
	
	
	
	
	
	
	
	
	
	
	
	

THE	MODERN	PRINCE	
	

by	James	Marlo	Olivier	Blumhagen	
	
	

Submitted	in	partial	fulfillment	of	the	requirements	for	the	
Degree	of	

Bachelor	of	Arts	and	Sciences		
Quest	University	Canada	

	
	

and	pertaining	to	the	Question	
	
	

Is	media	power?	
	
	
	
	
	

May	3,	2017	
	

	
	
	
	
	
	
	
	
______________________________	 	 	 	 	 ______________________________	
									Eric	Gorham,	PhD														 	 	 	 								James	Blumhagen	
			(Concentration	Mentor)	



	 2	

 

The Modern
Prince

James Blumhagen
A Quest University Canada Keystone Project



	 3	

 

 
 
 

The Modern Prince 
James Blumhagen 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 

Quest University Canada 
Final Keystone Project 

Squamish BC 
 
 
 



	 4	

A Note 
 
 
 
 
 

This Keystone, this writing, my education, my time spent at Quest 
University Canada, and my new understanding of the world before 
me could not have been done without the guidance and support of 
many people. Firstly, I’d like to thank Eric Gorham, my academic 
mentor, for his support and constant questioning of what I’m actually 
trying to do and say. Further, for his continual correction of my 
grammar and spelling, reminding me that no matter how far I think I 
have come, I will likely still have a comma fault. I would like to thank 
my friends, peers, and the staff at Quest for continually challenging 
me and supporting me in everything that I do. Without your support, 
guidance, and good faith I would be miles behind where I am today. 
I would also like to thank my family for all of their support over the 
years, be it emotional, financial, or by any other means. Despite at 
times being confused about what I’m actually doing with my 
education no matter how many times I try to explain it you all still 
encouraged me and supported me through thick and thin. Finally, I 
want to thank my mum, Pamela Charlotte Allies (Blumhagen 
(Mallory)). Without you, I would never have been able to become the 
person that I am today, your continual support of me no matter what it 
is I was doing, no matter how you felt about my choices, and no 
matter how much it scared you. Your strength, stubbornness, loving, 
and kind-hearted nature are values that will never leave me. You are 
my constant inspiration to work harder, to do more, and to never 
forget where I am from and what we/I have been through. You are the 
strongest, smartest, and bravest women I have ever known. I miss 
you every day and I will miss you every day more.  

 
 
 
 
 

 



	 5	

Table of Contents 
 
 
 
Dedication 
 

I. Of Mass Media in the Twenty-First Century and the Changing Media 
Environment Around Us. 

II. Of Marshall McLuhan and the Temperature of the Internet. 
III. Of Millennials, Generation Z, and the birth of Generation C. 
IV. Of the various kinds of networks, and the ways in which they are 

used. 
V. Of YouTube and the rise of the Internet Personality. 
VI. Of Instagram and the Rise of the Professional Amateur 

Photographer. 
VII. Of Snapchat and the Birth of the Disappearing Message. 
VIII. Of Authenticity in Modern Media & the Importance of Being Seen as 

“Authentic.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 
 
 
 



	 6	

DEDICATION 
To the Right Honourable Justin Pierre James Trudeau, 23rd Prime Minister of 

Canada 
 
 

 It is customary when attempting to seek a Prince’s favour to present 

before them with those things that one deems the most valuable in bringing 

delight to the Prince. Accordingly, we often see promises of a winning election 

campaign strategy, strong and meticulous policy advisors and makers, vast 

amounts of electorate identification leads, and other strategic plans and claims, 

offered to Princes as worthy of their own greatness. Desiring in a like manner to 

approach your Right Honourable with some token of my devotion and support, I 

have found amongst my possessions nothing that I prize and esteem so much as 

the knowledge of the actions of the role of authenticity in targeting young voters 

though new digital media technologies.  

This knowledge, acquired through a lifetime of digital understanding and 

fascination, acting as an active member of the online community and youth 

demographic coupled with four years of post-secondary education at Quest 

University Canada, has been carefully and patiently pondered over and sifted by 

me, and now reduced down to this little book that I send to your Right 

Honourable. Although, I deem the work, my education, and experience so far 

unworthy of your greatness, I am bold enough to hope that your courtesy will 

dispose you to accept it. Considering that I am unable to offer any better gift than 

the understanding of the new media environment that we live in, it is with what I 

have learned and what I know that I share with you.  
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This work is not superfluous, it is not adorned or amplified by swelling and 

high-flown language, or any other attempts to attract or allure you with 

buzzwords, jargon, and made-up terms in an attempt to appear enlightened. It is 

academic in nature. It is authentic. Born from my desire that it pass wholly 

unhonoured to you, or that the truth of its content and the importance of the 

subject that is at hand should alone recommend it. For it is not just the 

importance of your role in the leadership of Canada. It is the importance of 

Canada. The importance of improving and making Canada better as a nation that 

I seek to share my understanding and my knowledge with you.  

Authenticity is the new virtue, much like Orange is the New Black, in the 

modern state. It is in this text that lies before you that explores its crucial role in 

connecting with the every growing politically active youth population. Authenticity 

is the new and emerging currency of the political world and acts as the key to 

spreading and sharing your message and pursuits. It is necessary in this modern 

world of 5-minute news cycles, citizen journalism, and pop culture obsession that 

a Prince acts authentically in all walks of life to create and foster a citizenry of 

Canada that is itself authentic, open, and passionate with the Prince and their 

party. Authenticity is, as I mentioned before that I would aim not to use, a modern 

day media buzzword.  Thrown around to a point that its true meaning must be 

carefully dissected of which I will undergo later in the book, Chapter VIII.  

The purpose and goal of this book is not to act as the answers on how to 

win an election in Canada. Quite the contrary it is something deeper. It is the 



	 8	

inherent nature of being a modern leader, a modern monarch, a modern prince, if 

you will, to the people of the twenty-first century, a century that has seen rapid 

and intense changes in our communications and thus in how a leader should 

operate in order to stay a leader. This book does not focus on elections. It 

focuses on the modern role of power and authenticity in politics, which through 

the nature of modern day political strategies and communications demands a 

media focus. One of the most effective ways of displaying authenticity, or 

anything else for that matter, to the masses is through forms of mass media. The 

goal of this text is to put forward to an individual, a politician, the new ways in 

which a politician must behave in a way that is beyond the regular conception of 

what a politician is today.  

Your magnificent has begun this process already, whether intentionally or 

by mistake, and the recent October 2015 Federal Election has shown glimpses of 

this modern prince, yet since then this Prince seems to have taken a back seat. It 

is through the emergence of “Internet Personalities” that has given this new birth 

of the Prince, which must be emulated and adapted on a national and 

international scale to gain the intrinsic trust and feeling of friendship and kinship 

that these “Internet Personalities” carry with them. It is authenticity. It is not as 

simple as taking selfies, being pictured in swarms of large crowds, or public 

photos of you and your family. It is deeper and it is more integrated into your 

everyday life.  
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Further, I would urge the matter of my being a young Canadian with little 

political experience to not dissuade you from reading and from looking to take the 

perspective of an individual at the bottom of their political career. For as those 

who hope to better understand the people in which they are serving, the people 

in which they hope to command and lead it is important to climb down the ladder 

to see them and study their character and concerns. “To Understand the People 

[an individual] should be a Prince, and to have a clear notion of Princes [they] 

should belong to the People.” (Machiavelli, Viii). You must understand the 

common individual to understand the true meaning of being their leader and 

understand the authenticity that comes with commonness, again to be addressed 

in chapter IX.  

Let your Right Honourable, then, accept this gift in the spirit in which I offer 

it. Wherein, if you diligently read and study it, you will begin to recognize my 

extreme desire that you should attain to the prestige and greatness of which your 

fortune, passion, and own merits promise you. It is through this book that I 

culminate the knowledge that I have encountered in the start of my studies and 

through which I share my understanding of the important role that perceived 

authenticity plays in the rise and longevity of any leader in these new millennia.  
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CHAPTER I 
Of Mass Media in the Twenty-First Century and the Changing Media 

Environment Around Us. 
 
 
 What is media? Besides the plural version of medium, which is the means 

that a message or messages are communicated (Giles, 2010), media are the 

tools of communication that we envelope our entire selves in. Media acts as the 

central way in which humans express themselves whether it is poetry and writing 

or it is film and radio broadcasting. Since the introduction of the Gutenberg 

letterpress around 1450 (Encyclopedia Britannica, 1998), we have, as humans, 

attached our sense of being-ness and our ways of life to the media environment 

around us. Film restored gesture to the recording experience and by extension 

altered the ways in which we view others and ourselves. It created communal 

and publicly shared media, and it formed new mediums as collective art forms 

with multiple media coming together to form a central new medium (McLuhan, 

2001). Further, television brought forward the mass age, it made us understand 

the effects of communicating over such a large scale, and it gave birth to the 

mass media that we understand today. It is however, with the birth of the Internet 

that we see the most dramatic of changes to our media environment, which 

defines the role of mass media in our modern age. 

The media that we use on a daily basis as we come to an end of the 

second decade of the twenty-first century has altered the ways we interact, 

communicate, gather, and share information in a way unlike any other medium. It 

demands a lo-fi and “authentic” interaction with it when attempting to influence 
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others we have connected with online. It is that our interactions with others must 

be seen as authentic and real even if they are heavily manufactured in their 

portrayal of “Authenticity.” The basic forms of content that is distributed over a 

medium has remained the same as it has for decades, with slight alterations and 

changes as they transfer from medium to medium. The importance of this is that 

it is not the content that is the most important when discussing media. The 

content of a medium should act as an afterthought when planning a media 

outreach campaign. The content is secondary to the medium itself, as the media 

themselves carry a unique and powerful message on our environment that is 

more central to our experience than the content is. “The medium is the 

message,” Marshall McLuhan’s infamous and enigmatic claim, has perplexed 

many since its inception in his 1964 novel Understanding Media: The Extensions 

of Man. Often confused with “Content,” many consumers of McLuhan’s text 

assume that the message in “McLuhan’s Equation,” for lack of a better term, is 

that of the content, that the message is the “content.” Rather McLuhan argues, 

“the ‘message’ of any medium or technology is the change of scale or pace or 

pattern that it introduces into human affairs.” (McLuhan, 2001) With this quote, 

McLuhan argues that the message of any medium is the massive social, 

psychological, and structural upheaval that is created by that medium. Meaning 

that the form of a medium embeds itself in the message, creating a symbiotic 

relationship by which the medium influences how the message is perceived even 
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if the exact same information is presented the effects of that information (the 

message) is translated by the manner in which it is defined (the medium).  

To fully understand McLuhan’s “message” we should attempt to 

understand what he means by “medium.” A medium, in the context that McLuhan 

uses, is relatively simple to understand. He indicates that anything that can be 

seen as an “extension of ourselves,” (McLuhan, 2001) can be considered a 

medium, that media are, much like the title of his book, “The Extensions of Man.” 

An example of this is the introduction of the printing press. McLuhan would argue 

that the printing press is an extension of speech, which in turn he would argue is 

an extension of a “process of thought, which is in itself nonverbal." (McLuhan, 

2001)  This process of thought is a basic component of what makes humans 

human and thus is an “extension of man.” “McLuhan’s Equation” tells us to look 

beyond the obvious and seek the, often subtle, non-obvious changes and effects 

that are enabled, enhanced, accelerated, or extended by the introduction of new 

media.  

Now what are “New Media” and what are its effects? How does new media 

act as an extension of ourselves? What is the message of new media? “New 

Media” is a term that is often thrown around by so called “social media experts” 

and those who like to imagine this new media landscape that we live in unfamiliar 

and ever elusive to us all. That is elusive to all but a handful of selected few who 

have somehow managed to make it big in the tech world and of course them, the 

ones telling you all of this information, who have discovered the untold secrets of 
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navigating the mysterious and confusing World Wide Web.  

More appropriately and accurately new media can be referred to as digital 

media. Digital media are the technologies and networks that have emerged from 

the Internet, the technological advances it brings, and its new media 

environment, starting with the dot com bubble era of the late 90s and early 2000s 

that brought the Internet into mainstream use. Seeing the birth of technology like 

the personal computer, the smartphone, the iPhone and “super phone,” virtual 

and augmented reality, quantum computing, and of course the selfie.  

The Internet, similar to that of movies, is a collective art form, an 

aggregate medium. The Internet is the ultimate extension of ourselves in that is 

acts as the central nervous system of our modern media environment. It has, in 

the words of Marshall McLuhan, created a “Global Village.” The Internet is a 

global system of interconnected computers that has emerged as a mega-

medium, a sort of aggregate medium for other mediums. When going online you 

can find the likes of blogs, formally known as newspapers, online video sites, 

formally known as theatres, and social networks, formally known as coffee 

houses. Each of these media carries a unique message. Like the mediums it 

aggregates, the Internet carries a unique message of its own effects. The Internet 

has created a sense of immediacy with everything that we do, the expectation of 

immediate gratifications or immediate responses has altered even the way the 

medium delivers mediums. The advent of social networks, online gaming, online 

news site, and online video sites are all examples of how the Internet has 
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changed us, expanding our nervous systems, electronically, around the world. 

A PEW Research Center report on teens and technology in 2012 found 

that 95% of teens ages 12-17 are online, 76% use social networking sites, and 

77% have cell phones. Moreover, the study reported that 96% of those aged 18-

29 are Internet users, 84% use social networking sites, and 97% have cell 

phones (Anderson & Rainie, 2012). Facebook, in 2013, announced the launch of 

Internet.org whose goal is to “make internet access available to the two-thirds of 

the world who are not yet connected, and to bring the same opportunities to 

everyone that the connected third of the world has today.” (Facebook, 2013). 

Facebook has since launched initiatives to provide devices and basic Internet 

access to over 62 countries and municipalities, free Wi-Fi using high-altitude 

long-endurance planes, satellites, and lasers as well as pop innovation labs in 

developing countries (Internet.org). Further, both Internet Live Stats, who is 

supported by the World Wide Web Consortium and Netcraft claim there are over 

1.1 billion unique and active websites on the Internet as of February 2017 

(Internet Live Stats, 2017; Netcraft, 2017). In 2012, Alphabet reported that they 

had received over 1.2 trillion searches in 146 different languages using their 

search engine platform Google (Google, 2012). 

These small examples of the interconnection and grand pursuits that the 

Internet has allowed have and will have extraordinary impacts on the world of 

politics and political marketing. Michel Foucault, in a collection of his selected 

readings on Power/Knowledge, gives rise to the modern ideas of power that we 
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see today, that of surveillance and knowledge. Allowing his idea and theory of 

“Docile Bodies” to show that due to the public’s lack of knowledge and through 

mass amounts of surveillance we have, the masses, become nothing more than 

docile bodies which can be controlled and pushed by governments and 

corporations (Foucault, 1980). It is that the masses can be directed and moulded 

into the ways in which people with power wish those docile bodies to be. The 

ways in which we now communicate to the masses is through media, most 

notably, and historically, with television.  

If we look back over the post-Y2K decades, the dominant media has 

remained Television largely since the 1950s and the birth of the mass age and 

mass media and the baby boomer generation. This medium is still heavily used in 

our modern societies, and is further still employed in political pursuits and in 

political campaigns. During the 2008 US Presidential election approximately $3 

billion was spent on advertisements while Internet political ads was estimated to 

reach $110 million in 2008 (Dube, 2009). Television remains one of the most 

popular forms of content dissemination in North America (Mander, 2016). It is an 

incredibly effective tool in targeting the masses during a campaign, whether it is 

politics or consumerism. However, one must ask if these sorts of media, including 

radio and newspapers, are still the most effective for the task of influencing and if 

campaigning should be limited to an election period with our new forms of instant 

communication and our growing global network. We no longer live in a media 

environment where we solely rely on these platforms for our information, for our 
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communication, and our everyday entertainment. Much of this attention has and 

is increasingly being transferred to the Internet and other digital media.  

A study conducted in 2016 found that younger viewers, aged 16 to 24 are 

2.5 times more likely to watch online videos than TV and that only 36% of the 

Generation Z and Millennial consumers said they would not be able to live 

without traditional TV services (Spangler, 2016). Additionally, according to 

Nielsen Net Ratings, the Top 5 Internet sites receive over 500 million unique 

visitors per month. In contrast, the top 5 broadcast TV shows average about 400 

million viewers a month as of 2008 (Nielsen, 2008). The amount of money that 

political campaigns are spending on online media is also increasing, with the 

2016 US Presidential election spending an estimated $1 Billion on digital 

advertising (Kafka, 2016). Further, digital advertising spending had increased 

from a 0.4% market share of political spending during the 2008 US Presidential 

election to 9.8% in 2016 (Kafka, 2016). There is an issue at hand however with 

the nature of these new digital media.  

These new media do not cater well to the masses; they are inherently 

individual in their nature. With the vastness that is the online world users of the 

Internet have complete control of their experience. They are not subject to the 

preplanned TV guide that is set by networks and media organizations. Users feel 

as if they have a seemingly “infinite” amount of sources and schedules that they 

can themselves dictate and can set. The mass media that is distributed on the 

Internet is the most widespread media in the world, yet it is curated heavily and in 
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an individualistic manner. Therefore, we must ask what happens when your 

mass media becomes personal or individual. How must one adapt when a 

message is now being sent through in a mass media that is comprised of 

individual mediums and people individually interacting with it in a mass way.  

 It is the nature of this new media environment that demands that these 

questions not just be asked, but fundamentally understood. It is necessary in 

order to remain relevant and effective in our quickly revolving news environment. 

One must not only seek to know about the Internet and its media, one must have 

a deep and fundamental understanding of its message and know how to 

manipulate and use that message to their advantage. All of this leads to one 

central understanding of the message the Internet has created, one that operates 

and exists in a lukewarm “Global Village,” authenticity and lo-fi communication 

and experience.  
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CHAPTER II 
Of Marshall McLuhan and the Temperature of the Internet. 

 
 

The message of the Internet is the field of effects introduced by the 

Internet; the ultimate effect of the Internet is the “Global Village.” The greatest 

message of the Internet is in its ability to connect and disseminate information 

and connect people together around the globe in less than seconds, in other 

words “the earth has become one big village.” (Lewis in Colomobo, 1991) The 

“Global Village” is a term coined by Marshall McLuhan, a prominent and popular 

Canadian scholar on media. The Global Village is the idea that “Cold Media,” 

such at television, will “retribalize us through our necessarily cool engagement 

with it.” (Nesbitt-Larking, 2001) “Cold Media” is the media that demand our active, 

physical engagement to complete it. McLuhan further stated “Cold Media” were 

“low in information and definition” (McLuhan, 2001); in McLuhan’s era, this was 

the television. In the modern era the Internet, as discussed above demands your 

complete engagement at every step of the way. When using a computer or 

browsing the web on your phone your back is often hunched forward, eyes glued 

to the screen, with headphones in, a hand on your mouse or wrapped around 

your phone, often with multiple programs and applications open at any single 

time. You must, much like TV, involve yourself in the medium with multiple 

sensory engagements, in order to use the medium you must have multiple 

extensions of yourself in the electronic form all at once. The Internet is a cold 

medium. With the term, the “Global Village” McLuhan did not mean that “Cold 
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Media” would bring us closer together. Rather, he meant that it was changing our 

urban, industrial Western society into a culture that reproduces the tribal 

characteristics of a village on a global scale. The Internet does this by connecting 

us all together in micro-communities that before where never possible. The ease 

and global network of communication that the Internet has created has allowed 

for what before has been unimaginable. 

Further, McLuhan states that this concept of a “Global Village” is 

“…transmitted at the speed of light, all events on the planet are simultaneous…. 

There is no time or space separating events. Information and images bump 

against each other every day in massive quantities, and the resonance of this 

interfacing is like the babble of a village or tavern gossip.” (Nesbitt-Larking, 2001) 

Surely, there has been no better description of the Internet as a Medium than that 

predicated by McLuhan and his concept of a “Global Village.” 

McLuhan, to distinguish the idea of “Cold Media” introduced another form 

of media, “Hot Media,” media that was “strong in their definition, full of 

information, tending to focus on a single sense.” (Nesbitt-Larking, 2001) This idea 

of “Hot Media” also seems to describe the Internet quite well, a medium in which 

there is strong definition and is full of information. In fact, the Internet holds the 

highest concentration of information of any medium, making it not just “Hot” but 

“Boiling Hot.” With over 1.1 billion unique and active websites on the Internet, 

(Internet Live Stats, 2017; Netcraft, 2017) it is overloaded with information being 

transmitted to users. Further, when visiting specific websites, social media 
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networks being the most evident example, information can be seen everywhere, 

specially aggregated and curated based off of your “Likes” and other Internet 

browsing data. Additionally, the Internet is so vast that we have had to establish 

search engines just to navigate it. When Googling the name “Justin Trudeau” 

roughly 34 million results are found in a 0.66 second scan of the most popular 

webpages. This creates an interesting dynamic and an interesting caveat to 

McLuhan’s idea of a “Global Village,” that the Internet is both “Hot” and “Cold” 

media simultaneously. It provides both a high sensory engagement and active 

participation, it requires you to determine your own broadcasting schedule 

instantaneously, while at the same time it feeds out a massive amount of 

information and sucks the user into which ever task they have at hand.  

The Internet thus creates a sort of “Lukewarm Medium,” encouraging 

participation, sucking in our attention and dominating our senses while at the 

same time bombarding us with information of the like never seen before. 

“Lukewarm Media” have an especially potent numbing effect: The ability to 

seduce into high intensity engagement, a sense of empowerment and global 

community, and the ability to transcend and make obsolete all other media. Take 

websites such as YouTube and Netflix that connect us around the world but take 

battle with the TV broadcasting empire. Blogs and online-based media sources 

have shaken the newspaper industry to such an extent it is not clear if it will 

recover. Further, sites like Napster, iTunes, and the Pirate Bay have dramatically 

altered the entire music industry. HMV Canada, the country’s largest music store 



	 21	

with over 102 retail stores and 1,340 employees, went into receivership in 

January 2015 citing the move of customers to online media consumption as their 

reasoning (Hong, 2017).  If the medium is the message, then the message of the 

Internet is the Global Village, and it is lukewarm.  

 So why does the temperature of the Internet matter? What is so important 

about understanding a theoretical temperature of a medium? It is important to 

understand this idea of “Internet temperature” as it defines how the medium 

operates and how an individual is to best spread influence on that medium. The 

temperature of a medium tells us how to use and how to interact with that 

medium. Whether it is hot, or cold, or lukewarm it is essential in understanding 

the level of engagement and work that is necessary to influence others through 

that medium. By knowing the Internet’s “temperature,” we are able to better 

redefine and target individuals or groups online, it opens up a new understanding 

of the political landscape that must be presented online to be successful. A 

lukewarm medium requires a different form of political campaigning that has been 

experienced before. It requires something that will both engage audiences and 

feed them information while acting as an interactive medium that the audience 

feels as if they are participating in. This is most easily done through social media 

platforms and networks such as Facebook, Twitter, Instagram, YouTube, and 

Snapchat, of which more will be touched upon in future chapters. These social 

networks cannot be treated the same as other more traditional media as they do 

not operate at the same temperature or with the same effects on the consumer. 
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The medium is the message and with it each medium must be thought of in a 

different manner based on its effects on the consumer and the new media 

environment that they operate in.  

 It is important to note that the “Internet’s temperature” is not just a function 

of the medium itself but of the nature of the society that it exists in as well. 

McLuhan, in his chapter on hot and cold media in Understanding Media, states 

“no medium has its meaning or existence alone, but only in constant interplay 

with other media” (McLuhan, 2001). McLuhan brings forward that it is “media as 

extensions of our senses” that institute new ratios when they interact among 

themselves. He further states, “radio changed the form of the news story as 

much as it altered the film image . . .” (McLuhan, 2001). The radio by expanding 

and growing the potential audience of a news story made news and 

communication more accessible. It was not just that it made information more 

accessible however, it is that radio had the power to involve people in depth, it 

allowed for a private world for themselves amidst a crowd. According to 

McLuhan, it had the power to turn the psyche and society into a single echo 

chamber and it rationed the reporter’s space for stories. Even television had an 

effect on radio, which shifted it “from an entertainment medium to a kind of 

nervous information system,” (McLuhan, 2001).  McLuhan indicates through this 

that when a new medium is introduced it can alter our environments and 

societies in ways that we cannot realize or understand until they have already 

happened. That any new medium introduced into our society further alters every 
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other medium that exists already in our society and the effects that that medium 

has on our environments.  

 Further, it is possible to encounter an “Overheated Medium.” Until recently 

all of our institutions, arrangements, our social, political, and economic 

existences have shared a one-way pattern. Something that is not possible with 

globalization and the electric network of communication the Internet has created. 

It is that in any medium or structure there is a “break boundary.” (McLuhan, 

2001). First introduced by Kenneth Boulding a break boundary is the point in 

“which the system suddenly changes into another or passes some point of no 

return in its dynamic process.” (McLuhan, 2001). McLuhan notes the way in 

which roads and highways are designed to provide freedom of movement have 

reversed into traffic congestion and urban sprawl. “The city ceases to be the 

center of leisure.” (McLuhan, 2001).  Further, McLuhan considers the most 

common causes of break boundaries in any system are hybridization, when two 

or more mediums come together creating an event that releases “great new force 

and energy” (McLuhan, 2001). These explosive hybridizations occur when a 

society is moving from one dominant medium to another. The “Dot Com Bubble,” 

which saw the rapid growth of the public’s use of the Internet, created a transition 

period, from TV as the dominant medium to that of the media found on the 

Internet as holding the dominant role in western society. The Internet is made up 

of multiple different traditional media that have been reimagined in their electric 

and global village form. Newspapers to blogs, Radio to podcasts, and TV to 
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online video. Much like “Video Killed the Radio Star,” the Internet is killing them 

all. It is in the process of hybridization that we see this and TV is at risk of 

reaching a break boundary with the emergence of the Internet. 

Yet these hybridizations can be “a moment of truth and revelation” by 

providing a release of freedom and energy by snapping us out of the usual 

sensory numbness and narcosis our media forms induce in us (McLuhan, 2001). 

This effect can ultimately be understood as “Media Literacy.”  The Media literacy 

Project, who seeks to educate and transform people into critical media 

consumers and engaged media justice advocates, defines media literacy as the 

“ability to access, analyze, evaluate, and create media,” (Media Literacy Project, 

2017). This is, at its basic understanding, the emerging trend that we have seen 

with the birth of Generation C. Generation C, as defined and originally modeled 

by Google, is a combination of Millennials and Generation Z who focuses on the 

ideas of creation, curation, connection, and community (Google, 2017). These 

four underlying aspects of Generation C, creation, curation, connection, and 

community, act as examples of the new media environment that has been 

created by the Internet and as a part of the hybridization that the Internet has 

experienced as an aggregate medium.  

This ultimately leads to a desire and manifestation in our communications 

of a new level of “authenticity” and lo-fi engagement with others. It is the goal of 

influencers, those with significant social followings, on the Internet to create a 

new kind of trust and presumed virtue in the form of authenticity. They do this in 
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order to coerce their targeted audience into their “Family” or “Village” of followers. 

This is the new “secret” to becoming a modern day influencer on the Internet, 

those with greater access to media who act as sources of knowledge and insight 

for the mass public (Nesbitt-Larking, 2001). It is through authenticity that allows 

the Modern Prince to capture a following on a global scale. National politics is no 

longer national. Almost every country is now affected by almost every national 

election in some way. The Modern prince does not find their power from just their 

electorate, their electorate is a member of the “Global Village,” and it is the 

“Global Village” that must be won before the Modern Prince can capture their 

electorate.  
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CHAPTER III 
Of Millennials, Generation Z, and the Emergence of Generation C. 

 
 
 “Millennials” has become the buzzword of political engagement and 

outreach in recent years due to declining rates of voter turnout that has been 

largely connected with a decrease in youth turnout (Turcotte, 2013; Blais, & 

Loewen, 2011). “Millennials,” who most sources define as the generation 

immediately after Generation X ranging from the years 1980 or 1982 to 1995 or 

2000 (Abacus Data, 2017; Strauss, & Howe, 1992; Howe, Strauss, & Matson, 

2000), have been defined as confident, assertive, entitled, narcissistic, lazy, 

distrustful, anxious, tolerant, open-minded, disengaged, and ambitious (Twenge, 

2014; Associated Press, 2007; Stein, 2013). Even Survivor, yes the CBS reality-

TV show that puts American adults in the “middle of nowhere” and pits them 

against each other, has made claim to defining who Millennials are through their 

2016 series of Generation X Vs. Millennials where the youngest cohort was 

anyone born from 1983 to 1997 (Ross, 2017).  

 Attempting to understand and define Millennials has become so popular 

with academics, marketing companies, and theorists that at this point it is 

practically an economic industry in itself (Hoover, 2009). Despite this immense 

amount of research on who “Millennials” actually are and when they end is 

largely still debated with almost every organization giving you a different number. 

We can however, broadly understand Millennials as the generation of those born 

during the 80s and the 90s, those, who as of 2017, are aged 37 to 17. Millennials 
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however, are not the only generation of young people that have been argued 

about and generally have little to no clarity or agreement by academics of when 

and who they are. Generation Z, described as being born anywhere from 1994 or 

1998 or 2000 or 2004 to present date, are now being seen as the next great 

generation in marketing and targeting, despite having no formal research on 

them or their potential market and political importance (Anderseen, 2016; Howe, 

Strauss, & Matson, 2000; Williams, 2015). Further, much like the Millennials, no 

one seems to agree on any aspect of what define this generation; they’ve been 

called “Anti-Millennial,” a sober cohort with a practical eye, conscientious, hard-

working, lazy, entitled, fearful, and anxious (Kingston, 2014; Beall, 2016; 

Williams, 2015; Anderseen, 2016).  

 Through all of this buzz and flow, hypothesis, prediction, and theories of 

Millennials and Generation Z, two things are clear about these generational 

cohorts. The first is that no one truly knows or understands and can agree on 

exactly who and what defines these generations or how they operate within the 

world. The other is that, historically speaking they do not vote.  

Young people in Canada, in the millennial generation, have consistently shown 

that they are not voting. The 2011 federal election saw just 38.8% of Canadians 

aged 18-24 vote. As compared to the 45 to 54 and 55 to 64 year-old age cohorts 

who had a turnout rate of 64.5% and 71.5% respectively (Elections Canada, 

2017). Voter apathy has been disproportionately concentrated amongst the 

youngest eligible voters in Canada despite being the most highly educated age 
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cohort in Canada, with 54.2% of Canadians aged 25 to 29 having some form of 

post-secondary education and 58.3% of 18 to 24 year olds reporting themselves 

as currently attending post-secondary institutions (Blais & Loewen, 2011). 

Further, decreased youth voter turnout is not just a Canadian problem the US, 

the UK, and Finland have also reported similar declining voter trends in their 

elections (Blais & Loewen, 2011). Blais and Loewen, in a study conducted in part 

with Elections Canada, ultimately found that there has been no change in the 

electoral context to explain why youth are voting less, coming to the conclusion 

that declining turnout is occurring due to changes among young Canadians. 

Many hypothesis and reasons as to why youth voter turnout has decreased have 

been presented yet none have clearly indicated answers or have had a 

substantial amount of research to determine what the cause has been. 

Hope for this youngest cohort of voters is not lost however, the 2015 

federal election, which saw the 18 to 24 cohort’s voter turnout rate increase by 

18.3 percentage points to 57.1% (from 38.8% in 2011), a larger percentage 

increase than any other age cohort of Canadians, largely stands out as an 

anomaly in youth voting. In fact, the 2015 federal election reversed a 20-year 

decline in voter turnout according to Samara’s Democracy report on young 

Canadian political engagement (Samara Canada, 2016). Additionally, the 

millennial cohort will make up 32.8% of voters in the upcoming 2019 federal 

election (Calculated using data from the 2016 Canadian census) (Statistics 

Canada, 2016). Further, despite this poor track record of voting Millennials and 
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Generation Z are some of the most politically active generations alive today. 

Samara Canada, who has done extensive research on young Canadians, found 

in two separate studies, one before and one after the 2015 federal election, that 

younger Canadians participation rate is 11% higher on average than older 

counterparts across the 18 different forms of political participation they measured 

(Samara Canada, 2015). Additionally, they found that 72% of young Canadians, 

aged 18 to 29, were more likely to discuss politics and were more likely to share 

that they voted and who they voted for (Samara Canada, 2016). Canadians 

under 30 are further overwhelmingly more engaged in online political activities 

than any other generational cohort, more willing to sign petitions, and just as 

likely as seniors to volunteer for a party or a candidate (Csanady, 2015). 

Further, this most recent federal election featured a number of dissatisfied 

voters with the Harper Conservative government, with several movements to 

prioritize beating Harper and the Conservatives through strategic voting. 

(Andrew-Gee, 2015; Breguet, 2015) Even John Oliver, a popular news comedian 

with his own show on HBO, jumped on the “Anything But Harper” movement and 

encourage his Canadian viewers to vote strategically (Kashani & Himmelman, 

2015). Further, Rick Mercer, the premiere Canadian news comedian gave an 

impassioned speech on national radio encouraging young Canadians to get out 

and vote, saying if they do they will change everything (Dorfmann, 2015). With 

both national and international media focusing on this election Canadian youth 

leaped to action, election selfies trended on twitter, nearly 450,000 people 
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RSVP’d to a “Stephen Harper Going Away Party” on Facebook, and young 

Canadians urged their peers to vote strategically promoting website like 

strategicvoting.ca and voteswap.ca. Additionally, a sizeable amount of the youth 

vote is believed to have helped your Right Honourable and the Liberal party 

capture a resounding majority victory during the 2015 election (Dorfmann, 2015).  

This immense increase in youth voter turnout and evidence of youth 

political engagement has displayed that the Millennial and Generation Z 

demographic, when sufficiently galvanized by social media and charismatic 

leadership and most importantly when youth are made to feel that their votes 

actually count, do not skip out on the polls (Dofrmann, 2015). In fact, they come 

in swarms. Young Canadians are not more politically apathetic, they are ignored 

by parties, candidates, and leaders. This may help to explain the trend of 

declining turnout amongst youth voters and the recent increase during the 2015 

election. Only 52% of young Canadians reported being contacted by any political 

party or candidate as compared to 82% of the oldest cohort in the 2015 Federal 

election according to Samara Canada (Samara Canada, 2016). Further, only 

22% of people of any age reported digital contact from parties or candidates with 

the oldest cohorts reporting more digital contact than Millennials. Despite this, 

reports indicate that young people are more likely than any other age group to 

share their voting experience with their social networks (Samara Canada, 2016). 

All of this despite the fact that 34% of 19 to 29 year olds report following parties 

or candidates on social media and a higher percentage of 19 to 29 year olds 
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voted when contacted by a political party than any other age cohort (Samara 

Canada, 2016).  

It is evident that Canadian political parties and candidates must seek out 

new influences and forms of targeting young voters. Politicians have been trained 

to expect young people not to vote, so young people do not vote (Csanady, 

2015). This chicken and egg scenario of politicians and parties not connecting 

with youth because they do not vote and youth not voting because they are not 

contacted has been broken in the Canadian context. Young Canadians have 

proven that they can and will turn out and vote and they will tell all of their friends 

in the process. Parties must improve not only their use of traditional methods of 

outreach but also more importantly their use of digital platforms to better reach 

young voters. Young Canadians are more likely than any other age group to 

share their voting experience with their social networks, to broadcast to 

thousands of other potential voters their candidate and their party (Samara 

Canada, 2016).  

One way for parties to improve is through Generation C. As defined and 

originally modeled by Google, Generation C is a generation with no specific age 

cohort but is predominately made up of a combination of Millennials and 

Generation Z who focus on the ideas of creation, curation, connection, and 

community (Google, 2017). Creation refers to the development and actual 

process of creating content that is shared in the online world. Curation is the 

sorting and sharing or content and information online, most typically through 
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social media. Connection and community are more similarly related in that they 

identify the aspects of the “Global Village” and further touch on the rapid 

communication and connect with those around the world. Connection specifically 

looks at the idea of “authenticity” and the ability to develop “relationships” with 

people from around the world. Community also plays on the idea of “authentic” 

interaction and looks at the impact that consumer creators have on their 

audiences. These four underlying aspects of Generation C, creation, curation, 

connection, and community, act as examples of the new media environment that 

has been created by the Internet and as a part of the hybridization that the 

Internet has experienced as an aggregate medium. Generation C are who define 

the online and social media generation, they are constantly connected, they 

strive for expression, communicate largely over social media platforms, and value 

relevance, originality, and authenticity (Google, 2017).  

Members of Generation C are often engaged in several distinct groups 

simultaneously, mixing influences from their friends, their passions, and the world 

around them to create a single pool of friendships and associations. In fact, 55% 

say they are connected to 100 or more people through social sites, while 15% 

are connected to 500+ people (Google, 2017; Pickett, 2017). Additionally, almost 

83% of Generation C has posted a picture they took to a social network, while 

65% have uploaded a video they created and 25% upload videos every week 

(Google, 2017). Further, 90% of them create content for the Internet at least once 

per month and 59% of Generation C look to the Internet as their main source of 
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entertainment (Pickett, 2017). Generation C is so connected that 91% of them 

sleep next to a smartphone (Google, 2017). Generation C is not only highly 

connected but they are serial consumers.  

For Generation C, consuming content is only a part of their engagement 

online, half of Generation C indicates that they talk to friends about videos after 

watching them on YouTube, and 38% say they share videos on a social network 

after watching them on YouTube (Google, 2017). Additionally, and the two most 

important factors politically, are those of curation and creation. Members of 

Generation C are the Consumer Creators, as introduced in Chapter IV, V, and VI, 

of the Internet. Their unique position has allowed them to shape and construct 

the mediums that they use, how they share, and how it feeds to other consumers, 

they are constantly and actively engaged in the new medium environments 

around them. It is Generation C, as Consumer Creators and emerging Internet 

personalities, who have the ability to connect with millions of online users every 

day.  

Our modern day mass media has become personal; it is through 

Generation C that we learn and begin to understand how to carry and adapt a 

message through mass media when it is comprised of individual media and 

people individually interacting with those media. Generation C carries a deep and 

fundamental understanding of the Internet’s message and know how to 

manipulate and use that message to their advantage. In Chapter II, we looked at 

the Internet as a “Lukewarm medium;” it encourages participation sucking in our 
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attention and dominating our senses while at the same time bombarding us with 

information of the like never seen before. Generation C understands this 

fundamentally; the power of the Internet to create docile bodies and act as a 

mass medium. It is because of this understanding that treating the Internet and 

its media like a traditional form of “Hot” or “Cold” media cannot be done. The 

“Lukewarm” Internet media demands a manifestation in our communications of a 

new level of “authenticity” and lo-fi engagement with others. It is the goal of 

influencers, those with significant social followings, on the Internet to create a 

new kind of trust and presumed virtue in the form of authenticity in order to 

coerce their targeted audience into their “Family” or “Village” of followers. 

Generation C are the opinion leaders or the online world. They are what need to 

be influenced, used, and emulated in order to naturally and effectively engage 

and influence Millennials and Generation Z.  Ultimately, the emergence of 

Generation C and the changing media environment that social media has brought 

forward shows that modern political parties need to alter the ways in which they 

deliver their product offering to their consumers to effectively connect with the 

youngest members of their electorate. 
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CHAPTER IV 
Of the Various Kinds of Networks and the Ways in Which They Are Used. 

 

The world’s largest and most well known social network, Facebook, had 

over 1.86 billion active monthly users and 1.23 billion daily active users on 

average at the end of 2016 (Facebook, 2017). Instagram, which was purchased 

by Facebook in 2012, currently has over 600 million monthly active users 

(Instagram, 2017). Snapchat, recently rebranded as Snap Inc., claims to have 

over 150 million daily active users who watch over 10 billion videos and spend an 

average of 25-30 minutes on Snapchat every day (Snapchat, 2017). As of June 

2016, Twitter, the 120 character social feed, has over 313 million active users 

and receives over 1 billion unique visitors a month (Twitter, 2016). Further, 

search engine giant Google’s online video sharing platform, YouTube, has over a 

billion users and “every day people watch hundreds of millions of hours on 

YouTube and generate billions of views” (YouTube, 2017). 

According to a recent, November 2016, PEW Research Center publication 

the majority of Americans now claim to get their news from social media. 

Additionally, 56% of online adults use more than one social media network daily 

and more than half of them looked to social media networks to learn about the 

2016 presidential election (Greenwood, Perrin, & Duggan, 2017). The impact of 

social media and social networks is evident and the usage and amount of users 

who are members of these sites and communities continues to grow daily 

(Greenwood, Perrin, & Duggan, 2017). Further, in a PEW report from 2010 it 
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found that 93% of teens ages 12 to 17 go online, as do 93% of young adults ages 

18 to 29 and one quarter (74%) of all adults ages 18 and older go online 

(Lenhart, Purcell, Smith, & Zickuhr, 2010). The study further found that 62% of 

online teens, which would now be young adults aged 19 to 24, get their news 

about current events and politics online. In Canada, Politicians regularly 

incorporate social media into their communications strategies both during and 

after election campaigns (Bronstein, 2013; Ekman & Widholm, 2014; Oelsner & 

Heimrich, 2015). Additionally, Canadian politicians have increasingly begun to 

use Social media with the 2011 federal election being called the first social media 

election (Gruzd & Roy, 2014).  

Combined with an increased use of social media platforms to 

unprecedented levels of participation than on any other media and the unique 

two-way communication that social media allows, politics and politicians have 

been provided with a new form of engagement. This new form of engagement 

can involve the electorate in everything from policy decision making to 

humanitarian relief all with just a few clicks of the mouse or a “like” or a “reshare.” 

It is not a question of if politicians should be utilizing these networks, if they are 

not they have already lost. The question rather is if politicians and their 

campaigns are using them in the most effective way during both the election 

period and while they are governing (Nakagawa, 2016). Are they using social 

media as an extension of one-way communication found in traditional media or 

are they adapting to each medium’s unique message and effects that they bring. 
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The effects of social media and the Internet on our media environment 

have already been discussed extensively in chapters II and I. This chapter will 

focus on the ways that both politicians and citizens use these new media. 

Facebook is by far the most popular social media network. Started by 

Mark Zuckerberg from his dorm room at Harvard in 2004, Facebook has grown 

into a massive organization with over 17,048 employees and 51 offices around 

the world (Facebook, 2017). Despite not being the first social network, Facebook 

has had a massive influence on how almost all modern social networks are 

structured. Whether it be the ability to “Like” a post, advertise with demographic 

targeting and lead generation, online video calling, video live streaming 

capabilities, pages, groups, and events Facebook has had a key role in its online 

development (Facebook, 2017).  

During the 2015 election, your Right Honourable, Justin Trudeau 

announced his campaign’s platform using Facebook Live, making them the first 

political campaign in the world to release an election platform on YouTube 

(Watters, 2015). Both Stephen Harper and Tom Mulcair partook in live question 

and answer periods during the election as well while at the Facebook Canada 

offices but included no usage of live video in any of their own campaigning efforts 

through their and their respective parties Facebook pages (Watters, 2017). Your 

Right Honourable continues to host impromptu Facebook Live question and 

answer periods a year and a half out of the election. As of March 12 2017, your 

Right Honourable’s Facebook page had over 4.4 million followers, with regular 
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engagement on his page in the tens of thousands (Facebook, 2017). During April 

of 2016, NewsWhip an online data company partnered with the Associated Press 

conducted a study on the Facebook strategies and audience engagement of 

leading politicians in the US, Canada, Australia, and the UK. The study found that 

despite having one third of the Facebook followers as the White House, your 

Right Honourable, Justin Trudeau reached a nearly identical level of engagement 

with his audience (NewsWhip, 2016). Additionally the Justin Trudeau Facebook 

page put out only 67 posts as compared to the White House’s 93 posts. This 

indicates that your Right Honourable is gaining a significantly greater amount of 

engagement from his online followers. It should be noted that Facebook’s user 

base tends to be a much more diverse range of age and the mixture of formal 

and informal content ensures politicians reach as diverse an audience as 

possible. Posts marking major festivals and historical events provide a forum for 

user discussion, while lighter content shows a different side to elected officials as 

well as the leadership process, it displays their authenticity. However, it can often 

come across as more staged and preplanned losing its candid appeal.  

Facebook also provides guides and resource websites for politicians 

looking to expand their social media targeting (Facebook, 2017). The website 

includes everything from getting started, best practices, ad campaigns, and 

creative best practices “to create compelling creative content” across a politicians 

campaign can be found through Facebook (Facebook, 2017). The page urges 

politicians to be authentic, meaningful, consistent, timely, and informative in all of 
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their interactions and provides examples for the less social media literate seeking 

election (Facebook, 2017). The resources guides tell candidates to share their 

candid photos and videos that highlight their personality, what they are up to, and 

what they care about, urging them to build credibility with fans by giving them 

access to moments they might not otherwise see, and ensure a constantly 

personalized message (Facebook, 2017).  

Twitter, the 140 character a limit microblog, is also looking to take 

advantage of the political world to increase their network use. The 2016 US 

Presidential election in a sense saved Twitter as a dying social media platform, 

with people sending over 1 billion tweets about the election since the primary 

debates in August of 2015 (Coyne, 2016). Twitter has seen a massive increase in 

user engagement since the election, thanks in part to Donald Trump’s heated 

and often controversial tweets (Coyne, 2016). Twitter even partnered with the US 

Elections Committee to launch a US Elections information tool that could be 

accessed by direct messaging the @gov account on Twitter. The tool further was 

adapted to help register potential voters closer to the election (Tarantino, 2016).  

The Canadian political use of Twitter is a much different story than the US 

however. A 2010 report on Canadian politicians and the “Twitterverse” found that 

despite the fact that Canadian politicians are using Twitter they are failing to 

embrace the characteristics of the social network; it is mostly used to broadcast 

official party messages (Small, 2010). Of Canadians who use the Internet, an 

estimated 40% of those users access Twitter (Nakagawa, 2016). Despite this, 
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there is relatively little written about social media political campaigning from a 

Canadian perspective, something that Nakagawa (2016) and Small (2010) are 

sure to point out. Further, Small (2010) indicates that Canadian political science 

researchers have been slow to consider and document e-politics.  Despite this 

your Right Honourable, Justin Trudeau, as of March 2017, has over 3 million 

followers on Twitter while following less than 1000. This has a clear indication of 

the intention and use of Twitter as a platform for politicians. It is not treated as a 

communication network rather it is treated as a one-way-skip-the-middleman-set-

my-own-agenda platform. Twitter, in its heavily text based levels of 

communication has begun to see a decline in its user base since the start of 

2016 (Haque, 2016; Roettgers, 2016; Wagner, 2016), making it a less socially 

profitable platform to dedicate valuable resources to. Further, the company is 

struggling to keep up in an evolving market place that continues to bring strong 

growth to competitors like Facebook, Instagram, and Snapchat (Wagner, 2016). 

What was once a burgeoning and friendly town square to communicate with 

politicians, business CEOS, and celebrities has now turned into a mosh pit of 

dissent, differing opinions, and segregated micro-communities. Further, Twitter 

recently shutdown their app Vine, a 6-second video clip sharing app that proved 

to be incredibly popular with teenagers and young adults, known for creating 

incredibly viral bite sized content, instead choosing to create a new app, Vine 

Camera (Huddleston, 2017). This app joins Twitter’s already large collection of 

individual apps designed to integrate with Twitter, such as Periscope a live 



	 41	

streaming app. Largely, that is also where one of the issues with Twitter lies. 

Unlike other social networks, Twitter is a standalone app. It requires you to use 

other apps to interact with it in any way other than its basic micro-blogging 

function. Now rampant with organizations attempting to sell their products or 

politicians expecting a one-way communication dialogue Twitter is no longer 

being used as the medium’s message demands, it is now a series of networks 

connecting in one-way communication flows.  

 Some of the most popular social networks, however, act as more than just 

networks, like Facebook and Twitter. They utilize other media technologies in 

combination with the network like structure seen in social media platforms to 

bring a different meaning, usage, and ultimately message of the applications. 

One central aspect flows through the veins and lines of code that makes these 

applications and social media, you may have guessed it by now, authenticity. 

YouTube, Instagram, and Snapchat stand out of the crowd of social media 

applications and websites due to their unique nature of combining traditional 

media (film/movies, photography and news as examples) with new technologies 

and platforms for sharing and communicating with others. 
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CHAPTER V 
Of YouTube and the Rise of the Internet Personality. 

 
 

Online video has seen its movement to mainstream usage most notably 

through the online video-sharing platform, YouTube. Founded by three former 

PayPal employees Chad Hurley, Steve Chen, and Jawed Karim, on February 14, 

2005 (Lastufka & Dean, 2008), YouTube’s slogan is “Broadcast Yourself,” 

allowing any consumer to become the creator. This emergence of the consuming 

creator has given birth to new and radical ways of sharing and spreading 

information. Terms like “YouTuber” or “Vlogger” have emerged to describe online 

digital media influencers who are gaining significant power over consumers and 

other consumer creators. These consumer creators have become the opinion 

leaders, those with greater access to media who act as sources of knowledge 

and insight for the mass public (Nesbitt-Larking, 2001), of the Internet era, most 

notably this has manifested in Vloggers.  

 A Vlogger is someone who creates a vlog or video blog, which is a blog 

(short for web-log) that uses video as the primary content. YouTube has allowed 

Vloggers and the consumer creator to set their own agenda’s. Creating the ability 

to influence many young minds, Vloggers have the potential to heavily influence 

the ways in which we, most specifically the 18-35 age demographic, engage in 

politics and how we shape our political environments.  

 To better understand the sheer level of influence and potential of political 

engagement that Vloggers can create we must first understand the history of the 
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medium and how it operates around us and influences us, as consumers.  

In 2006, YouTube was one of the fastest growing sites on the Web, 

uploading more than 65,000 new videos, and delivering 100 million video views 

per day in July (YouTube, 2016; Seabrook, 2012). The website averaged nearly 

20 million visitors per month, according to Nielsen/NetRatings (Seabrook, 2012). 

This created a huge amount of attention and eventually led to its acquisition by 

Google for US $1.65 billion on October 9, 2006 (Google, 2006). Since Google’s 

purchase of YouTube the website has continued to grow at a rapid pace. In 

January 2012, YouTube stated that they received more than 4 billion views per 

day and that YouTube overall, and even YouTube on mobile alone, reaches 

more 18-49 year-olds than any cable network in the U.S. (YouTube, 2016; 

Oreskovic, 2015). Further, at Vidcon 2005, a conference just for YouTubers and 

created by a group of “YouTube Celebrities,” YouTube announced that over 400 

hours of content was uploaded every minute to their servers (Brouwer, 2005). 

YouTube has changed the way we interact with the media we consume. 

Taking from the ideas of Marshall McLuhan, the “Global Village” and “the Medium 

is the Message” we can understand that YouTube, as a medium, has a vast 

unintentional impact on us and how it helps foster the “Global Village” effect of 

“Cold Media.” (McLuhan, 2001; Nesbitt-Larking, 2001). When using YouTube we 

are often sitting up close, with our eyes glued to the screen, available on portable 

devices in environments all around us, not just restricted to the living room. 

Unlike TV where your hand is rarely on the remote, our hand rarely leaves the 
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mouse or track pad inviting different kinds of agencies and interactions. We often 

have our headphones in and are completely blocked out from the rest of the 

world. We are fully immersed in the experience on screen. We are not only 

immersed in the video being presented to us but we are immersed in the world of 

the YouTuber. We are immersed in their channel and their network of other 

viewers and consumers. 

The significance of this is the realization that every consumer has the 

ability to be a creator. A Consumer Creator if you will. The appeal of “lo-fi” or 

“authenticity” is what reigns supreme on YouTube. This unique position of 

consumer creator has allowed the consumer of the medium to shape how that 

medium produces, how it shares, and feeds to other consumers who may or may 

not be creators themselves. This has effectively made the creator a part of the 

message of the medium that is YouTube. The central message and reason for 

using the platform becomes the creator and the personality that is portrayed by 

them on screen.  

In early 2007 YouTube launched the Partners Program where users with 

the most-viewed videos on YouTube were invited to join in revenue-sharing 

deals, whereby YouTube would split ad revenue fifty-fifty (Lastufka & Dean, 

2008; Walker, 2012; Seabrook, 2012). In order to attract advertisers the site 

required inoffensive, non-infringing content. In this respect, the content partner 

program functions acted as strategy for legitimizing YouTube as a safe site for 

advertising for producers and owners of content. The YouTube Partner Program 
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grew to 30,000 partners by January 2012 (Seabrook, 2012), its top five hundred 

partners each earning more than $100,000 annually (Wei, 2010). 

As the Partner Program grew so did the monetization opportunities for 

these YouTubers. Major companies began enlisting individual content providers 

with hugely popular videos to incorporate their products into newly produced 

videos. Tay Zonday sang his song “Chocolate Rain” and drew in 13 million views 

to what became one of the first “viral” videos (“Chocolate rain” now has, as of 

March 2017, over 112 million views). This explosive impact caught the attention 

of Cadbury Schweppes, which was looking to promote its Cherry Chocolate Diet 

Dr. Pepper pop (Wasko & Erikson, 2009). Tay Zonday signed a brand deal with 

Cadbury Schweppes to create a music parody of his viral hit using their product, 

it was a huge success and as of January 2017 the video has received more than 

$15 million views (Cadbury Schweppes, 2017). Brands were reported in 2012 to 

pay six figures directly to the most popular YouTubers to create and upload ads. 

Forbes reported that in the year ending in June 2015, the ten highest-earning 

YouTube channels grossed anywhere from $2.5 million to $12 million annually 

(Berg, 2015). 

YouTubers have even created multi-channel networks (MCNs) to help 

streamline and connect with advertisers. MCNs work with YouTubers to offer aid 

in areas such as product, programming, funding, cross-promotion, partner 

management, digital rights management, monetization/sales, and/or audience 

development in exchange for a percentage of the ad revenue from the channel. 



	 46	

Advertisers who work with MCNs can pay for services that including overlay 

adverts, product placement and in show sponsorships, aiming to gain repeated 

exposure, and endorsement by YouTube personalities. A notable example of an 

MCN is that of Maker Studios. Co-founded by several prominent YouTubers, Lisa 

Donovan, Kassem G, Shay Carl, and Phillip Defranco, was sold to Disney for 

$500 million, which would rise to $950 million, if financial milestones were met. In 

June 2012, Maker Studios announced that the over 1,000 channels signed under 

the network received an accumulated over 1.1 billion views for the month of June 

2012. YouTube channels under Maker Studios have also collectively earned over 

90 million subscribers (Cohen 2012; Graser 2012) 

 YouTube is constantly revisiting their model of profit making. In fact, the 

YouTube CFO, Ruth Porat, has been hesitant to release the revenue data for 

YouTube, often joked as Wall Street’s “biggest guessing game.” (Oreskovic, 

2015). It has however been projected that YouTube’s revenue, as of 2014, is 

likely around the $4 Billion mark and profit is at a roughly “break even” level 

(Oreskovic, 2015). In 2015, YouTube launched their newest service, YouTube 

Red in the US. YouTube Red is Google’s answer to Netflix, Apple Music, Spotify, 

and then some all in one. It launched on October 28th 2015 and for 9.99 a month 

it offers original programming, full length TV and movies produced by YouTube 

Creators, ad free content, offline content, and a subscription to YouTube and 

Google music (Alba 2015; YouTube, 2015.)  
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 The central themes throughout this entire process of monetization of 

YouTube however has been to ensure that the ways in which YouTube makes 

money does not upset or push away its consumer creators. YouTube depends on 

its consumer creators to keep making videos and to keep attracting more 

consumers, to keep bringing in advertisers. This heavy dependence on consumer 

creators has created a realm of Internet personalities who have gained massive 

followings. These consumer creators are most often in the form of Vloggers, 

video bloggers. Vloggers range in all forms of topic, from travel, to beauty, to 

lifestyle, to sports, if you can think of a topic to film about than someone is likely 

putting it on YouTube everyday for thousands, in some cases millions, of fans to 

see. These Vloggers are the Opinion Leaders of YouTube and with that could be 

considered the Opinion Leaders of the Internet era.  

 Opinion Leaders, and in this case “Internet Personalities”, or “Celebrities,” 

are individuals with greater access to media and act as sources of knowledge 

and insight for the mass public (Nesbitt-Larking, 2001). The idea of Opinion 

Leaders is heavily influenced by the ideas of Paul Lazarsfeld et al. in 1944 with 

the “Two-Step Flow Model.” The two-step flow model hypothesizes that ideas 

flow from mass media to opinion leaders and from them to the wider population. 

Elihu Katz and Lazarsfeld later elaborated on the idea of two-step flow in 1955 

with the “Multistep Flow Model.” They argued that the extended Multistep Flow 

Model indicates that most people form their opinions based on opinion leaders 

that influence the media (Nesbitt-Larking, 2001). The current multistep flow 
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model assumes that "opinion leaders" gain their influence through more elite 

media as opposed to mainstream mass media, social media influencers, and 

user generated content. However, with the advent of social media, there is a new 

type of opinion leader. Katz further believed it possible for people who had 

developed relationships of trust with local notables, in this case within the sub-

communities of YouTube, to gain important political information and interpretation 

regardless of the nature and extent of their own media contact.  

 This is where Vloggers find their sphere of influence as the modern day 

opinion leaders and icons of the Internet era. Variety magazine conducted a 

survey in 2014 that indicated that teenagers found YouTube stars more influential 

than those in Hollywood (Gutelle, 2014). Further, results, from a 2014 study on 

viral videos, show that seeding to well-connected people, celebrities, media 

vehicles, or anyone with a huge following through their greater reach is the most 

successful approach for brand marketing because these attractive players are 

more likely to participate in viral marketing campaigns (Mohr, 2014). This likely 

indicates why so many YouTubers are finding success online, largely making 

their six-figure and in some cases seven-figure salaries through brand deals.  

 So, why is it that so many people are drawn to these consumer creators 

on YouTube? These non-celebrity celebrities are gaining millions of views every 

single day and gaining a massive amount of influence amongst younger 

demographics. The answer to this is, however, in the question. It is the idea of 

the non-celebrity celebrity. As we discussed earlier YouTube’s message is that 
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“authenticity” or “Lo-Fi,” it is the idea that any consumer could be a content 

creator and that through this every content creator is a consumer. This idea of 

consumer creators is incredibly important to the medium of online video. It is the 

authentic feel and way of presenting on YouTube that gives YouTubers their 

power of story and of influence; it is what draws users in and keeps them there.   

To understand this feeling I urge you to do a simple task. Pull up YouTube 

on your computer of phone, search for any “Vlogger” (Ze Frank, Casey Neistat, 

or Zoella if you’re having trouble) and watch any one of the hundreds of videos 

on their channels. What do you notice? What do their interactions with their 

audience say? Besides a number of odd quirks and references that may not 

make sense to you, there is an inherent warmth and friendliness to the videos. 

Each one of them is talking directly to the audience; they are sharing, 

communicating, joking, and connecting with their audience. They share parts of 

their lives, preplanned and prepared parts of their lives. They express their 

seemingly “intimate” thoughts and musings and give you a small window into 

their minds and their outlook on life. It is as if these people have taken their daily 

journals and diaries and placed them on a table in public and welcomed people 

to not just read and share the journal but to interact with it, to experience and 

understand and feel as if they too are writing a part of the journal. These videos 

scream feelings of authenticity, unfiltered and real, they scream that they are 

being honest and placing trust in the viewer as they accept them into their lives. 

Many of these YouTubers videos will have thousands if not millions of views on 
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them, despite the seemingly low budget and simple presentation of the videos. 

They are Lo-Fi in their nature, with what seems like limited production, as if they 

are doing everything about the video themselves. This is not this way by accident 

either, it is a deliberate and impactful cause of the medium of YouTube and the 

structure and form of communication that social networks and the Internet has 

brought to our media environments.  

	

Figure	1:	Ze	Frank,	a	popular	YouTuber,	in	one	of	his	many	Vlogs	found	on	his	channel	"Zefrank	and	
Friends"	

	
 With this, we can understand YouTube as a macro level medium, in that 

its addition to the existing medium matrix has altered social interactions and 

social structure in general (Meyrowitz, 1999). This also relates to the idea of 

“Medium-as-Environment,” from Meyrowitz, in that the unique draw to YouTube is 

the way we interact with it, the personalization of our broadcasting, and the 
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removal of the “mass,” or so it appears. We can further look at YouTube as a 

language, in which the grammar of YouTube is the often close-up, direct eye 

contact, and direct communication framing and focal points that vlogging brings 

(Meyrowitz, 1999). This framing creates a quality of verisimilitude, in that it 

appears to be real (Nesbitt-Larking, 2001). It appears to be a direct connection 

and relationship with the creator when in fact you may have never met or even 

spoken to the creator. 

 This verisimilitude has created a relationship between the consumer and 

the creator that traditional media, in terms of marketing and advertising, cannot 

compete with. Findings show that people do not click through on advertising on 

social networks (Silverthorne, 2009). "A good analogy is to imagine sitting at a 

table with friends when a stranger pulls up a chair, sits down, and tries to sell you 

something while you are talking to your friends. You will not get far with a 

strategy like this." (Silverthorne, 2009) If this is true than what happens when that 

stranger becomes or already is a friend. Vloggers can assume the role as friend 

because of the relationship created by YouTube’s verisimilitude, allowing the 

opportunity to use Vloggers as a tool for massive social influence, especially 

when they can receive anywhere from 300,000 to 10 million views from their 

“friends” per day.  

 Vloggers are finding themselves in a position where they are rapidly 

gaining social capital around the world. Social capital allows them to create social 

connections, foster the attendant of norms and trust, and to foster political 
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participation (Putnam, 1995). Further, Putnam states that the more we connect 

with other people the more we trust them. Vloggers often treat their viewers and 

fans as personal family or friends (Popular Vlogger Shonduras even calls his 

viewers his “Vlamily,” his “Vlog Family.”) allowing them to create vast networks 

and webs of trust and social capital to be used at their disposal. Most often, this 

social capital is used for brand deals or sponsorships to make the YouTuber 

money. However, what would happen if this brand deal or sponsorship were 

inherently political? What if you could use the social capital of Vloggers to further 

your campaign or your political mandate or mission? What extensions of politics 

do YouTube and its content creators create for the manufacturing and 

engineering of consent? How can YouTubers be used to set the agenda? 

 With YouTube’s high audience numbers in the 18-40 demographic it 

presents an opportunity for “Engineers of Consent,” politicians and political 

campaign managers, to capitalize on YouTuber’s spheres of influence and social 

capital. Bernays and Cutler in their 1955 book Engineering of Consent argue that 

“the very essence of the democratic process, the freedom to persuade and 

suggest,” is the process of engineering consent (Bernays & Cutler, 1955, p.114). 

They further indicate that “to influence the public, the engineer of consent works 

with and through group leaders and opinion molders on every level.” (Bernays & 

Cutler, 1955). In terms of YouTube we can take this to indicate that the best way 

to influence the public is by using YouTubers to “persuade and suggest” to their 

audiences political leanings or arguments. “When the public is convinced of the 
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soundness of an idea, it will proceed to action. People translate an idea into 

action suggested by the idea itself, whether it is ideological, political, or social.” 

(Bernays & Cutler, 1955). Whether this is done directly or indirectly should not 

matter to the engineer of consent. It may however have implications for the 

YouTuber. 

Youtubers must consider these potential implications of selling politics to 

their viewers however, as the “Uses and Gratifications theory,” as theorized by 

Denis McQuail et al., indicates that “the audience is regarded as a sovereign 

force,” (Nesbitt-Larking, 2001). Here the audience of a medium comes to the 

medium with knowledge and preferences, already well defined in the context of 

their broader social relations. This can have severe implications for media 

broadcasters to ensure that they are creating news or information that their 

audience will stay tuned in to. YouTubers must ensure this balance or otherwise 

lose their audience and with it their social capital and direct revenue source, as 

you would expect quite similar to any other news or information-sharing medium. 

However, the stakes appear to be higher when involving YouTubers. Rather than 

a corporation shutdown YouTubers face potential public scrutiny and severe 

effects on their personal as well as professional lives. Additionally, YouTubers 

must also work to understand how different audience members will interact and 

understand their content. Vloggers must find a way to balance audience 

expectations with their own desires and interests while simultaneously 

determining how to best put forward their “authentic” brand. The room for error is 
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huge, but so is the potential monetary and political benefit.  

 Some politicians, such as Barack Obama, and campaigns have already 

begun to use YouTube as a platform to reach the youth demographic. Bennett in 

News: The Politics of Illusion, states that the “news is filled with strategically 

constructed versions of events,” (Bennett, 2012) and YouTube is no exception to 

this idea of pseudo-events. The 2008 US Presidential election was the first 

political campaign to see the heavy use of YouTube as an alternative platform for 

engaging potential voters. In fact seven of the sixteen 2008 presidential 

candidates announced their campaigns on YouTube (Seeyle, 2007). That same 

year YouTube and CNN hosted a series of presidential debates (McKinney & Rill, 

2009). This debate series saw YouTubers submitting questions to the US 

presidential candidates through videos that they created on YouTube (Seeyle, 

2007), for the first time YouTube “put power in the hands of the camera holder.” 

YouTube’s involvement in the political process of 2008 proved to be incredibly 

effective for political campaigns, with voters rated watching YouTube political 

videos as one of the top three most popular online political activities. (English et 

al., 2011) Further, although YouTube had first been presented as a way for 

campaigns to engage youthful voters, the videos were said soon after the 2008 

election to have profoundly affected popular perception across other 

demographics and had become more important than direct mail (Heffernan, 

2008). Obama has continued to use YouTube as a political means whether 

through public opinion gathering, the 2012 election, or state of the union 
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addresses (Jenkins, 2014; Peters, 2012; Bland, 2011). In regards to the 2016 US 

election Google Data show, that Americans, since April 2015, have watched 

12,500 years’ worth (110 million hours) of YouTube videos about the 2016 issues 

and candidates (Harwell, 2016). YouTube is also beginning to focus their political 

potential on the Canadian market as well. During the 2015 federal election, they 

launched an initiative called the “Canadian Federal Election Spotlight” (Church, 

2015). The spotlight channel highlighted video content from a variety of Canadian 

news sources in the lead up to the election and shared topical vlogs from 

Canada’s YouTube Creators, along with user-generated content from the 

campaign trail (Church, 2015). These forms of engagement that are developed in 

conjunction with YouTube act largely as extensions of traditional media to the 

YouTube platform rather than catering to the specific message that the platform 

has created and which Vloggers operate in. These forms of content have the 

ability to gain large viewerships and interaction but are done on one off event 

basis; they are not authentic or intimate and thus have no long-term effect on 

potential voters.  

Politicians are using these platforms to share, communicate, and spread 

their campaign information in carefully crafted messages and jabs at other 

candidates. They are even posting their ads on YouTube before they post them 

on TV (Harwell, 2016). This is the problem. Campaigns and politicians are 

making the same ads for a different audience on different mediums. This comes 
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not from a campaign that does not care about online engagement but from a 

campaign that fundamentally misunderstands the YouTube medium. 

In the words of Catmen Villafañe, a director at Complex, an American youth-

culture magazine and digital platform, “The fact is that these candidates have 

become memes, and if it’s one thing that our audience loves, it’s memes.” 

(Harwell, 2016). In order to truly engage with your audience and be taken 

seriously as a candidate, to be seen as a leader you cannot be seen as a meme. 

You must be seen as real, as a trustworthy, open, and authentic individual. The 

Modern Prince must be the “real” component in the “change” that they want to 

bring.  

If a YouTuber is willing to accept a brand deal from a company like 

Cadbury Schweppes, what is to stop them from accepting a sponsorship deal 

with the latest political campaign vying for the youth vote? The potential of using 

friends, formally known as content creators or producers, to influence their 

friends is surely a growing interest to engineers of consent. In a video titled “who 

I’m voting for president” uploaded on October 11, 2016 by daily vlogger Casey 

Neistat, who happens to have over 6 million subscribers, Casey announced in his 

opening line, "Hillary Clinton. I will be voting for Hillary Clinton." (Neistat, 2016). In 

this video Casey further urged other YouTubers to announce who they are voting 

for and encourage them to say Hillary, in his words, he wanted to “call out all the 

big YouTubers.” He brought forward the power of YouTube and influencers on 

the platform of their ability to transform an election through their audiences 
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(Neistat, 2016). Reports later came out, thanks to popular news YouTuber Phillip 

Defranco, that YouTube was that third parties had been offering YouTubers 

money to endorse Hillary Clinton during the election (Odell, 2016). Neistat has 

since denied that he was paid for the endorsement (Neistat, 2016).  This however 

presents an interesting case of using these influencers to target your desired 

audience, (YouTube provides viewership breakdowns including age, gender, 

country, and city) and reach your audience in a way that aligns with the inherent 

message of the online video sharing website, through the individuals who have 

spent years crafting their “Authentic” aesthetic.  

What’s more is the potential of a politician themselves to become a 

Consumer Creator. What happens when a politician is able to circumvent the 

media influencers altogether, and themselves launch and construct a community 

of highly engaged “Friends” and “Family members,” in the online world? Further, 

we must ask what happens when we combine this theatre of authentic lo-fi 

engagement with other digital media that rely on authenticity to best share their 

message, Instagram and Snapchat. 
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CHAPTER VI 
Of Instagram and the rise of the Professional Amateur Photographer. 

 

Originally launched as Burbn, an app that allowed users to check in to 

locations, make plans (future check-ins), earn points for hanging out with friends, 

and post pictures, Instagram has grown to be one of the most popular mobile 

social networks. The founders of the app, Kevin Systrom and Mike Krieger, soon 

after publicly launching the application found that the app was over cluttered with 

features and decided to focus directly on the apps photo sharing, commenting, 

and liking capabilities (Systrom, 2011). Systrom and Krieger launched this new 

version of Burbn as Instagram, a photo sharing iOS and Android application, on 

October 6, 2011 and saw 25,000 individual signups on their first day of operation; 

within one month Instagram had gained over 1 million users (Instagram, 2017). 

Additionally, Facebook purchased Instagram in 2012 for $1 billion USD and as of 

January 2017 Instagram has over 600 million monthly active users (Instagram, 

2017). 

Instagram allows users to share photos and videos; either publically or 

privately, with a variety of editing features including their now famous photo and 

film filters, integrated time-lapse, layout, and “Boomerangs,” short videos that 

play forward and the reverse in a loop consisting of a one-second burst of five 

photos. Instagram uses hashtags, which are metadata tags that allow users to 

find messages with a specific theme or content (Ex/ #Politics #ModernPrince 

#Instagram #Trudeau #Selfie). Hashtags allow users to find new and engaging 
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content and help communicate messages alongside their photos and videos. 

Additionally, Instagram’s Facebook account describes the company as 

“Discovering — and telling — stories from around the world.” Instagram looks to 

highlight the smartphone app’s focus on creating a peer-to-peer network of 

sharing and communication with a tone that focuses on authenticity, positivity, 

and inspirational connections.  

 Instagram is further an app largely used by the under 35 demographic 

representing 90% of all Instagram users (Costill, 2014) and, as of 2013, 43% of 

18 to 29 year old cell phone users in the US had an Instagram account (Duggan, 

2013). Facebook, as owners of Instagram, have further integrated the two social 

networks together in order to gain a larger understanding of their user base and 

create several features to make the app a more engaging and memorable 

experience for its users. The timeline of photos and videos on Instagram features 

posts from your friends and those who you follow; prior to 2015 these posts 

where in chronological order from their time of posting. Content is now sorted and 

presented to the app user based off of previous photos and videos they have 

liked and engaged with as well as posts that are popular amongst their friend 

group on the app (Instagram, 2017). This form of content curating allows larger 

Instagram users to gain even more engagement and interaction as they are 

boosted to the tops of all of their friend’s feeds. 

 In 2013, Instagram added advertisements, appearing as regular photo 

and video posts from major corporations or public figures trying to increase their 
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exposure (Womack, 2013). Instagram further added features allowing users to 

“hide” promotions they do not like and provide feedback about what does not 

“feel right” about the ads, (Womack, 2013) a move allowing Instagram to 

increasingly curate to and target specific users for both advertising and 

increasing application use. The app, which before 2015 had a zero revenue 

base, earned $3.2 billion in revenue during 2016 and has been projected by 

Credit Suisse to earn $5.3 billion in 2017 (Griffith, 2016). Additionally, in 2016 

and 2017 Instagram launched new features that allow users to post photos and 

videos to their followers that disappear after 24 hours, identical to that of 

Snapchat as discussed in Chapter VI. They further introduced live streaming 

where followers and users using the explore portion of the app can watch live 

feeds from their favourite celebrities, corporations, and friends (Instagram, 2017).  

Much like YouTube, Instagram has allowed the birth of the consumer 

creator. Users post their own content to the app and like and comment on others. 

They connect and communicate with friends and strangers alike, but unlike 

YouTube, Instagram does not cater well to the feeling of two-way communication 

between the consumer and the creator. In fact, Instagram gives the feeling of 

closeness and intimacy with the creator rather than acting as a tool for multi-

directional communication. On instagram users post photos or videos that other 

users can like and comment on, it historically, has had no way to interact 

between users other than these two actions. Instagram is attempting to curb this 
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with the introduction of live video and Snapchat-style stories; it appears that their 

goal is to become the single go to mobile social network.  

Instagram acts not only as a tool for connecting with friends, peers, and 

topics that interest you it has given birth to a new form of celebritydom, it has 

created a category of digital media influence called “Instafamous.” The amateur 

photographer sharing the latest snaps from their backpacking trip, their walk 

through the park, or their breakfast plate after a night out on the town has grown 

to massive proportions. Instagram has become falsely notorious for launching the 

careers of online Internet personalities. With a quick Google search of “Famous 

Instagrammers” you are bombarded with guides on “How to get Instafamous 

quick” and “How to get famous from Instagram (With pictures).” When actually 

attempting to find Internet personalities who grew from Instagram alone it 

becomes quite a bit more difficult; largely this is due to Instagram’s inherent lack 

of an ability to share content. This lack of an ability to share content makes native 

growth on Instagram much more difficult, what it does allow for however is 

massive follower growth for already existing or emerging Internet personalities 

who couple Instagram with the use of other social networks that focus on 

consumer creators.  In fact, in a recent release of the 100 best Instagram 

accounts by Rolling Stone, the entire list consisted of traditional medium 

celebrities, YouTube influencers, or absurd and weird accounts that are more 

about humour than they are about photography (See “HotDudesWithGuys” and 

“KanyeDoingThings”) (Rolling Stones, 2017).  
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Unlike Youtube, Instagram has no official partnership program; their 

platform allows them to serve paid content directly to the consumer through 

regular use of the application and thus have no reliance on creators to make 

money. This, however, has not stopped Instagrammers from finding ways to turn 

Instagram into a revenue source and make money off their followers. 

Instagrammers, or at least those who gain a large enough fan base, are able to 

take advantage of product placement and sponsorship in their posts. News that 

superstar models Kendall Jenner, Gigi Hadid, and Cara Delevigne, who have a 

collective Instagram following of 146 million, have recently been reported as 

charging up to $300,000 per Instagram post (Saul, 2016). Product placement, 

however, does not work on Instagram in the traditional sense. Obvious 

advertisements and branded spots will not work for the average user as they 

might for high-end models and celebrities. Due to the authentic and real tone that 

posts on Instagram must carry influencers are often forced to find clever ways of 

disguising product placements in their posts without their fans noticing or risk 

being called a “sell-out” and losing their exposure. Additionally, Instagram has 

received high levels of criticism in the past as the app guides us toward pleasing, 

well-shot, and fancifully edited moments. It asks us to candy-coat our lives, 

choosing only the best and most beautiful photos to dress-up with filters, color 

correct, and blast out to the world (Statt, 2017). Instagram is largely a place of 

positivity. The goal of an advertiser is to have an individual promote their product 

so that it is authentically, positively, and naturally integrated into the lives of the 
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consumer creator. Whether it is going out to eat their favorite brand of chips, 

Ruffles, a beautiful day on the beach with their brand new Nike bathing suit, or 

relaxing at home with their favorite Netflix TV series, Instagrammers have found 

myriad ways to disguise their brand deals as a part of their seemingly perfect, 

positive, and lavish lifestyles.  

	

Figure	2:	Danielle	Bregoli,	the	13-year-old	viral	star	in	one	of	her	many	brand	deals	with	Ruffles	chips	
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One of the more noticeable examples of brand deals occurred in March of 

2017, where Danielle Bregoli (Instagram user name bhadbhabie), a 13 year old 

girl made famous from a viral video of her on Dr.Phil. Since the episode aired she 

has gained a massive online following of 8.2 Million followers on Instagram. 

During March of 2017 Bregoli, as a part of an elaborate brand deal had her 

account “hacked.” Everything on her channel linking to the latest music video 

from Florida based rapper “Mook Boy.” It would eventually be discovered that this 

was a brand deal designed to highlight the rapper, of which Bregoli appears in 

the music video, in conjunction with popular Hip-Hop news source World Star 

Hip-Hop. The video has since reached 1.4 million views on YouTube (WSHH, 

2017). This type of viral marketing is just beginning to emerge on the Instagram 

platform and demands to be explored more heavily. 

Instagram does not just cater to the “Instafamous” amateur; it has also 

acted as a platform for already successful and existing online influencers, 

traditional media celebrities, and corporations to present themselves as authentic 

and real. In fact, the top 50 most followed Instagram accounts are of either major 

corporations like Nike, Victoria Secret, and NASA or traditional media celebrities 

like Selena Gomez, Beyonce, and Justin Bieber (Socialblade, 2017). This shows 

that Instagram, through its catering towards authentic, real, and intimate style of 

content can act as a central tool in the modern political arena. It is not necessary 

to invest one’s self as a natural creator consumer like it is on YouTube, rather 

you simply need a pre-existing social media following in order to gain a presence 
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on Instagram, and a massive presence at that. Donald Trump (who ranked 

number one for Instagram engagement during the 2016 US election) for 

example, as of March 2017 has 6.2 million Instagram followers, Hillary Clinton 

has 4.1 million, and your Right Honourable, Justin Trudeau, has just over 1 

million Instagram followers.  

During the 2016 US Election despite Trump having generated more 

engagement it was Bernie Sanders who stood out as have the most, on average, 

interactions per post (Duffy, 2016). Further, all of the major candidates using 

Instagram during the election embraced the personalized feel of the app often 

sharing photos of their family and private moments, with these posts continually 

topping the list of posts with the highest levels of interaction (Duffy, 2016).  
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Figure	3:	A	sample	of	photos	from	Donald	Trump's	Instagram	from	the	2016	US	Presidential	Election.	
The	majority	of	posts	either	feature	poorly	designed	info	graphics,	"Regrams"	of	Trump	Supporters,	
newsclips,	and	Donald	Trump	holding	children	or	babies.	
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A massive portion of the political world still focuses on social networks like 

Facebook and Twitter where communication often takes a more serious and 

professional tone than what works best for Instagram. Further, for those looking 

to politically engage with racial minorities and young women, they are more likely 

to find these individuals on Instagram (Blake, 2015).  

 In order to be successful on Instagram a politician must have great 

photos, consistent content, original ideas and images, an authentic expression of 

brand identity, and real engagement with followers (Jeanes, 2015; Facebook, 

2017; Haridakis & Hanson, 2009). It is not as simple as posting the latest 

campaign ad or image. Hillary Clinton’s first Instagram post, as an example, is a 

photo of a clothing rack of her trademark pantsuits with the caption “Hard 

choices.” This post pointed to a self-awareness and ability from her and her 

campaign to poke fun at her. This photo set the tone for Hillary’s Instagram 

presence as a youth-oriented and engaging feed featuring publicly intimate 

moments of her life and her campaign run. Clinton’s feed did not come across as 

trying to sell her or win votes during the primaries (Despite that being the 

purpose); rather it came off as genuine and authentic expression, as if she was 

sharing her life. When faced with Trump during the actual election the Clinton 

campaign has almost as many attack ads as the Trump campaign. It also helps 

that studies have shown that candidates that are more liberal fare better using 

Instagram than more conservative candidates (Duffy, 2016).  
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Figure	4:	Hillary	Clinton's	first	post	on	Instagram	shows	an	ability	to	point	fun	at	herself	and	create	an	
authentic	connection	with	her	audience	
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Figure	5:	A	collection	of	photos	from	Hillary	Clinton's	Instagram	account	during	the	2016	US	Presidential	
Election.	Most	of	her	photos	either	feature	intimate	and	personal	moments	or	her	supporters	

	
 On the Canadian side of things, the Instagram scene looks much different 

with your Right Honourable, Justin Trudeau (as of March 2017) being the only 

major Canadian politician with over 1 million followers (Stephen Harper has 18.9 

thousand, Rona Ambrose has 8,722, and Tom Mulcair has 9,120 Instagram 

followers.). This trend is no coincidence either; the content between the accounts 
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shows stark contrasts in their quality and connection to “authenticity.” This 

becomes all the more apparent when viewed alongside those of Harper (Figure 

6), whose photos seem stiff and heavily staged by comparison. In his images on 

Instagram, Harper often appears to "receive" crowds with constituents lined up or 

in an audience as he shakes their hands or waves to them. On the other side, 

your Right Honourable (Figure 7) is frequently shown surrounded by crowds and 

engulfed by human contact.  

This type of imagery is no mistake for your Right Honourable. It aligns 

directly with the Liberal Party’s push to align their public image around him, even 

coining #GenerationTrudeau as a tool to connect young Liberals (McKibben, 

2015). Harper, however, was the first Canadian politician to test out Instagram’s 

sponsored ads service, a seemingly smart move in enlarging your audience, with 

a photo of him and his wife, Laureen, holding babies (McKibben, 2015). This ad 

campaign highlights Stephen Harper and his campaign’s team out of touch 

connection with the Instagram medium. As said previously in this chapter it is the 

inherent authenticity and real portrayal of individuals that work on Instagram to 

increase engagement, ads on Instagram are the exact opposite of authentic 

engagement. Harper likely would have been better off posting selfies with his kids 

from 24 Sussex drive then holding babies and wearing matching “Canada” 

sweaters with his wife. 
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Figure	6:	Stephen	Harpers'	Instagram	during	the	2015	Federal	Election 
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Figure	7:	Justin	Trudeau's	Instagram	feed	during	and	immediately	after	the	2015	Federal	Election 
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Figure	8:	Tom	Mulcair's	Instagram	feed	during	the	2015	Federal	Election 
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On the orange end of things, Tom Mulcair and the NDP, much like the 

Liberals, did seem to focus on the authentic connection with individuals. Riddled 

with photos of Mulcair communicating and connecting with Canadians in 

environments ranging from a Blue Jays’ baseball game to shaking hands with a 

veteran to adorable children holding campaign signs, Mulcair’s account comes off 

more as staged and preplanned than it does authentic and live in the moment. 

Further, when looking at his account today, March 2017, it is easy to see that it 

has not been updated in almost a year. This clearly indicates the NDP’s use of 

Instagram as nothing more than a campaign tool. In fact Mulcair’s bio on the app 

states “Account run by NDP HQ Staff,” an aspect better kept on the other side of 

the phone in an app that strives itself off of influencers connecting with the 

masses not being served reshaped ads.   

The only Canadian politician who, both during and after the election, 

maintained their strong Instagram presence and understanding of the application 

was your Right Honourable, Justin Trudeau. With an ability and penchant of 

making fun of yourself, including your hair and penchant for selfies with potential 

voters (Liberal Party of Canada, 2015), your Right Honourable not only used 

Instagram but you began to change the way politicians should view using an app 

like Instagram. Much like Hilary Clinton’s initial Instagram post, your Right 

Honourable’s Instagram page is filled with fun and humorous quips on himself 

bringing forward a sense of self-realization and honesty with the viewing 

audience. Further, your Right Honourable’s posts (Figure 7) come forward as 
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genuine and exclusively positive despite being filled with carefully crafted political 

messaging and symbols of power and strength. From meeting with cabinet 

ministers and world leaders to dressing up as the pilot from the children’s story 

book “Le Petit Prince,” your Right Honourable’s Instagram page comes forward 

as being the “typical” world leader sharing their lives through the application. 

Much like YouTube, Instagram’s message is that of the unique ability of a 

consumer creator to connect with thousands, if not millions of followers. 

Designed to be as if you were sitting at a friend’s flipping through their photo 

album Instagram posts can too easily come across as faked, disingenuous, or 

obviously branded. Instagram is about sharing and telling stories, authentically, 

regardless if the moment being captured or shared is actually authentic. So long 

as it appears and feels authentic, it matches the message of the application. Your 

Right Honourable, Justin Trudeau, attempts to do exactly that. Despite this 

however, your Right Honourable and your team often use photos that come off as 

staged or heavily promotional of specific issues and policies. These photos and 

videos actually tend to perform worse on your Right Honourable’s Instagram 

page than those that share simple yet striking images of what seem like normal 

daily activities; they are those posts that show your Right Honourable as a 

regular Canadian. On February 22, 2017 the Trudeau account posted a photo of 

your Right Honourable, your wife Sophie, and your daughter Ella Grace paddling 

a canoe on the Rogue River in Ontario, the post reached a total of 48,301 likes 

and over 412 comments, as of March 2017. The photo, despite being a wonderful 
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and intimate family moment came across as staged and planned. Alternatively, 

what looks like a photo taken from a cellphone posted on February 14, 2017 

features your Right Honourable and your wife holding hands while driving down a 

forest road in an RV received 76,295 likes and over 1,103 comments. This photo 

gave a higher level of intimate and authentic feel and thus resulted in an 

increased amount of engagement. Despite both photos being personal and 

intimate moments, one of them comes across as less authentic and genuine. 

This is key to sharing on Instagram, it does not mean that all images must be lo-fi 

and taken with cell phones, what it points to rather is the desire and success of 

photos to not just be of authentic and intimate content or moments but in 

themselves be authentic photos. Your Right Honourable and your team clearly 

understand and use Instagram as an aggregate source to promote his own 

personal and political brand of authentic and intimate communication alongside 

his other social networks. Showing a deeper understanding of the way Instagram 

users use the app to communicate and connect, in other apps, like Snapchat.  
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CHAPTER VII 
Of Snapchat and the Birth of the Disappearing Message. 

 
 

When Boris Zanten, a journalist with “The Next Web” asked his 14-year-

old daughter what the difference was between Instagram and Snapchat, she 

replied with “Instagram is just to impress people. You pick one moment in your 

life, add a filter, come up with a comment, and hope the rest of the world is 

impressed. Snapchat is not about that at all. It is real and unfiltered,” (Zanten, 

2016). The photos on Snapchat are not meant to be kept, revisited, or ever 

viewed again, they do not need to be beautiful or have any inherent value. In fact, 

they disappear after 10 seconds only to be kept in Snapchat’s servers for several 

weeks until they are deleted and gone forever. Despite this seemingly pointless 

form of communication Snapchat has garnered over 150 million active users, 

60% of which are 13 to 24 years old users. In addition, as of March 2, 2017, 

Snapchat is publically traded with a worth on the New York Stock Exchange of 

$30 Billion US (a 50% increase in evaluation from their private evaluation), and 

generated $405 million in revenue in the fourth quarter of 2016 (Somerville, 

Hirsch, & Baker, 2017; Tharakan, & Somerville, 2016; Spangler, 2017). 

Evan Spiegel and Bobby Murphy released Snapchat in September of 2011 

while students at Stanford University. During its primitive days, Snapchat, much 

like Facebook, included a rocky legal dispute and eventual buyout of co-founder 

Reggie Brown. In a world where we are told what goes on social media stays 

there forever, Snapchat is drastically altering the ways in which we think about 
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not just social media but media creation in general (Colao, 2014). Snapchat 

allows users to send photos, videos, and texts that have a strict time limit before 

they disappear forever. Additionally, the app has no ability to edit or change what 

has been done creating not a sense of anxiety or worry over a lack of curation 

ability but a sense of carpe diem with its users. This sense of carpe diem is the 

lack of care of the content being shared while still being purposeful in its 

capturing. Nothing is permanent on Snapchat. The application even features a 

notification system that activates when someone viewing a Snapchat screen-

captures the image. This notification feature has established a sort of social 

disapproval of the act of screen capturing furthering the applications pursuit of 

complete temporality. This non-permanency allows users to truly share their lives 

without a filter, without being pre-planned, or thought out on social media. 

Further, Snapchat allows users to select whom can receive and see their snaps, 

whether it is three of your closest friends or the semi-public world. Snapchat 

creates a true level of authentic, spontaneous, and intimate engagement and 

interaction amongst its users. With Snapchatters creating more than 2.5 billion 

messages and posts every day, visiting the app on average more than 18 times 

daily, and in total spending 25-30 minutes on Snapchat per session it is no 

wonder that this app has had resounding amounts of success with young people 

(Spangler, 2017). As of December 2016, Snapchat has over 1,859 full-time 

employees working on everything from virtual reality, augmented reality, facial 
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recognition software, video and photo bandwidth technology, and state of the art 

advertising and marketing campaigns (Spangler, 2017; Snapchat, 2017). 

 These technology explorations have manifested in an enormous amount 

of unique features that make Snapchat stand distinctly out of the crowd and help 

mark it as the next thing in social networking. So much so that Facebook, which 

owns Instagram and attempted to purchase Snapchat for $3 billion in 2013 after 

a failed “tech takedown” with Facebook’s identical and now defunkt app “Poke,” 

have taken and designed as their own features from Snapchat; most notably 

stories (Colao, 2014).  

	

Figure	9:	A	screenshot	from	the	author's	Snapchat	story	feed	showing	both	those	he	follows,	friends,	and	
the	paid	for	"Featured"	stories	that	Snapchat	offers	
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 Stories, as launched in 2013, allow users to post photos and videos to a 

semi-public feed, assessable only to those who follow the user on Snapchat, with 

each post expiring after 24 hours of display (Etherington, 2013). This feature 

allows the ability to create a more lasting narrative by allowing accounts to create 

multi-snap content and have continuity within their individual snaps. Further, 

Stories provides increased opportunities for brands to advertise or launch multi-

faceted Snapchat marketing campaigns (Etherington, 2013). Snapchat has 

further introduced group stories on the app as well, allowing Snapchatters to 

collaborate on creating visual narratives of major events around them, further 

allowing the inclusion of branded content into stories (Etherington, 2013). Stories 

have proven to be incredibly popular with over a third of daily users creating 

content for the feature, and pushing the total number of videos watched on 

Snapchat per day to an astonishing 10 billion videos (Frier, 2016). Snapchat 

through stories has grown the app to more than just an app that allows users to 

consume content, it has allowed Snapchatters to gain and create broader 

audiences and allowing them to broadcast and create unique narratives using the 

app. Some of the most popular Snapchatters that have emerged because of this 

unique ability are DJ Khalid, Jerome Jarre, and Shonduras. 

 The ways in which Snapchat’s photos and videos are structured and 

shared are changing the ways in which we see these media and communicate 

with them. Snapchat has through its unique form of photo and video sharing 

changed these media from being memory repositories to being used directly as 
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speech. Through its ability to caption photos and videos, apply stickers or emojis 

on top of images and videos, apply filters (Including branded geolocation filters), 

and draw on photos and videos Snapchat has ushered in new and dynamic ways 

of creating and consuming media through their application. Shonduras, whose 

real name is Shaun McBride, is one of the first Snapchat stars made famous for 

his detailed and well made finger drawings (Spangler, 2017). Snapchat, like 

Instagram, has no connection to its users when it comes to making their own 

revenue. Despite this, content creators have found unique and creative ways to 

build a career out of their use of the app. McBride, who was recently named on 

the Forbes’ 30 under 30 in marketing and advertising, has worked with brands 

like Disney, Taco Bell, Samsung, AT&T, RedBull, Google, and many more 

(Forbes, 2017; Spangler, 2017; Huet, 2014). Further, McBride recently 

announced a partnership with Viacom, a major traditional media corporation 

responsible for brands like MTV and Nickelodeon as a creative strategy 

consultant (Spangler, 2017). 

	

Figure	10:	A	photo	of	Shaun	McBride	with	one	of	his	signature	Snapchat	finger	drawings.	Photo	Courtesy	
of	Shawn	McBride	
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 McBride, who also has a YouTube channel with over 1 million subscribers 

as of March 2017, “has an innate ability to craft stories across various social 

platforms that create meaningful interactions with fans,” according to Thomas De 

Napoli, senior director of content and platform strategy for Viacom Velocity 

(Spangler, 2017). McBride has further reported that brands will offer him 

thousands of dollars, with some reporters indicating $30,000, per photo on 

Snapchat as of 2014 when he had only 147,000 followers on the application 

(Huet, 2014). McBride has created unique and engaging campaigns for major 

corporations and is continuing to expand his online media presence in a truly 

authentic and engaging way, focusing on positive content and happiness as his 

central messages.  

 Consumer creators are not the only ones looking to target the young 

audience that uses Snapchat. Major media networks have worked with Snapchat, 

through a profit sharing model, to launch the “Discover” section of the app. The 

feature allows traditional media engage users through branded channels and 

stories, with partners including CNN, Comedy Central, National Geographic, Vice 

Media, ESPN, the NBA, Daily Mail, and Warner Music Group (Chowdhry, 2015). 

Brother, a channel started by Elisabeth Murdoch and her company Vertical 

Networks, was the first native Snapchat media channel to only exist on Snapchat 

and the first to have weekly episodic series called “Yes Theory” (Wagner, 2016). 

Sources have further indicated that Snapchat is looking to create a new category 

of sharing on their app under, “Snapchat Shows,” short form and made-for-
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Snapchat TV series (Chowdhry, 2015). These rumours seem likely to be true 

considering Snapchat and MGM Television studios have recently announced a 

partnership to develop original and short form TV-shows for Snapchat Discover 

(Spangler, 2017). Further, Vice is expanding their already strong partnership with 

Snapchat and will be producing original and exclusive shows for Snapchat 

Discovery (Spangler, 2017).  

	

Figure	11:	A	Branded	Geofilter	from	Netflix	during	2017	New	Years	Celebrations	in	Florida.	Photo	Used	
with	permission	from	Bronwyn	Taylor 
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 Snapchat has further begun dipping into the political world as of the 2016 

US Presidential Election, creating an original show called “Good Luck America,” 

hosted by former CNN correspondent Peter Hamby that attempts to connect and 

explain politics to Millennials (Spangler, 2017). During its first season “Good Luck 

America” brought in over 22 million unique views in Snapchat throughout the 

2016 Presidential election alone and featured interviews with Barack Obama, 

Hilary Clinton, Bernie Sanders, Chris Christie, and Jeb Bush (Spangler, 2017). 

Snapchat has proved to be a popular location for discussing and getting news 

about politics with 30% of the respondents to a survey conducted by Variety 

magazine indicating that they used Snapchat to get news on the 2016 

presidential campaign (Wallenstein & Ault, 2016). 

 Politicians also took advantage of Snapchat’s geofilters and video ads 

during the 2016 US Presidential Election with both Trump and Clinton using 

Snapchat to target young voters (Piper, 2016). Further, during the Republican 

National Convention without even being there the Clinton campaign was able to 

make waves of news and controversy by using a set of anti-Trump geofilters: one 

was crisscrossed with yellow police tape emblazoned with "Stop Trump," and 

another featured a quote from Trump praising Clinton in 2008, (Piper, 2016; 

Kaplan, 2016). 
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Figure	12:	One	of	the	geofilters	purchased	by	Donald	Trump's	campaign	during	the	2016	US	Presidential	
election.	Photo	used	with	permission	from	Valerie	Fowles	

	
More so than with any other social media platform people are using 

Snapchat to communicate with their friends and peer in authentic, casual, and 

unforced ways. It is crucial that campaigns also use the app in this way, 

authentically fun and interesting in their engagement. With over 150 million active 
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users (Somerville, Hirsch, & Baker, 2017) and more than 2.5 billion messages 

and posts every day (Spangler, 2017), and no signs of growth diminishing 

Snapchat has the potential to act as an incredibly effective and far reaching tool 

for political campaigning. Many politicians have begun to realize this potential of 

reaching young voters through use of their own accounts and stories, Hillary 

Clinton for example, opened her account on Snapchat in August of 2015. 

However, almost all of her posts comprise throwback photos to her younger 

years, video clips from public debates and events, and factoid like ads shared on 

her story (Keerly, 2015). Despite creating native content for the app, Clinton’s 

posts on Snapchat largely come off as ads. They do not carry the natural and 

authentic feel that Snapchat is catered towards. 

	

Figure	13:	One	of	Hillary	Clinton's	Snapchat	posts	from	the	2016	US	Election 
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Figure	14:	A	Snapchat	posted	to	Hillary	Clinton's	story	during	the	2016	US	Election 
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Figure	15:	Justin	Trudeau	advertising	his	first	Snapchat,	using	his	"Snapcode"	on	Instagram	with	the	
announcement	of	Justice	Malcolm	Rowe	to	the	Supreme	Court	of	Canada	
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Your Right Honourable, Justin Trudeau, has also forayed into the world of 

Snapchat being the first politician to host a live QnA over the application in 

January 2017 (Shah, 2017), and the first Canadian politician to begin using the 

popular app (Behar, 2016). This “Live Story” as it is being branded was through a 

direct partnership with Snapchat where the eventual finished live question and 

answer period was available using Snapchat Discover available to users in 

Canada, the US, New Zealand, Australia, and the UK (Shah, 2017). Featuring 

everything from foreign policy to hair grooming tips the Canadian Prime Minister’s 

live feed appeared to live and breathe an essence of authentic communication. 

Every Snap that the Prime Minister’s account sent out was either taken by your 

Right Honourable himself or was an up close and intimate clip of him interacting 

with young Canadians (Shah, 2017).  

 
Figure	16:	Justin	Trudeau	during	his	Live	Story	QnA	Session	on	Snapchat.	
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Snapchat was not used by any major politician during the 2015 Canadian 

Federal Election and thus has never been in action during a campaign period in 

Canada. Despite this your Right Honourable and your team’s attempts at 

maintaining a Snapchat account during the off season have not gone unnoticed 

with many news agencies and micro-blogs reporting excitement over the 

Canadian leader’s social media presence. Despite this, your Right Honourable 

and your team appear to have an inconsistent usage of Snapchat posting once 

every few months. Further, many of the posts that are posted to your Right 

Honourable’s account are clearly rehearsed and planned with seconds before 

and after you start speaking left in the photos and video shared to your story. 

Photos and videos on Snapchat are unable to be edited or altered in any way 

other than drawing on or applying filters to them. Thus, it is incredibly important 

that all content that is shared is done well, in a high quality and authentic manner, 

and in a natural and non-obviously rehearsed way. Additionally, other people 

take almost all of your Right Honourable’s Snapchats; they show him standing in 

front of a Canadian flag proudly reciting a rehearsed 10-second line to the 

camera and immediately repeated in French just moments later. The type of 

content that your Right Honourable, and almost all other politicians, is producing 

on Snapchat is the exact opposite of what caters best to the application, raw, 

real, and unfiltered. A recent study on social interaction on Snapchat found that 

users do not see Snapchat as a place to share photos or videos, rather they see 

it as a network for sharing spontaneous experiences with trusted ties (Bayer, 
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Ellison, Schoenebeck, & Falk, 2015). This further emphasizes the importance of 

the unfiltered and authentic mode of communication that is so crucial on 

Snapchat. It is clear that your Right Honourable’s team understands this; they 

just are not doing it to the level they should be if they hope to truly win over and 

engage the young voters of Canada. These are important aspects in the media 

world of Millennials and Generation Z and authenticity plays a large role in 

determining who is successful and who isn’t in the world of social media, 

Snapchat more so than any other network (Ayyar, 2016). 
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CHAPTER VIII 
Of Authenticity in Modern Media and the Importance of Being Seen as 

“Authentic.” 
 
 Your Right Honourable, at this point in this text you are likely wondering 

what “authenticity” really is. I hope to have now convinced you of its importance 

in connecting with the young people of Canada and further the importance of 

connecting with the young people of Canada. Further still, I hope to put forward 

that the importance of connecting with the young people of Canada is not just 

through your actions leading up to and during an election. That in order to be truly 

seen as connecting with, engaging with, and as authentic, much like our modern 

day 24 hour news cycle, your engagement must be 24 hours as well. 

Campaigning can no longer be limited to the official campaign period, it must be 

done at all times in order to maintain relevancy with your emerging electorate 

(Samara Canada, 2015). A Modern Prince does not stop campaigning, they are 

always looking to improve and refine their authentic and intimate message. A 

Modern Prince must recognize that despite an election ending it does not mean 

the end of their potential influence and power over the politics of their electorate, 

in our new media environment campaigning never ends.  

 Many scholars and thinkers have used the term “authentic” in their work, 

so much so that it has turned into a modern day social media engagement 

buzzword (Reynolds, 2016; Henderson & Bowley, 2010). Despite this use of 

“authentic” as a buzzword the actual understanding of what makes authentic 

content can be seen through social media influencers on apps like YouTube, 
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Instagram, and Snapchat. The Oxford English dictionary defines “authentic” as 

“in accordance with fact or stating the truth, and thus worthy of acceptance or 

belief; of established credit; able to be relied on; truthful, accurate. In recent use 

chiefly having the quality of verisimilitude, true to life.” Further, Oxford indicates 

that authenticity is that that is the origin or source of something. It is original, or 

primary and not a copy and genuine, in regards to a person it is someone that is 

a source of reliable information, this is credible and trustworthy (Oxford English 

Dictionary, 2017), 

The Oxford English Dictionary further has a definition of authentic that 

indicates another form of authenticity; “Presenting the characteristics of the 

original; accurately reproducing a model or prototype; made or done in the 

original or traditional way,” (Oxford English Dictionary, 2017). This definition 

helps to show that it is not important to truly be authentic with your audience. So 

long as they view and believe your interactions to be authentic, you will reach 

your ends. It is, as Elizabeth Goodyear-Grant puts it, the “Authenticity paradox,” 

(Proudfoot, 2016). The “Authenticity Paradox” is the idea that the very images 

that announce themselves as candid and freewheeling are rarely just that. Rather 

they are carefully crafted individual messages designed to create energetic and 

emotive, but not weightless, messages to the public (Proudfoot, 2016). It is 

important to note that the “Authenticity Paradox” does not necessarily mean that 

the quality of content must be of a lower or more personalized style. Much like 

the definition of authenticity by the Oxford English Dictionary, the content must 
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seem in all ways like it is authentic, even if it is not. Take for example the two 

photos pictured in Figure 17. Each of these photos were taken and posted on the 

same day in Canada’s Maritimes: one displays a meeting with the P.E.I. Premier 

and the other is your Right Honourable interacting with children from Nova 

Scotia. Despite both being professionally photographed, they both display a 

different emotion; one comes off as authentic and the other as slightly more 

staged.  

	

Figure	17:	Two	photos	displaying	the	difference	of	authenticity	successfully	displayed	in	promotional	
high	quality	photos	on	Justin	Trudeau's	Instagram	account.	The	photo	of	the	right	displays	a	higher	level	
of	authenticity	despite	both	photos	being	high	quality	and	seemingly	candid	photos	of	Trudeau	
interacting	with	people.		The	photo	on	the	left	comes	off	as	staged	and	carries	a	false	sense	of	authentic	
framing	and	incorporation	in	Trudeau’s	Instagram	feed.	
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Your Right Honourable Justin Trudeau is both authentic and non-authentic 

in your use of applications like YouTube, Instagram, and Snapchat. Social 

networks have been used by Canadian politicians, your Right Honourable 

included, as tools to enhance the image of themselves or their campaign; they 

have not been used to actually engage with the electorate (Dubé, 2009). This 

acts as one of the central misunderstanding and faults of how politicians use 

social media to try to engage the electorate. Social media demands a multi-

directional level of communication. It functions vastly differently than traditional 

one-directional channels of communication like radio and TV (Miller, 2008; 

Basen, 2015; Samara Canada, 2016; Jagoda, & Winders, 2008). One-directional 

communication creates the realization of false authenticity; it brings to attention 

the social networks being used as nothing more than campaign tools or tools for 

personal gain and not for community building and sharing. Further, if was found 

in a study conducted by Samara Canada that Canadians could tell the difference 

when a party was broadcasting a general message or using a more personalized 

form of outreach (Samara Canada, 2016).  

In terms of social media to be authentic requires a short but important list 

of attributes and qualities that must be portrayed when engaging over these new 

media with your audience. Authenticity requires posts from a consumer creator to 

be real, raw, and unfiltered. Content posted to applications like YouTube, 

Instagram, and Snapchat must appear to be a natural and everyday aspect of 

your life that you are sharing without any hesitation. Further, it must have an 
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element of multi-directional communication. It engages and calls the community 

that has been developed through your social networks into conversation and 

content creation themselves. Authenticity in social media relies on the art of 

storytelling that resonates on an intimate and personal level (Jagoda, & Winders, 

2008; Proudfoot, 2016). Your Right Honourable’s social media presence over the 

past several years has shown an understanding that content and connection to 

individuals over social media requires a different tone and form of construction 

than television and radio. Despite this understanding of a different tone, there 

remains a fundamental gap in understanding the importance of authentic, 

genuine, and multi-directional communication that the new media environment 

around us demands.  

 YouTube saw the birth of the Consumer Creator and remains one 

of the most central websites for creating and engaging with a long term and loyal 

community. Despite this, the Justin Trudeau YouTube account has, as of March 

2017, no videos uploaded to it. Further, the Liberal Party of Canada YouTube 

channel, as of March 2017, features only official ads for the campaign and the 

party. The videos produced during the campaign tended to carry the authentic 

and humorous tone that is required for online engagement, but ceased shortly 

after November 2015. For example in an animated video entitled ‘Your Guide to 

Canadian Political Hair,’ shared on YouTube, your Right Honourable poked fun at 

himself and made light of critiques coming from the other campaigns. The video 

communicated that no matter what hairstyle Trudeau had, his Liberal party 
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platform remained the same. Despite the fact that your competitors were also 

sharing videos of themselves on social media, your Right Honourable’s video 

stood out because it was funny, memorable, and refreshing in that it was not an 

advertisement attacking another political party. Further, the video displayed an 

ability to connect with the idea of positive content and understanding of 

audiences online (Jeanes, 2015). 

 Despite this, your Right Honourable should increase your presence on 

YouTube as a platform, both through your own channel and through currently 

established Consumer Creators. Through a combination of posting personalized 

videos of yourself, your family, or other interesting, authentic, and politically tilted 

content while simultaneously engaging with already existing Consumer Creators 

you will be able to establish a dedicated online following and community that 

feels that they connect with you on a much deeper level than the general public. 

This creates a “Parasocial” interaction, a one-sided attachment people develop 

for media figures, and the reason why when we meet a celebrity we feel like we 

already know them (Proudfoot, 2016).  

You have also already begun to do this, whether consciously or not, with 

collaborations and connections with Youtubers and Snapchatters like “Yes 

Theory,” as mentioned in Chapter VI (Yes Theory, 2015; Yes Theory, 2016). 

Through your collaborations with Yes Theory you have shown yourself in a 

relaxed and lo-fi environment, often appearing with them in holiday postcards 

wearing ugly Christmas sweaters or sitting down with them in a coffee shop to 
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talk with them about how to be a better man (Yes Theory, 2015; Yes Theory, 

2017). This form of engagement is not a high profile setting, and that is what is 

good and effective about it. The engagement seems to be purely about 

connecting, communicating, and sharing, not selling. 

In regards to Snapchat, despite a few well-coordinated official uses of the 

Snapchat Discover feature, your Right Honourable never personally interacts 

over the platform. Posts continually occur only when wanting to promote an 

official event, almost exclusively taken from the perspective of an aide or 

onlooker to the situation. Your account, on the rare occasion that it actually 

engages with your followers, is further always conducted and operated by 

anonymous staffers. Further, posting on your official Snapchat will often not 

happen for months at a time and ultimately has little to no user interaction and 

engagement. Much like traditional media, you have utilized Snapchat as a tool for 

official announcements and as a source of information, gleaning only into your 

political life rather than creating a constant narrative of yourself on the platform. 

Through this misguided use of Snapchat, the social network that is specifically 

designed and catered to create authentic and real moments, you have managed 

to defy all authenticity and genuine interaction on it.  

Your Right Honourable’s Instagram account also presents an interesting 

case of misguided platform use. However, it should be noted that out of all of 

these modern media your Instagram use is by far superior. Photos are clean and 

professional with engaging content and have reached tens of thousands of 
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interactions per post. A further element that makes your Right Honourable stand 

out is your moderators quick and on brand response and communication with 

Instagram users, creating an environment that says they are not just posting but 

that they are listening as well (Jeanes, 2015). This is crucially important in 

engaging members of Generation C over social media. Our modern media 

environment is not a one-way route of communication it is multi-directional. 

Despite this, your Instagram is not being utilized to its full capacity. Stories 

posted to Instagram are continually identical to those that you have posted on 

Snapchat, creating, for those who follow you on both applications, a sense of 

mass messaging and lack of personalization. Additionally, your Instagram feed is 

often filled with the same basic image, you standing in a crowd of people or 

shaking hands and interacting with a child. This messaging may work now and 

may have worked in the election but you must expand your world of authentic 

interaction on the medium to truly be able to capture a larger audience. 

Otherwise, you face the potential that people will begin to recognize and notice 

this similar pattern of posting.  

 According to Daniel J. Paré and Flavia Berger political marketing is about 

organizational behavior and the design of political products. Historically, political 

products have been how a political party performs in terms of its leadership, 

Members of Parliament, its candidate, party members, staff, and the symbols of it 

activities (Paré & Berger, 2008). The most important aspect of this product in our 

modern media environment and further solidified by the politics of the 2015 
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Canadian Federal Election and the 2016 US Presidential Election is the political 

party leader or nominee. Your Right Honourable, you, Justin Pierre James 

Trudeau, is the current product of the Liberal Party of Canada. A reliance on 

commercially derived political marketing techniques and theories to win elections 

undermines the role of active participation in politics today, and will act as the 

future detriment of those who do not adapt and look to understand the new ways 

of political communication that our media environment brings forward (Paré & 

Berger, 2008). Young voters give a great amount of consideration to the values 

and symbols that a leader stands for (Paré & Berger, 2008), and it is through 

social media that I have hoped to convince you is the key to engaging and 

connecting on long term intimate and impactful levels with young Canadians.  

No Canadian politician or political party is currently authentically 

representing or communicating with young Canadian voters to the extent that 

they need to be in order to engage young Canadians on the long-term. Your 

Right Honourable during the 2015 election is the only politician who had begun to 

understand the importance of this demographic with actual connection and 

engagement in the ways that matter to them. It is easier however, for your Right 

Honourable, to emulate the characteristic of authenticity and openness that social 

media and the growing Millennial and Generation Z electorate so desires. What 

your Right Honourable and your team understands, better than any other 

Canadian politician during the 2015 Federal Election, is that modern marketing is 

about storytelling, and what a story you have to tell. You were born into it, your 
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father, Pierre Elliot Trudeau, while Prime Minister in the late 60s, 70s, and early 

80s would often have you by his side, appearing in a variety of publicity photos 

and public family memories. The Trudeau family is the first and only Canadian 

political dynasty and your Right Honourable has had no choice but to be 

authentic and open, the country already believed they knew him. From childhood 

photos at Parliament Hill or from your now famous Eulogy at your father’s funeral 

as broadcasted over the CBC, your Right Honourable, much like Donald Trump, 

has been in the spotlight as more than just a politician and a leader of a country. 

They already had massive followings and brand recognition, perhaps that is the 

answer to winning an election. The personal brand and reach of an individual are, 

in our modern media environment, able to reach farther than any other campaign 

strategy I hope to have demonstrated to you so far. No matter the media agenda 

or anything else facing a candidate perhaps all it takes to win an election in the 

twenty-first century is the authentic and intimate communication and sharing of 

experience that your Right Honourable has begun to demonstrate. In an 

environment where everything a politician does is potentially on display for the 

global village it is crucial to adapt to the new ways of connecting, engaging, and 

inspiring voters in order to gain and maintain your position in society.  
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