the influence of Facebook on the communication process between politicians and citizens the social networking profiles of both political youth organisations were assumed to be a dialogic feature. Consequently, the units of analysis were the comments posted on the organisations’ Facebook profiles as well as the tweets twittered by the organisations or their followers. Due to its open application programming interface (API) there are diverse ways to collect data from Twitter which make an analysis of all relevant tweets more complicated (Anstead & O'Loughlin, 2010). To ensure a sample as complete as possible two search tools were used, namely Twitter Search (http://search.twitter.com) and the programme TweetDeck. By using the search terms JU_NRW and NRWJUSOS – the Twitter user names of the two political youth organisations – tweets which were somehow connected to the organisations were traced. The sample of analysis was made up by 246 wall comments (202 in number) and tweets (44 in number) taken from the Facebook and Twitter profile of the Junge Union NRW as well as from the two different Facebook and the Twitter account of the Jusos NRW. 

5.3.3 Categories

Due to the fact that there exist quite a few differences in the nature and use of Facebook and Twitter two coding schedules were introduced which varied primarily in terms of formulations. Furthermore, it was distinguished between comments/tweets created by the two political youth organisations and by their fans or followers. The used categories were based on Sweetser's and Lariscy's (2008) already mentioned study as well as on a study of Benoit and Benoit (2005) who developed criteria for an analysis of political campaign Web pages. These criteria were adapted to the political profiles on Facebook and Twitter. Moreover, some categories were carried over from Compton's (2008) functional analysis of ’08 Presidential Candidates social networking profiles. Generally speaking the categories examined the content of comments/tweets in order to evaluate if and how dialogic communication is taking place on those SNSs.

Within the analysis of postings by fans and followers categories which focused on basic demographics (connection to which party, gender, relation to NRW) were developed. It is important for a profile visitor as well as for such a research of political accounts on SNSs to know whether a profile is used regularly and whether it is current (Benoit & Benoit, 2005). Consequently, the date of a comment or tweet was recorded. 

To receive a first impression of the general content of messages posted by the two political youth organisations the components of each message were analysed. This category asked if the message is without a link (e.g. a summary of a press release) or includes a link – distinguishing between link to an internal website (e.g. to press release or blog), link to an external article, link to a video and link to a picture. Messages which had other components were coded as ‘other’. 

In order to examine if Twitter and Facebook are used for dialogic communication between the organisations and citizens – as it would be the ideal situation – or at least for an exchange between citizens a category defining the conversation was created. On the one hand, related to the political youth organisations the category was coded dichotomously as ‘response to fan/follower’ and ‘no response’. On the other hand, messages posted by fans/followers were coded as either being ‘response to political organisation’, ‘response to another fan/follower’ or ‘no response’. The later principle – communication between different fans or followers of a political youth organisation – encourages users to visit the profile regularly due to the fact that one wants to find out if someone has responded to one’s comment or tweet. Moreover, it is argued that this opportunity enhances ‘conversations’ and makes people feel like the organisation is listening (Sweetser & Lariscy, 2008).  

Within dialogic analysis it is essential to analyse how someone is referring to others and one’s self – meaning the more personal the address the more human the addressee is rated and the more one is regarded as connected with the organisation. Moreover, the way of addressing a person provides information about the closeness of a relationship (Sweetser & Lariscy, 2008). Thus, four categories which examine these two forms of self reference and classify the closeness factor were established. These variables are used for both comments/tweets of the organisations and of fans or followers but of course the position (sender and receiver) of both groups changed depending on the coding schedule. The first category, named intended audience, distinguished between ‘interpersonal message’ which addresses a particular fan/follower or organisation and ‘broadcast-type message’ which is addressed to the general audience. In the case that the political youth organisations refer to a particular fan or group of fans within their comments on Facebook it was distinguished between references using the interpersonal ‘you’, ‘he or she’, the first name only, the last name only or the terms ‘Junge Unionler’ or ‘Jusos’ which indicate that the fan belongs to the particular organisation. Regarding tweets published by the organisations it was asked if the Junge Union NRW and the Jusos NRW refer to their followers as ‘you’, ‘he or she’, by full user name without using the @-sign, by full user name and @-sign, by first name only or by last name only. In comparison, references to the political youth organisations by fans on Facebook were coded as either using ‘you’, ‘he or she’, ‘we’, ‘name of particular person’, ‘name of organisation’ or ‘other name’. Similar to this, it was analysed if followers refer to the organisations by using ‘you’, ‘he or she’, ‘we’, the organisation’s user name without @-sign or the username and the @-sign. The self-reference of the organisations was coded as either being ‘personal’, meaning personal pronouns were used, ‘impersonal’ which means that only the name of the organisation was used or ‘without reference’. Related to messages of fans and followers it was only distinguished between ‘personal’ reference and ‘without reference’. Finally, the closeness of the relation between fans/followers and the political youth organisations was classified related to the formality and friendliness of messages. They were rated as either reflecting a ‘formal relation’ (no personal relationship, formal salutation), ‘acquaintance’ (less formal but still relative formal salutation by e.g. using ‘Dear…’), a ‘relation of friends’ (friendly but not overly involving or personal) or a ‘relation of close friends’ (very friendly, existing offline relation, fan/follower is probably also offline member of the political youth organisation).  

According to Compton (2008) the function of political social networking profiles is similar to political advertisements – in other words SNSs are used to construct an image which makes a political actor appear preferable to others.  Benoit (2005 in Compton, 2008) differentiates between three different types of political messages in order to understand how political communication is constructed: acclaim/self-praise, attack and defence. These three concepts were also used to analyse the comments and tweets of the Junge Union NRW and the Jusos NRW by introducing a category named theme classification. Acclaiming can be described as a positive form of self-promotion and can refer to past actions, future plans or general goals of the political youth organisation. The function of attacking is used by political actors to show that their opponents are less adapted for the job. Thereby a particular politician, a particular party, a policy issue or citizens can be the subjects of the comment/tweet. One way to deflect an attack by political opponents or citizens is to defend oneself which often results in a further attack. This type of political message led to two variables to distinguish between a defence based on an attack by a political actor and a defence based on an attack by a Facebook or Twitter user. As this category describes types of political messages it had to be modified for the analysis of users’ comments and tweets. In this case it was distinguished between support, report about election forecast, issue (related to a particular topic which was commented by the organisation), personal action, information about political youth organisation, question addressed to organisation and other. 

Another category, named depth of comment, focused on the quality of a message by looking at length, spelling, grammar as well as content by using the variables shallow (quick note), neutral (brings up an issue and often includes a link) and complex (long, argumentative discussion of an issue). Although this category was used for the analysis of both Facebook and Twitter messages the variables did not refer to the same intensity of a message as a tweet cannot be longer than 140 signs. 

In order to analyse the content of the messages produced by the Junge Union NRW and the Jusos NRW as well as by the respective fans or followers a category which focused on the covered topic was developed. However, the variables used to code messages of the organisations – namely NRW election, education, Hartz IV, health care, taxes, deficits, politicians (same party), politicians (other party), defence/military, jobs, accomplishments of the organisation, finances, Afghanistan and other – varied from the variables used to analyse the messages of fans/followers – namely mention of opponent, endorsement, expression of vote support, critic, vote request of other supporters, upcoming event, media coverage, fundraising, polling data, current/past event and other. The variables used by Sweetser and Lariscy (2008) served as a model for this category and were adapted to the German political system and issues which are currently relevant in German politics in general and NRW in particular.  

The messages published by fans/followers of the political youth organisations were also coded regarding the tone towards the organisation on whose wall the comment was posted and to whom the tweet was addressed, respectively. Therefore one variable (ironic) was added to the three-level system (positive, neutral and negative) used by Sweetser and Lariscy (2008). Consequently, this category distinguished between positive, neutral, negative and ironic messages. 

The coding manual for comments on Facebook published by political organisations or users was extended by four more categories one of which focused on the elements of the message by distinguishing between text only, picture/video only and both text and picture/video. The other three categories examined the response to a particular comment which was coded by using the variables thumbs up, comments, both thumbs up and comments as well as none. Additionally, the number of thumps up and comments was counted for each Facebook message. 

5.4 Internet Survey 

Since the 1930s surveys have become an essential tool for empirical research and meanwhile the Internet is an increasingly popular platform for this research method especially in the field of social science. Internet surveys consist of questionnaires which are delivered and answered using Internet technologies and are therefore beneficial for both researchers and respondents: Internet surveys can lead to higher data quality as respondents fill in the questionnaire in privacy without being influenced by the interviewer. Furthermore, the respondent can decide oneself where, when and how the questionnaire is filled in (Vehovar & Manfreda, 2008). Within the field of Internet surveys it can be distinguished between web surveys which are most widely used and E-mail surveys (Selm & Jankowski, 2006). 

Response rates in Internet surveys are generally low which is caused by different reasons: It might be the case that the invitation to the survey cannot be delivered as there are mistakes in the E-mail address or in this particular case the social networking profile is not used regularly or even not used at all anymore. Moreover, the message including the invitation to a survey and questionnaire link is treated as spam or simply overlooked. Finally, the respondents have do decide to follow the link to the survey and complete the questionnaire (Vehovar & Manfreda, 2008). Another problem is that it is impossible to calculate the response rate as only the number of completed surveys is known and not the number of individuals who have seen the link or even the questionnaire but did not fill it in (Selm & Jankowski, 2006).

There exist important differences between web surveys and traditional surveys in paper-and-pencil mode: Using a mouse and a keyboard for navigation respondents pay less attention to the text on web surveys as there is less eye-hand centralisation (Vehovar & Manfreda, 2008).  This direct data entering into an electronic file is a major advantage of Internet surveys as data mostly can be used more or less directly for analysis, thus this method reduces costs and time (Selm & Jankowski, 2006). Moreover, it is argued that Internet surveys lead to higher response rates among young people than paper-and-pencil surveys since this age group is generally highly attracted by computers and therefore are more willing to participate (Beebe, Mika, Harrison, Anderson & Fulkerson, 1997). 

It is typical for Internet surveys that they are conducted when the object of study is strongly connected to or part of the medium (Selm & Jankowski, 2006). Accordingly, it was most obvious to conduct a web survey in order to reach respondents who are connected to at least one of the political youth organisations on Facebook or Twitter.

5.4.1 Sample

In order to find out which effects these political profiles on Facebook and Twitter have on young people (and their trust relation to the political youth organisations) a mainly quantitative web survey was conducted among Facebook-fans and Twitter-followers of the two political youth organisations Junge Union NRW and Jusos NRW. Although the age limit for members of both organisations is 14 to 35 years the age range was limited within the survey. As people older than 30 are generally not defined as ‘young’, this study defined young people as citizens aged 14 to 30 whereby it was taken into account that citizens younger than 18 were not allowed to vote. Data collection started March 15, 2010, and ended April 4, 2010, five weeks before the election day (May 9, 2010) in NRW. 

On Facebook the survey was announced in different ways among others caused by technical difficulties and the profile change of the Jusos NRW. In the beginning the author’s personal, already existing Facebook account was used in order to contact the sample but after sending around 60 messages a warning was received that the profile will be blocked if further on messages to foreign people are written. The same happened after sending almost the same number of friend requests. However, it was possible to continue the dissemination after a break of some hours – at least for the next 20 messages. In order to work more efficient a second profile on Facebook was established which was only used in the course of this research. Directly on the profile was stated that the account is only used for research purposes and that users do not necessarily have to accept the friend request but please shall fill in the questionnaire. Information about the survey (consisting of a brief introduction to the use of SNSs for political purposes, its relation to political trust and its importance for today’s politics) and the questionnaire link were sent to 1248 fans (798 fans of the Junge Union NRW and 450 fans of the Jusos NRW) by personal message and friend request – in a ratio of 1:2. Moreover, they were informed about the target group and the cope of the survey, that findings would not be delivered to third parties and that the survey would take about 10 minutes. Providing that the age was mentioned on the fans’ profiles, people older than 30 were directly excluded, organisations and politicians as well. The friend request offered the problem that the link was not separately mentioned below the text like in a personal message and as a consequence many users asked why they received the request. After explaining the circumstances the reaction received was very positive and people filled in the questionnaire. Nevertheless, it might be the case that people who received a friend request (of a person they do not know) were not willing to accept the friendship and probably did not even read the text and see the questionnaire link. Moreover, a comment which explained the research topic and contained the questionnaire link was posted a few times on both fan-pages (Junge Union NRW: 15th March, 22nd March, 28th March; Jusos NRW: 15th March, 22nd March). After the Jusos NRW deleted their fan-page and started to use only their ‘normal’ Facebook profile the number of friends increased rapidly from 639 to 1799 which made it impossible to contact all these users personally. Furthermore, it was not possible to identify the people who were already contacted. Thus, three comments (25th March, 29th March, 1st April) which explained the research topic and showed the link were published on the Facebook profile of the Jusos NRW. After the three weeks time period 235 fans/friends have filled in the questionnaire but after subtracting non-eligible respondents (people under 14 and over 30; cancelled questionnaires) a sample of N= 197 remained. 

The survey was announced via Twitter by sending personal tweets – means tweets addressed to single followers by using the @-sign followed by the particular username – which included the research topic and the questionnaire link to all followers of both organisations. Thereby individuals and institutions were included but politicians were excluded. In total 160 following requests (93 to followers of the Junge Union NRW and 67 to followers of the Jusos NRW) were sent to users who did not have a public profile, 7 of those accepted the request and received the questionnaire link. Thus, the link was sent to 1.020 followers in total half of whom were approximately organisations and companies. Furthermore, the link was sent to the two political youth organisations again by using the @-sign followed by their names. This dissemination techniques resulted in 146 responses but after filtering non-eligible respondents (people under 14 and over 30; cancelled questionnaires) the sample dropped to N = 98. 

In total, means added up both respondents via Facebook and respondents via Twitter, the sample is composed of N= 295.  

5.4.2 Measures

The survey included measures of Internet and SNSs usage, political participation and engagement, connection between young citizens and political youth organisation’s social networking profiles, the offline relation to the political youth organisation and (political) trust. Except for a few expectations and some verbalisations the questionnaires established for Facebook-fans and Twitter-followers were equal. 

The questionnaire started with five questions asking for some general demographic data – namely gender, age, educational achievement, connection to NRW and preferred political youth organisation.  

Items regarding Internet and SNSs usage were adapted from previous research about young people’s Internet use Ancu & Cozma, 2009)

Ellison, Steinfield & Lampe, 2007; Quintelier & Vissers, 2008; (. Internet use was measured by asking how much time young people spend online on an average weekday. In order to gain more information about the intensity of Facebook/Twitter usage respondents were asked since when and how often they use the particular SNS. Moreover, two questions regarding the number of friends and group memberships on Facebook or number of users followed and friends on Twitter were asked to examine the extent to which the particular SNS was used. The motivation for this usage was addressed in a further question where respondents were asked why they use Facebook/Twitter. Finally, it was touched upon the usage of SNSs in general – more precisely if respondents use other SNSs than Facebook or Twitter and if so, which. 


The third section of the questionnaire focused on the political participation and engagement of young people by using narrowly mixed questions from different studies primarily from the EUYOUPART study about political participation of young people in Europe (Wächter, 2005) and the 1999-2002 World Value Survey. The general interest in politics was measured using ‘I am eagerly interested’, ‘I am interested’, ‘I am hardly interested’ and ‘I am not interested at all’ as possible answers. Moreover, respondents were asked how often they follow news on/in a) television, b) radio, c) newspaper and c) Internet. Based on a recent survey research about the influence of SNSs on political attitudes and behaviour (Zhang et al., 2010) a question referring to the frequency of political discussions with family members, friends and colleagues was stated. To measure political participation respondents could indicate whether they have engaged in the listed 9 political activities within the past 12 month: boycotting the purchase of a product due to the circumstances of its production, donating money, signing petitions, demonstrating, attending a political television programme or another show with political content (e.g. cabaret), contacting a politician, becoming member of a political party or political youth organisation, writing a letter or an E-mail to newspaper/magazine or calling TV or radio show to express one’s political opinion and posting message on blog to express political opinion Quintelier & Vissers, 2008; (Ancu & Cozma, 2009; Baumgartner & Morris, 2010)
. The following question focused on the particular institutions of participation therefore a list with 12 institutions including the items ‘other’ and ‘none’ was conducted and respondents were asked to mark all institutions they were/are members of. As the research was related to the NRW election two questions concerning the respondents’ voter participation in the federal election 2009 and the upcoming NRW state election were conducted. These were adapted from Baumgartner's and Morris's (2010) survey about the influence of SNSs (especially MySpace, Facebook and You Tube) on the political engagement of young adults in America.


In order to examine the relation between young citizens and the political youth organisations’ social networking profiles it was necessary to ask respondents why they became a fan/follower of the preferred political youth organisation. It was possible to give several reasons namely ‘to inform oneself of the party’, ‘to inform oneself of the current election campaign’, ‘to participate in political discussions’, ‘to make one’s political attitude public’, ‘to establish personal contact to members of the party’ and ‘other reasons’. Moreover, respondents were asked how often they discuss current topics with other fans/followers of the preferred political youth organisation and how often they visit the profile of this organisation. These questions were proposed to receive information about the intensity of visiting political youth organisations’ social networking profiles. As the topic of this research is hardly explored and there were no other studies which include survey research concerning this issue, the three mentioned questions were not carried over from other research projects. Before focusing on the trust relation between young citizens and the Junge Union NRW and the Jusos NRW it seemed necessary to analyse the reliance respondents have on SNSs as this attitude probably has an influence on their usage and consequently also on the effects these sites can have. Therefore items were adapted from Zhang et al. (2010) which measured if respondents trust the information they receive via the social networking profile of the preferred political youth organisation. Furthermore, they were asked if they believe that most of the profiles on Facebook/Twitter lead to a more positive perception of a person/institution as in reality.


Based on the assumption that SNSs play a more important role in the process of maintaining trust than in the process if building trust it was necessary to also examine the offline relation between respondents and the two political youth organisations. Moreover, this part of the questionnaire was affected by the idea that dialogic communication has an influence on trust. Again there were no other studies existent which could serve as an example. The first question related to this issue asked if the respondent is also member of the political youth organisation beyond Facebook/Twitter – means in the offline life. Offline participation was also measured by asking ‘How often have you participated in following activities within the preferred youth organisation?’ on a four-point scale from 1 never to 4 regularly. The listed activities were ‘participation in a seminar/training course/study group/task force’, ‘participation in meeting where political claims and topics were elaborated and discussed’, ‘participation in leisure activities’ and ‘active participation in election campaigning’. Moreover, respondents were asked if they feel closely connected to the majority of other fans/followers of the political youth organisation. In order to examine respondents’ attitude towards the political youth organisation which of course also has an influence on their trust relation, it was asked if the preferred political youth organisation generally shares the same values and views. This question should give information about the influence of moralistic roots on political trust since it was mentioned before that this study assumes that norms and values apart from political performance and personal experiences influence the degree of trust young citizens have in the political youth organisations. Moreover, within this research political trust was among others characterised by the fact that the political organisation acts in a way which is consistent with the expectations of the respondents. Hence, it was asked if the outcomes of the political youth organisations correlate with the respondents’ expectations. 

Items measuring the scale of social and political trust among the respondents were adapted from Rosenberg’s (1956) ‘Faith of People Scale’ which is inter alia part of the World Value Survey and from a question which addressed respondents general confidence in government (Zhang et al., 2010). This most common survey question about trust (‘Generally speaking, would you say that most people can be trusted, or that you can’t be too careful in dealing with people’) was modified by applying the question to a particular object (people in Germany) and by using a 4-point scale – in this way respondents had to make a clear decision. Political confidence was measured by asking respondents how confident they are that politicians are working in the best interest of the country. 

These 32 compulsory closed questions were followed by two open questions which were free to answer. Although qualitative and quantitative approaches were historically separated they are meanwhile often combined in so-called mixed methods which can be conducted easily and cheaply by using the Internet. Such a combination can be lead to higher validity and quality of collected data and is therefore highly recommended (Vehovar & Manfreda, 2008). In order to receive a more personal and extensive insight into the influence of the analysed political profiles on Facebook and Twitter on young citizens, respondents were asked if they have the feeling that Facebook/Twitter or their position as a fan/follower of a political youth organisation changed their relation to the party and if so, in what way. Furthermore, they were asked for the reasons for this influence and why they think Facebook/Twitter does not have an influence. 

This chapter explained how the chosen methodologies, namely content analysis and Internet survey, were used in detail and in how far the original concept changed due to the merging of the Facebook profiles by the Jusos NRW. Moreover, it became clear that an analysis of SNSs offers a couple of technological problems which indeed had an effect on the research process. Nevertheless, both methods were appropriate to answer the research question as they covered both sites of a trust relation on a superficial, content-related level and on a deeper level which focused on the users’ motivations and individual attitudes. In addition, it would have been interesting to also conduct an official interview with leaders of the two political youth organisations in order to get a deeper insight into their usage of SNSs and their purposes. 

6. Results

In the following section the results of this thesis are presented. They were obtained by applying the two introduced methodologies with regard to the underlying research question and sub-questions. In other words, by the use of content analysis and an Internet survey it was analysed if and how profiles of political youth organisations on SNSs influence the trust relation between these political actors and young citizens. 
6.1 Results Content Analysis

The collected data on Facebook and Twitter was divided into two data sets; one relating to the results of the two political youth organisations and one focusing on the results of their fans and followers. For a better understanding these two sets of findings are initially presented separately from each other before relevant connections are secured. Moreover, to find out if there were differences between the use of Facebook and the use of Twitter by the two political youth organisations or their fans/followers the data was also separated in terms of the particular SNSs. Finally, it was examined if there were differences between the two political youth organisations and their supporters respectively. 

6.1.1 Political Youth Organisations

In total 64 comments/tweets published by the two political youth organisations were analysed – the majority of those were comments on Facebook (n=50; 78,1%). The difference between both organisations was distinct related to both SNSs: While 86% (n=43) of the analysed comments on Facebook were published by the Jusos NRW, the Junge Union NRW composed 14% (n=7) of the examined comments. The majority of tweets was also created by the Jusos NRW (n=9; 64,3%), but in this case the difference between the two political organisations was less as the number of tweets by the Junge Union NRW was n=5 (35,7%). 

The two political youth organisations composed comments/tweets on 18 out of 28 examined days – whereas Facebook comments were created on 17 days, tweets were created on 9 days. The total number of comments per day (excluding days without any comment) ranged from 1-7 with a maximum of 3 comments a day by the Junge Union NRW and a maximum of 7 comments a day by the Jusos NRW. The total number of tweets ranged from 1-3 per day with no more than 1 tweet a day by the Junge Union NRW and a maximum of 3 tweets a day by the Jusos NRW. Moreover, the Jusos NRW composed 88,6% (n=38) of their comments after the Facebook profile was changed although this second period of analysis was four days shorter than the first one. In addition the Jusos NRW published at least two comments a day (except of the last research day) during this second period of analysis, while they were 8 days without a comment posted on Facebook by the Jusos NRW during the first research period. For a better overview see Figure I. Figure II shows that related to the number of tweets there were little differences between the two political youth organisations except for the 24th day of analysis – on that day the Jusos NRW composed 3 tweets and the Junge Union NRW not a single one.     
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With the objective of receiving a general idea about how the two political youth organisations compose their messages on Facebook and Twitter different categories which mainly distinguished between messages with or without an included link were established. Almost half of the examined messages (n=30; 46,9%) included a link to an internal communication tool, especially links to press releases created by the particular party and to the organisation’s blog. General comments/tweets without any link were the second most common messages (n=25; 39,1%), followed in frequency by messages which included a link to a picture (n=5; 7,8%) and 2 (3,1%) messages which included a link to an external press article. The remaining two messages were of a different kind, thus they were classified as ‘other’.

6.1.1.1 Relationship

In order to examine the relationship between the political youth organisations and their fans and followers which is also expressed in the way they communicate with each other it was analysed whether the comment/tweet was part of an ongoing conversation. Moreover, the analysis focused on the intended audience, on the way the fans/followers are referred to and on the way the political youth organisations refer to themselves. Based on these characteristics the closeness of the relationship was classified. 

The analysis of the number of comments and tweets which were part of an ongoing conversation – means which were given in response to a comment or tweet of a fan or follower – showed that 89,1% (n=57) were no responses but based on individual initiative of the two political youth organisations. In the case of Twitter 14,3% (n=2) were part of an ongoing conversation and the rest (85,7%; n=12) was based on the organisations’ initiative. Similar findings revealed from the comments on Facebook: 10% (n=5) were responses to comments of fans and 90% (n=45) were no responses (see Figure III). Thus, there were no significant differences between Facebook and Twitter as the Fisher’s Exact Test had a scale of 0,642 > 0,05. To find out if there is a relation between the two particular parties and the type of conversation a crosstabulation was run: Whereas all (n=5) tweets published by the Junge Union NRW were no responses to a tweet of a follower, 22,2% (n=2) of the tweets by the Jusos NRW were part of an ongoing conversation – consequently 77,8% (n=7) were no responses. The Fisher’s Exact Test with a score of 0,505 > 0,05 revealed that these findings were not significant. In the case of Facebook 14,3% (n=1) of the comments created by the Junge Union NRW were responses – in other words 85,7% (n=6) were no responses – and 9,3% (n=4) of the comments created by the Jusos NRW were responses which means that 90,7% (n=39) were no responses. Again the Fisher’s Exact Test with a score of 0,546 > 0,05 could not prove a significant relation between the political youth organisations and the type of conversation. Due to the non-existent significant differences between the two political youth organisations the number of responses/no responses from both political actors were added together. Thus, Figure III distinguishes only between the two SNSs and not between the Junge Union NRW and the Jusos NRW.  
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The overall majority (n=62; 96,9%) of analysed comments and tweets was not addressed to a specific audience but to a broad public. Although the political youth organisations aim to reach young citizens the messages were very rarely ‘youth-specific’ neither in terms of language nor content. While all 50 (100%) analysed Facebook comments were aimed at the broad audience of fans, 2 tweets (14,3%) were coded as an interpersonal comment which means that the tweet was addressed to a particular follower. These differences between Facebook and Twitter in terms of the addressed audience were significant since the Fisher’s Exact Test resulted in a score of 0,045<0,05. See Figure IV for an illustration of these differences. A conducted crosstabulation and a Fisher’s Exact Test with a scale of 0,505 > 0,05 (related to Twitter) figured out that these findings did not significantly differ between the two political youth organisations: All (n=5) tweets of the Junge Union NRW were addressed to a broad audience and in the case of the Jusos NRW this was applicable to 77,8% (n=7) of their tweets. As all comments from both political youth organisations on Facebook addressed a broad audience, no statistical test was computed. 
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Considering the total number of comments and tweets, 84,4% (n=54) did not refer to a particular fan or group of fans/a particular follower or group of followers. 42 out of 50 (84%) analysed comments on Facebook did not include a specific reference, 5 comments (10%) used the interpersonal ‘you’, using the official name of members of these organisations (‘Junge Unionler’/‘Jusos’) accounted for 4% (n=2) and one comment (2%) used the first name of a fan as reference. The majority (n=12; 85,7%) of tweets did not refer to the followers of the two political youth organisations and the rest (n=2; 14,3%) used the user name in combination with the @-sign for reference. In order to find out if there was a significant relation between the type of SNS and the used reference to fans or followers, the nine different categories of this variable were lumped into two categories which distinguished only between comments with reference to a fan or follower and comments without this kind of reference. This course of action was necessary as a normal Chi-Square Test could not be conducted due to the fact that 9 cells (75%) had less than 5 counts. After the described change a Fisher’s Exact Test could be carried out which resulted in a scale of 1,000 > 0,05. Thus, there was no significant relation between the particular SNS and the used reference (see Figure V). Furthermore, a crosstabulation was conducted to find out if there were significant differences between the Junge Union NRW and the Jusos NRW. Therefore the variables were again lumped together into the mentioned two variables ‘reference’ and ‘no reference’. In the case of Facebook the Fisher’s Exact Test with a scale of 0,310 > 0,05 showed that there existed no significant relation between the type of reference and the political youth organisations. The same was applicable to Twitter – here the Fisher’s Exact Test resulted in a scale of 0,505 > 0,05.  
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The way the political youth organisations refer to themselves is another indicator within the analysis of the relationship between the organisations and their fans and followers. Most (n=30; 46,9%) comments/tweets did not include a reference, followed in frequency by 31,3% (n=20) using impersonal reference such as the name of the political youth organisation. The remaining comments and tweets (n=14; 21,9%) included a personal pronoun such as ‘I’, ‘me’, ‘we’ or ‘us’. This order of priority remained the same related to both Facebook and Twitter except for minor changes in the frequency: While 50% (n=7) of the analysed tweets included no reference to the organisations themselves, 46% (n=23) of the analysed comments did not include such a reference. Moreover, 35,7% (n=5) of the analysed tweets showed an impersonal reference and 14,3% (n=2) referred to the organisations themselves personally. In the case of Facebook 30% (n=15) of all comments contained an impersonal reference and 24% (n=12) included a personal reference. After lumping the variables ‘personal reference’ and ‘impersonal reference’ together a crosstabulation was conducted and the Fisher’s Exact Test with a scale of 1,00 > 0,05 illustrated that there is no significant relation between the type of SNS and the mode of reference. To examine if the findings differ between the two political youth organisation the variables were again put together and a Fisher’s Exact Test was carried out. Related to Twitter the test with a scale of 0,021<0,05 showed that there is a significant difference between the Junge Union NRW and the Jusos NRW which means both parties differ in the way they refer to themselves by using Twitter (see Figure VI). Within all tweets (n=5) the Junge Union NRW did not refer to itself while the Jusos NRW often used a reference (77,8%; n=7). Related to Facebook there was no significant relation between the two political youth organisations and the type of self-reference (Fisher’s Exact Test: 1,00 > 0,05). 
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In order to analyse the closeness of the relationship between the political youth organisations and their fans and followers the comments and tweets were classified related to their formality and friendliness. As fans and followers were not mentioned in 84,4% (n=54) of the analysed comments and tweets – in 84% (n=42) of the Facebook comments and in 85,7% (n=12) of the tweets – this amount was not coded on this variable. The most frequent classification of the relationship was in the case of messages on Facebook a connection between friends (n=5; 10%), followed by acquaintance (n=2; 4%). Only one comment (2%) was classified as a relation to a close friend and there were no comments rated as formal. In the case of Twitter, tweets were neither classified as formal nor as a relation among friends. One tweet (7,1%) was assigned to acquaintance and one tweet (7,1%) was assigned to a relation between close friends. 

6.1.1.2 General Content of Comments/Tweets

To examine if the two political youth organisations used Facebook and Twitter more often for acclaims, attacks or defences, a frequency analysis was introduced. Of the 64 messages that were analysed 48 (75,1%) were acclaims and 16 (24,9%) were attacks. Defences were not found. For an overview see Figure VII. The acclaims could be divided into 6 (9,4%) messages referring to past actions, 20 (31,3%) messages informing about future plans and 22 (34,4%) messages presenting general goals or current information. Attacks were addressed to politicians (n=5; 7,8%), to other parties or the government (n=10; 15,6%) and one attack (1,6%) was addressed to a fan/follower. The number of acclaims within the comments on Facebook amounted to 38 out of 50 (76%), while 10 out of 14 (71,4%) messages which were published via Twitter were acclaims. On Facebook 12 (24%) comments were classified as attacks and on Twitter this type of message occurred 4 times (28,6%). In order to examine if there was a significant relation between the type of SNS and the type of message a Fisher’s Exact Test was conducted which resulted in a scale of 0,736 > 0,05 – meaning that there was no significant relation. Moreover, it was analysed if there was a relation between the type of message and the political youth organisations. The Junge Union NRW published 5 (71,4%) acclaims – all related to future plans – via Facebook, while the Jusos NRW published 33 (76,8%) acclaims – mainly (n=17; 39,5%) about their general goals and current information – on this SNS. Consequently, the Junge Union NRW used Facebook for 2 (28,6%) attacks and the Jusos NRW posted 10 (23,2%) attacks on their wall. In comparison to the Junge Union NRW which twittered 3 (60%) acclaims and 2 (40%) attacks, the Jusos NRW posted 7 (77,8%) acclaims and 2 (22,2%) attacks on Twitter. Related to both SNSs the differences between the two political youth organisations were not significant – in the case of Facebook the Fisher’s Exact Test resulted in a scale of 1,00 > 0,05 and in the case of Twitter the scale amounted to 0,580 > 0,05.  
[image: image8.png]Figure VII
Types of Comments/Tweets

M Acclaim
Attack

M Defence





Source: Own calculation
The comments and tweets were classified in terms of their depth as being shallow, neutral or complex. More than half of all analysed comments and tweets were rated neutral (n=36; 56,3%), half of the remaining messages (n=14; 21,9%) were classified as shallow and the other half as complex (see Figure VIII). Comparing the published comments on Facebook and the tweets on Twitter in terms of their depth, it attracts attention that tweets are not once classified as shallow, while 14 (28%) Facebook comments were shallow. On both SNSs more than half of the messages were neutral – 28 (56%) on Facebook and 8 (57,1%) on Twitter. Complex comments occurred 8 times (16%) on Facebook and were published 6 times (42,9%) via Twitter. Firstly, a Chi-Square Test was conducted but two cells had an expected count less than five. As it was obvious that there was no significant difference between Facebook and Twitter in terms of neutral messages a 2x2 table composed of shallow and complex messages was established. Afterwards a Fisher’s Exact Test was carried out which resulted in a scale of 0,016<0,05 – meaning that there was a significant relation between the particular SNS and the depth of message distinguishing between shallow and complex. 
[image: image9.png]Figure VIII
Depth of Comments/Tweets posted by the
Political Youth Organisations

B Shallow
® Neutral

W Complex





Source: Own calculation
6.1.1.3 Specific Content of Comments/Tweets

To find out which topics are touched upon by the two political youth organisations on Facebook and Twitter the 64 messages were coded by using multiple different variables. However, not all discussed topics were covered by these predefined variables. Thus, these messages and those which did not directly relate to a specific topic were classified as ‘other’ (Junge Union NRW: n=0; Jusos NRW: n=15; 28,8%). The most common topic was the NRW election – both political youth organisations published most messages on this subject (Junge Union NRW: n=4, 33,3%; Jusos NRW: n=23, 44,2%). The Junge Union NRW covered four more topics and each occurred twice, respectively: Politicians of the own party (n=2; 16,7%), politicians of another party (n=2; 16,7%), accomplishments of the political youth organisation (n=2; 16,7%) and finances (n=2; 16,7%). The second most common topic covered by the Jusos NRW was politicians of another party (n=7; 13,5%). The other topics occurred notably less often: 2 messages each (3,8%) dealt with politicians of the own party and jobs, respectively. Accomplishments of the political youth organisation, defence and the specific topic Afghanistan occurred once in each case (1,9%). The other predefined topics were not mentioned within the analysed messages. For an overview of topics covered by the Junge Union NRW see Figure IX and Figure X shows the covered topics by the Jusos NRW. 
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6.1.2 Fans/Followers

During the research period the number of fans on Facebook increased in the case of the Junge Union NRW from 1.044 on day 1 to 1.097 on day 28, while the Jusos NRW reported a marked increase from 550 fans on day 1 to 2.058 friends on day 28. On Twitter both political youth organisations recorded a less distinctive numeric gain: The Junge Union NRW had 584 followers on day 1 and 620 on day 28, while the Jusos NRW were followed by 567 users on day 1 and 606 on the last day of analysis. Figures XI and XII provide an elucidative graphical presentation of these numbers. Furthermore, the wide influence of the profile change on Facebook by the Jusos NRW (on day 17) becomes clearly visible in Figure XI.
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Added together the fans and followers of both political youth organisations posted 166 comments (n=138; 83,1%) and tweets (n=28; 16,9%) during the analysed time period of 28 days. Fans and Followers of the Junge Union NRW published 12 (7,2%) messages – divided into 6 on Facebook which made up 21,4% of all analysed comments and 6 on Twitter which made up 4,3% of all analysed tweets. On the other hand 154 (92,8%) analysed messages arose from fans/friends and followers of the Jusos NRW – divided into 132 (95,7%) comments on Facebook and 22 (78,6%) tweets. Fans and followers were almost 3:1 male to female. Fully 69,3% (n=115) comments and tweets came from males, while 23,5% (n=39) were published by females. The remaining 12 (7,2%) messages were written by organisations and in the case of one tweet it was not possible to figure out the user’s gender. Except for this tweet and 10 (35,7%) tweets twittered by organisations – mainly political ones – all tweets were written by males (n=17; 60,7%). In the case of Facebook one comment was posted by an organisation, 39 (28,3%) by females and the majority of comments (n=98; 71%) by males. Out of the 166 comments and tweets 107 (64,5%) messages were posted by users who were currently living in NRW and 14 (8,4%) messages were written by people who had another current location. The producers of the remaining comments and tweets (n=45, 27,1%) did not mention their current location on their profile. 

On 21 out of 28 days fans and followers composed comments and tweets – more precisely, on Facebook comments were posted on 17 days and on Twitter followers twittered on 11 days. The total number of comments per day (excluding days without any comment) on Facebook ranged from 1-44 with a maximum of one comment a day by fans of the Junge Union NRW and 44 comments a day by friends (the profile was already changed) of the Jusos NRW. In comparison, the total number of tweets per day ranged from 1-7 with no more than 2 tweets a day by followers of the Junge Union NRW and no more than 7 tweets by followers of the Jusos NRW. Figures XIII and XIV give an overview of the frequency of comments and tweets published by fans/friends and followers of the two political youth organisations. The number of written comments by friends of the Jusos NRW increased rapidly after the youth organisation had changed its profile on Facebook (see Figure XIII). 
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6.1.2.1 Relationship

The comments and tweets of the political youth organisations’ fans and followers were analysed according to the same principles as the messages composed by the Junge Union NRW and the Jusos NRW. 

Out of the 166 examined comments and tweets 130 (78,3%) were part of an ongoing conversation, while 36 (21,7%) were not responses to a previous comment or tweet of another fan/follower or of the political youth organisations. To find out if a relation between the particular type of SNS and the type of conversation exists a crosstabulation was conducted. Whereas on Facebook 121 (87,7%) comments were part of an ongoing conversation, 9 (32,1%) tweets were classified as responses (see Figure XV). The carried out Chi-Square Test resulted in a scale of 0,000<0,05, thus the difference between Facebook and Twitter in terms of the conversation type (distinguishing between response and no response) was significant. The responses on Facebook were made up by comments responded to the political youth organisations (n=68; 49,3%) and by comments responded to other fans/friends (n=53; 38,4%). Responses on Twitter consisted of tweets responding to the political youth organisations (n=4; 14,3%) and of ReTweets connected to the political youth organisations (n=5; 17,9%). Moreover, a crosstabulation was carried out to analyse if there is a relation between the conversation type and the particular political youth organisations. Fans and followers of both parties wrote more messages related to a previous message (Junge Union NRW: n=9, 75%; Jusos NRW: n=121, 78,6%) than no-response messages. Based on the conducted Fisher’s Exact Test with a scale of 0,724 > 0,05 it can be stated that there were no significant differences between the two political youth organisations.   
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The majority (n=102; 61,4%) of messages on Facebook and Twitter was not addressed to a particular audience, thus they were classified as broadcast-type messages. A carried out Chi-Square Test with a scale of 0,445 > 0,05 showed that there was no significant difference between Facebook and Twitter and the intended audience, meaning that the ratio between interpersonal and broadcast-type messages is almost the same for both SNSs. On Facebook 39,9% (n=55) comments were interpersonal and on Twitter these types of tweet occurred 9 times (32,1%). Both related to Facebook and Twitter, there were no significant relations between the kind of political youth organisation and the intended audience – the conducted Fisher’s Exact Tests resulted in each case in a scale of 1,00>0,05. 
In terms of how fans/followers refer to the political youth organisations or to other fans/followers, a fairly even division was observed with 53% (n=88) using a reference and 47% (n=78) being messages without reference. The majority (n=77; 55,8%) of comments on Facebook did not refer to the political youth organisations or to other fans, while on Twitter most (n=27; 96,4%) tweets included such a reference. Figure XVI shows the percentage distribution related to both SNSs and for the whole research sample. A conducted Chi-Square Test with a scale of 0,00<0,05 illustrated that this difference was significant. On Facebook most fans who referred to the political youth organisations or other fans used the name of the organisation or person (n=31; 22,5%), followed in frequency by the interpersonal ‘you’ (n=18; 13%). A small percentage (4,3%; n=6) used ‘we’ and an even smaller number of fans spoke of members of the organisation or other fans as ‘he’ or ‘she’. The remaining comments (2,9%; n=4) used other references which were not separately classified. When referring to the political youth organisations or other followers 53,6% (n=15) used the full user name by using the @-sign, the similar form of reference but without using the @-sign was used by 39,3% (n=11). Only 1 (3,6%) tweet consisted of the interpersonal ‘you’ for reference. Fans and followers of the Junge Union NRW published 8 (66,7%) messages with reference to the political youth organisation or to other fans/followers and 51,9% of the messages posted by fans and followers of the Jusos NRW referred to the organisation or other users. A Chi-Square Test was carried out which resulted in a scale of 0,325>0,05. Thus, there existed no significant relation between the political youth organisations and the form of reference.

Moreover, it was analysed whether there was a significant relation between the form of reference and the gender of fans/followers. Again a Chi-Square Test with a scale of 0,052>0,05 showed that this was not the case although the differences between males and females were relatively great: Males referred in 53,9% (n=62) of the posted messages to the political youth organisations, while females did so in 35,9% (n=14) of their messages. However, there was a significant relation between the form of reference and the overall theme as the Chi-Square Test resulted in 0,019<0,05. Messages which referred to the political youth organisations mainly covered an issue related to a particular topic which was posted by the organisations (38,6%; n=34), while most messages without reference to the organisations expressed the fans’/followers’ support (33,3%; n=26). Additionally, there was a significant relation between the form of reference and the depth of messages (Chi-Square Test: 0,00<0,05): Whereas messages including reference to the political youth organisations were for the most part classified as neutral (45,5%; n=40), more than half of the messages without this form of reference were shallow (64,1%; n=50).  
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Another step of analysis was to examine how fans and followers refer to themselves – the narrow majority (n=95; 57,2%) used no personal reference, while 42,8% (n=71) referred to himself or herself by making use of a personal pronoun (I, me, we, us). Similar values were received by analysing self-reference related to Facebook and Twitter. The conducted Chi-Square Test with a scale of 0,683>0,05 showed that there was no significant difference between the two SNSs – on both sites the thin majority (Facebook: 56,5%, n=78; Twitter: 60,7%, n=17) of messages did not include a personal reference.  Moreover, there was no significant difference between the two political youth organisations regarding the way of self-reference neither on Facebook nor on Twitter. The conducted Fisher’s Exact Test resulted in 0,233>0,05 in the case of Facebook and 0,355>0,05 in the case of Twitter. 

In the course of the closeness analysis 78 out of 166 (47%) messages – 77 (55,8%) comments in the case of Facebook and one tweet (3,6%) in the case of Twitter – were not coded on this variable, as they did not mention the political youth organisations. On the scale of the remaining 88 messages the most frequent relationship classification was a connection between friends (n=43; 25,9%), followed by acquaintance (n=36; 21,7%). A relation of close friends accounted for 3,6% (n=6) and 1,8% (n=3) of the analysed messages were rated as formal. Related to the comments on Facebook the relation between fans and political youth organisations was mainly (n=29; 21%) classified as acquaintance, followed in frequency by a relationship of friends (n=26; 18,8%). Just a few comments (n=5; 3,6%) reminded of close friends and only one comment (0,7%) was rated as display of a formal relation. In the case of Twitter most (n=17; 60,7%) messages were classified as an express of friendship, considerably less (n=7; 25%) tweets were rated as acquaintance and still less (n=2; 7,1%) as a representation of a formal relation. Only one tweet was assigned to a relation between close friends. 
6.1.2.2 General Content of Comments/Tweets

In order to find out more about the general content of comments and tweets posted by fans and followers of the Junge Union NRW and the Jusos NRW each message was classified to its overall theme. Among all 166 analysed messages those which came up with an issue related to a particular topic which was posted by the political youth organisations occurred most frequently (n=53; 31,9%). The second largest category were statements of support (n=38; 22,9%), followed in frequency by messages which informed about personal actions of the fans/followers (n=21; 12,7%). Moreover, 18 (10,8%) messages consisted of a question to the political youth organisations or other fans/followers, 14 messages (8,4%) were made up by information about the organisations or their current activities and only one message (0,6%) dealt with the election forecast. The overall theme of the remaining 21 (12,7%) messages could not be classified explicitly (see Figure XVII). 
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Almost half of all analysed messages were classified as shallow (n=77; 46,4%), followed by 64 (38,6%) messages which were rated as neutral and 25 (15,1%) complex messages. To analyse if there is a relation between Facebook and Twitter according to the depth of messages a crosstabulation was carried out. While the majority (n=73; 52,9%) of Facebook comments included not more than a few words and were therefore classified as shallow, half of the tweets (n=14) were neutral. Whereas on Facebook the fewest comments were complex (n=15; 10,9%), shallow tweets accounted for the smallest group on Twitter (n=4; 14,3%). The conducted Chi-Square Test with a score of 0,00<0,05 showed that these differences between Facebook and Twitter were significant. It is in the nature of those two SNSs that one complex message is not like another. Thus, the classification depended on the facilities the particular SNS offered, in other words it was considered that tweets cannot be longer than 140 characters. Figure XVIII illustrates the percentage distribution of shallow, neutral and complex messages. Furthermore, a crosstabulation was carried out to examine if there was a relation between the gender of the fans/followers and the depth of messages. The conducted Chi-Square Test resulted in a scale of 0,053>0,05 – meaning that the relation was not significant.    
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More than half (n=91; 54,8%) of all messages were written in a positive tone, followed in frequency by 43 (25,9%) neutral messages and 22 (13,3%) messages with a negative tone. Furthermore, 6% (n=10) of all messages – more precisely 7,2% of the 138 analysed Facebook comments – were full of irony. There were no ironic tweets.  

6.1.2.3 Specific Content of Comments/Tweets

To find out about what topics fans and followers of the two political youth organisations discuss via Facebook and Twitter the 166 messages were coded by using multiple predefined categories. Comments and tweets without a clear topic or with a topic which was not coded were rated as ‘other’ (fans/followers of the Junge Union NRW: n=1, 8,3%; fans/followers of the Jusos NRW: n=34, 22,1%). The four most common topics covered by fans/followers of the Jusos NRW were testimonial/endorsement from supporter (n=52; 33,8%), followed by current/past event (n=29; 18,8%), upcoming event (n=19; 12,3%) and criticism (n=15; 9,7%). A small percentage (n=3; 1,9%) of comments mentioned the opponent, only one message (0,6%) dealt with polling data and one with a vote request of other fans/followers (see Figure XIX). In contrast fans and followers of the Junge Union NRW mainly wrote about opponents (n=5; 41,7%), followed by testimonial/endorsement (n=2; 16,7%) and current/past event (n=2; 16,7%). The topics criticism and upcoming event were covered just once each (8,3%). For an overview see Figure XX.
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6.1.3 Reactions on Facebook

Facebook does not only provide its users with the possibility to comment verbally on postings of others but also to express one’s opinion by giving thumbs up. Twitter does not offer this facility, thus tweets were not coded on this category. Every message posted by the political youth organisations and by their fans was classified related to these different feedback facilities – meaning it was analysed how the organisations and other fans reacted on the comment by using the categories ‘thumb up’, ‘comment’, ‘both’ and ‘no reaction’. To find out if there was a significant difference between the reactions to comments published by the political youth organisations and to comments of fans a crosstabulation was conducted. In total the two political youth organisations posted 50 comments on their Facebook walls and fans reacted to 76% of these comments. The reactions were made up by 21 (42%) messages which received both forms of feedback – comments and thumbs up, followed in frequency by messages fans reacted on with Thumbs up (n=16; 32%) and one comment (2%) received only a comment as reaction. In contrast, the majority (n=99; 71,7%) of comments published by fans obtained no reaction by other fans or the political youth organisations. A reaction in form of comments was given to 23,2% (n=32) of the messages, 6 (4,3%) comments received thumbs up as reaction and only one (0,7%) comment had both forms of reaction. The conducted Chi-Square Test with a scale of 0,00<0,05 showed that these differences were significant. For a graphical illustration see Figure XXI. The number of thumbs up related to a comment posted by the political youth organisations ranged from 0-40, while the maximum of comments referred to a comment of an organisation was 34. In contrast no comment by fans received more than 2 thumbs up  and at most 5 reactive comments. 
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6.2 Results Internet Survey

In chapter 6.1 the results of the conducted content analysis were presented. Now is the time to move on to the results of the Internet survey and to describe them in detail. The survey was conducted separately among Facebook fans and Twitter followers of the Junge Union NRW and the Jusos NRW. Thus, this differentiation is also reflected in the following description of the results.

6.2.1 Sample Characteristics

Related to both SNSs most participants are male – in the case of Facebook 75,1% (n=148) and in the case of Twitter 84,5% (n=82). The range of age is from 14-30 on Facebook with an average age of M=21,5 years (SD=3,9). On Twitter the age ranges from 16-30 with M=23,9 years (SD=4,0) being the average age. The highest educational achievement of most participants on both SNSs is a higher education entrance qualification – 38,1% (n=75) Facebook fans and 40,2% (n=39) Twitter followers. Regarding Facebook this is followed in frequency by 24,4% (n=48) who still attend school and 19,8% (n=39) who have a vocational diploma or less. A bachelor’s degree, master’s degree or a diploma are the highest educational achievement of 15,8% (n=31). One (0,5%) participant has a PhD and three (1,5%) fans stated that they have another educational attainment. The second largest group of Twitter participants has a university degree – bachelor, master or diploma (29,9%; n=29), followed by 15,5% (n=15) who still attend school and 12,4% (n=12) who have a vocational diploma or less. Again one (1%) participant has a PhD and one (1%) follower has another educational attainment. NRW was place of residence of 84,3% (n=166) of all participants on Facebook at the time of the survey and also in the case of Twitter most participants were living in NRW (69,1%; n=67) when they filled in the questionnaire. Moreover, NRW is the place of birth of 150 fans (76,1%) and of 56 followers (57,7%) who participated in the survey. Related to Facebook 19 (9,6%) participants stated that NRW was their former place of residence and in the case of Twitter 12 followers (12,4%) ticked this answer. On the other hand, 7,1% (n=14) of the sample on Facebook has no direct connection to NRW, while on Twitter this group is made up by 22,7% followers (n=22). Finally, 16 (8,1%) fans and 8 (8,2%) followers stated that they have another connection to NRW. The sample on Facebook was made up by 59,4% (n=117) fans of the Junge Union NRW and 40,6% (80) fans/friends of the Jusos NRW. In contrast, the sample on Twitter consisted of slightly more followers of the Jusos NRW (51,5%, n=50), with 48,5% (n=47) were followers of the Junge Union NRW. 

6.2.2 Internet and SNS Usage 

Internet use was measured in different ways, first through how much time respondents spend online on a usual weekday: 2 out of 197 participants on Facebook did not answer this question and were therefore excluded, meaning the number of cases for this variable was N=195. Most fans stated that they spend between 3-4 hours per day on the Internet (36,9%; n=72), followed in frequency by 32,8% (n=64) who are 1-2 hours per day on the Internet and 24,1% (n=47) who are 5 or more hours a day online. In contrast, only 6,2% (n=12) of all fans spend less than 1 hour on the Internet. The vast majority of participants who filled in the Twitter questionnaire answered that they spend 3-4 hours per day on the Internet (43,3%; n=42) and the other half ticked that they are more than 5 hours a day online (43,3%; n=42). In contrast, 12,4% (n=12) are 1-2 hours per day on the Internet and only one (1%) participant answered that he/she uses the Internet less than 1 hour per day. For a graphical illustration see Figure XXII.
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To find out more about the usage of the particular SNSs, participants were asked since when they use Facebook and Twitter, respectively. Related to both SNSs the majority uses the specific website since 3-12 months (Facebook: 44,7%, n=88; Twitter: 59,8%, 58), followed by 38,1% (n =75) who have been using Facebook for 1-3 years and 36,1% (n=35) who have been using Twitter for 1-2 years. Considerably fewer fans answered that they have been using Facebook for less than 3 months (12,2%; n=24) and still less have been using Facebook for 3-5 years (4,6%; n=9). Only one fan (0,5%) has had a profile on Facebook for more than 5 years. 2 followers each answered that they have been members of Twitter since less than 3 months (2,1%) or for 3 years (2,1%) respectively.

The majority of surveyed fans and followers uses both SNSs every day (Facebook: 34,5%, n=68; Twitter: 26,8%, n=26) or even several times a day (Facebook: 37,1%, n=73; Twitter: 43,3%, n=42). Facebook is used by 26 (13,2%) respondents 2-3 times a week and 14 (14,4%) followers use Twitter that often. Whereas 17 (8,6%) fans answered that they use Facebook almost hourly, 8 (4,1%) fans use it not more than once a week. In the case of followers on Twitter there was no difference between the frequencies of both user groups – each case was made up by 6 (6,2%) followers. Just a few fans make use of Facebook once a month (0,5%; n=1) or even less (2%; n=4), the same was applicable to Twitter users: One (1%) participant uses it once a month and 2 (2,1%) even less often. 

Moreover, the intensity of Facebook and Twitter usage was examined: On Facebook most of the respondents have 100 friends and more (33%; n=65), followed in frequency by 26,9% (53) who have 200 friends and more. A few fans less indicated that they have 50-99 friends on Facebook, while 32 (16,2%) participants have 11-49 friends. The category ‘10 or less’ was ticked only by 2 (1%) fans. Most followers on Twitter are following 200 and more users (41,2%; n=40), while almost the same number of participants follows ‘50-99’ users (21,6%; n=21) and ‘100 and more’ (20,6%; n=20). Moreover, 13,4% (n=13) answered that they are following 11-49 users and just 3 participants (3,1%) ticked the answer ‘10 or less’.

Almost half of the sample on Facebook is member of 10 or less fan groups (47,7%; n=94) and the second largest group of participants stated that they are members of 11-50 fan groups on Facebook. Significantly fewer fans are members of 51 and more fan groups (9,6%; n=19) and only 2 (1%) fans answered that they are not members of any fan group on Facebook. Related to Twitter the sample was asked how many friends, meaning users they follow and who follow them, they have. The majority of followers has more than 51 friends, followed in frequency by 33% (n=32) who have 11-50 friends and 12,4% (n=12) who have up to 10 friends. There was no participant who has no friend at all. 

Almost the whole sample makes use of other SNSs than Facebook and Twitter respectively: 181 out of 195 – two participants did not answer this question – fans on Facebook use at least another SNS (92,8%), related to Twitter this was applicable to 95 out of 97 followers (97,9%). Almost the whole Facebook sample uses in addition to Facebook also the German websites StudiVZ, MeinVZ and/or SchülerVZ (91,4%; n=180). Related to Twitter this group was made up of 78 followers (80,4%). Most participants on Twitter stated that they use Facebook (88,7%; n=86), while Twitter was only used by 48 surveyed Facebook users (24,4%). The third most common SNS used by participants of Facebook (22,3%; n=44) as well as Twitter (13,7%; n=37) is Xing and the least often used SNS is Lokalisten (Facebook: 1,5%; n=3; Twitter: 4,1%, n=4). MySpace is used by 12,7% (n=25) of the Facebook sample and 13,4% (n=13) of the Twitter sample. Just a few fans on Facebook use also Flickr (6,6%; n=13), while the number of followers on Twitter who use this social network was significantly higher (29,9%; n=29). Finally, 39 (19,8%) fans and 23 (23,7%) followers make use of other SNSs. 

The majority of respondents uses Facebook in order to stay in touch with old friends (73,1%; n=144). Moreover, Facebook is often used to communicate with people who are part of one’s daily offline life (63,5%; n=125), followed in frequency by usage for amusement (56,3%; n=111). Almost half of the Facebook sample uses the network in order to establish contact with unknown people (49,2%; n=97) and 41,6% (n=82) stated that they use Facebook to inform others about current social events. Significantly less people use Facebook to participate in discussions (36,5%; n=72), followed by usage to get informed (27,9%; n=55) and usage to inform others about one’s personal life (20,3%; n=40). Furthermore, 18,3% (n=36) answered that they use Facebook for other reasons. The most frequent reasons why participants use Twitter are to inform others about current social events (76,3%; n=74), to receive information (71,1%; n=69) and to be amused (53,6%; n=52). In order to participate in discussions 47 (48,5%) followers use Twitter and 40,2% (n=39) use it to establish contact with unknown people. Considerably less followers use Twitter to inform others about one’s personal life (22,7%; n=22) and for other reasons (20,6%; n=20). The fewest participants use Twitter to stay in contact with old friends (13,4%; n=13) and to communicate with people who are part of one’s daily offline life (13,4%; n=13).

Figure XXIII gives an overview about the frequency of the mentioned reasons comparing the Facebook and Twitter sample. 
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6.2.3 Political Participation and Engagement  

Participants were asked how much they are interested in politics whereby four answers were given. Regarding both SNSs not the whole sample answered this question, thus the number of cases decreased to N=194 in the case of Facebook and to N=96 in the case of Twitter. Fans on Facebook are mainly eagerly interested in politics (96,4%; n=187) and only a few are a little interested (3,6%; n=7). No one answered to be hardly or not a bit interested in politics. Almost all followers answered that they are eagerly interested in politics (99%; n=95) and only one participant is not interested at all (1%). The other two answers were not chosen (see Figure XXIV).
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Most participants of both SNSs follow the news on TV (Facebook: 50,3%, n=99; Twitter: 35,1%, n=34), on the radio (Facebook: 34%, n=67; Twitter: 32%, n=31), in daily newspapers (Facebook: 57,1%, n=112 – one participant did not rate his/her newspaper usage; Twitter: 56,7%, n=55) and on the Internet (Facebook: 75,1%, n=148; Twitter: 91,8%, n=89) everyday. Thus, the Internet is the medium which is used daily by most fans and followers. In total all media are used more often ‘1-2 times a week’ than ‘rarely’ except for the radio which is used by 17 (8,6%) fans 1-2 times a week for news, while 39 (19,8%) use it rarely. This difference is also applicable to the use by followers on Twitter: Whereas 15 (15,5%) use the radio 1-2 times a week for news, 20 (20,6%) followers use it rarely. Moreover, the radio is the medium which has in comparison to TV, daily newspaper and the Internet the largest number of participants who never use it for news (8,1%; n=16). There is not a single fan or follower who does never use the Internet to follow political topics, thus the Internet is the only medium which is used for news by every participant at least rarely. 

The majority of fans and followers often discusses political topics with their family and friends (Facebook: 81,2%, n=160; Twitter 87,5%, n=84 – whereby one follower did not answer this question, N=96). While significantly less fans (14,7%; n=29) and followers (10,4%; n=10) discuss political topics sometimes with their family and friends, hardly any fan (4,1%; n=8) and follower (2,1%; n=2) has rarely those discussions. Neither a single fan nor a follower answered that he/she never discusses political topics with his/her family and friends. 

Respondents were asked about their political participation whereby five fans on Facebook did not answer this question (N=192). This might be an indication that these fans did not participate in any of the mentioned activities but this assumption cannot be proven. Contacting a politician was the political action which the majority of both fans (80,2%; n=154) and followers (85,6%; n=83) were engaged in within the last 12 months, followed by signing petitions which 126 (65,6%) fans and 70 (72,2%) followers did within the last 12 months. More than half of the surveyed fans (55,2%; n=106) and followers (59,2%; n=58) had donated money. Whereas 69,1% (n=67) of the followers posted messages on a blog to express their political opinion, this is applicable to 46,4% (n=89) fans. Within the last 12 months 87 (45,3%) fans and 38 (39,2%) followers became member of a political party or political youth organisation. Moreover, 32,2% (n=62) of the participants on Facebook and 46,4% (n=45) of Twitter users stated that they boycotted the purchase of a product due to the circumstances of its production within the last 12 months. Whereas 42,3% (n=41) followers contacted at least one medium to express their political opinion, this is true for only 29,7% (n=57) fans on Facebook. Attending a political television programme or another show with political content belonged to the political actions of 53 (27,6%) fans and 29 (29,9%) followers. Finally, considerably more followers (45,4%; n=44) than fans (25%; n=48) demonstrated within the last 12 months.

Almost all fans are/were members of a political youth organisation (90,4%; n=178) and many are/were members of a political party (85,5%; n=169). In the case of Twitter it was the other way around: More followers are/were members of a political party (85,6%; n=83) than of a political youth organisation (76,3%; n=74). More than half of the participants on both SNSs were/are also members of a sports club (Facebook: 74,1%, n=146; Twitter: 68%, n=66) and/or of a general youth organisation (Facebook: 55,3%, n=109; Twitter: 63,9%, n=62). The other given organisations had considerably less members within the surveyed fans and followers, whereby the fewest were/are members of an organisation for women (Facebook: 0,7%, n=6; Twitter: 0,3% n=1). Only one participant of each sample was not a member of any organisation. 

Asked if they participated in the federal election 2009 the majority of fans (79,2%; n=156) and followers (89,7%; n=87) answered that they had voted. Only 2 fans (1%) and not a single follower ticked that he/she did not vote. Nevertheless, quite a few participants did not vote because they had not reached the required age limit: In the case of Facebook these were 19,8% (n=39) and referring to Twitter these were 10,3% (n=10). Similar to these results most participants stated that it is quite likely that they will vote in the coming NRW state election (Facebook: 74,6%, n=147; Twitter: 74,2%, n=72). Only one fan (0,5%) and one follower (1%) answered that he/she will probably vote. The number of participants who said it is quite unlikely that they will participate in the upcoming NRW state election amounted to 22 (11,2%) fans and 17 (17,5%) followers. 3 (1,5%) participants on Facebook and not a single one on Twitter answered that it is rather unlikely that they will vote. Moreover, all fans and followers who were too young to vote answered that they probably would do so if they were old enough (Facebook: 12,2%, n=24; Twitter: 7,2%, n=7). For an overview regarding the voter participation within the NRW state election see Figure XXV.   
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6.2.4 The Political Youth Organisations’ Social Networking Profiles

Participants were asked why they are fans or followers of the particular political youth organisations (see Figure XXVI). It is obvious that both fans and followers use Facebook and Twitter for different reasons: The majority of Facebook users is a fan of the preferred political youth organisation to make their political attitude public (76,6%; n=151), followed in frequency by 61,4% (n=121) who are fans to inform oneself of the current election campaign and 60,4% (n=119) are fans to establish personal contact to members of the political party. About half of the surveyed fans have a friendship to the preferred political youth organisation to inform oneself about the party (50,3%; n=99) and slightly less are fans in order to participate in political discussions (45,2%; n=89). Some users answered that they are fans (also) for other reasons (20,3%; n=40). The survey of followers on Twitter examined that the majority is following a political youth organisation due to the information one receives about the party (77,3%; n=75). Moreover, some are followers to gather information about the current election campaign (72,2%; n=70) and to make one’s political attitude public (61,9%; n=60). Just a few participants less follow a political youth organisation to participate in political discussions (54,6%; n=53) and 46,4% (n=45) are followers because they want to establish personal contact to members of the party. A small number of participants is following a political youth organisation for other reasons (16,5%; n=16). 
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Participants were asked about the frequency of discussions they have on the political youth organisations’ profiles but two users of each SNS did not answer the question. Thus the number of cases decreased for this question to N=195 and N=95. A large number of both fans (48,7%; n=95) and followers (44,2%; n=42) discusses current topics once in a while with other fans/followers of the preferred political youth organisation or with the organisation itself. This group is followed in frequency by fans (30,3%; n=59) and followers (26,3%; n=25) who read comments of others but do not actively participate in such discussions. Some fans (11,3%; n=22) and followers (17,9%; n=17) react on comments of others and besides entering into discussions they also start a discussion by themselves. The smallest group of fans (9,7%; n=19) and followers (11,6; n=11) is not interested in discussions – these users are fans of the political youth organisations because they wish to be informed about the organisation and not because they intent to participate in discussions. For an overview see Figure XXVII. 
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The Facebook profiles of the Junge Union NRW and the Jusos NRW are visited once a month or less often by 28,4% (n=56) surveyed fans. This group of fans is followed by 21,8% (n=43) who visit the profile of their preferred political youth organisation every 2-3 weeks, once a week (21,8%; n=43) or several times a week (21,8%; n=43). In comparison only 6,1% (n=12) of all fans visit the particular profile everyday. The survey on Twitter resulted in similar numbers whereby one follower did not answer the question (N=96): 26 (27,1%) followers visit the profiles once a month or less and the same number of people does so several times a week. A few less followers visit the preferred political youth organisation’s profile about once a week (24%; n=23), followed in frequency by 11 (11,5%) followers who have a look at the profiles every 2-3 weeks. The fewest followers are visitors of the respective profile on a daily basis (10,4%; n=10). See Figure XXVIII for a graphical illustration.
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Most participants, both fans (66%; n=130) and followers (49,5%; n=48), trust the information they receive via the profile of the preferred political youth organisation if these news are published by the organisation itself. In case that the information is announced by a Facebook friend/Twitter friend 94 (47,7%) fans and 43 (44,3%) followers rely on this. Significantly less fans (22,8%; n=45) and followers (33%; n=32) do not at all have trust in the information they receive via the particular social networking profile. The smallest number of fans (5,1%; n=10) and followers (5,2%; n=5) generally trusts the information by any other user (see Figure XXIX).  
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Participants were also asked whether they believe that most of the profiles on Facebook or Twitter are arranged in a way which leads to a more positive perception of a person/institution. More than half of the Facebook sample – excluding one fan who did not answer the question, N=196 – agreed to this statement (54,1%; n=106) and 21 (10,7%) fans totally agreed. On the other hand, 33 (16,8%) fans did not agree and 2 (1%) fans did not agree at all. Some (17,3%; n=34) fans were not sure about this statement. In the case of Twitter, most followers agreed with the mentioned statement as well and 12 (12,4%) followers agreed even totally. In contrast 18,6% (n=18) followers did not agree and 6,2% (n=6) did not agree at all. Moreover, 21 (21,6%) followers were not sure if they agree or do not agree with the statement. 

6.2.5 Offline Relation

Almost all participants who are fans of the Junge Union NRW or the Jusos NRW are also members of the political youth organisation in their offline life (94,4%; n=186), while only a few (5,6%; n=11) are not members of the preferred organisation. The Twitter sample shows similar results: On the one hand, 77 (79,4%) followers are also offline members of one of the particular political youth organisations, on the other hand, 20 (20,6%) followers are not members. To find out if there is a relation between the gender of fans/followers and their offline membership a crosstabulation was conducted: The vast majority of male followers (84,1%; n=69) are also offline members of the preferred political youth organisation. In comparison, this is applicable to not more than 53,3% (n=8) female followers. Thus, a Fisher’s Exact Test with a scale of 0,013<0,05 showed that this difference is significant. In the case of Facebook 48 female fans (98%) are offline members of the preferred political youth organisation and 138 male (93,2%) fans are offline members. The carried out Fisher’s Exact Test resulted in a scale of 0,298>0,05 which implied that there does not exist a significant relation between female and male fans (see Figure XXX).  
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Almost half of all fans (49,2%; n=97) and many followers (43,3%; n=42) participate regularly in a seminar/training course/study group or task force, 57 (49,2%) fans and 24 (24,7%) followers did this many times. In contrast, 24 (12,2%) fans and 21 (21,6%) followers did not even once participate in such an activity and some fans (9,6%; n=19) and followers (10,3%; n=10) rarely attend such events. Asked how often one has participated in meeting where political claims and topics were elaborated and discussed the majority of both fans (72,1%; n=142) and followers (63,9%; n=62) answered they do this regularly. Significantly less fans (16,2%; n=32) and followers (10,3%; n=10) participated many times. Related to Twitter the same number of followers answered that they are rarely part of such a meeting (10,3% n=10) and in the case of Facebook the answer is applicable to the smallest group of participants (9,6%; n=19). Moreover, 24 fans (12,2%) and 15 (15,5%) followers did not even once visit such a meeting. The total sample was made up by relatively many fans (42,6%; n=84) and followers (36,1%; n=35) who regularly participate in leisure activities which are organised by the preferred political youth organisation. Whereas 51 (25,9%) fans participated in leisure activities many times, 35 (17,8%) fans rarely participate. Even less fans (13,7%; n=27) never participated in leisure activities organised by the preferred political youth organisation. Related to the Twitter sample 28 (28,9%) followers never participated in such an event, followed in frequency by 20 followers who did this many a time and 14 (14,4%) who rarely participate in such leisure activities. More than half of all surveyed fans (71,6%; n=141) and followers (57,7%; n=56) regularly participate active in an election campaigning. This group is followed by fans (12,2%; n=24) who participated many times and by 17 (8,6) fans who were never actively involved in an election campaigning. An even smaller number of participants on Facebook rarely participates in such an activity. In contrast the number of followers (24,7%; n=24) who did never actively participate in such a campaigning was higher than the number of followers who did so many times (14,4%; n=14). Finally, only 3 (3,1%) followers rarely participate in an election campaigning. For an overview see Figure XXXI.  
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Most participants on Facebook (35%; n=69) and on Twitter (43,3%; n=42) feel closely connected to the majority of other fans/followers of the preferred political youth organisation. This group is followed in frequency by fans (31%; n=61) and followers (27,8%; n=27) who feel only connected to other fans/followers who they met in person, nevertheless these people are not friends in their offline life. Whereas the next major group of fans (20,3%; n=40) feels closely connected to the majority of other fans since they also belong to one’s circle of friends within an offline context, only a few followers (7,2%; n=7) feel like this. On the other hand, proportionally there are more followers (21,6%; n=21) than fans (13,7%; n=27) who do not feel connected to other followers or fans at all. Figure XXXII illustrates the structure of connections between fans and followers. Moreover, a conducted crosstabulation and Exact Chi-Square Test with a scale of 0,00<0,05 illustrated that there is a significant relation between followers who are also offline members of the preferred political youth organisation and their close connection to the majority of other followers. More than half of the followers who were not offline members answered that they do not feel connected (55%; n=11), while only 10 (13%) followers who were offline members ticked this answer. On the other hand, there is no significant relation between fans who are also offline members and their close connection to the preferred organisation. The Exact Chi-Square Test resulted in a scale of 0,922>0,05.   
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The majority of the Facebook sample (70,1%; n=138) and of the Twitter sample (59,8%; n=58) agrees that the preferred political youth organisation generally shares the same values and views. Considerably less fans (18,8%; n=37) and followers (18,6%; n=18) totally agree with this declaration. These groups are followed in frequency by 17 (8,6%) fans and 12 (12,4%) followers who have doubts whether they agree or disagree. Just a few fans (2,5%; n=5) and followers (8,2%; n=8) do not agree with the statement that they generally share the same values and views as the preferred political youth organisation. Only one (1%) follower totally disagrees with this statement (see Figure XXXIII). 
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Questioned if the outcomes of the preferred political youth organisation correlate with the respondent’s expectations the majority of fans (61,4%; n=121) and followers (52,6%; n=51) answered that they are mostly satisfied with the organisation’s work. The second largest group of participants – 50 (25,4%) fans and 29 (29,9%) followers – stated that they are partly satisfied. Followed by 20 (10,2%) fans and 8 (8,2%) followers who are always satisfied with the work of their preferred political youth organisation. The same number of followers (8,2%; n=8) answered that they are mostly not satisfied, while just a few fans (2%; n=4) gave this answer. Moreover, 2 (1%) fans and one (1%) follower said that their expectations are not answered at all. In order to examine if there is a relation between the offline membership and the satisfaction with the preferred political youth organisation a crosstabulation was conducted. Related to followers a significance relation was examined as the Exact Chi-Square Test had a scale of 0,02<0,05: The majority of offline members answered that they are mostly satisfied (59,7%; n=46), while half of the followers who are not offline members stated that they are satisfied in parts (50%; n=10). Regarding Facebook participants no significant differences were examined as the conducted Exact Chi-Square Test had a scale of 0,486>0,05. Figure XXXIV illustrates how satisfied fans and followers are with the outcomes of the two political youth organisations.
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6.2.6 Social and Political Trust

Asked if one would say that most people in Germany can be trusted or that you cannot be too careful in dealing with people, 81 (41,1%) fans ticked number ‘2’ on a 4-point scale, meaning that you should be more careful than trusting. The same number of fans (41,1%; n=81) has the opinion that you should have more trust in German people than being careful towards them. However, 24 (12,2%) fans stated that you can never be too careful, while only 11 (5,6%) fans answered most people in Germany can be trusted. Most participants on Twitter believe that you should be more careful than trusting when dealing with people in Germany (43,3%; n=42), followed in frequency by 27 (27,8%) followers who ticked number ‘3’, meaning that you should have more trust in German people than being careful towards them. Nevertheless, there were again more participants who answered that you can never be too careful (21,6%; n=21) than followers who stated that most people in Germany can be trusted (7,2%; n=7). For an overview see Figure XXXV.
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Most surveyed fans (49,2%; n=96) – excluding two users who did not answer this question, N=195 – and followers (39,2%; n=38) agree that politicians are working in the best interest of the country. Nevertheless, only a few fans (3,1%; n=6) and followers (6,2%; n=6) totally agree to this statement. On the other hand there are even fewer fans (2,6%; n=5) and followers (2,1%; n=2) who totally disagree. The second largest group of fans (29,2%; n=57) and followers (35,1%; n=34) has doubts whether they agree or disagree to the statement. Finally, 31 (15,9%) fans and 17 (17,5%) followers do not agree that politicians are working in the best interest of the country (see Figure XXXVI).  
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This chapter presented the results which arose from the two conducted research methods, namely content analysis and Internet survey. The findings relevant to answer the main research question and the various sub-questions were illustrated by a number of figures created. The following section of this thesis deals with the interpretation of the presented findings. 

7. Discussion
This study aims to examine what role profiles of party youth organisations on SNSs – in particular Facebook and Twitter – play within the process of building and maintaining political trust among young German citizens. In order to answer this main research question a number of sub-questions were established. Based on the results outlined above these questions will be answered and the constructed hypotheses will be discussed. To clarify the quantitative results, answers to the two optional qualitative questions which closed the survey are included here as well.  
7.1 Political Youth Organisations’ Usage of SNSs

Which issues do the political youth organisations thematise by using SNSs – do they inform citizens about their plans and actions, or do they use this communication tool to attack their opponents? 

Firstly, the majority of messages, both comments and tweets, included links to press releases of the particular political youth organisation. This implies that the networking profiles are mainly used to spread information which is published on their regular websites, meaning that the content is not necessarily adapted for use on SNSs. In the case of Facebook many comments were not completely readable on the organisations’ walls which means that fans got redirected several times before they could read the whole comment or press release. Comparing comments and tweets it occurred several times that the same message was posted on both SNSs, thus such a message was classified as complex on Twitter and neutral or even shallow on Facebook. Particularly in the case of Facebook these short comments do not exploit the full potential of the facilities offered. The reason for this multiple use of messages might be a lack of time since it is of course time-saving to copy and paste an already published text. Since press releases are generally conducted to inform the target group and not to attack opponents it is hardly surprising that most comments and tweets of the political youth organisations were classified as acclaims especially including information about future plans and general goals/current information. More precisely, the most common covered topic was the upcoming NRW state election especially the related election campaign. Although the number of attacks was distinctly less, the second most common covered topic were politicians of other parties. In summary it can be said that the political youth organisations mainly used their social networking profiles to inform about their actions and plans including also information about political opponents which led to attacks. 

Do the political youth organisations interact with their fans/followers – in other words do they reply to comments made by users?

The vast majority of comments and tweets published by the political youth organisations was not part of an ongoing conversation. This means that most of the time the Junge Union NRW and the Jusos NRW were not engaged in truly dialogic communication. Consequently, almost all messages were addressed to the broad public and did not include any reference to a particular fan or follower. These findings were similar to the study of Sweetser and Lariscy (2008) who found that only very few candidates respond to comments left on their Facebook walls. In comparison, the majority of comments on Facebook published by fans was part of an ongoing conversation. Due to the characteristics of Twitter the analysed tweets were less common responses but still more often than the tweets of the political youth organisations. Almost half of all messages posted by fans and followers directly referred to the political organisations or to another user, meaning that these messages were more personal. Regarding Facebook it was also examined that most comments published by the political youth organisations obtained reactions of fans, while messages of fans mostly did not obtain any reaction.

Hence, the answer of this sub-question is ‘usually not’: There was almost no mutual exchange between the two political youth organisations and their fans and followers. However, at least Facebook – especially the ‘standard’ profile
 of the Jusos NRW – was used by the organisations’ fans for two-way communication with each other and to discuss issues related to comments of the political youth organisations. These findings approve the third hypothesis which implies that SNSs indeed offer facilities for dialogic communication but that they are still underachieved. The political youth organisations mainly used their profile like a one-way information platform with the difference that they allowed citizens to communicate on these profiles. However, the advantage of establishing a more personal relationship between political organisations and young citizens was mostly not taken up by the two analysed political youth organisations.
The obvious question is: Why is there such a difference between the use of SNSs by political actors and young citizens? Based on the literature review about E-politics and SNSs different possible reasons can be adduced: Firstly, it seems most likely that the different usage is due to a generational gap between the political youth organisations and their fans/followers. Although the target group of the Junge Union NRW and the Jusos NRW are young citizens, such a gap is still possible since members are aged between 14 and 35 years. Assuming that the full time members of staff who are responsible for messages posted on the organisations’ social networking profiles are considerably older than a vast number of members it seems to be no wonder that there exist a generational gap. Among others this finds expression in the different expectations the political actors and young citizens have in terms of the content as such and the presentation of information (Xenos and Bennett, 2007). In the given situation the upcoming NRW state election of course was the most common topic but both youth organisations did not cover youth-specific topics of their political agenda such as education. Moreover, it becomes clear that both sites have a different understanding of interactivity which is the main characteristic of SNSs. The fact that the political youth organisations mostly did not reply to comments/tweets posted by fans/followers validates the findings of Xenos and Foot (2008): The political actors define interactivity as a one-way process which is used to inform citizens about their actions and aims. Thus, to put it into Dahlgren’s (2005) words the communication concept of the Junge Union NRW and the Jusos NRW was – at least partly – reminiscent of the concept of e-government. In other words there was still a kind of top-down relation between the political actors and the young citizens. Users had the opportunity to comment on the political social networking profiles, but they did not receive answers by the political organisations. Thus, the horizontal communication which is an inherent part of social networking was not tapped to its full potential. Nevertheless, the political profiles on Facebook and Twitter allowed citizens to generate content themselves and to interact with each other, so that at least one component of E-democracy which aims to connect citizens and political actors as well as citizens among each other was taken into account (Chadwick, 2006).

Secondly, the lack of responses is probably also based on a lack of time since it would be quite a lot of work to reply to all comments of the organisations’ fans/followers. Nevertheless, it should at least be possible to answer the few directly asked questions without spending a lot of time. Thus, it arises the question if true dialogic communication was of no relevance for the political youth organisations. It might be the case that the organisations’ aim was to inform young citizens and to facilitate an exchange between their fans/followers. They probably thought that these offers would be sufficient to engage young people actively in politics and to build and maintain trust among them. Former studies showed that this does not work: Citizens do not have a friendship with political actors on SNSs to receive information, most of all they are motivated by social interaction – they want to communicate ‘personally’ with their ‘political friend’ and other fans/followers (Sweetser & Lariscy, 2008). However, the findings of this research negate Sweetser’s and Lariscy’s (2008) results: The most frequently mentioned reasons for being a fan/follower of a political youth organisation was to make the political attitude public and to receive information about the party/election campaign. Personal contact to political actors was less important for many young citizens (for a detailed explanation see chapter 7.2). Nevertheless, it can be assumed that the respondents at least want to receive an answer to their directly asked questions. Thus, an increase of responses by the political youth organisations would be desirable and for their own benefit.  

 Another reason for the organisations’ restraint could be the try to suit everybody. Both the Junge Union NRW and the Jusos NRW might have been afraid that in case they take sides within a discussion among their fans/followers their image would be damaged. This argument is based on Gueorguieva’s (2007) statement that the use of SNSs for political purposes does not bring along only advantages. Due to the rapid communication process, the co-productivity of citizens and the wide-spread target group political actors cannot control their image easily anymore. Yet, it is a debatable point whether such a behaviour which could be described as ignorance reinforces the organisation’s image.

Does the way the political youth organisations refer to their fans/followers and to themselves indicate a close relationship between both sides?

Given the fact that most messages published by the Junge Union NRW and the Jusos NRW do not include a reference to their fans or followers it cannot be inferred that the relation between the political actors and young citizens becomes more personal by using SNSs. In case that the political youth organisations referred on their Facebook wall to their fans the relation was mostly classified as between friends. Nevertheless, this effort to build up a personal, closer relation to young citizens was the exception rather than the rule. In comparison, there were significantly more messages posted by fans and followers which expressed a close, friendly relation to the two political youth organisations. However, the number of messages without reference was still larger and therefore the findings differ from Sweetser's and Lariscy's (2008) study which concluded that most profile visitors use Facebook to have a friendship with the candidate. Of course, it might be the case that this is also influenced by the fact that their study focused on single politicians and not on political organisations, meaning that it is easier to build a close relationship between two individuals.

Considering these findings it can be said that the second hypothesis has to be modified: SNSs do not necessarily lead to a more interactive and more personal relation between political actors and citizens, thus they do not necessarily increase political trust among fans/followers of the political youth organisations. However, it has to be considered that it is possible to build those close relations – in other words, SNSs theoretically have the potential to lead to a higher degree of political trust.  

7.2 Fans’/Followers’ Usage of SNSs

What is the motivation behind this process of forming a friendship with a political youth organisation?

The survey showed that there are clear differences between Facebook and Twitter regarding the reasons for a friendship with a political youth organisation. For most participants the reason for being a fan on Facebook is to make one’s personal political attitude public: “I am a fan because I want to let my friends and other people who visit my profile know what political attitude I have.” (female fan of the Jusos NRW, 18 years old). A male fan, 20 years old, of the Junge Union NRW came up with the same reason: “I rarely sight the activities of the group [on the political youth organisation’s Facebook profile]. The point is that I want to show my political orientation.” In contrast, the main reason to follow a political youth organisation on Twitter is to receive information about both the party/organisation as such and about the current election campaign. A male follower, 30 years old, of the Junge Union NRW explained: “Twitter offers a good overview of current topics and atmospheres.” Another respondent (male follower of the Jusos NRW, 28 years old) answered: “Being a party member Twitter offers me more opportunities for a quick exchange of and access to information. However, it does not influence my personal attitude towards the party.” 

On the one hand, it seems that at least some participants also think about the associated consequences and are aware of these: “I think it is a conscious decision in favour of the preferred party, one is content to face up to discussions and to state one’s opinion.” (female fan of the Jusos NRW, 18 years old). On the other hand, offline members of the political youth organisation became fans and followers “because it is in the bag” (male fan of the Jusos NRW, 23 years old). According to them being a fan/follower of the preferred political youth organisation on Facebook/Twitter goes without saying if you are also an offline member. Hence, it is no wonder that the majority of participants uses Facebook or Twitter several times a day or at least everyday, but just a few visit the profiles of the political youth organisations on a daily basis. Quite the contrary, most participants stated that they visit the preferred organisation’s profile only every 2-3 weeks or even once a month or less. This finding can be linked to Quintelier’s and Vissers’ (2008) study which concluded that the time spent online does not play a significant role in terms of young citizen’s political engagement. Although, respondents use Facebook/Twitter regularly they do not necessarily visit the profiles of their preferred political youth organisation, even less they actively take part in discussions which take place on these profiles. Nevertheless participants emphasised that the rare visits of such a profile and the ‘friendship’ as such have nothing to do with their connection to the particular organisation: “I am a fan just because a comrade proposed it to me.”, answered a male fan, 17 years old, of the Jusos NRW. A male fan, 28 years old, of the Junge Union NRW even admits:
Honestly, some day I was asked [to become a friend/fan] by the JU NRW [Junge Union NRW], I confirmed this and since then I was never again on their profile. This does not mean that I am not a convinced JUler [member of the Junge Union].
This seems to be true as almost all participants who answered the optional open questions stated that the used SNS did not change their relation to the party since they were members before. Answers like “The close relation to the party already existed before [I became a fan of the organisation on Facebook].” (female fan of the Jusos NRW, 26 years old), “No [Facebook did not change my relation to the party], because I first became a party member and afterwards a fan.” (male fan of the Jusos NRW, 18 years old) or “No, I do not think that the virtual friendship with the organisation of the Junge Union has changed the relation to the party.” (female follower of the Junge Union NRW, 19 years old) were not uncommon. 
What is more, the majority of fans on Facebook also wants to receive information about the current election campaign and to establish personal contact to party members as the following answers illustrate:

I think Facebook and other social networks are only a new kind of communication and illustration platform. They do not change my relation to an institution but the way I communicate with this institution. (male fan of the Junge Union NRW, 24 years old)
Via chat it is easier to break the ice and at the next conference or regulars’ table it comes natural to communicate with each other. Thus, Facebook provides the facility to commute comrades into friends. (male fan of the Jusos NRW, 20 years old)
Others even go one step further and emphasise that “the contacting happens across hierarchical borders which would be a hindrance at personal meetings” (female fan of the Jusos NRW, 29 years old). Similar motivations are behind the general use of Facebook: The SNS is mostly used to stay in touch with old friends and to communicate with people who are part of one’s offline life, thus the usage of Facebook focuses on dialogic communication and community relations. Consequently, its usage is indeed helpful to convey an impression of closeness. On the contrary, followers on Twitter also want to make their political attitude public – “It is almost as if you can shout your opinion across Germany.” (male follower of the Junge Union NRW, 27 years old). However, significantly fewer followers want to establish personal contact to other party members which is often justified by the features of this social network. A male follower, 24 years old, of the Jusos NRW had the opinion that “in contrast to weblog or Facebook discussions on Twitter remain only partial clear”. This statement refers to the essential difference between Facebook and Twitter: Conversations on Twitter do not take place on a single profile – for example on the profile of the political youth organisation – but every user publishes the tweet on his/her own profile. Consequently, discussions are more complex and it is more difficult to reconstruct them (Anstead & O'Loughlin, 2010). Based on the fact that participants considered that using Twitter in general also serves the purpose to receive information and to inform others, this social network can be primarily described as an information tool. 

Are young citizens interested in politics before they start to use Facebook and Twitter to connect with political actors?

Asked if and why Facebook/Twitter has an influence on the relation between citizens and political youth organisations, some participants brought forward similar statements as outlined in hypothesis 3:

I would imagine if someone is not interested in politics at all he/she would certainly not look for youth organisations [on Facebook] since he/she would probably be ignorant of them. Thus, he/she would not be able to come across them [on Facebook]. I dare to say that they [SNSs] can only strengthen the network of members rather than to acquire new members. (male fan of the Junge Union NRW, 19 years old)
Anyway, only teenagers who are already interested in politics are reached and they merely receive a new platform. I don’t think that in this way you can get a new target group interested in politics. (female fan of the Junge Union NRW, 17 years old)
The survey’s findings support such statements: Almost all participants are eagerly interested in politics and the majority discusses political topics often with family and friends. Moreover, most of them answered that they follow news on television, on the radio, in daily newspapers and on the Internet everyday, whereby the Internet is the only medium which is at least rarely used for news by every surveyed fan and follower. Another sign for the existing political interest is the fact that the majority of participants voted in the last federal election and was quite likely to vote within the upcoming NRW state election. Furthermore, directly asked about their political activities within the last 12 month most fans and followers answered that they had contacted a politician. This leads to the assumption that they could of course have used a SNS to establish contact but this cannot be proven.

In summary it can be stated that almost all fans and followers of the political youth organisations are highly interested and actively engaged in politics. The analysis of answers to the open questions illustrates that participants are not just politically interested, they mainly were interested in politics before they became a fan/follower of the preferred political youth organisation. A male fan, 23 years old, of the Jusos NRW answered: “Before I became a fan of the Jusos on Facebook, I have already been a member of this youth organisation.” The answer of a female fan, 22 years old, of the Junge Union NRW shows that this is no exception for the sample: “I am and I was interested in politics and in this party before I became a Facebook user. Facebook does not strengthen my relation to the party but it makes it easier.”
Do some of them not participate in politics in real life but have these kind of online connections to a political youth organisation?

Almost all fans and the vast majority of followers of both political youth organisations are also members of the Junge Union NRW or the Jusos NRW in offline life. Related to Facebook more fans are or were members of a political youth organisation, while concerning to Twitter more followers are or were members of a political party. Probably this is age-related as on average respondents on Twitter were a little older. Anyway, the analysed political social networking profiles almost exclusively reach young citizens who are also members of a party or political youth organisation in the offline world. Thus, statements like “No [Facebook did not change my relation to the political youth organisation], since I have already been politically influenced in advance.” (male fan of the Junge Union NRW, 19 years old) and “No [Facebook did not lead to a change], since I have already been involved and actively engaged in politics before [I became a fan of the political youth organisation]. However, the networking aspect improved.” (male fan of the Junge Union NRW, 26 years old) were no surprise.  
These outcomes somehow raise to question that the Internet in general and SNSs in particular have a positive influence on citizens’ political engagement. Scholars such as Robinson et al. (2000), Norris (2001) as well as Best and Krueger (2005) argue that the Internet plays an important role in order to change young people’s political lack of interest. However, the discussed findings show that most fans/followers of the Junge Union NRW or Jusos NRW were already interested in politics and offline members of the preferred youth organisation. Thus, it can be argued that Delli Carpini’s and Keeter’s (2003) argument could somehow indeed make sense: They emphasise that the Internet will increase the gap between people who are politically interested and those who are not – an issue which for sure will lead to a lot of discussions within future research. At this point in time it is only possible to speculate about it. 
These answers to the two previous sub-questions confirm the third hypothesis which emphasises that political profiles on SNSs mainly address young people who are already interested in politics and in most cases also members of the organisation. Therefore it seems probable that it is easier to maintain political trust via SNSs than build it among people who are not interested in politics. 

Does the fact that young people have a friendship to a particular political youth organisation influence the process of establishing trust in this party?

Due to the fact that only citizens who have a friendship to a particular political youth organisation were surveyed a comparison between those and people who do not have a friendship is impossible. Hence, it is hard to say if the online friendship changed the trust relation. Most participants stated by answering the open questions that Facebook or Twitter did not change their relation to the political youth organisation since they were closely connected before. However, this is not applicable to all surveyed fans and followers. Some of them pointed out that they feel more closely connected to the party due to “the constant contact and the associated faster information exchange” (female follower of the Junge Union NRW, 23 years old). Others gave similar answers, such as a male fan, 24 years old, of the Jusos NRW: “Maybe a little bit. Now [as a Fan of my preferred political youth organisation] I am able to follow discussions without attending at the weekly meetings.” A male follower, 22 years old, of the Junge Union NRW explained: “Yes, the relation changed to the better because one can obtain (regional, non-public) information via Twitter which one would obtain nowhere else.” 
Although it is not safe to assume that the relation via SNSs influenced the trust relation it is certain that the majority of participants trusts the information the organisations publish on their profiles. Moreover, most fans/followers indicated that they are satisfied with the outcomes of their preferred political youth organisation and that they share the same values and views. Since this study assumes that political trust is based on both moralistic and strategic roots both components influence the degree of trust the surveyed fans and followers have in the preferred organisation. Related to the established working definition of trust (see chapter 4) it can be said that the majority of participants has a high degree of political trust in the particular youth organisation. Firstly, most fans and followers value their preferred organisation as honest and promise-keeping. Secondly, most respondents agree on norms and values with the organisation. Thirdly, most participants gained personal experiences with the political youth organisation because they are also offline members. Considering that the Junge Union NRW and the Jusos NRW hardly exploit the potential of Facebook and Twitter to build a two-way symmetrical relation between them and the young citizens, it can be assumed that this political trust already existed before using the mentioned SNSs. In favour of this idea speaks the already mentioned fact that many participants were members of the political youth organisation before they became a fan/follower. As an offline member of such an organisation one is already part of the community life, thus based on the idea of social capital – more precisely participatory capital – those participants already trust the preferred political organisation before they became fans/followers (Chadwick, 2006). Another indicator therefore is the fact that most participants believe that politicians are working in the best interest of the country. This implies that they generally have a positive basic attitude towards political actors. In contrast, the majority of participants tend to be more careful than trusting towards other German citizens. This difference is somehow a surprise as different scholars (e.g. Levi & Stoker, 2000; Putnam, 2000) point out that our post-modern society is characterised by a general decline in social capital and both social and political trust. However, respondents show indeed little trust in other citizens (social trust) but they trust political actors. This can be linked to the discussion about the influence of social trust on political trust (Putnam, 2000; Mishler & Rose, 2001): Based on the outcomes of this study it can be argued that social trust does not necessarily have an impact on political trust – at least it is possible that the degree of political trust is higher than citizens’ social trust. Nevertheless, it might still be the case that an increase of social trust can lead to increasing political participation but social trust seems not to be the only reason why people are interested in politics. 

Nevertheless, the way the political youth organisations use SNSs in general was frequently criticised: “For most politicians and institutions it is primarily about information rather than about a discussion.” (male follower of the Jusos NRW, 30 years old), “I consider the glut of information – especially towards younger fans – too high as most important topics get lost and in addition aren’t illustrated objectively.” (male fan of the Junge Union NRW, 27 years old) and “They use Twitter as a sender-medium rather than as a communication channel.” (male follower of the Junge Union NRW, 29 years old).
However, Facebook and Twitter seem to have at least a positive influence on the sense of unity: “It accrues a more far-reaching communal spirit.” (female fan of the Jusos NRW, 30 years old). Most participants feel closely connected to other fans or followers often even without a personal meeting. Furthermore, almost half of the participants trust the information which is published by other fans/followers on the preferred political youth organisation’s profile. Nevertheless, the sense of community is much more pronounced on Facebook than on Twitter. One participant pointed out that the closer connection between fans is among others due to the fact that “in comparison to communication via E-mail here [on Facebook] names have a face” (male fan of the Junge Union NRW, 29 years old). This fan compares communication on Facebook in some sense with face-to-face interaction and illustrates that due to their interactive features SNSs such as Facebook indeed have the potential to play a role in the process of building and maintaining trust. “It is nice to be much more interconnected with other members.”, explained a female fan, 20 years old, of the Junge Union NRW. This form of community creation which is one of the main argument of proponents (e.g. Rheingold, 2000 in Wellmann et al., 2001; Chadwick, 2006) of the Internet’s positive impact on social capital and trust was cherished by many other respondents such as a male fan, 19 years old, of the Junge Union NRW: “The flow of information within the party was simplified [due to Facebook] and as a result members are much more interconnected.” The mentioned findings indicate that SNSs mainly encourage an exchange between fans and followers respectively, meaning that they facilitate a sense of community which at least strengthens existing social ties but can also build new ones. The more those fans/followers connect with each other, the more they will trust each other. Consequently, this strengthens the community of a political youth organisation and of course it can be of benefit to the organisation. On the other hand, a similar close relation between fans/followers and the organisation as such would for sure increase citizen’s trust in the institution which would at least be equally important to increase political participation and to maintain young people’s interest in politics.
Considering all seven answered sub-questions it is fair to say that the fourth hypothesis is validated: Up until now SNSs do not play a significant role in the process of building and maintaining political trust. However, due to the fact that the political profiles on Facebook and Twitter led to a closer connection between fans and followers a positive influence on the relation between organisations and their members might indeed be possible. This assumes that political actors start to use SNSs not only to spread information but also to establish a more mutual exchange. Furthermore, it can be stated that SNSs are and will remain of little help to build political trust where no connections or only a little political interest existed before. 
7.3 Additional Outcomes
In addition to the discussed results which were used to answer the sub-questions of this research there are some interesting and surprising outcomes which were previously not addressed in these questions. 

The conducted Internet survey showed that there are different reasons why participants use Facebook and Twitter respectively: While only 13,4% of the sample on Twitter answered that they use this social network to stay in contact with old friends, this applies to 73,1% of the sample on Facebook. Moreover, Twitter is rarely (13,4%) used to communicate with people who are part of one’s daily life, whereas Facebook is used by 63,5% for this reason. Thus, it is fair to say that Facebook is better suited for building and maintaining networks than Twitter. This is probably due to the general characteristics of both websites: On the one hand, Facebook is a typical SNS which enables users to create a profile which can include a lot of personal information and pictures/videos. Moreover, the relations on Facebook are usually reciprocal – meaning that both users have to confirm the friendship – since a friendship is required in order to make one’s profile public for another user. On the other hand, Twitter is a micro-blogging service with social networking elements and no SNS in the proper sense which becomes obvious by the mentioned findings. It is hardly used to stay in contact with known people be it old friends or people who are part of one’s offline life. Although, users can have reciprocal friendships this type of relation occurs less often than on Facebook. One reason might be that followers cannot write messages on profiles of other users. They have to publish the tweet on their own profile but they can use the @-sign followed by the name of the user they want to reach in order to send the message directly to the mentioned user. Nevertheless, conversations become more complex and often unclear. Thus, it is no wonder that Twitter is less often used to create communities. Furthermore, there is another surprising outcome related to the reasons why respondents use Facebook and Twitter respectively. Both SNSs are used by a great number of fans (49,2%) and followers (40,2%) to establish contact with unknown people. Especially in the case of Twitter this is surprising since the difference to the number of followers who use it to communicate with known people is significant. One reason might be that Twitter is often used to spread information in general and for mobilization related to politics or social movements in particular (Honeycutt & Herring, 2009). For such purposes it is of course more important to establish contact to unknown people than to only stay in contact with users one already knows. Regarding Facebook this result is interesting since it was originally established to offer its users a platform to build networks which were based on offline, regional groups such as universities (Joinson, 2008). 

Another surprising outcome is that significantly more surveyed followers (45,4%) than fans (25%) demonstrated within the last 12 months. This again might be related to the fact that Twitter is often used in order to mobilize people to actively participate in social movements. Moreover, it might be the case that this difference is somehow age-related as the sample on Twitter (M=23,9) had an older average age than the Facebook sample (M=21,5 years).  

Finally, it is surprising that significantly more male participants (84,1%) are offline members of the preferred political youth organisation than female fans/followers (53,3%). Based on this outcome it can be assumed that the male sample is much more interested in politics than the female sample. At this point it would be of interest to examine whether this difference is also applicable to young German citizens in general.   

8. Conclusion and Directions for Future Research
This thesis dealt with a characteristic phenomenon of today’s society which is largely influenced by the raise of new ICTs such as the Internet. Especially for young people, so-called digital natives, these new communication tools became an inherent part of their lives – this applies at least to the majority of young Western people. Consequently, it is obvious that to reach this age group it is necessary to go online, this means that companies as well as politicians started to use diverse facilities of the Internet to reach this target group. Within the political field which is the setting of this study it is important to build and maintain trust towards citizens in order to receive their votes – of course, this applies also to young citizens. SNSs which enable users to construct a personal profile and to connect to known and un-known people increased in popularity among young citizens and, by implication, among political actors, too. Nevertheless, it is argued that the anticipated effect on the political participation of young citizens fails to appear. In consequence of this discussion it was considered that the use of SNSs by political actors could at least play a role in the process of building and maintaining political trust which is a necessary condition to engage young citizens in politics. Since SNSs provide users with the opportunity to build close connections to other users – thus, also to political actors who have a profile on such a SNSs – this assumption seemed to be not too far beside the point. Consequently, it emerged a main research question which constrained this new way of establishing relations between politicians and citizens by focusing on the role SNSs play within the process of building and maintaining trust among young German citizens by the two main German political youth organisations.
Before conducting this research it was assumed that by now SNSs do not play a significant role in the process of building and maintaining trust due to the insufficient use by political actors. However, it was expected that they have at least the potential to influence the process of maintaining trust but are of little help in order to build political trust among citizens who are not interested in politics (Hypothesis 4). At this point, it can be said that this hypothesis could be approved. Hence, the answer to the main research question is that SNSs – at least Facebook and Twitter – do not play a significant role in the process of building and maintaining political trust among young German citizens. Both political youth organisations do not use the analysed SNSs for a two-way symmetrical relationship building. Quite the contrary, they mainly use these websites to spread information without aiming at an interactive dialogue.  Nevertheless, fans and followers often react on messages posted by the political youth organisations which often leads to discussions among those users but also to a closer connection between fans/followers. This sense of togetherness might have a positive influence on users’ individual trust relations rather on a social than political level. On the other hand, this implies that SNSs have indeed the potential to influence the trust relation between young citizens and political actors providing that political social networking profiles are no longer set up as a façade. Moreover, it became clear that the vast majority of fans/followers is also offline a member of a political youth organisation and was interested in politics before they had a friendship to a political actor on Facebook or Twitter. This shows very plainly that SNSs can help to maintain trust among young citizens who already have a connection to the particular political youth organisation. Nevertheless, it is hard to imagine that such profiles attract citizens who are not political engaged – at least as long the way of usage is not significantly changed or in other words as long these profiles are not suitable for young people. 


In order to analyse a process which aims to maintain and build political trust it was necessary to first deal with the phenomenon of (political) trust theoretically. The comparison of general concepts, namely strategic trust vs. moralistic trust and particularized trust vs. generalized trust, made it possible to concretely emphasise the differences between social trust and political trust as well as their connection to social capital. Moreover, it was important to connect the idea of trust to today’s society – more precisely to the general decrease of social capital and to the Internet. All these theoretical reflections served as the basis for the created working definition of trust which is always essential when dealing with such a broad phenomenon like political trust. Based on the fact that Blind (2006) and Mishler & Rose (2001) emphasised that there are indeed different variants of political trust but they are closely connected the working definition was established. This idea of political trust combines both the cultural theories hypothesise which assumes that political trust is moralistic and the institutional theories hypothesis which argues that political trust is strategic. Moreover, it is fair to say that in general this working definition of trust was highly influenced by scholars (e.g. Wellman et al., 2001; Chadwick, 2006) who are of the opinion that the Internet has a positive influence on citizens’ political engagement and their trust in political actors. Especially Chadwick’s (2006) argument that two-way communication or related to the Internet interactive features are important in order to build and maintain trust influenced the approach of this study. The literature review about E-Politics and SNSs provided insight into the current research about the increasing field of Internet politics and the likewise important world of online social networks. Findings of former studies made it possible to come up with hypotheses related to the expected results of this research which proved well-founded. 

Like every other type of relation, trust always consists of two sites, thus it was necessary to analyse the friendship between the political youth organisations and their fans and followers from two different points of view. On the one hand, quantitative content analysis made it possible to analyse how the Junge Union NRW and the Jusos NRW use Facebook and Twitter. On the other hand, this method was also used to examine how fans and followers behave on the profiles of their preferred political youth organisation. Moreover, this study aimed to find out more about the motivation behind being a friend of a political actor and about diverse characteristics and views of these users. For this purpose an Internet survey among fans and followers of both political youth organisations was conducted. Especially the open questions which could be answered voluntary provided a deeper insight into the influence of Facebook and Twitter on the relation between the political youth organisations and their fans/followers. Consequently, it can be said that both methodologies were appropriate to the research question since the content analysis was used to get an overview and the Internet survey examined precise details – at least in terms of the fans’/followers’ point of view. 

There are two main points which limit the investigations of this study: Firstly, due to time constraints and limited extend this study did not include interviews with the two political youth organisations although it might have been interesting to compare their point of view with the statements of their fans and followers. Nevertheless, there was a reason to focus on young citizens instead of political actors: In order to improve the usage of SNSs for political purposes it is necessary to know how young people react on these political profiles and how they estimate their relation to the preferred political youth organisation. Secondly, the technological problems and the profile merging of the Jusos NRW might have led to a limited number of participants. In other words both the Facebook sample and the Twitter sample are not representative related to all users who have a friendship to the Junge Union NRW or the Jusos NRW on Facebook or Twitter. 

Since SNSs have the potential to play a role in the process of building and maintaining political trust and since more and more young but also older citizens use these new communication tools further research is desirable. On the one hand, it will be interesting to see if political actors improve their SNSs’ usage by, for example, having an open mind about real dialogic conversations with their fans and followers. On the other hand, to better understand why SNSs are used by politicians and political parties the way they are used right now, scholars should conduct interviews with those political actors. Moreover, the research could, of course, be applied to other SNSs such as SchülerVZ or StudiVZ which are as well intensively used by young German citizens. Finally, it would be interesting to figure out the differences between the use of SNSs for political purposes in the USA and Germany: Barack Obama attained great success by using different interactive Internet tools with SNSs leading the way but German political actors be it individual politicians or – like in this particular case – political youth organisations cannot live up to his success. There arises the questions whether it is really impossible for German politicians to achieve the anticipated ‘Obama-Effect’ and what is the reason behind? The discussed findings of this study lead to the assumption that first of all the poor performances of political actors are the reason for the described failure. Nevertheless, it would be of interest for further research to compare the way fans/followers of American and German political organisations communicate on the political social networking profiles in order to examine whether there are other possible causes.  
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Appendix A:
Overview about translated Quotations

	English
	German (original text)

	“Just for your information: We deleted our fan-page. “Help, why is that?” We want to create TOMORROW’S NRW and this only works out if we work together. For this purpose we do not need fans who just watch but friends who help us! Nice to see that all of you are present here.” (p. 30)
	„Mal eben zur Info: Wir haben unsere Fanpage abgeschaltet. „Hilfe, warum das?“ Wir wollen das NRW VON MORGEN gestalten, und das geht nur, wenn wir gemeinsam anpacken. Dazu brauchen wir keine Fans, die nur zuschauen, sondern Freunde, die uns helfen! Schön, dass Ihr alle hier dabei seid.” 

	“I am a fan because I want to let my friends and other people who visit my profile know what political attitude I have.” (p. 84)
	„Ich bin ein Fan, weil ich meinen Freunden und anderen die mein Profil besuchen, wissen lassen möchte wie meine politische Einstellung ist.”

	“I rarely sight the activities of the group [on the political youth organisation’s Facebook profile]. The point is that I want to show my political orientation.”  (p. 84)
	„Ich betrachte eher selten die Aktivitäten der Gruppe. Es geht mir eher darum, dass ich zeige für welche politische Richtung ich stehe.”

	“Twitter offers a good overview of current topics and atmospheres.” (p. 84)
	„Twitter gibt eine gute Übersicht über aktuelle Themen und Stimmungslagen.”

	“Being a party member Twitter offers me more opportunities for a quick exchange of and access to information. However, it dies not influence my personal attitude towards the party.” (p. 84)
	„Als Parteimitglied bietet mir Twitter mehr Möglichkeiten zum schnellen Austausch von bzw. Zugriff auf Infos, beeinflusst aber nicht meine persönliche Position zur Partei.”

	“I think it is a conscious decision in favour of the preferred party, one is content to face up to discussions and to state one’s opinion.” (p. 85)
	„Ich denke dass es seine bewusste Entscheidung für die Partei ist, man ist bereit sich Diskussionen zu stellen und seine Meinung zu vertreten.”

	“because it is in the bag.”  (p. 85)
	„weil es dazu gehört.”

	“Honestly, some day I was asked [to become a friend/fan] by the JU NRW [Junge Union NRW], I confirmed this and since then I was never again on their profile. This does not mean that I am not a convinced JUler [member of the Junge Union].” (p. 85)
	„Ganz ehrlich: ich wurde von der JU NRW irgendwann angefragt [ihr Freund/Fan zu werden], habe dies bestätigt und war seitdem nie wieder auf der Seite. Das hat nichts damit zu tun, dass ich kein überzeugter Juler [Mitglied der Jungen Union] bin.”

	„I am a fan just because a comrade proposed it to me.“ (p. 85)
	„Ich bin nur Fan, weil ein Genosse es mir vorgeschlagen hat.“

	“The close relation to the party already existed before [I became a fan of the organisation on Facebook].” (p. 85)
	„Die feste Bindung an die Partei war bereits vorher gegeben.“

	“No [Facebook did not change my relation to the party], because I first became a party member and afterwards a fan.” (p. 85)
	„Nein, denn ich wurde erst Mitglied einer Partei und dann ein ‚Fan’.“

	“No, I do not think that the virtual friendship with the organisation of the Junge Union has changed the relation to the party.” (p. 85)
	„Nein, ich denke nicht, dass die virtuelle Freundschaft mit der Institution der JU etwas an dem Verhältnis zu der Partei geändert hat.“ 

	“I think Facebook and other social networks are only a new kind of communication and illustration platform. They do not change my relation to an institution but the way I communicate with this institution. “ (p. 86)
	„Facebook und andere soiziale Netzwerke halte ich lediglich für eine neue Kommunikations- und Darstellungsplattform. Sie ändern nicht mein Verhältnis zu einer Institution, sondern die Art und Weise der Kommunikation mit dieser Institution.“

	“Via chat it is easier to break the ice and at the next conference or regulars’ table it comes natural to communicate with each other. Thus, Facebook provides the facility to commute comrades into friends.” (p. 86)
	„Per chat ist es leichter das Eis zu brechen und bei der nächsten Sitzung oder beim nächsten Stammtisch fällt es leichter sich zu unterhalten. Facebook bietet somit die Möglichkeit aus Genossen Freunde zu machen.“

	“The contacting happens across hierarchical borders which would be dividing at personal meetings.” (p. 86)
	„Die Kontaktaufnahme erfolgt über hierarchische Grenzen hinweg, die bei persönlichen Begegnungen trennend wären.”

	“It is almost as if you can shout your opinion across Germany.” (p. 86)
	„Es ist so, als ob man seine Meinung quer durch Deutschland rufen kann.”

	“in contrast to weblog or Facebook discussions on Twitter remain only partial clear” (p.86)
	„im Gegensatz zum Weblog oder Facebook – (bleiben) Diskussionen nur partiell übersichtlich”

	“I would imagine if someone is not interested in politics at all he/she would certainly not look for youth organisations [on Facebook] since he/she would probably be ignorant of them. Thus, he/she would not be able to come across them [on Facebook]. I dare to say that they [SNSs] can only strengthen the network of members rather than to acquire new members.” (p. 87)
	„Ich denke, wenn jemand überhaupt kein Interesse an Politik hat, dann wird er sicherlich nicht nach politischen Jugendorganisationen suchen, da er sie oftmals überhaupt nicht kennt um sie ausfindug zu machen. Ich würde behaupten, dass sie nur das interne Netzwerk innerhalb der Mitglieder stärkt anstatt neue Mitglieder zu gewinnen.”

	“Anyway, only teenagers who are already interested in politics are reached and they merely receive a new platform. I don’t think that in this way you can get a new target group interested in politics.” (p. 87)
	„Es werden eh nur die Jugendlichen erreicht, die sich ohnehin schon für Politik interessieren und erhalten lediglich eine neue Plattform. Ich glaube nicht, dass so neue Zielgruppen für Politik begeistert werden können.”

	“Before I became fan of the Jusos on Facebook, I have already been a member of this youth organisation.” (p. 87)
	„Bevor ich Fan der Jusos auf Facebook wurde, war ich schon Mitglied dieser Jugendorganisation.”

	“I am and I was interested in politics and in this party before I became a Facebook user. Facebook does not strengthen my relation to the party but it makes it easier.” (p. 87)
	„Ich bin und war auch vor der Facebook-Mitgliedschaft an Politik und dieser Partei interessiert. Facebook verstärkt das Verhältnis nicht für mich, es erleichtert es.”

	“No [Facebook did not change my relation to the political youth organisation], since I have already been politically influenced in advance.” (p. 88)
	„Nein, da ich schon im Vornhinein politisch fest geprägt war.”

	“No [Facebook did not lead to a change], since I have already been involved and actively engaged in politics before [I became a fan of the political youth organisation]. However, the networking aspect improved.”  (p. 88)
	„Nein, da ich vorher schon involviert und aktiv war. Allerdings hat sich der Aspekt der Vernetzung noch einmal verbessert.

	“the constant contact and the associated faster information exchange” (p. 89)
	„(…) den konstanten Kontakt und somit schnelleren Informationsaustausch (…)”

	“Maybe a little bit. Now [as a Fan of my preferred political youth organisation] I am able to follow discussions without attending at the weekly meetings.”(p. 89)
	„Vielleicht ein wenig. Ich kann jetzt Diskussionen mitverfolgen ohne bei den wöchentlichen Treffen anwesend zu sein.”

	“Yes, the relation changed to the better because one can obtain (regional, non-public) information via Twitter which one would obtain nowhere else.” (p. 89)
	„Ja, das Verhältnis wurde positiv verändert, weil man bei Twitter (regionale, nicht öffentlichwirksame) Informationen erhält, die man sonst nirgendwo erhalten würde.”

	“For most politicians and institutions it is primarily about information rather than about a discussion.” (p. 90)
	„Es geht den meisten Politikern oder Institutionen vor allem um eine Information, nicht um eine Diskussion.”

	“I consider the glut of information – especially towards younger fans – too high as most important topics get lost and in addition aren’t illustrated objectively.”  (p. 90)
	„Ich sehe die Schwemme an Informationen – vorallem gegenüber jüngeren Fans - zu hoch an, da die wichtigen Themen untergehen und zudem nicht objektiv dargestellt werden.”

	“They use Twitter as a sender-medium rather than as a communication channel.” (p. 90)
	„Sie benutzen Twitter als Sende-Medium, nicht als Kommunikationskanal.”

	“It accrues a more far-reaching communal spirit.” (p. 90)
	„Es entsteht ein weiter greifendes Zusammengehörigkeitsgefühl.”

	“In comparison to communication via E-mail here (on Facebook) names have a face.” (p. 91)
	„Im Vergleich zur Kommunikation per Mail haben hier (auf Facebook) Namen auch ein Gesicht.”

	“It is nice to be much more inter-connected with other members.” (p. 91)
	„Es ist schön, starker mit den anderen Mitgliedern vernetzt zu sein.”

	“The flow of information within the party was simplified [due to Facebook] and as a result members are much more interconnected.” (p.91)
	„Der Informationsfluss innerhalb der Partei wurde vereinfacht und das verbindet die Mitglieder noch enger miteinander.”


Appendix B
Political Background information
B.A
Distribution of Seats in Legislative Assembly

Figure I
distribution of seats After NRW State Election 2010
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Source: Die Landeswahlleiterin Des Landes Nordrhein-Westfalen, 2010b.

B.B
Background Information About the Junge Union

The Junge Union (Young Christian Democrats) is he joint but independent working youth organisation of one of the two most popular parties in Germany, named CDU (Christian Democratic party), and its Christian Social partner in Bavaria (CSU). Just like this main party the youth organisation Junge Union which was founded in 1947 is conservative. The Junge Union has about 130.000 members, aged 14 to 35 years, thus it is the largest political youth organisation in Europe. The NRW regional association of the Junge Union, named Junge Union NRW, listed almost 36.000 members. Generally, the Junge Union offers a platform for young citizens to take part in social discussions and to actively participate in politics. Thereby its policies are based fundamentally on Christian and humanistic principles (Junge Union, 2010).
B.C
Background Information About the Jusos

The Young Socialists (Jusos) is he youth organisation of the Social Democratic Party of Germany (SPD) which is one of the two largest parties in Germany. The organisation was founded in 1946 and almost 68.000 citizens, aged 14 to 35 years, are listed as members. The Jusos describe themselves as a socialist and feminist organisation which works independently from their mother party SPD. In other words the organisation’s aim is to combine social democracy and civil society by influencing the political agenda of the SPD. The Jusos’ policies are based on the socialistic idea that society must be based on solidarity, in other words, the Jusos fight for equal opportunities in society and especially four the young generation they represent (Jusos NRW, 2010).    

Appendix C:
Content Analysis Facebook – Coding manual

Comment of Political Youth Organisation

· Party

1. Junge Union NRW

2. Jusos NRW

· Date of comment ( is the profile current? How often does the organisation write messages on the wall (constant update?)

· Components of message

1. General comment (e.g. summary of a press release – without link)

2. (Including link to) press release, website, blog (intern)

3. (Including link to) article (extern)

4. (Including link to) Video

5. (Including link to) Picture

6. Other

· Elements

1. Text

2. Picture / Video

3. Both

· Wall conversation

1. Responded to comment of a fan

2. No responds - message based on individual initiative

· Intended Audience

1. Interpersonal comment (addressed to a particular fan)

2. Broadcast-type comment (addressed to the general audience)

· Reference to a particular fan / group of fans

1. ‘You’

2. ‘He’ or ‘She’

3. First name

4. Last name only

5. ‘Junge Unionler’ / ‘Jusos’

6. No reference

· Reference to political youth organisation itself

1. Personal (using I, me, we, us)

2. Impersonal (using no personal reference – only name of the organisation or party)

3. No reference

· Closeness classification

1. Formal role (very formal ( no personal relationship, formal salutation)

2. Acquaintance (less formal ( but still formal salutation e.g. refer to fan by title)

3. Friend (friendly ( not overly involving or personal but might call a fan by first name)

4. Close friend (very friendly ( commentator knows or has met the fan – fan is probably also offline member of the political organisation)

5. Fan not mentioned at all

· Theme classification

1. Reference to past deeds

2. Reference to future plans

3. General goals / current information

4. Attack of particular politician

5. Attack of particular party, government

6. Attack of policy issue

7. Attack of citizen

8. Defence based on a attack by a political party / youth organisation / politician

9. Defence based on a attack by a fan

· Depth of comment

1. Shallow (quick note, just a few words)

2. Neutral (a little bit longer than shallow, brings up an issue ( often combined with a link to a text, video etc.)

3. Complex/well-developed (long, well thought-out; discussion of an argument/issue)

· Covered Topic

1. NRW election

2. Education

3. Hartz IV

4. Health Care

5. Taxes

6. Deficit

7. Politicians (same party)

8. Politicians (other party)

9. Defence / Military

10. Jobs

11. Accomplishments of the political youth organisation

12. Finances

13. Afghanistan

14. Other

· Reaction

1. Thump up

2. Comment

3. Both

4. No reaction

· Number of thumps up

· Number of comments

Comment of Fan

· Party

1. Junge Union NRW

2. Jusos NRW

· Date of comment 

· Is the commenter living in NRW? 

1. Yes

2. No

3. Not mentioned

· Gender of the commenter

1. Male

2. Female

3. Not mentioned

4. Organisation

· Elements

1. Text

2. Picture / Video

3. Both

· Wall conversation

1. Responded to comment of political organisation

2. Responded to comment of another fan

3. No respond – comment based on individual initiative

· Intended Audience

1. Interpersonal comment (addressed to the political youth organisation or a particular candidate or to another fan)

2. Broadcast-type comment (addressed to the general audience)

· Reference to political youth organisation or particular candidate

1. ‘You’

2. ‘He’, ‘She’ or ‘It’

3. ‘We’

4. Name Person

5. Name Organisation

6. Other name

7. No reference

· Reference to commenter himself / herself

1. Personal (using I, me, we, us)

2. Impersonal (using no reference at all)

· Closeness classification

1. Formal role (very formal ( no personal relationship, formal salutation)

2. Acquaintance (less formal ( but still formal salutation e.g. refer to politician by title)

3. Friend (friendly ( not overly involving or personal but might call a politician by first name)

4. Close friend (very friendly ( commentator knows or has met the party member / politician and is a strong supporter – probably also offline member of the political organisation)

5. Organisation / Politician not mentioned at all

· Theme classification

1. Support

2. Report about who is ahead in the election forecast

3. Issue (related to a particular topic / press release which was commented by the organisation)

4. Personal action

5. Information about Party and its actions

6. Question to political youth organisation / other fans

7. Other

· Depth of comment

1. Shallow (quick note, just a few words)

2. Neutral (a little bit longer than shallow, brings up an issue)

3. Complex/well-developed (long, well thought-out; discussion of an argument/issue)

· Tone of comment

1. Positive

2. Neutral

3. Negative

4. Ironic

· Covered Topic

1. Mention of opponent

2. Testimonial / endorsement from supporter

3. Expression of vote support

4. Criticism / negative point of view

5. Vote request of other readers (also related to having a friendship on Facebook with particular political actors)

6. Upcoming event / happenings / concepts

7. Media coverage

8. Fundraising

9. Polling data

10. Current / past event

11. Other

· Reaction

1. Thump up

2. Comment

3. Both

4. No reaction

· Number of thumps up
· Number of comments
Appendix D:
Content Analysis Twitter – Coding manual

Tweet of Political Youth Organisation

· Party

1. Junge Union NRW

2. Jusos NRW

· Date of tweet ( is the profile current? How often does the organisation twitter (constant update?)?

· Components of tweet

1. General tweet (e.g. summary of a press release – without link)

2. (Including link to) press release, website, blog (intern)

3. (Including link to) article (extern)

4. (Including link to) Video

5. (Including link to) Picture

6. Other

· Wall conversation

1. Responded to tweet of a follower (e.g. including # (particular topic) or @sign)

2. No respons - message based on individual initiative

· Intended Audience

1. Interpersonal tweet (addressed to a particular follower – use of @ sign)

2. Broadcast-type tweet (addressed to the general audience)

· Reference to a particular follower / group of followers

1. ‘You’

2. ‘He’, ‘She’ or ‘It’

3. Full user name (without using @sign)

4. Full user name (using @sign)

5. First name 

6. Last name

7. Other name (which is not visible on the profile)

8. No reference

· Reference to political youth organisation itself

1. Personal (using I, me, we, us)

2. Impersonal (using no personal reference – only name of the organisation or party)

3. No reference

· Closeness classification

1. Formal role (very formal ( no personal relationship, formal salutation)

2. Acquaintance (less formal ( but still formal salutation e.g. refer to follower by title or only last name)

3. Friend (friendly ( not overly involving or personal but might call a follower by first name)

4. Close friend (very friendly ( commentator knows or has met the follower – fan is probably also offline member of the political organisation)

5. Follower not mentioned at all

· Theme classification

1. Reference to past deeds

2. Reference to future plans

3. General goals / current information

4. Attack of particular politician

5. Attack of particular party, government

6. Attack of policy issue

7. Attack of citizen

8. Defence based on a attack by a political party / youth organisation / politician

9. Defence based on a attack by a fan

· Depth of tweet
1. Shallow (quick note, just a few words)

2. Neutral (a little bit longer than shallow, brings up an issue ( often combined with a link to a text, video etc.)

3. Complex/well-developed (long, well thought-out; discussion of an argument/issue)

· Covered topic

1. NRW election

2. Education

3. Hartz IV

4. Health Care

5. Taxes

6. Deficit

7. Politicians (same party)

8. Politicians (other party)

9. Defence / Military

10. Jobs

11. Accomplishments of the political youth organisation

12. Finances

13. Afghanistan

14. Other
Tweet of Follower

· Party

1. Junge Union NRW

2. Jusos NRW

· Date of tweet (Direct respond to a current post?)

· Is the follower living in NRW? 

1. Yes

2. No

3. Not mentioned

· Gender of the follower
1. Male

2. Female

3. Not mentioned

4. Organisation

· Wall conversation

1. Responded to tweet of political organisation (e.g. including # (particular topic) or @sign)

2. Responded to tweet of another follower (e.g. including # (particular topic) or @sign)

3. No respond – tweet based on individual initiative

4. ReTweet (RT) connected to party / political youth organisation

5. ReTweet (RT) connected to followers

· Intended audience

1. Interpersonal tweet (addressed to the political youth organisation or a particular candidate or other followers( use of @sign)

2. Broadcast-type tweet (addressed to the general audience; in the case of RT always this type)

· Reference to political youth organisation or particular candidate

1. ‘You’

2. ‘He’, ‘She’ or ‘It’

3. ‘We’

4. Full user name (without using @sign)

5. Full user name (using sign)

6. No reference

· Reference to follower himself / herself

1. Personal (using I, me, we, us)

2. Impersonal (using no reference)

· Closeness classification

1. Formal role (very formal ( no personal relationship, formal salutation)

2. Acquaintance (less formal ( but still formal salutation e.g. refer to politician by title)

3. Friend (friendly ( not overly involving or personal but might call a politician by first name)

4. Close friend (very friendly ( commentator knows or has met the party member / politician and is a strong supporter – probably also offline member of the political organisation)

5. Organisation / Politician not mentioned at all

· Theme classification

1. Support

2. Report about who is ahead in the election forecast

3. Issue (related to a particular topic / press release which was commented by the organisation)

4. Personal action

5. Information about Party and its actions

6. Question to political youth organisation / other fans

7. Other

· Depth of tweet

1. Shallow (quick note, just a few words)

2. Neutral (a little bit longer than shallow, brings up an issue)

3. Complex/well-developed (long, well thought-out; discussion of an argument/issue)

· Tone of tweet

1. Positive

2. Neutral

3. Negative

4. Ironic

· Covered topic

1. Mention of opponent

2. Testimonial / endorsement from supporter

3. Expression of vote support

4. Criticism / negative point of view

5. Vote request of other readers (also related to being follower of a  particular political actors)

6. Upcoming event / happenings / concepts

7. Media coverage

8. Fundraising

9. Polling data

10. Current / past event

11. Other

Appendix E:
Internet Survey – Questionnaire Facebook

Soziale Netzwerke und Politisches Vertrauen 

Mittlerweile werden Soziale Netzwerke nicht mehr nur von Privatpersonen genutzt, sondern unter anderem auch von politischen Parteien. Doch welche Absicht steckt dahinter? Und welche Wirkung wird damit erzielt? 

Diese und weitere Fragen möchte ich im Rahmen meiner Masterarbeit an der Erasmus Universität Rotterdam, Niederlande im Fachbereich ‚Media, Culture and Society’ beantworten. Ich beschäftige mich dabei vor allem mit dem Einfluss von Sozialen Netzwerken auf die Bildung von politischem Vertrauen bei jungen Bürgern. 

Aufgrund der anstehenden NRW Landtagswahlen richtet sich die Umfrage an Facebook Fans und Twitter Anhänger der Jungen Union NRW und der Jusos NRW. Also auch an dich! 

Die Ergebnisse dieser Umfrage werden ausschließlich für meine Masterarbeit benutzt und nicht an Dritte weitergeleitet. Ich würde mich sehr freuen, wenn du dir ein paar Minuten (ca. 10) Zeit nehmen würdest um diesen Fragebogen zu beantworten. Danke!


1. Du bist...?

· weiblich

· männlich

2. Wie alt bist Du?

3. Was ist dein höchster bisher erlangter Bildungsabschluss?

· Noch in Schulischer Ausbildung

· Volks-/ Hauptschulabschluss

· Fachoberschulreife

· Fachabitur

· Berufsschulabschluss

· Allgemeine Hochschulreife

· Bachelor

· Master / Diplom

· Promotion

· Sonstiges

4. Deine Verbindung zu NRW... (Mehrere Antworten möglich.)

· Wohnort

· Geburtsort

· Frühere Wohnort

· Keine direkte

· Sonstiges

5. Von welcher politischen Jugendorganisation bist du Fan auf Facebook?

· Junge Union NRW

· Jusos NRW


6. Wie viele Stunden bist du durchschnittlich an einem Wochentag (Samstag und Sonntag ausgeschlossen) online?

· Kein Internet Gebrauch

· Weniger als eine Stunde

· 1-2 Stunden

· 3-4 Stunden

· 5 Stunden oder mehr 

7. Wie lange bist du schon Mitglied bei Facebook?

· Weniger als 3 Monate

· 3-12 Monate

· 1-3 Jahr(e)

· 3-5 Jahre

· Mehr als 5 Jahre

8. Wie oft nutzt du Facebook (Einschließlich Aktivitäten ohne Benutzung des Computers wie z.B. Profil durch Benutzung des Handys / Smart Phones aktualisieren)?

· Weniger als einmal pro Monat

· Monatlich

· Höchstens einmal pro Woche

· Zwei- bis dreimal pro Woche

· Täglich

· Mehrmals täglich

· Fast stündlich

9. Wie viele Freunde hast du auf Facebook?

· 10 oder weniger

· 11-49

· 50-99

· 100 +

· 200 +

10. Von wie vielen Gruppen bist du Mitglied auf Facebook?

· keine

· bis zu 10

· 11-50

· 51 +
11. Nutzt du noch andere Soziale Netzwerke? 

· Ja

· Nein

12. Wenn ja, welche anderen Sozialen Netzwerke nutzt du? (Mehrere Antworten möglich.)

· Twitter

· StudiVZ / MeinVZ / SchülerVZ

· My Space

· Friendster

· Flickr

· Xing

· Localisten

· Sonstiges

13. Warum benutzt du Facebook? (Mehrere Antworten möglich.)

· Um neue Kontakte zu knüpfen

· Um mit Menschen über verschiedene Themen zu diskutieren

· Zur Unterhaltung

· Um mich über verschiedenen Themen / Firmen / Organisationen zu 


informieren

· Um zu erfahren was alte Freunde zur Zeit machen und um den Kontakt 


mit ihnen zu pflegen

· Um mit meinen Freunden, die ich auch offline regelmäßig sehe, zu 


kommunizieren

· Um andere über mein Leben auf den neusten Stand zu halten

· Um andere auf aktuelle Ereignisse des öffentlichen Lebens aufmerksam 


zu machen

· Sonstiges


14. Wie sehr interessierst du dich für Politik?

· Ich bin sehr interessiert.

· Ich bin etwas interessiert. 

· Ich bin kaum interessiert

· Ich bin gar nicht interessiert. 

15. Wie häufig verfolgst du politische Themen aktiv in folgenden Medien: a) Fernseher, b) Radio, c) Tageszeitung, d) Internet (z.B. Online Präsenz einer Zeitung, aber auch Blog etc.)?

·  Nie

·  Selten

· 1-2 mal pro Woche

· mehrmals pro Woche

· täglich
16. Wie oft diskutierst du politische Themen mit deiner Familie, Freunden und Arbeitskollegen / Mitschülern / Kommilitonen?

· Nie

· Selten

· Manchmal

· Häufig

17. Welche der folgenden Handlungen hast du in den letzten 12 Monaten ausgeführt? (Mehrere Antworten möglich.)

· Ein Produkt nicht gekauft auf Grund der Umstände (z.B. Kinderarbeit, 


Umweltverschmutzung) unter denen es hergestellt worden ist   

· Geld gespendet

· Auf einer Unterschriftenliste unterschrieben

· Demonstriert

· Eine politische Fernsehsendung oder Show (z.B. Kabarett) besucht

· Einen Politiker kontaktiert

· Mitglied einer politischen Partei oder politischen Jugendorganisation  


geworden

· Einen Brief / E-Mail an einen Redakteur einer Zeitung/eines Magazins 


geschrieben oder in einer live Radio/Fernsehsendung angerufen um 


meine Meinung zu einem politischen Thema zu äußern

· Politische Meinung in einem Blog-Eintrag dargelegt 

18. Bei welchen der folgenden Einrichtungen warst du schon einmal (oder bist du noch) Mitglied? (Mehrere Antworten möglich.)

· Sportverein

· Musik-, Tanz- oder Theatergruppe

· Jugendorganisation

· Umweltschutzorganisation

· Tierschutzorganisation

· Gewerkschaft

· Politische Partei

· Jugendorganisation einer Partei

· Frauenorganisation

· Immigrantenorganisation

· Sonstiges

· Bei keiner

19. Hast du an den Bundestagswahlen 2009 teilgenommen?

·  Ja

·  Nein

·  Ich war noch nicht alt genug

20. Wie wahrscheinlich ist es, dass du an den NRW Landtagswahlen im Mai teilnimmst?

· Vollkommen unwahrscheinlich

·  Eher unwahrscheinlich

·  Relativ wahrscheinlich

·  Sehr wahrscheinlich

·  Ich bin noch zu jung würde aber eher nicht wählen

·  Ich bin noch zu jung würde aber vermutlich wählen


21. Warum bist du Fan der von dir bevorzugten politischen Jugendorganisation auf Facebook? (Mehrere Antworten möglich.)

· Um mich über die Partei zu informieren

· Um mich über den aktuellen Wahlkampf zu informieren

· Um an politischen Diskussionen teilzunehmen

· Um meine politische Einstellung öffentlich zu zeigen

· Um persönlichen Kontakt zu Parteimitgliedern aufzubauen

· Andere Gründe

22. Wie oft diskutierst du mit anderen Fans oder der politischen Jugendorganisation über aktuelle Themen?

·  Diskussionen interessieren mich nicht. Ich bin nur Mitglied der Gruppe 


um informiert zu bleiben

· Ich lese eher die Kommentare in einer Gruppe, als dass ich an einer 


Diskussion aktiv teilnehme

· Ich kommentiere / bewerte gelegentlich Kommentare der 


Jugendorganisation und anderer Fans

· Ich kommentiere / bewerte sehr häufig Kommentare der 


Jugendorganisation und anderer Fans und starte auch eigene Themen

23. Wie oft besuchst du das Profil der von dir bevorzugten politischen Jugendorganisation?

· Monatlich oder seltener

· Alle zwei bis drei Wochen

· Einmal pro Woche

· Mehrere Male pro Woche

· Täglich
24. Vertraust du den Informationen die du über das Profil der politischen Jugendorganisation erhältst? (Mehrere Antworten möglich.)

· Ja, ich vertraue generell anderen Usern

· Ja, wenn die Informationen von jemandem kommen mit dem ich 


verbunden bin (von einem Freund)

· Ja, wenn die Informationen von der politischen Jugendorganisation 


selbst kommen

· Nein, bei so etwas bin ich immer vorsichtig und sichere mich über 


andere Quellen ab

25. Ich glaube, dass die meisten Profile auf Facebook so angelegt sind, dass man die Person / Institution positiver wahrnimmt als sie in Wirklichkeit ist. 

· Ich stimme keineswegs zu

· Ich stimme nicht zu

· Ich bin mir nicht sicher

· Ich stimme zu

· Ich stimme vollkommen zu


26. Bist du auch außerhalb von Facebook Mitglied der politischen Jugendorganisation?

· Ja

· Nein

27. Wie oft hast du schon einmal an folgenden Aktivitäten innerhalb der Jugendorganisation teilgenommen? (1= noch nie, 2= selten, 3= des Öfteren, 4 = regelmäßig)

· Teilnahme an einem Seminar / einer Schulung / einem Arbeitskreis / 


einer Projektgruppe

· Teilnahme an einer Sitzung auf der politische Forderungen / Themen 


erarbeitet und diskutiert wurden

· Teilnahme an Freizeitaktivitäten (Kinonacht, Sportturnier etc.), die von 


der politischen  Jugendorganisation durchgeführt wurden

· Aktive Teilnahme an einem Wahlkampf

28. Fühlst du dich mit der Mehrheit der anderen Fans der politischen Jugendorganisation verbunden?
· Nein, ich fühle mich nicht mit ihnen verbunden

· Ja, ich fühle mich mit anderen Fans verbunden, auch wenn ich sie nicht 


persönlich kennengelernt habe

· Ja, aber ich fühle mich nur mit Fans verbunden, die ich bereits 


persönlich getroffen habe – diese gehören aber nicht zu meinem 


Freundeskreis außerhalb des Internets

· Ja, ich fühle mich stark mit anderen Fans verbunden, da viele von ihnen 


auch außerhalb des Internets einen großen Teil meines Freundeskreises 


ausmachen

29. Würdest du eher sagen, dass man den meisten Menschen in Deutschland trauen kann oder, dass  man den Menschen gegenüber vorsichtig sein muss ? 

(1= Man kann nie vorsichtig genug sein. 4= Den meisten Menschen kann man vertrauen.) 

30. Stimmst du folgender Aussage zu? „Politiker handeln bestmöglich im Interesse des Landes.“ 

· Ich stimme keineswegs zu

· Ich stimme nicht zu

· Ich bin mir nicht sicher

· Ich stimme zu

· Ich stimme vollkommen zu

31. Würdest du sagen, dass die von dir bevorzugte politische Jugendorganisation generell die gleichen Werte und Ansichten wie du vertritt? 

· Ich stimme keineswegs zu

· Ich stimme nicht zu

· Ich bin mir nicht sicher

· Ich stimme zu

· Ich stimme vollkommen zu

32. Stimmen die Ergebnisse, die die von dir bevorzugte politische Jugendorganisation erzielt, mit deinen Erwartungen an sie überein?

· Nein, meine Erwartungen werden nicht befriedigt

· Nein, meistens nicht

· Teilweise

· Ja, ich bin meistens zufrieden mit ihrer Arbeit

· Ja, ich bin immer sehr zu frieden


Du bist am Ende des Hauptteils angelangt und kannst die Umfrage durch klicken des Fertig-Buttons beenden.

Du hast noch ein paar Minuten Zeit? Dann erzähl mir doch noch ein wenig mehr über dein Verhältnis zu der politischen Jugendorganisation. 

Hast du das Gefühl, dass Facebook bzw. deine Position als Fan einer politischen Jugendorganisation dein Verhältnis zu der Partei verändert hat? Wenn ja, in wie fern?

Was glaubst du sind die Gründe für diesen Einfluss bzw. warum glaubst du, dass Facebook keinen Einfluss hat?

Appendix F:
Internet Survey – Questionnaire Twitter
Soziale Netzwerke und Politisches Vertrauen (Twitter)

Mittlerweile werden Soziale Netzwerke nicht mehr nur von Privatpersonen genutzt, sondern unter anderem auch von politischen Parteien. Doch welche Absicht steckt dahinter? Und welche Wirkung wird damit erzielt? 

Diese und weitere Fragen möchte ich im Rahmen meiner Masterarbeit an der Erasmus Universität Rotterdam, Niederlande im Fachbereich ‚Media, Culture and Society’ beantworten. Ich beschäftige mich dabei vor allem mit dem Einfluss von Sozialen Netzwerken auf die Bildung von politischem Vertrauen bei jungen Bürgern. 

Aufgrund der anstehenden NRW Landtagswahlen richtet sich die Umfrage an Twitter Anhänger und Facebook Fans der Jungen Union NRW und der Jusos NRW. Also auch an dich! 

Die Ergebnisse dieser Umfrage werden ausschließlich für meine Masterarbeit benutzt und nicht an Dritte weitergeleitet. Ich würde mich sehr freuen, wenn du dir ein paar Minuten (ca. 10) Zeit nehmen würdest um diesen Fragebogen zu beantworten. Danke!


1. Du bist...?

· weiblich

· männlich

2. Wie alt bist Du?

3. Was ist dein höchster bisher erlangter Bildungsabschluss?

· Noch in Schulischer Ausbildung

· Volks-/ Hauptschulabschluss

· Fachoberschulreife

· Fachabitur

· Berufsschulabschluss

· Allgemeine Hochschulreife

· Bachelor

· Master / Diplom

· Promotion

· Sonstiges

4. Deine Verbindung zu NRW... (Mehrere Antworten möglich.)

· Wohnort

· Geburtsort

· Früherer Wohnort

· Keine direkte

· Sonstiges

5. Welche politische Jugendorganisation ‚followst’ du auf Twitter?

· Junge Union NRW

· Jusos NRW


6. Wie viele Stunden bist du durchschnittlich an einem Wochentag (Samstag und Sonntag ausgeschlossen) online?

· Kein Internet Gebrauch

· Weniger als eine Stunde

· 1-2 Stunden

· 3-4 Stunden

· 5 Stunden oder mehr 

6. Wie lange bist du schon Mitglied bei Twitter?

· Weniger als 3 Monate

· 3-12 Monate

· 1-2 Jahr(e)

· 3 Jahre

· Mehr als 3 Jahre

8. Wie oft nutzt du Twitter? (Einschließlich Aktivitäten ohne Benutzung des Computers wie z.B. Profil durch Benutzung des Handys / Smart Phones aktualisieren)

· Weniger als einmal pro Monat

· Monatlich

· Höchstens einmal pro Woche

· Zwei- bis dreimal pro Woche

· Täglich

· Mehrmals täglich

· Fast stündlich

9. Wie viele User followst du auf Twitter?

· 10 oder weniger

· 11-49

· 50-99

· 100 +

· 200 +

10. Wie viele Freunde (Personen, die du verfolgst und die gleichzeitig dich verfolgen) hast du auf Twitter?

1. keine

2. bis zu 10

3. 11-50

4. 51 +

11. Nutzt du noch andere Soziale Netzwerke? 

· Ja

· Nein

12. Wenn ja, welche anderen Sozialen Netzwerke nutzt du? (Mehrere Antworten möglich.)

· Facebook

· StudiVZ / MeinVZ / SchülerVZ

· My Space

· Friendster

· Flickr

· Xing

· Localisten

· Sonstiges

13. Warum benutzt du Twitter? (Mehrere Antworten möglich.)

· Um neue Kontakte zu knüpfen

· Um mit Menschen über verschiedene Themen zu diskutieren

· Zur Unterhaltung

· Um mich über verschiedene Themen / Firmen / Organisationen zu 


informieren

· Um zu erfahren was alte Freunde zur Zeit machen und um den Kontakt 


mit ihnen zu pflegen

· Um mit meinen Freunden, die ich auch offline regelmäßig sehe, zu 


kommunizieren

· Um andere über mein Leben auf den neusten Stand zu bringen

· Um andere auf aktuelle Ereignisse des öffentlichen Lebens aufmerksam 


zu machen

· Sonstiges


14. Wie sehr interessierst du dich für Politik?

· Ich bin sehr interessiert

· Ich bin etwas interessiert 

· Ich bin kaum interessiert

· Ich bin gar nicht interessiert 

15. Wie häufig verfolgst du politische Themen aktiv in folgenden Medien: a) Fernseher, b) Radio, c) Tageszeitung, d) Internet (z.B. Online Präsenz einer Zeitung, aber auch Blog etc.)?

·  Nie

·  Selten

· 1-2 mal pro Woche

· Mehrmals pro Woche

· Täglich

16. Wie oft diskutierst du politische Themen mit deiner Familie, Freunden und Arbeitskollegen / Mitschülern / Kommilitonen?
· Nie

· Selten

· Manchmal

· Häufig

17. Welche der folgenden Handlungen hast du in den letzten 12 Monaten ausgeführt? (Mehrere Antworten möglich.)

· Ein Produkt nicht gekauft auf Grund der Umstände (z.B. Kinderarbeit,


Umweltverschmutzung) unter denen es hergestellt worden ist   

· Geld gespendet

· Auf einer Unterschriftenliste unterschrieben

· Demonstriert

· Eine politische Fernsehsendung oder Show (z.B. Kabarett) besucht

· Einen Politiker kontaktiert

· Mitglied einer politischen Partei oder politischen Jugendorganisation  


geworden

· Einen Brief / E-Mail an einen Redakteur einer Zeitung/eines Magazins 


geschrieben oder in einer live Radio/Fernsehsendung angerufen um 


meine Meinung zu einem politischen Thema zu äußern

· Politische Meinung in einem Blog-Eintrag dargelegt 

18. Bei welchen der folgenden Einrichtungen warst du schon einmal (oder bist du noch) Mitglied? (Mehrere Antworten möglich.)

· Sportverein

· Musik-, Tanz- oder Theatergruppe

· Jugendorganisation

· Umweltschutzorganisation

· Tierschutzorganisation

· Gewerkschaft

· Politische Partei

· Jugendorganisation einer Partei

· Frauenorganisation

· Immigrantenorganisation

· Sonstiges

· Bei keiner

19. Hast du an den Bundestagswahlen 2009 teilgenommen?

·  Ja

·  Nein

·  Ich war noch nicht alt genug

20. Wie wahrscheinlich ist es, dass du an den NRW Landtagswahlen im Mai teilnimmst?

· Vollkommen unwahrscheinlich

·  Eher unwahrscheinlich

·  Relativ wahrscheinlich

·  Sehr wahrscheinlich

·  Ich bin noch zu jung würde aber eher nicht wählen

·  Ich bin noch zu jung würde aber vermutlich wählen


21. Warum bist du Follower der von dir bevorzugten politischen Jugendorganisation auf Twitter? (Mehrere Antworten möglich.)

· Um mich über die Partei zu informieren

· Um mich über den aktuellen Wahlkampf zu informieren

· Um an politischen Diskussionen teilzunehmen

· Um meine politische Einstellung öffentlich zu zeigen

· Um persönlichen Kontakt zu Parteimitgliedern aufzubauen

· Andere Gründe

22. Wie oft diskutierst du mit anderen Followern oder der politischen Jugendorganisation über aktuelle Themen?

· Diskussionen interessieren mich nicht. Ich bin nur Mitglied der Gruppe 


um informiert zu bleiben

· Ich lese eher die Tweets auf dem Profil der politischen 


Jugendorganisation als dass ich mich aktiv einbringe

· Ich kommentiere gelegentlich Tweets der Jugendorganisation und 


anderer Follower

· Ich kommentiere sehr häufig Tweets der Jugendorganisation und 


anderer Follower

23. Wie oft besuchst du das Profil der politischen Jugendorganisation?

· Monatlich oder seltener

· Alle zwei bis drei Wochen

· Einmal pro Woche

· Mehrere Male pro Woche

· Täglich


24. Vertraust du den Informationen die du über das Profil der politischen Jugendorganisation erhältst? (Mehrere Antworten möglich.)

· Ja, ich vertraue generell anderen Usern

· Ja, wenn die Informationen von jemandem kommen mit dem ich 


verbunden bin (von einem Freund)

· Ja, wenn die Informationen von der politischen Jugendorganisation 


selbst kommen

· Nein, bei so etwas bin ich immer vorsichtig und sichere mich über 


andere Quellen ab

25. Ich glaube, dass die meisten Profile auf Twitter so angelegt sind, dass man die Person / Institution positiver wahrnimmt als sie in Wirklichkeit ist. 

· Ich stimme keineswegs zu

· Ich stimme nicht zu

· Ich bin mir nicht sicher

· Ich stimme zu

· Ich stimme vollkommen zu

26. Bist du auch außerhalb von Twitter Mitglied der politischen Jugendorganisation?
· Ja

· Nein

27. Wie oft hast du schon einmal an folgenden Aktivitäten innerhalb der Jugendorganisation teilgenommen? (1= noch nie, 2= selten, 3= des Öfteren, 4 = regelmäßig)

· Teilnahme an einem Seminar / einer Schulung / einem Arbeitskreis / 


einer Projektgruppe

· Teilnahme an einer Sitzung auf der politische Forderungen / Themen 


erarbeitet und diskutiert wurden

· Teilnahme an Freizeitaktivitäten (Kinonacht, Sportturnier etc.), die von 


der politischen  Jugendorganisation durchgeführt wurden

· Aktive Teilnahme an einem Wahlkampf

28. Fühlst du dich mit der Mehrheit der anderen Follower der politischen Jugendorganisation verbunden?
· Nein, ich fühle mich nicht mit ihnen verbunden

· Ja, ich fühle mich mit anderen Followern verbunden, auch wenn ich sie 


nicht persönlich kennengelernt habe

· Ja, aber ich fühle mich nur mit Followern verbunden, die ich bereits 


persönlich getroffen habe – diese gehören aber nicht zu meinem 


Freundeskreis außerhalb des Internets

· Ja, ich fühle mich stark mit anderen Followern verbunden, da viele von 


ihnen auch außerhalb des Internets einen großen Teil meines 


Freundeskreises ausmachen

29. Würdest du eher sagen, dass man den meisten Menschen in Deutschland trauen kann oder, dass man den Menschen gegenüber vorsichtig sein muss? 

(1= Man kann nie vorsichtig genug sein. 4= Den meisten Menschen kann man vertrauen.) 

30. Stimmst du folgender Aussage zu? „Politiker handeln bestmöglich im Interesse des Landes.“ 

· Ich stimme keineswegs zu

· Ich stimme nicht zu

· Ich bin mir nicht sicher

· Ich stimme zu

· Ich stimme vollkommen zu

31. Würdest du sagen, dass die von dir bevorzugte politische Jugendorganisation generell die gleichen Werte und Ansichten wie du vertritt? 

· Ich stimme keineswegs zu

· Ich stimme nicht zu

· Ich bin mir nicht sicher

· Ich stimme zu

· Ich stimme vollkommen zu
32. Stimmen die Ergebnisse, die die von dir bevorzugte politische Jugendorganisation erzielt, mit deinen Erwartungen an sie überein?

· Nein, meine Erwartungen werden nicht befriedigt

· Nein, meistens nicht

· Teilweise

· Ja, ich bin meistens zufrieden mit ihrer Arbeit

· Ja, ich bin immer sehr zu frieden


Du bist am Ende des Hauptteils angelangt! Um die Umfrage zu beenden, klicke einfach am Ende dieser Seite auf 'Fertig'. 
Du hast noch ein paar Minuten Zeit? Dann erzähl mir doch noch ein wenig mehr über dein Verhältnis zu der von dir bevorzugten politischen Jugendorganisation. Danach kannst du die Umfrage durch Klicken des Fertig-Buttons am Ende dieser Seite beenden. 
Hast du das Gefühl, dass Twitter bzw. deine Position als Follower einer politischen Jugendorganisation dein Verhältnis zu der Partei verändert hat? Wenn ja, in wie fern?

Was glaubst du sind die Gründe für diesen Einfluss bzw. warum glaubst du, dass Twitter keinen Einfluss hat?

Danke, dass du dir die Zeit genommen hast an meiner Umfrage teilzunehmen und mich damit bei meiner Abschlussarbeit unterstützt hast!
�	In the following the terms ‘party youth organisation’ and ‘political youth organisation’ are used interchangeable as in Germany people would highly likely associate that a political youth organisation is connected to a party. 


� 	This term ,refers to the Facebook profile of the Jusos NRW which connects the organisation to ‚friends’ and not to ‚fans’. Thus, the ‚standard’ profile is the remaining one which the organisation used after they had deleted their ‚fan page’ on Facebook.





