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Presentation Outline

• Malaysia’s 2008 General Election 

• Research Questions and Theoretical Answers

Do blogs matter? Why? How?

• Evidence: Methods, Data, and Findings

• Implications, Limitations, and Conclusions



Malaysia in Context

• Population: 27mil (2007)

• Demographics: 60% Malay, 25% Chinese, 8% 
Indian

• Internet penetration: 57% (2007) 

• Political coalitions (& component parties):
– Government: BN (UMNO, MCA, MIC + 10 others)

– Opposition: PR (PKR, DAP, PAS)



Elections in Malaysia
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Research Questions and Answers

• Do blogs matter in electoral politics?

Yes! Especially for opposition

• In what context?

State controls other media, but not Internet

• How?

Candidates use blogs to share information, 
start discussions, and mobilize supporters



Methods: Data Collection

• Candidate data

– Primary source: Election Commission, 
corroborated by independent news website 
Malaysiakini

• Blog data

– Primary source: Google, corroborated by 
party websites and networked blogs



Methods: Data Analysis

• Logistical regression predicting election 
outcomes, i.e. win/lose

• Predictor variable: Blogged prior to election

• Interaction with opposition membership

• Controls: incumbency, number of opponents, 
sex, race, relation to district race, opponent 
has a blog



Data

• 480 candidates total, final sample 471

• Opposition candidates: 210 (45% of sample)

• Bloggers: 57 (12% of sample)

• Opposition bloggers: 44 (77% of bloggers)

• Bloggers who won: 39 (68% of bloggers)



Findings

• Bloggers are 5x as likely to win an election as 
non‐bloggers, all else being equal
– This effect is statistically comparable to the effects 

of incumbency

• The “average” candidate’s chances of winning 
an election:
– Opposition bloggers will win 75% of the time
– Opposition non‐bloggers will win 27% of the time
– Blog effect trivial for non‐opposition candidates



Policy Implications

• Push for greater Internet accessibility and 
open discussion

• Government post‐election backlash against 
bloggers ineffective

• Engage, not eliminate, opposition bloggers

• Relieve pressure on mainstream media



Limitations

• Unable to get data on campaign spending

• Socio‐political and historical factors

• Cross‐sectional case study



Conclusions

• Blogs matter!

• More research is needed

• Internet trends move quickly; policy‐makers 
must keep up to be effective
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