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French politics at the digital age – Did social media really change the Presidential Campaign of 2007? 
Abstract :
During the 2007 Presidential campaign, Nicolas Sarkozy proposed to “initiate a numerical Republic” (Fonder la République numérique)
, a pledge in favour of e-democracy in which he suggested to associate the nation to public decisions. This broad appeal mirrors a paradigmatic shift in citizen-consumer involvement. During the 2007 campaign countless internet blogs, news portals, websites, and virtual discussion spaces entirely dedicated to the presidential election, opened and multiplied. 40% of Web surfers, i.e. 20% of the French, declared that information that they will find on Internet would influence their vote.
 
This paper shall assess how for the first time in French politics, the election’s course and possibly it’s outcome between Ségolène Royal and Nicolas Sarkozy was decided on the Web. Examining to the potential societal implications of social media, the paper will evaluate how social media may have induced a change in both voter behaviour and forms of political socialisation. It will highlight how the social media fostered the emergence of a new type of ‘agenda setting dynamic’ during the campaign, based on the notion of ‘two-step flow’ formerly introduced by Lazarsfeld et Katz 
 – a new social media driven dynamic where major media channels directly took on or monitored the main talking points displayed on WebPages of well-known cyber-commentators, with hot topics directly drawn from blogs. 

While social media closed a breach within the communications possibilities accessible to political parties with; for instance, the use of famous bloggers won over to a particular political point of view, the paper shall likewise evaluate how political parties may have taken advantage of social media to foster new allegiances and bridge a gap in their already existing communication strategies and furthermore, how social media helped candidates gain considerable recognition, launching an unprecedented support wave. 
The 2007 presidential campaign indeed saw the emergence in France of a new-fledged ‘cybermarketing’ or Marketing 2.0, 
 denoting the French parties’ endeavour to foster voter’s ‘customer loyalty’. Parties thereby learned how to adapt their marketing techniques to the social media. The paper will therefore look at the new range of web based political communication such as electronic adhesion campaigns or party-driven guerrilla actions within the ‘blogosphere’. As such, Nicolas Sarkozy’s party, the UMP
, considered the Internet as an extraordinary mean to locally identify network leaders such as famous bloggers, inclined to connect thousands of people. This paper shall thus depict how the UMP used the entire cybermarketing panoply at hand during the campaign. Likewise, as a unique contender of the French Socialist Party, Ségolène Royal appeared as a genuine 2.0 Web entrepreneur. Through the idea of ‘participative democracy’ and with a key branding apparatus – the innovative website “Desir d’Avenir”
 – the candidate put down the premises for a pioneering 2.0 practice of democracy. Hence, the paper shall also highlight how this virtual window did not merely stand for an attempt to enrich an already formatted discourse, but as the very heart of Royal’s political project. It will moreover show how militants played a considerable role in the implementation of the ‘Ségo’ brand on the Web. 
With recent developments allowing transmission at low costs of polls and images, internet progressively became a powerful advertising media, enabling and facilitating interactions between representatives detaining a political offer and citizen-consumers – the ultimate goal being to transform social media consumers in permanent politicised ‘clients’, i.e. build up customer loyalty and foster news relays of politicisation. As a result, the paper shall also argue that the increased weight of social media in the campaign may have cleared up areas of judgement in which political ideas could have been questioned and criticised. The paper shall thereby critically observe how social media allowed new dissemination channels for political advertisement, boosting political personalisation and a minimalist approach of politics, instead of constituting the keystone of a genuine 2.0 revolution in political socialisation. 
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