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The article deals with the discovery of instruments of modern media lobbying. There are investigated 
the technologies of political lobbying as a special kind of political technologies of informational 
influence, the feature of which is unidirectional pressure on the authorities, not with the purpose of 
seizing power or its affirmation, but in order to create conditions for the adoption of the necessary 
political group decisions. There are determined the main mechanisms of information pressure in the 
course of implementing campaigns for political lobbying.
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Introduction

Modern lobbying is a combination between direct influence on political actors and 
information campaigns in the media with strict coordination of all efforts. The first important 
feature of modern campaigns is digitalization. The second important feature of modern 
campaigns is the coordination of the campaign. The modern technology of lobbying allows 
you to control a large operational mechanism of information lobbying.

Modern lobbying needs not only direct communication between lobbyists and government. 
It should be campaigning with different instruments of information pressure. The information 
pressure can be both directly and indirectly. There are a lot of different forms of direct pressure. 
For example, it is the publication of materials to influence on government.

It could be an analytical material in the press on the need to change tax laws for the business. 
But the material is related to public needs. It could be a public speech on the same topic by 
authorized persons. The main task of public speaking is the retransmission of the necessary 
information messages (“messages”) to integrate them into public opinion and consolidate them 
in the public consciousness. It is the general technology of media lobbying.
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The media lobbying.
The media lobbying includes hidden information pressure. It means the most significant 

ideas are hidden behind other content but still relayed. The main purpose of such pressure is 
to create an information background for direct information pressure. For example, it may be 
certain theses of lobbying content presented in general analytical materials and publications. 
Then these could also be voiced by experts on television or radio.

In this case, the goals of the lobbying campaign should be defined. It could be putting 
pressure on the legislature or the executive to support a political decision (or, conversely, 
repeal a legal act). For example, it could be a ban on gambling.

Then should be defined objects of the pressure. They can be politicians or government 
agencies (party institutions). In addition, specific policies or political forces can be identified 
as targets for attacks.

Then the lobbying campaign needs to develop basic political messages to influence on 
public opinion in support of the proposed policy decisions. They must be accessible to the 
general public. The basic messages should be voiced in order to convey their content as widely 
as possible.

An information support campaign includes both the organization of “public activism” 
campaigns in support of basic messages and the retransmission of basic messages in journalism, 
scientific publications, expert assessments, and so on.

Ultimately, the campaign must ensure the total dominance of basic messages in the 
information field to be supported at the level of public opinion. In general, both direct and 
indirect pressure are combined in a single information campaign on lobbying to create a 
favorable mood in society, which can be used as an argument in negotiations with politicians 
to motivate them to make the decision.

The technologies of modern media lobbying.
There should be mentioned a specific technology of information pressure as media 

interception or “Media-jacking” (Chumikov, 2015: 33). It means the process of creating 
publicity with the use of news space. It is a form of “media parasitism.” The technology of 
“Media-jacking” means the integration of a message into the current news background of a 
different event. Because corporations and politicians have more resources to engage the press, 
well-planned «Media-jacking» can be an effective way to engage the media during low-budget 
activist campaigns.

First, it should be found the most attractive topic for public attention.
Secondly, it determines how exactly you can join this topic, for example, in the form of 

your own action, which will take place in parallel with an attractive event.
Third, it needs to be determined how attention will be shifted from the main action to the 

media interception project. It can be a provocation.
The pressure on the government includes a phenomenon of grassroots activities. Grassroots 

technologies are widely used by grassroots groups, such as trade unions and environmental 
groups. It means a form of mass protest activities imitating. The Grassroots toolkit includes 
the organization and holding of various mass and collective actions. Such actions are often 
destructive but have a significant resource of influence on government because they attract the 
attention of the general public and the media.

Grassroots lobbying technologies are different from manifestations of spontaneous protest 
activity of citizens. Lobbying always involves making adequate demands on the authorities. 
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Collective actions of lobbying are different from spontaneous protests by a high level of 
organization, legality, and the absence of any extremist manifestations. The process of 
lobbying is quite long. Lobbying measures do not stop even after the goal has been achieved, 
and spontaneous protests end exactly when the authorities satisfy the actions’ demands.

The lobbying campaigns use indirect influencing technologies, which are combined with 
Public Affairs, Media Relations, and Grassroots. This means that the so-called “chains of 
audiences” are built between the object and the subject of lobbying (Vuima, 2007: 67). The 
media is an integral part of all “chains of audiences.” Due to the influence of the media, 
the public is mobilized to put pressure on the authorities. In some cases, lobbying schemes 
are extremely complex. The growing influence of the Internet on public opinion formation 
converts the media lobbying campaigns into electronic media campaigns.

A typical grassroots campaign is an event organized to mobilize public support and put 
pressure on legislators, government, or corporations. Traditional grassroots activities can take 
standard forms, such as collecting signatures for petitions, raising funds from small donors 
for political advertising, small group meetings, interviews with key government officials, and 
more. Grassroots as a form of political persuasion can be an effective way to increase public 
resonance around a problem and encourage the government to make concrete decisions.

Public advocacy campaigns are public actions for protecting the rights and interests of a 
particular social group. Activist groups are lobbying for social issues such as environmental 
issues, domestic violence, abortion laws, etc. Well-known activist groups include Greenpeace, 
the animal rights organization PETA, the Association of American Families, and others. These 
groups’ effectiveness promotes their programs to draw the public and politicians’ attention 
to more global issues. However, activist organizations often have to defend their interests 
amid the cacophony of opinions that accompanies any legislative project in the legislature. 
Sometimes the positions of some social groups may not coincide with the views of other 
associations.

The technologies of fake influence in lobbying

The practice of influencing the political elite by forming public opinion with the help of 
various techniques and means is widespread. One of these technologies is astroturfing, which 
needs to look no different from grassroots campaigns.

In general, astroturfing is the practice of masking the sponsors of a message or organization 
to make it appear as though it originates from and is supported by grassroots participants. 
It is a practice intended to give the statements or organizations credibility by withholding 
information about the source’s financial connection. The term astroturfing is derived from 
AstroTurf, a brand of synthetic carpeting designed to resemble natural grass, as a play on 
the word “grassroots.” The implication behind the use of the term is that instead of a “true” 
or “natural” grassroots effort behind the activity in question, there is a “fake” or “artificial” 
appearance of support.

One example of astroturfing is “Al Gore’s Penguin Army” — an “amateur” video posted 
on Youtube, which mocks the famous politician and former vice-president and his book “The 
Inconvenient Truth” about global warming. The link to the video was at the top of Google 
search for “Al Gore,” and was placed on paid advertising rights. This example clearly proves 
the change of the usual influencing public opinion methods with the help of traditional media 
and the transfer of astroturfing technologies to social networks.
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While astroturf campaigns all share distinct properties, these campaigns may differ in 
tactical execution and origin, rendering a “one-size-fits-all” definition insufficient. For the sake 
of clarity, the following list outlines key qualities that distinguish astroturf campaigns from 
authentic grassroots/advocacy campaigns (Dan, 2018):

1. Well-funded from inception with little visible citizen support.
2. Campaigns with names that are generic or “populist-sounding” (Citizens for X, 

Save the X, Families for X, etc.).
3. Coordinated email campaigns sent to legislative offices stemming from unverified 

constituents or without a constituent’s consent.
4. Noticeably biased campaign-centric websites.
5. Inflammatory language to support claims.
6. Campaign websites that claim to educate viewers by debunking industry myths.
7. So-called “grassroots” organizations whose origin story is vague or unmentioned.

Astroturfing can also be described as a technology of “post-truth.” “The goal of these 
communication strategies is to amplify or suppress political information through lies and 
confusion. Those who use it manufacture false consensus and give the illusion of popularity 
or disapproval. This creates a bandwagon effect—and the more people who jump on the 
bandwagon, the harder it will be to slow it down”(Woolley, 2018).

E. Walker defines “astroturfing” as public participation that is perceived as heavily 
incentivized, as fraudulent (claims are attributed to those who did not make such statements), 
or as an elite campaign masquerading as a mass movement (Walker, 2014: 33). Walker 
highlights the case of Working Families for Wal-Mart, in which the campaign’s lack of 
transparency led to its demise.

“Although its rise is contemporaneous with the web, there is no particular reason to think 
that the practice is known as “Astroturfing” is connected with networked communication. 
However, it is a prominent form of contemporary deformation of political discourse, one whose 
effects not just on political discourse but political decision-making, especially in the United 
States, can hardly be underestimated, and whose true dimensions remain largely unknown” 
(Golumbia, 2013: 25).

A study published in the Journal of Business Ethics examined the effects of websites 
operated by front groups on students. It found that astroturfing effectively created uncertainty 
and lowered trust about claims, thereby changing perceptions that tend to favor the business 
interests behind the astroturfing effort (Cho et al., 2011: 571–587).

Another technology for influencing public opinion in the framework of lobbying and 
misinforming legislators is the practice of “green camouflage” (greenwashing), when 
manufacturers declare their products’ environmental friendliness without good reason. 
Greenwashing, also called “green sheen,” is a form of marketing spin in which green PR 
(green values) and green marketing are deceptively used to persuade the public that an 
organization’s products, aims, and policies are environmentally friendly and therefore 
“better”; appeal to nature. “Green camouflage” is used by many companies to maintain the 
image of an environmentally friendly organization and gain political support. As a rule, 
important details are omitted, or facts are falsified. In general, the technology of “green 
camouflage” can be applied not only in relation to the “environmental friendliness” of the 
business but also to any other pressing social issues, for example, job creation, employment 
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of veterans or disabled people, etc. In this context, “camouflage” is a “political defense” for 
business, which is similarly shielded from attempts to pressure it by the authorities.

Evidence, an organization, is greenwashing often comes from pointing out the spending 
differences: when significantly more money or the time has been spent advertising being 
“green” (that is, operating with consideration for the environment) than is actually spent on 
environmentally sound practices. Greenwashing efforts can range from changing the name or 
label of a product to evoke the natural environment on a product containing harmful chemicals 
to multimillion-dollar marketing campaigns portraying highly polluting energy companies as 
eco-friendly. Therefore, greenwashing is a “mask” used to cover-up unsustainable corporate 
agendas and policies (Karliner, 2008).

Sockpuppetting (a Sock puppet means a hand puppet) is a technology of lobbying on the 
Internet with clones or Internet bots. Special programs can automatically generate thousands 
of “fakes” by creating accounts that are used for informational impact on Internet users.

A sockpuppet is an online identity used for purposes of deception. The term means a false 
identity assumed by a member of an Internet community who spoke to, or about, themselves 
while pretending to be another person.

The term includes other misleading uses of online identities, such as those created to 
praise, defend, or support a person or organization (Stone & Richtel, 2008), manipulate 
public opinion, or circumvent a suspension or ban from a website. A significant difference 
between using a pseudonym and creating a sockpuppet is that the sockpuppet poses as an 
independent third-party unaffiliated with the puppeteer. Sockpuppets are unwelcome in many 
online communities and may be blocked.

In 2013, a regular bot with 1.8 million personal computers easily multiplied up to 3 million 
clicks, likes and retweets per day to enriched its creators by $ 1 million per year (Ktepi, 2014: 
357-359). “Sokpappets” are often created by professional Internet trolls to create the effect 
of a majority.

Robot programs (or botnets) are usually created to simulate communication with live users 
or generate “likes.” In most cases, they are indistinguishable from real users, even by the IP 
addresses of computers. Social bots can create history, reputation, establish a relationship 
of trust with Twitter microbloggers, and increase the audience in a few months. In general, 
social media significantly increased the effectiveness of strategies and tactics for liaising with 
public authorities and involving citizens in political life.

Opportunities for media lobbying

Now more than ever, political minorities have the opportunity to voice their opinions 
through new technologies and Internet applications. Small organizations and individuals 
are no longer dependent on funds previously available only to governments and large 
corporations. Today citizens can choose the news they want to receive and promote on their 
own social media. Leading public interest organizations are becoming full members of online 
communities. They learn about their culture, language, and needs and guide the political 
discussion through multimedia resources.

Barack Obama’s 2008 election campaign demonstrated the benefits of social media 
for political activism, citizen engagement, and fundraising. For example, social media has 
increased the level of public response and accountability of both parties. They have created a 
new model of civic activism that combines elements of traditional media with social media, 
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in which ordinary citizens become the basis of political persuasion using their personal 
connections for political purposes. Most citizens now use the inner circle as a filter of trust to 
evaluate political information. Until political influence groups find an opportunity to become 
trusted members of such a circle, they will not be able to attract public attention and influence 
the course of events.

In recent years, crowdsourcing (crowd + outsourcing, crowd wisdom, collective 
intelligence) has been used to organize protests, expose corruption, provide assistance to 
victims of crisis situations, and many other actions. The modern lobbying campaigns use 
elements of crowdsourcing to influence political and legislative decisions.

So-called “hashtag politics” figures in participants’ repertoire of action given the current 
environment that “encourages absolutely everyone to participate in conversations about 
current events.”

A hashtag is a functional tag widely used in search engines and social networking services 
that allow people to search for content that falls under the word or phrase, followed by the 
# sign. First popularized by Twitter in 2009, the use of hashtags has become widespread. 
Nearly anything political with the intent of attracting a wide audience is now branded with 
a catchy hashtag. Take, for example, election campaigns (#MAGA), social movements 
(#FreeHongKong), or calls for supporting or opposing laws (#LoveWins). Along with activists 
and politicians, news companies are also using political hashtags to increase readership and to 
contextualize reporting in short, digestible social media posts (Ha Rim Rho, 2019).

Hashtags are considered “powerful tools for conveying a conversation around a strategically 
chosen subject,” thus stressing that action cannot be limited to “send[ing] a message, but 
through social media like Twitter and Facebook, it will also convene a conversation” (Meisel, 
2012). Hashtag policy is a new tactic used by Internet activists on Twitter to discuss and 
promote their bills. Users can group a group of messages by topic or type using hashtags — 
words or phrases that start with #. Short messages on social media microblogs, such as 
Twitter (Baumgartner & Morris, 2010: 54), Tout, identi.ca, Google+, Facebook, and VK, can 
be tagged hashtag, including both a single word and multiple combined words (but without 
spaces). Hashtags make it possible to group similar messages, so you can find a hashtag and 
get a set of messages that contain it. Building a discussion forum around key hashtags and 
content control tries to attract new supporters to support the political agenda. Well-known 
politicians sometimes act as hashtag managers. So, it can be an instrument of modern media 
lobbying.

Public campaigns actively use social networks in their activities. A few years ago, the 
environmental organization Alliance for Climate Protection created a video site (https://www.
climaterealityproject.org/) that interviews ordinary Americans about ecology. The site has 
become a great opportunity for ordinary Americans to convey to politicians their views on 
environmental issues and global warming.

Social networks are also used for charitable fundraising. Fundraising is the search for 
resources (people, equipment, information, time, money, etc.) to implement projects and / 
or maintain the organization. Thus, the search for financial resources is important in this 
process, but not the only one. Fundraising could be an instrument of modern media lobbying 
to demonstrate the power of the social movement.
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Conclusions

The results of our research are as follows.
1. The political lobbying in all its legal forms is a technology of informational influence. 

This influence can be direct and indirect. Direct political lobbying is the form of providing 
certain information to members of the political elite in order to motivate them to make 
certain decisions. Indirect political lobbying is an informational influence on public opinion 
to motivate public pressure on the government.

2. Lobbying technologies differ from other political technologies of information influence 
by their goals, subjects, and means of implementation. The goal is not the replacement of 
government but the making of the political decision.

3. The lobbying subjects are pressure groups that pursue specific interests in the field of 
politics and therefore are not constantly involved in the political process.

4. The modern technologies of political lobbying are combinations of direct information 
pressure on the government in the traditional way and the involvement of public opinion in 
this pressure through the use of various information technologies.

5. The modern technologies of political include such special forms of pressure as 
astroturfing, sockpuppeting, greenwashing. Astroturfing is a form of public activities 
imitation for supporting lobbying groups. Sockpuppeting is a technology of fake personality 
making to promote concepts on the Internet as popular. Greenwashing is a type of big 
corporation lobbying which includes the fabrication of ecology strategy.

6.The direct information pressure can be realized in the form of sending various 
correspondence with the requirements, and indirect — through information campaigns that 
involve widespread involvement of citizens.

7. One of the forms of lobbying influence is so-called “hashtag-policy.” The point of 
hashtag activism is arguable to share certain issues with one’s friends and followers in the 
hopes that they will also share the same information. This leads to a widespread discussion 
and allows for change to occur. However, hashtags have also been used to debate and make 
people aware of social and political issues.
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