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• M o d e ls  o f s o c ia l  m e d ia  d i s r u p t io n  
 
• S o c ia l  in  2 0 19 :  a  p a r l i a m e n t a r y  c o n t e x t  
 
• C a s e  s t u d y :  C h r i s t c h u r c h  m o s q u e  

s h o o t in g  

OUTLINE: 



Pt I: 
Models of social media 

disruption  



There ’s nothing new 
under the sun.  
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Disruption (Christensen (1995) & Zeleny (2009)  

• From the fringe to the mainstream  

• Process, not usually new technology  

•  Two models:  

  Low- e nd  d is rup tion  

  Ne w us e r d is rup tion  

• “Te c hno log y m ud s lid e ” – run  fa s te r in  p la c e  

• Wha t’s  b e ing  d is rup te d ?  Exis ting  s up p o rt 

ne twork ( te c hno log y s up p o rt ne ts )  



Cha ra c te ris tic s  of soc ia l m e d ia  
 

• Ma s s ive ly online  
• Low b a rrie rs  to  e n try 
• Enc oura g e s  us e r p a rtic ip a tion  & e ng a g e m e nt 
• Ra p id  tra ns fe r o f in fo rm a tion  b e twe e n us e rs  
 
…Broa d e r tha n  you  th ink! 



TIMELINE  VS  ALGORITHM 
CHRONOLOGICAL 
ORGANIC 
USER DRIVEN 
TRANSPARENT 

( p o s t 20 14)  
“CURATED” FOR RELEVANCE 

PAID MODEL 
PLATFORM CONTROLLED 

OPAQUE 
FILTER – “BUBBLE” 



WEAKNESSES 
Lack of nuance  – wha t’s  b e ing  lo s t?  

La c k o f c o ntro l & a c c o unta b ility 
Pa ra d o x o f trus t 

Dig ita l d ivid e  

OPPORTUNITIES  
Cha nc e  to  a d d re s s  b a rrie rs  

Me e t us e r e xp e c ta tio ns  
Ma inta in  s o c ia l lic e ns e  

 

THREATS 
Ra p id  ( ne a r- c o ns ta nt)  c ha ng e  

Re p e a te d  s c a nd a ls  & p riva c y c o nc e rns  
Shifting  us a g e  p a tte rns  

STRENGTHS 
Re a c h m ore  ( & m ore  d ive rs e )  p e op le  

Sp re a d  info rm a tion  q uic kly & c os t e ffe c tive ly 

Re le va nc e  – rig h t c onte n t to  rig h t p e op le  



Pt II: 
The parliamentary context  



CHANGES TO THE USER BASE  
Low- end disruption  

New- market disruption  

DISRUPTED TECH SUPPORT NETS  

ADDRESSES BARRIERS  

News m edia | Citizens | Politicians  

Time- poor | Lack of knowledge & awareness  
Lack of confidence | Distance & scheduling  

Relevance  



"I'm so happy this format is being used. I'm able 
to wa tch the  m e m b e rs sp e e che s tha t I choose , 
without ha ving  to s it for long  p e riod s of tim e . I'm  

a lso a b le  to b e  we ll inform e d  a nd  ha ve  b ite  s ize d  
chunks of inform a tion com m unica te d  to m e . 

Love  this  NZ Pa rlia m e nta ry Se rvice s" 

FACEBOOK USER 
Low - end disruption  



"these info bursts are great. i ha ve  ne ve r le a rne d  so 
m uc h a b out Pa rlia m e nt b e fore  the se  -  I a m  70 a nd  
for the  ve ry firs t tim e  I fe e l like  I a m  p a rt of the  "b iz" 
tha t g oe s  into running  this  b e a utiful la nd  of ours . Firs t 
tim e  e ve r. I g re w up  in a n Aote a roa  NZ tha t wa snt 
Ma ori frie nd ly a nd  I fe lt like  a  s tra ng e r he re , oh how 
tim e s ha ve  c ha ng e d … 

FACEBOOK USER 
New market disruption  



 

NZ PARLIAMENT’S 
APPROACH TO 
SOCIAL MEDIA 



Key strategic challenge:  
More  NZe rs  e ve ry ye a r will 

e ng a g e  with  the ir Pa rlia m e n t -  
a nd  inc re a s ing ly, the y e xp e c t to  b e  a b le  to  d o  it d ig ita lly. 



Facebook x 15  
Twitter  

LinkedIn  
Instagram  

+ misc.  
(YouTube, Vimeo, Steam, … … )  











Tha t’s  the  g ood  ne ws . 
 

The  b a d  ne ws… 





“Digital arms dealers” – Kara Swisher 

Russia – Internet Resea rch Agency 

Myanmar  – Rohingya  genocide 

India – Wha tsApp lynchings 

China – Hong Kong protests 

     –  socia l credit score  

UK – Brexit & “Ha rd Brexit” 

Brazil, Mexico, USA, Spain, EU, … …  

 

 



Parliamentary responses  

Creating owned ‘s o c ia le s q u e ’ 
c o lla b o ra t io n  & c o - d e s ig n  s p a c e s  

( Ar g e n t in e  C h a m b e r  o f  De p u t ie s , S c o t t is h  P a r l ia m e n t )  

 

In t e n s ify in g  u s e  o f s o c ia l m e d ia  
( UK P a r lia m e n t , Eu r o p a r l)  

 
Do n ’t  u s e  it  a t  a ll… 
… b u t  is  t h is  s t ill f e a s ib le ?  

 



Case study:  
Social media & the 

Christchurch mosque attacks  





• Immediate freeze on scheduled content  
• Ongoing updates focused on practical 

impacts  
• Acknowledging global condolences (e.g. 

royal family, Irish Oireachtas , PM of 
Pakistan)  

• Close liaison with Speaker ’s  O ffic e , 
Pa r lia m e n t a ry  Se rv ic e , Se le c t  C o m m it t e e  
Se rv ic e s  

 

PHASE ONE: 
March 15 - 17 



• Ongoing updates on practical impacts  
• Focus on House sittings and committee 

meetings  
• Sharing content related to 

commemorations & special events  
• Massive surge -  intensive community 

management required (e.g . removing / 
reporting hate speech & objectionable 
material)  

• Some posts blocked due to keywords 
( ‘C h r is t c h u rc h  m o s q u e  a t t a c k’)  
 

 

PHASE TWO: 
March 18 - 21 





• Public consultation begins on Arms 
Amendment Bill  

• Audience surge continues, bringing 
major changes to page demographics 
and behaviour  

• Intensive community management  
• Regular content gradually resumes  

 

 

PHASE THREE: 
March - May  





Th e  C h r i s t c h u r c h  C a l l  
 

S t a t e  S e r v ic e s  C o m m is s io n  c o n s id e r s  
p u l l in g  t h e  p lu g  o n  s o c ia l  m e d ia  

 
In c r e a s e d  s c r u t in y  o f p a id  s o c ia l  m e d ia  

p r o m o t io n s  b y  s t a t e  s e c t o r  o r g s  

Ongoing effects  



Challenges:  

Surge  
 

Objectionable content /  
Distressing content  

 
Disinformation,  
Misinformation,  

Misunderstanding  
 

Reputational risk:  
Use of platforms  



S o c ia l  m e d ia  i s  r e a l  l i fe . 
 

P a r l i a m e n t ’s  t e c h n o lo g y  
s u p p o r t  n e t s  a r e  b e in g  d i s r u p t e d . 

Do we fight this or adapt?  
Wh a t  a re  w e  re p la c in g  t h e m  w it h ?  

 
It ’s  n o t  ju s t  h a p p e n in g  t o  “u s ”. 

Ho w  a re  w e  h e lp in g  c it ize n s  
n a vig a t e  d is ru p t io n ?  

THINGS TO CONSIDER: 
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