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Abstract 

 

Digital Intifada: A Discourse Analysis of the Palestine Solidarity Groups 
in Social Media. 

 

Meshaal Abdullah Almahmoud, MA 

The University of Texas at Austin, 2016 

 

Supervisor:  Lucinda Atkinson. 

 

This thesis investigates the discourse adopted by Palestine solidarity groups 

utilizing Facebook. Three pro-Palestine groups were highlighted as a case study for this 

thesis: Palestine Solidarity Campaign, International Solidarity Movement and Boycott, 

Divestment and Sanctions Movement. The research questions address the methods of 

discourse Palestinian solidarity groups' employ, utilization of different contents and 

themes, level of engagement, selection of format, news resources, and impact of 2014 

Gaza war. This study analyzes variations among the three groups and components 

influencing differentiations. The literature review highlights transformation in both 

individual and collective communication and social media's changing social and political 

structures. Research includes the usage of social media to frame social movements’ 

platform and social media benefits for collective action and how framing is achieved and 

collective identity developed. Lastly, it illuminates the trend of connective action and 

personalization. The discourse analysis approach was applied to investigate the set of 

selected Facebook posts in 2014. The results show that the three solidarity groups 
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generally applied resource mobilization theory. Posts reporting some form of a violation 

contained the most correlating content. Human rights theme rose to the majority of the 

total number of posts. The most used contents in the posts aim for audience sympathy, 

responsibility and being connected, as for a shared pursuit to occur. Reporting a violation, 

the most used content, triggers sympathy. Responsibility is motivated by calling 

followers for action, which is the second most used content by all groups. Reporting news 

as applied to many types of top used contents, resulted in the group member's feeling 

connected. The total average engagement for the three groups multiplied highly during 

the war in Gaza, but sank considerably after termination of the war. However, the 

average engagement subsequent to the war remains markedly higher than pre-war levels. 

The patterns of posting revealed tendencies not to post only text, without attaching 

another format. Posts with links or photo account for a higher proportion. The majority of 

the three solidarity groups' news resources come from five pro-Palestinian major news 

websites. Yet, numerous international sources, either mainstream or independent media, 

were utilized as well. 
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Chapter One: Introduction. 

In the recent years, social media became a critical agent in the formation of social 

movements and solidarity groups as an envoy for socio-political change. Social media 

platforms, such as Facebook, produce easily accessible means for individuals to interact 

within the global community, with a mission to inform people about global causes. In 

consideration of this major transformation of communication culture and global 

interaction, scholars have increasingly paid attention. Now, research has been initiated to 

analyze the discourse surrounding global online activism. 

 

Social media platforms are popular among pro-Palestine activists for a variety of 

reasons. These include sustaining contact with the people of Palestine, heightening 

awareness concerning existence in Palestine under the illegal occupation among online 

audiences, confronting believed mainstream media bias and organizing local supporting 

activities. In light of these facts, it was ventured to investigate the discourse adopted by 

Palestine solidarity groups in social media. In order to better achieve this goal, three 

major pro-Palestine groups were highlighted as a case study for this thesis. These 

solidarity groups are, Palestine Solidarity Campaign (PSC), International Solidarity 

Movement (ISM), and Boycott, Divestment and Sanctions Movement (BDS Movement). 

 

The Palestine Solidarity Campaign is a UK-based organization founded in 1982 

(Moore-Gilbert, 2016). The PSC campaigns for justice for Palestinians, in support of 

international law and human rights. The International Solidarity Movement (ISM) is an 

organization, founded in 2001, focused on assisting the Palestinian cause (Seitz, 2003). 
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ISM is dedicated to the use of nonviolent protests and methods calling on civilians from 

around the world to participate in acts of nonviolent protests against the illegal 

occupation in the West Bank and the Gaza Strip. The Boycott, Divestment and Sanctions 

Movement was founded in 2005 (Barghouti, 2011). It attempts to increase economic and 

political pressure on Israel to comply with ending the illegal occupation and the 

oppression toward Palestinian people. 

  

While these three groups are active in almost every social media platform, they 

appear focused and active to a greater extent on Facebook. This is the point of focus for 

this study. By investigating the discourse used by these three major movements, we can 

find the answer for the following research questions: 

 

What are the methods of discourse that Palestinian solidarity groups employ? And 

what deliberate contents and selection of specific theme types are utilized to produce the 

optimal results? In summarization, what is the level of engagement produced by the 

various usage of content and theme? This will be tabulated by the unique implementation 

method of each solidarity group and measured by member response. Which selection of 

electronic format is the preferable one, to provide the optimal results in delivering their 

messages? This requires establishing the trusted resources and determining if these 

resources are mainstream media ones or independent? What contributes to ensuring 

ongoing postings?  
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What are the variations among the three groups in the number of followers, 

postings, content, themes, resources, and the level of engagement? What are components, 

which influence the differentiations between the three groups, in terms of the number of 

followers and the level of engagement? And, is the differentiation between the three 

groups illustrated by their differing measured level of engagement?  

Did the occasion of the war in 2014 between Israel and Palestinian militants in the 

Gaza strip influence the level of postings and engagement? And if so, what methods were 

enacted by the three groups to sustain the earned engagement retrospect to the war? And 

if so, what methods were enacted by the three groups to sustain the earned engagement 

retrospect to the war? What are the degrees of significant developments preceeding the 

war; in weighing the elements of each solidarity groups’ content, theme and resources?  

  

These research questions are what this thesis is concerned with, and will be the 

main focus that the thesis will address.   
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Chapter Two: Literature Review. 

 

ONLINE ACTIVISM AS A TOOL FOR CHANGE. 

 
Contemporary years have been witness to a major transformation in both 

individual and collective communication. This is attributed to the breakthrough 

developments in information and communications technology (ICT) and social media 

technologies. ICT and digital media are the impetus for our current means of 

communication and their developments have forever changed the way we humans 

communicate (Bardici, 2012). People turn to social media as the best method of finding 

current information (Bardici, 2012). 

 

Researchers report that social media is changing the former face of social and 

political structures. Now, communication is how people organize, not by the historical 

techniques of professional leaders and a structured chain of command (Digital media, 

2014). Platforms such as Twitter and Facebook function as communication technologies, 

by facilitating easily accessible relay of localized issues to the global audience 

(Tweneboah, 2015). Thus, social media has swiftly taken the place of the older 

mobilization styles. Almost all of the recent global movements have successfully used 

social media as a vital coordinating tool (Lopes, 2014). This relates to what has come to 

be known as cyber-activism: ‘the act of using the Internet to advance a political cause, 

that is difficult to advance offline,’ (Howard, 2011, p.145). Cyber-activism has made a 

new form of compelling citizen journalism. This term is defined as ‘a new form of 
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journalism that demonstrates that the means of social media production are available to 

the public – that is, to both individual and media actors to publish or access information 

in equal terms’ (Bardici, 2012, p.21) Citizen journalists have emerged as the vanguard of 

new social movements. A social movement could be defined as “Conscious, concerted, 

and sustained efforts by ordinary people to change some aspect of their society by using 

extra- institutional means” (Goodwin & Jasper, 2003, p.3).  

New studies are being implemented to research the usage of social media as a 

device to frame social movements’ platform, and how social media benefits collective 

action; both online and offline, locally or worldwide (Lopes, 2014). Some findings point 

out that social media has initiated original communication practices, provided newfound 

interaction patterns, initiated creative forms of expressions, and sparked broad civic 

participation. All of these allow people to experience social connection with each other, 

giving us an overall understanding how they illustrate participatory culture (Bardici, 

2012). The effectiveness of social media, as an agent for social change, comes from 

making different people feel they are united together in a group effort to make a shared 

pursuit happen, where they feel sympathy, responsibility and being connected (Coote & 

Angel, 2014). Social movements have been able to change to a decentralized, horizontal 

structure on social media, as a result of their group-produced material and open platform 

(Hwang & Kim, 2015). 

 

There are five critical components, which the mobilizing structures contributed to 

change: communication, organization, mobilization, validation, and scope enlargement. 

(Lopes, 2014). Patrut and Patrut (2014) noted on their findings on social media and social 



 6 

movements that social media can generate social movements, but there must be social, 

political and communicational conditions for them to flourish and continue. Also, the 

identical type of social media exists and it may impact differently in social movements. 

Lastly, social media gives immediate results. Social movements that plan and then 

communicate social actions or protests can do so quickly, before any actions to stop them 

occur (Patrut & Patrut, 2014). 

 

According to Coote and Angel (2014), the sense of solidarity needs to be the 

connection for a social movement. International organizations and social movements 

learned that by relying on digital media to contact members and engage in action 

planning sessions, the usual difficulties of long distance and group dynamics seem to 

lower significantly. Members can offer each other personal support and assistance, so 

former difficulties are not as insurmountable as thought. Now, the question left is to 

understand what initiates group solidarity, what are the specific triggers resulting in 

solidarity which meets the goals of a new social group (Coote, Angel, 2014). 

 

Researchers report that new media platforms have positive advantages for 

solidarity groups and social movements. First, social media created massive networks 

that grant people the capacity to readily publicize opinions inexpensively and meet the 

speed and scale of group coordination (Lopes, 2014). All of these characteristics were 

lacking in the traditional mobilization techniques, which generally included the use of 

leaflets, posters, and faxes (Lopes, 2014).  
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Second, according to Bardici (2012), social media has been released from the 

temporal or spatial restrictions of the past and become decentralized and less hierarchical. 

This has ignited new forms of expression, garnered freedom of expression and sparked 

wider collaboration and participation (Bardici, 2012).  

 

Third, social media, unlike traditional media, has the alternative power of 

allowing users to exchange or post messages immediately, which spurs new activism in 

the group (Patrut & Patrut, 2014). It becomes an alternative form of journalism, where 

comments and messages form a unique type of citizen journalism (Hwang & Kim, 2015).  

 

Fourth, social media platforms employ sharing of information, which results in an 

increase of education and an increased sense of responsibility to the group (Coote & 

Angel, 2014). Now the user feels a sense of belonging and identity by being a group 

member (Coote & Angel, 2014).  

 

Fifth, social media facilitates global social movements by broadcasting across 

large areas, bringing their message to wide audiences (Hwang & Kim, 2015). Now local 

issues can be accessed worldwide, where political activists now can see their acts of 

political resistance being acknowledged and supported (Tweneboah, 2015). When 

Epstein (2015) examined the use of new media as a set of resources that can expedite 

movement mobilization, the evidence presented is positive in many of the cases that have 

been presented.  
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Sixth, social media can stimulate the feelings of belonging to members who felt 

marginalized and advertise issues to the world audience in order to increase support 

(Bardici, 2012). This builds a case for mutual support so people can pool their resources 

and take on difficulties as a group that is too formidable for one person to manage by 

themselves (Coote & Angel, 2014).  

 

Seventh, digital technology has the remarkable ability to free the voices and 

thoughts of the unheard. In hearing these voices, we learn the reality of authoritarian 

regimes and the acts of brutality these governments have attempted to silence (Lopes, 

2014). These voices serve to educate us about the values, wishes, and opinions of people 

who were forcefully silenced by their government (Crivellaro, Comber, Bowers, Wright, 

Olivier & 2014).  

 

Lastly, historically mobilization efforts mix individuals’ resources together to 

create power through the number of members in social movement organizations (Patrut & 

Patrut, 2014). Social media can reveal the individual and diverse voices within the group 

(Hwang & Kim, 2015). This encourages networked individualism, as these voices now 

motivate people to join wider and more varied groups, expanding their participation by 

the act of viewing social media (Patrut & Patrut, 2014). 

 

Of course, there is skepticism about the effectiveness of online activism, as some 

scholars claim that online activism attracts members with a particular predisposition to an 

issue (Carty, 2015). Bimber and Davis (2013) state the Internet is one of the best choices 



 9 

of media, to be able to selectively choose groups of people to communicate with. Since 

these people are selecting only like-minded people, this can become fragmenting and 

polarizing; they self restrict their own experiences. These people may also limit any 

exposure to the news; again they are apprehensive about hearing any new information, 

which goes against their set views and could possibly change their opinion (Chen, Ping & 

Chen, 2015). 

 

Foucault proposes that people can never have true ability to think and ask as they 

wish. Their minds, their ideas and their activities, are held in the grasp of the social, 

cultural and political structures that make up their society (as cited in Bardici, 2012). 

Foucault's assertions can be called constructionist. Constructionists believe that all people 

are fundamentally cultural beings. Our response to life is a result of our being ‘products 

of historically situated interchanges among people’ (Gergen 1985, P.267). Keeping this in 

mind, the discourse on social media for social change is focused on discursive 

representations and the socio-cultural context. All of these components provide the basis 

of such representations (Bardici, 2012).  

 

The concept of participation is controversial. Although people can now more 

easily participate in social movements than ever before by clicking buttons, they might be 

less motivated to participate; a kind of ‘keyboard activism’ may replace real actions that 

require more extensive and intensive commitment (Hwang & Kim, 2015). As the 

presence of social media advocacy increases, how we define support becomes less clear. 

A post or tweet is of no immediate help to those in need. Likes and retweets on a political 
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post is not equal to a real offer of help (Tweneboah, 2015). 

 

Tweneboah (2015) argues that social media online acts carry no weight, nor do 

they cause politicians to feel pressure to push for social change. Most of these Internet 

exchanges come from people merely "following" the subject. Very little action occurs as 

a result. So these actions are a temporary solution that appeases symptoms, not the real 

problems. Most of the Internet stories appear to be gleaned from traditional media. This 

means traditional media still is the driving force behind social media platforms 

(Tweneboah, 2015). 

 

In all, Bennett and Segerberg report that in some cases, contemporary activism 

still looks and feels like the protest politics of the past (Tarrow, 2014). However, social 

media have grown to share the work of mobilizing and organizing contention. In 

examination, some cases are more successful when compared to formal organizations (as 

cited in Tarrow, 2014). Scholars agree that ICTs have revitalized the communication 

field. They led to critical transformation for collective action, as the perimeters by which 

within groups and individuals can express their concerns are expanding (Carty, 2015). It 

is important to acknowledge the more negative perspectives of new media and how it 

impacts contentious politics. Some researchers think that technology alienates individual 

and collective interests, and that individuals and groups may need to put extra effort into 

working in trying to solve common objectives (Carty, 2015). 
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ONLINE ACTIVISM AND COLLECTIVE ACTION. 

 
Scholars and researchers have given their own interpretation of the birth of social 

movements, how they grow in social and political contexts, how members are recruited, 

how resources are mobilized, how various strategies and tactics are revised over time and 

how this results in group behavior (Carty, 2015). Lopes (2014) remarks that to thrive, 

social movements require organization and resources, as grievances alone or even 

rational thought are not enough to bring people to act in a united fashion. Resource 

mobilization theory states that resources – such as organizational skills, time, money, and 

certain social or political opportunities – are integral to the growth and flourishing of 

social movements. The resources may be different; the resources and actors’ abilities to 

apply them efficiently are the key to success for collective action (Lopes, 2014). 

 

The focus here is on how framing is achieved and collective identity is developed 

– in other words, the process and the mechanics of the movement. The use of framework 

to give structure to the movement, specifically the critical use of an injustice frame is 

key, along with building a strong feeling of encompassing group identity (Carty, 2015). 

Tilly emphasized two factors in effectively mobilizing protest participants: the personal 

connection of network ties and the presence of a sense of inclusion to a specific category 

of people (as cited in Gerbaudo & Treré, 2015). Protest identity becomes defined by 

flexibility and unbridled enthusiasm. These have been marked as a common characteristic 

of digital communication and of postmodern culture more generally. These features have 

ignited the curiosity for both activists and social movements scholars (Gerbaudo & Treré, 
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2015). 

 

Collective identity is described as an interactive, shared process that connects 

individuals or groups to a social movement by continuing interaction (Carty, 2015). This 

interaction captures a picture of the thought process of individuals as they decide how 

they share specific orientations and grievances and then group collectively (Carty, 2015). 

Having the focus on collective identity facilitates a bridge between the structural 

foundations for action and the collective action (Carty, 2015). Gerbaudo and Treré (2015) 

state that in forming group cohesiveness, one important detail is the ability for people to 

form and adopt new identities. One can change many personal details about themselves, 

such as the picture one uses for their profile and the use of metrics; for example, status, 

likes and comments. These are all used as a way to convey personal information in an 

interactive style to the group. One explanation of how a group develops community is 

this sense of group identity through these personal details, although these people may 

never meet each other in person. This furnishes academic researchers an explanation for 

the tight bonds felt in extensive membership organizations (Gerbaudo & Treré, 2015). 

 

Carty (2015) points that key to melding collective identity and voicing shared 

meanings is the techniques organizers use to “frame” their issues to touch the souls of 

potential recruits and to build cohesiveness by matching participants’ complaints to 

common beliefs and values. Frame amplification resounds to closely held values and 

beliefs in the mainstream population and those values and beliefs to movement issues 

(Carty, 2015). 
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  The trend of collective identity provided analysts with a real life sample of group 

cohesiveness. It provided new data on how collective actors remain bonded. They remain 

active, even when the organization does not have the strong strategic coordination often 

relied on by large group organizations (Gerbaudo & Treré, 2015). Although people are 

displaced all over an area, social media organizers can make use of group identity to pull 

people together as a group, to engender support and actions to produce social change 

(Bardici, 2012). Most people do not act mainly out of self-interest, but also in 

consideration in their connections to others, traditions and a wider moral and ethical 

compass and group identity that guides each person (Carty, 2015). 

Looking beyond available political opportunities and resources, there are other 

factors that contribute to the collective behavior of participants, the reasons they 

participate and the decisions they consciously make (Carty, 2015). On the whole, social 

media constitute only parts of a complex and interrelated set of contextual variables. In 

sum, communication in its many forms is the variable that is at the heart of collective 

behavior. This is critical to any change that occurs within the social system and should be 

considered as the most influential factor when it comes to revolutions and political 

transformation (Bardici, 2012).  

 

Collective identity has yet to be fully explained. It remains a complex and 

controversial concept. It is complicated and multifaceted and still has many theories yet 

explained, which require more conceptual clarification (Gerbaudo & Treré, 2015). Some 

researchers feel that collective identity is not the integral soul of protest mobilization. 
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Anstead (2014) states that the new social movements go against the model of collective 

action. They are able to garner large amounts of participants, but they do not appear to 

need centralized control that is usually needed to overcome the collective action 

difficulties (Anstead, 2014).  

One changing aspect of collective action is the lessening importance of building a 

group, collective identity. Now, the way people engage is very personalized and flexible, 

not dependent on the actions of a group (Gerbaudo & Treré, 2015). Controversial is the 

concept that “connective action” is not the same as collective action and the ideas on 

collective action are not applicable (Tarrow, 2014). Digital media is the equivalent of an 

online bulletin board. Now people can pledge their commitment to a cause. Then, they 

can virtually exhibit their passion by posting their personal participation photos, stories 

and videos as a way of recommendation to others. These posts allow connection between 

a large group of other people, who are spread out over geography and time (Bennett & 

Segerberg, 2013). Collective actions have two components. First, it has the ability to 

mobilize easily, with few efforts of formal organization by communication platforms and 

in person interaction. Second, this method also forces nongovernmental organizations and 

social movement organizations to review their techniques on how to mobilize future 

supporters seeking a more flexible manner of group membership (Tarrow, 2014). Bennett 

and Segerberg acknowledge that in numerous settings, the typical designs of collective 

action manage to abide peacefully with connective action. Their focus is to analyze and 

research the dynamics of this new approach, to classify rather than strictly making 

comparisons between the two (King 2014). They state that connective action is not any 

more impressive or a substitute for collective action. It would be more fluid than staid; it 
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flows with the rise and fall of organizationally enabled and crowd driven activism 

(Anstead, 2014). 

 

Bennett and Segerberg (2013) break connective action networks into three types. 

First is what they call “organizationally brokered collective action” or “large-scale action 

networks that depend on brokering organizations to carry the burden of facilitating 

cooperation and bridging differences when possible” (p.46). These networks chose to 

implement some form of digital media and social technologies. However, they use it 

mostly as a way of goal setting and cooperation, assisting with participation and 

empowering members (Bennett & Segerberg, 2013). It acts as the impetus, the "glue" that 

provides cohesiveness. It provides a framework of well-known, solid organizations for 

each member to use and allow for the specific frames they should use.  

Second is “organizationally-enabled connective action”. These can be represented 

by well known and resource heavy NGO's. However, their fellow organizations 

additionally have expertly employed substantial and widely circulated variety of digital 

technologies. These are used to individualize the ways people interact and engage with 

the issues. It is also a mechanism to be able to creatively insert their own personality and 

characteristics into the manner with which they engage with issues and causes which are 

of value to the network personalities (Bennett & Segerberg, 2013).  

Third is what they call “crowd-enabled connective action.” At a polar end across 

from the organizationally managed prototype, these are a loose type of non-structure, 

consisting without a head or “lead” organizational hierarchy. This is accomplished almost 

entirely through technology- enabled communication. Also, they are prone to 
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considerable fluctuations and are subject to periodic reconfiguring over time (Bennett & 

Segerberg, 2013). 

 

The importance of personalization is crucial when the authors look at the various 

connective networks. Conventional politics may be stagnant, however the life of world 

issue politics, targeting how to mobilize people with the issues that they feel connected to 

personally is rapidly expanding (Bennett & Segerberg, 2013). King (2014) points out that 

people give to movements through their feelings and personal expression, not by group 

actions that center on group identities. By having high level of personalization, it allows 

people a chance to connect in various ways, shaping movements to better fit their own 

lifestyles, beliefs, and meaning (King, 2014). The importance of ideology and shared 

identity has less importance than individuality and expression (King, 2014). Social media 

has not changed the existence of popular mobilization; instead it has changed the playing 

field, now giving individuals an opportunity to play by a changed set of rules (Lopes, 

2014). Now that interpersonal networks consist of technologies and designs that allow 

them to coordinate and scale the networks, the end product can appear to be collective 

action. However, there are not the requirements of formal organizations or the need for 

exclusive, connective action framings (Bennett & Segerberg, 2013). With these facts, 

organizationally enabled collective action is not extinct, but the elements of the 

communication are steadily becoming more "personalized” (Tarrow, 2014). 

 

Bennett and Segerberg report their findings that when organizations try to exert 

their management of the message and how advocacy is framed, the network then 
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discourages higher levels of personalization and diverse expression (King 2014). The 

organizations that form networks that allow people to personalize their involvement by 

incorporating creative types of interactive and social media so people can chose their 

individual level of interaction. Empirical analyses document that personal action frames 

stemming from connective networks often gratify mass media requests for an 

uncomplicated angle, which help concentrate networking in organizations, which are 

organizationally enabled or crowd-enabled organizations (Bennett & Segerberg, 2013). 

 

Kavada analyses how social media was applied in the building of the ‘collective’ 

within the Occupy movement, suggesting that Facebook and Twitter were used as part of 

the process of ‘identization’ of the movement (as cited in Gerbaudo, Treré, 2015). 

Melucci (1996, P.77) defines identization as the increase of “self-reflexive and 

constructed manner in which contemporary collective actors tend to define themselves.” 

Kavada notes polar networks to collective identity ignore the fact that personal networks 

are complementary, not a drawback, to collective identity. According to her, these online 

platforms ‘tended to blur the boundaries between the inside and the outside of the 

movement in a way that suited its values of inclusiveness and direct participation’ 

(Kavada, 2015, P.372). The connective action networks are identified by the broadening 

of personal action frames but also by the dominance and complexity of communication 

networks that allow the sharing of these frames (Bennett & Segerberg, 2013). 

ONLINE ACTIVISM DISCOURSE AND TACTICS. 

 
Bardici (2012) points out that the discourse of social media for social change 
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provides a particular way of talking about, understanding and representing the social 

world. It is the construction of discourse as a process where social reality is constructed 

through a symbolic system and set the frames for meaning and practice. For fundamental 

change in people's beliefs, they need to develop a new narrative to embrace (Bardici, 

2012). 

 

People do not change their minds on being presented with new evidence or 

rational arguments (Coote & Angel, 2014). They need to adopt a new collection of 

reasoning, stories to explain how things are and why (Coote & Angel, 2014). We change 

through the everyday experiences of life, the production of text and reading it. Through 

these small, daily exercises comes the larger change of social and cultural metamorphosis 

(Crivellaro, Comber, Bowers, Wright & Olivier, 2014). This change calls up our 

knowledge production, our reception and interpretation, all applicable to the role of social 

media in the actions of political transformation via media texts reporting (Bardici, 2012) 

 

Hauser reports the opportunities for social action in and through everyday talk: 

“through discourse, social actors produce society”, whereby daily talk (what he calls 

“vernacular rhetoric”) has both a contemplative and a societal function in a community 

(Hauser, 1999, P.112). He stresses the roles of memory and narrative in society for their 

ability to be instrumental in facilitating understanding among people, and motivating 

common action. The seemingly uninteresting actions of sharing memories and old 

photographs on the Facebook page might appear boring. However they also could be 

thought of as outright acts of solidarity and resistance, as those memories play an 
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important role in generating understanding and motivation between people (Crivellaro, 

Comber, Bowers, Wright & Olivier, 2014.) 

 

Issues of censorship of opinions, which squelch productive discourse, were the 

focus in other studies of online activism discourse (Crivellaro, Comber, Bowers, Wright 

& Olivier, 2014). Gerard Hauser examined censorship of options to limit productive 

discourse. He defined these as 'acts of gentle violence to conform’. He states once a 

person has been accepted into a social movement, the requirement is made for this 

member to embrace the aims of the organization. Thus we recognize that what makes 

people feel part of a group may also make them feel left out also in the struggle to bring 

about material change (Crivellaro, Comber, Bowers, Wright & Olivier, 2014). This 

shows in Hauser’s model, the way social movements can be knowledgeable about types 

of governance and regulation and have an internal necessity to react to those in power 

(Crivellaro, Comber, Bowers, Wright & Olivier, 2014). 

 

There are three components of the media to facilitate social movements: 

mobilization, validation and scope enlargement (as cited in Lopes, 2014). All involve 

information exchange; bringing people together or mobilization is a requirement for the 

message and the cause that the group as an entity is standing up to. These groups need 

media attention, so that their message is heard and seen as valid for others to join their 

cause. A social movement needs the public to feel the emotion of their cause and to agree 

with them. This requires the media to give a sympathetic spin on their message (Lopes, 

2014).  
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Social movement actors must provide “prognostic,” “diagnostic,” and 

“motivational” frames (Carty, 2015). For framing to have impact, organizers must 

convince a significant number of people that the issues they are passionate about are 

critical, solutions are available, activists are worth trusting, and that the changes they 

strive to implement are possible with the agency. This requires classifying potential 

problems (including claims of blame or causality, so the movement has a receptacle for 

its actions), reciting enthusiastic solutions to draw in participants and echoing attraction 

to third parties and rallying a "call to arms”, which incites different people to take 

collective action to solve a given social problem (Carty, 2015). An urgent target is to 

construct a progressively expansive affiliation among those who have a substantial 

enthusiasm in advancement to create a critical mass in reinforcement of our goals. An 

expanded-term target is to preserve and vitalize a culture and politics of inclusive 

sympathy, communal responsibility and bilateral support (Coote & Angel, 2014). 

 

Tweneboah (2015), states that campaigns need to transform to centralized 

platforms and changing tactics of transferring online voices to in person actual bodies of 

authority. In accomplishing this, the same attraction and commitment that persuaded 

online identities to engage with groups in solidarity will compel physical ones to action. 

Social media advocacy should be used as an aid for campaigning and not as a foundation 

for the campaign. By distancing itself from the online groups, this may serve as a method 

of encouraging people to reciprocal action from their group members (Tweneboah, 

2015). 
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Vraga et al. (2015) remark the spirited partisan roles of friends, family, and peers 

may spark additional avenues by which social influence, relating to political engagement, 

is disseminated. Political disagreement can be the one inflammatory topic, which spurs 

posting behaviors among those formally unengaged in politics. Similar to research 

relating divisive advertising and uncouth behavior, disagreements can have the surprising 

side effect of encouraging political participation. It could be the very act of reading a 

variety of negative political posts, in the form of rants, recalls the value of the campaign 

to the former uninterested participants (Vraga, Thorson, Kligler-Vilenchik & Gee, 2015). 

The “adversary” should not be an individual or other people; rather it should be the 

systems and structures that support inequality (Coote & Angel, 2014). Many people 

would rather not join political organizations, as they prefer to keep their own individual 

beliefs rather than adopting the more narrow beliefs of the political group (Bennett & 

Segerberg, 2013). 

 

Anstead (2014) states that personal action frames are channeled using open 

technologies, giving activists the opportunity to creatively select their slogans and 

memes. Then, they can artistically design a persona to emulate their personalities and 

interests. As they value creativity, they do lean more towards less structured actions 

rather than the traditional conventionally organized political action. This need not result 

in scattered, disorganized, or ineffective actions as a consequence. They also should 

include the voices and opinions of all, so they do not distance themselves from the 

various complex coalitions that coexist around them (Anstead, 2014). 
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When referencing Hwang and Kim (2015) they stated at the heart of social 

movements that succeed is growth. This requires convincing social media users to join in 

mobilization, by recruitment of their friends and contacts. The ones who benefit most 

from social media related to social participation are the ones who are competent users. 

These users can be characterized by their bridging social capital on social media, 

supporting the theory that bridging social capital had a significant effect on participant's 

intentions to be active in social movements (Hwang & Kim, 2015). 

 

 ‘Bonding’, ‘bridging’ and ‘linking’ social capital are all terms describing 

connections. These are links between individuals within groups; between groups; and 

between individuals and groups on the one hand, and institutions of power on the other 

(Coote & Angel, 2014). Putnam feels that a person needs to feel bonding first before the 

feeling of bridging, because bonding is the feeling between people of reciprocated 

sympathy and responsibility. One caution is that by forming strong bonds, this can also 

make groups focus only on themselves and the others in the group. This leaves others 

feeling excluded and more prone to participating in competition or antagonism with 

outsiders (Coote & Angel, 2014). 

 

Advocacy groups using social media must combine all of the resources of their 

group members in a way that has meaning and try to distance the social media platform 

users from the function of social media (Tweneboah, 2015). When this type of structure 

is implemented, the importance swings from verbal exchanges not the donation of money 
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(Tweneboah, 2015). In choosing to use a variety of social media for generating social 

change, then a requirement is to constantly scan for political and national context specific 

requirements, so adjustments to strategies are made accordingly (Bardici, 2012). 
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Chapter Three: Method 

 

The measurement of research used was the Facebook accounts of the major pro-

Palestinian solidarity groups on the Internet. These groups included the Palestine 

Solidarity Campaign UK (PSC), International Solidarity Movement (ISM) and Boycott, 

Divestment and Sanctions Movement (BDS). The discourse analysis approach was 

applied to assemble and investigate the set of selected Facebook posts, to more 

effectively satisfy the objectives set out by this thesis. In order to achieve the thesis 

purpose, we have analyzed all Facebook posts published by these three groups for the 

entire year of 2014. The year of 2014 was selected for two major considerations. First, 

2014 was the most recent, complete year for the initiation of our work on this paper in 

2015. Second, the destructive confrontation of the Gaza war occurred between 8 July and 

26 August 2014. This year saw the greatest number of Palestinian civilians killed since 

the occupation began in 1967. This could give us the opportunity to consider all 

transformations or changes, which accrued after the war, particularly when researching 

discourse of pro-Palestinian activism on the Internet. 

  

In terms of timeframe, we have divided each of the three solidarity groups’ 2014 

posts into months. Then, we categorized them into three temporal phases: First, the 

months before the war (January, February, March, May and June). Second, the two 

months of war (July and August). Third, the months after the war (September, October, 

November and December).  
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This categorizing facilitates our ability to acquire in-depth understanding of these 

groups discourse. This is done, by observing any transformation of their general 

narratives after the war. In addition to analyzing the discourse based on a temporal base, 

this division also makes possible the documenting of any change of the rate of posting or 

followers’ engagement. This information in turn, provides deeper insight into the 

relationship between the pro-Palestinian groups and their social capital.  

 

However, when referencing content and theme analysis, we decided not to include 

the time frame of the war for two main reasons. First, analyzing the narratives of 

solidarity groups during the war on Gaza, had the attention of many scholars. But, the 

general and typical discourse of these solidarity groups did not have equal attention. 

Second, including the numerous posts of the wartime into our qualitative analysis may 

drive our findings into only war- directed data , which could minimize the discourse 

differences between the three solidarity groups. The reason behind this action is during 

the war on Gaza, all three groups adopted a similar content and theme. This was done to 

highlight the tragic loss in Gaza and in response to the Israeli narrative. Thus, there was a 

significant high rate of daily postings during the wartime in comparison to the regular 

posting before and after the war. If all these are collected, there is an unwieldy sum of 

wartime posts. Our findings will be distracted and distorted if included into our 

qualitative analysis. This is especially likely if our goal is to deliver well-structured 

insights about the typical discourse of pro-Palestinian activism on the Internet. 
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The precise method of data being examined was customized to correspond to the 

thesis objectives. After collecting all posts published in 2014, they were arranged based 

on the date of posting. Following this step, we arranged different variables in order to 

examine every post. These variables are: content, theme, format, engagement and 

sources.   

 

By content, we are defining this term as the subject matter of a text or message, as 

distinct from its form or style (Oxford Reference, 2016). The selected posts were 

categorized into several types of content. These include; reporting a violation, call for 

action, reporting an achievement, external solidarity statement, criticism of mainstream 

media coverage, etc. In addition to analyzing the content, analysis was also completed to 

discern the type of theme used in delivering the message. For example, the classification 

of motivational theme is given when the general tone of the message is either to urge the 

audience to begin or continue a positive action for the cause. Or, to show positive 

progress, where the receiver becomes willing to accelerate their actions with the group. 

Another example is human rights theme, which is defined as the issue of human rights 

being emphasized in the message, to support their narratives. 

  

In terms of formats analytics, we outlined the seven forms in which a Facebook 

post can be delivered. These forms could be single: only text, only photo, only video, 

only link, or could be a text that includes another form like, photo, video or link. It is 

worth mentioning that a post could include more than one form, like a text that has a 

photo and link for example. All these formats were taken into account while carrying out 
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the analytic process. 

  

In reference to engagement analytics, this is defined as the number of likes, shares 

and comments that every post received. In order to measure the customer engagement of 

every post, we did not weight the data of three different types of Facebook engagement 

(shares, comments and likes) in the same calculation. Each was scored to its specific form 

of engagement, based on its effectiveness. As a result, one share is counted as one score; 

as sharing a post is the most effective engagement in Facebook. A Facebook comment is 

posted as a result and then weighted as 0.75 for one comment. Lastly, a Facebook like is 

considered less effective engagement, in comparison to the other two types of Facebook 

engagement. Therefore, one like is weighted as 0.50. Thus, by applying this weighted 

engagement, we can acquire in-depth insight of the nature of the engagement for every 

post. Moreover, the ability to measure is enhanced. For example, rating the average 

response to every different content and theme, provided by the three Facebook groups. 

  

Identifying resources is a component considered during the discourse analysis. In 

order to have deep insight about the resources used by the three groups, we measured the 

quantity of pro-Palestinian websites among the external resources. This categorizing 

gives us a comprehension to answer  "how" or "why" in our case study.  
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Chapter Four: Results. 

POSTING. 

 
An analysis of 1424 posts was undertaken. This sum equates the entire Facebook 

posts of the three groups in 2014. As shown in Table 1, BDS has the lowest number of 

posts (16.3%) in comparison to the other two groups, who divide the remainder almost 

equally. The average rate of posting for the three groups is 1.3 per day. BDS exhibits a 

depressed rate of posting (0.6 per day), compared to (1.6 per day) for the other two 

groups. Table 2, would indicate that the rate of posting for PSC and BDS significantly 

increased during the war, but dropped to almost the previous level after the wartime. 

However, ISM is an exception here for the posting rate. Their postings have significantly 

increased almost three months before the war. And, they maintained a continuous level of 

posting, even after the war. 

ENGAGEMENT. 

 
In reference to engagement analytics, this is defined as the number of likes, shares 

and comments that every post received. Each type of engagement was scored based on its 

effectiveness. As a result, one share is counted as one score, as sharing a post is the most 

effective engagement in Facebook. A Facebook comment is posted as a result and then 

weighted as 0.75 for one comment. Lastly, a Facebook like is considered the less 

effective engagement, in comparison to the other two types of Facebook engagement. 

Therefore, one like is weighted as 0.50. However, the analysis was also broken down to 
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the different kinds of engagement. 

 

 PSC collected more than three quarters of the total engagements (77%) for the 

three groups, whereas ISM earned 19% and BDS only received 4%. Regarding the 

wartime consequence on engagement, Table 3 indicates that the total average engagement 

for the three groups has multiplied more than 11 times during the wartime, but it sank 

69% after the termination of the war. However, the average engagement subsequent to 

the war remains 350% higher than pre-war levels. A third of the total earned engagement 

rate during the war sustained the same rates following the war. Unlike PSC, which could 

only hold 27.5% of its earned engagement, most of ISM and BDS’s earned engagements 

during the wartime continued after the war. The average engagement with every type of 

content and theme used by the three groups will be discussed in the content and theme 

section.  

 

For the three groups, Table 4 indicates that “likes” comprises the majority of the 

total engagement. This calculated to be percentage ranges between 53.1% to 72.9%; with 

an average of 62.5%. Sharing posts comes second; ranging between 25.1% to 44.4%, 

with average of 34.6%. Lastly, commenting on posts composes a small percentage of 

only 2% to 4.3%, with average of 2.9%.   

FORMAT. 

 
The three groups’ patterns of posting reveal the tendency not to post only text 

without attaching another format. As shown in Table 5 posts that contain only texts 
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represent less than one percent of the entire posts. Posts with links account for a higher 

proportion, at three quarters of the total posts, whereas posts with photos rank second, 

scoring almost 58% of the posts. A major point is photographs are included in almost 

every ISM post, or 98%. Posts containing videos come in third, at 5.3%, 4.3%, 1.1% for 

ISM, BDS, and PSC respectively.  

CONTENT. 

 
As shown in Table 6, it was found that posts that address a violation or call for 

action, importantly represent over 50% of the entirety of posts. However, this is not 

equally applicable across all groups. Reporting a violation in BDS posts accounts for 

2.2% of its total posts. Instead, posts that announce an achievement represent the highest 

fraction of BDS posts, at 38%. This percentage is explained by BDS’s focus on boycott 

campaigns. Contrary to BDS statistics, ISM posts reporting a violation represent the 

majority of its posts at 68%. PSC reveals a pattern of diversity, with no a single type of 

content exceeding 20%. PSC also illustrated a wider pattern and types of content in 

comparison to the other two groups. In analyzing content, posts that contained mentions 

of Palestinian history, condolences and ridiculing photos, are only found in PSC posts. 

This group's posts show a significantly higher level of political content, when compared 

to the other two groups. Bennett and Segerberg (2013) emphasize the vitalizing effect of 

the personal sharing of stories. It has the ability to mobilize people to the issues that they 

feel connected to personally. However, the statistics of posts documenting personal 

stories of Palestinians tally at almost the identical low fraction for each group (2% to 

2.7%).  
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Analyzing correlation of post content, it was determined that posts reporting some 

form of violation contained the most correlating content. Group administrators used this 

category for more than a third: reporting violation of content by administrators is at 

39.7%. Posts reporting some type of violation were the ones most often observed. 

However, as it shown in Table 7, the average engagement to the violation report content 

is lower than the total average engagement. The average engagement for reporting 

violation content is 684.21. In contrast, for the entire content of the study, the total 

average engagement was 747.85. The highest reaction was shown towards posts with 

graphic information. While these posts composed only 1.8% of the total posts, they 

collected the highest number of engagements. The rate soared to a high of almost four 

times the total average.  

 

The findings included an additional six categories of contents, which attracted a 

high response rate. Each one of these category received an average engagement that is 

higher than the average engagement of the entire posts of 2014. These categories 

respectively are: self-promotion, political/legal, external supportive statement, criticism 

of media coverage, reporting a tension or clash and calling for action. In clarifying each 

of these six categories of content, the definitions are as follows. Self-promotion content is 

defined as the objective of the post is designed to advocate for the solidarity group. For 

example, the post lists a recent victory or calls for registering for a membership. 

Political/legal content is characterized by a post utilizing a political or legal discourse. An 

external supportive statement is designated by an outside source furnishing an 
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announcement, which is favorable to a group's cause. This group will employ these 

comments to reinforce their argument or cause. Criticism of media coverage content is 

represented by the predominant focus of the post criticizing the mainstream idea coverage 

to the Palestinian cause, in particular reference to the selection of events and stories that 

are reported and the methods by which they are covered. Reporting a tension or clash 

transpires an incident. This incident is reported by the post, due to the tension or 

antagonism, which exists in opposing parties in a conflict. A call for action content 

happens when the message of the post urges the receiver to take an immediate action, 

such as signing a petition or gathering for a protest. Additionally, a total of seventeen 

types of content were documented, all with an average engagement lower than the total 

average. For example, posts with ridiculing photos reflected less than half of the total 

average engagement. 

  

THEME. 

 
By observing theme used to deliver the content, the term human rights theme is 

applied where the issue of human rights is emphasized in the message. Human rights 

theme is utilized to support narratives. In calculation, this classification shoots to being 

the majority of the total number of posts, with a percentage of 51.2%, as it shown in 

Table 8. Human rights theme represents the overwhelming majority of ISM postings, 

with 76.9% of the group posts. Whereas, BDS trails behind, being only 17.9% of BDS 

posts.   
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Following the category of human rights theme, motivational theme comes second, 

with 20.2% of the total posts. Motivational theme has the characteristics of urging the 

audience to begin or continue a positive action for the cause. Or, to show positive 

progress, where the receiver becomes willing to accelerate their actions with the group. 

BDS has the highest fraction of motivational themes, ranking the top percentage of 

31.3%. Self-recognition theme, which could also be considered related to motivational 

theme, consists of 33.5% of BDS posts. One striking component is over 64% of BDS 

posts have implemented motivational theme in some fashion. 

  

The usage of journalistic theme is detected in 13.1% of the total posts. Journalistic 

theme is defined as the usage of an objective report, in which the writer refrains from 

adding any personal opinions, or inserting biased terms. Political theme accounts for 

4.7% of the total posts. Strikingly, the group PSC implements a higher level of political 

and argumentative themes than the other two groups, responsible for 13.9% of the total 

posts. 

  

Further examination reports other themes detected to deliver content are: artistic 

theme, negative/antagonistic theme, acknowledging theme, legal theme, educational 

theme, and interactive theme. Each one is rarely used, representing only one or less than 

one percent of the total posts. Given their limited presence, these terms are only briefly 

discussed below. 

 

As it shown in Table 9, the use of interactive theme received the highest average 
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of engagement; although it was only used once. Interactive theme is defined as when 

administration persuades the page followers to interact with their posts directly, by 

requesting timely responses. Artistic language, defined as a form of art implemented to 

envelop the delivered message, such as song or art manifestation. This comes in second 

in terms of the highest average engagement. This high rate of engagement is in line with 

what was discussed in the literature review that social media has initiated original 

newfound interaction patterns based on creative forms of communication, sparking more 

civic participation. This is followed in order respectively by political theme, legal theme, 

motivational theme, negative/antagonistic theme, human rights theme and acknowledging 

theme. The average engagement of each variety of all these languages is calculated as 

higher than the total average engagement. There are four types of themes that received 

less interaction than the total average engagement. These themes respectively are: 

argumentative theme, journalistic theme, self-recognition theme and educational theme. 

EXTERNAL RESOURCES. 

 
We have recorded a sum of 125 different external resources used by the three 

groups, throughout 2014. Posts that contain external resources consist of 61.7% of the 

total posts. The majority of these resources are categorized by research criteria as pro- 

Palestinian sources. However, numerous international sources, either mainstream or 

independent media, were present as well. Yet, these findings differ from Tweneboah"s 

(2015) claim that most of the Internet stories appear to be gleaned from traditional media.  

 

As it shown in Table 11, there are five major news websites, which account for 
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almost half of the external resources utilized in the three groups posts. The top 

implemented external resource is “The Electronic Intifada”. This is an online Chicago-

based publication, whose focus is on covering the Israeli–Palestinian conflict. Their 

description notes they are a not-for-profit and independent publication, providing a 

Palestinian perspective on the conflict (Ali Abunimah, 2010). The Electronic Intifada 

accounts for more than 15% of the total three groups resources.  

 

The second external resource is Ma'an News Agency. Ma’an is a non-

governmental organization media network, centrally located in the Palestinian territories 

(Maan). It represents over 13% of the total posts with external resources.  

 

The third resource is the International Middle East Media Center. This is an 

independent news organization run by Palestinians, currently living in the Palestinian 

territories (“About the international middle east media center,” n.d.). IMEMC accounts 

for over 9% of total resources.  

 

The fourth external resource is the Middle East Monitor (MEMO). This is a 

nonprofit press monitoring organization, which is focused on the Israeli-Palestinian 

conflict. MEMO accounts for 6.3 % of the overall posts with external resources.  

 

Lastly, Mondoweis is the fifth most-favored news website representing 4.6% of 

the posts with external resources. Mondoweis is a news website that is co-edited by the 

Jewish journalists Philip Weiss and Adam Horowitz. They describe themselves as 



 36 

progressive and anti-Zionist (Weiss, 2009)(“About Mondoweiss,” n.d.). According to the 

editors, Mondoweiss is "a news website devoted to covering American foreign policy in 

the Middle East, chiefly from a progressive Jewish perspective" (Weiss, 2009).  

  

Each of the remaining 120 resources accounts for less than 2 per of the total 

external recourses posts, with the exception of two news websites: The British national 

daily newspaper, The Guardian (3.7 %), and the Palestinian non-governmental civil 

institution Addameer (2.4 %). 
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Chapter Five: Discussion. 

 

PSC: CONTENT AND RESOURCES DIVERSITY. 

 
The average rate of posting for The UK-based Palestine Solidarity Campaign is 

1.6 per day. The rate of posting significantly increased during the war, but dropped to 

almost the previous level after the wartime. The total average engagement for PSC has 

multiplied more than 14 times during the wartime, but PSC only could hold 27.5% of its 

earned engagement after the war. In terms of format, posts with links compose 69.8% of 

the total PSC posts, 36.4% posts with pictures, and only 1.1% contain videos. 

  

PSC has the highest number of followers among the three groups with more than 

470,000 followers. Additionally, although it accounted for 41.7% of the entire Facebook 

posts of the three groups, PSC collected more than three quarters of the total 

engagements. There are a number of explanations for PSC's popularity. One reason is that 

PSC is the oldest organization among the three solidarity groups. It was founded in 1982, 

whereas the other two groups were founded in the 2000s.  

  

Another reason is that PSC has the drawn the support of well-known public 

figures, especially from the United Kingdom. For instance, Jeremy Corbyn, the leader of 

the Labour party, which is one of the two major parties in the United Kingdom, is one of 

PSC’s patrons and advocates. 
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We also could consider that unlike the two other groups, PSC benefits from its 

geographical center and affiliation. PSC is located in an advantageous city and country 

(London, UK), where it has the privilege of exchanging influences and interacting within 

in its own area to a greater level. This may create a question about the effectiveness of 

Bennett and Segerberg’s new model: “crowd-enabled connective action’ which contains 

no central center, in comparison to “organizationally-enabled connective action”, that 

PSC tends to be. In addition, one insight considered from our analysis, is that PSC seems 

as a perfect example of the usage of social media by activists, which was discussed in the 

literature review. PSC uses Facebook as an online device to frame its movement in terms 

of benefiting collective action both online and offline, locally or worldwide. However, 

our observation of PSC posts shows that it may become what Tweneboah (2015) warns 

about: that social media advocacy is becoming a foundation for the campaign instead of 

being used as an aid for campaigning. 

 

Also, the quantitative data suggest that unlike the other two groups, PSC does not 

follow a major pattern policy when posting. Instead, PSC reveals a pattern of diversity of 

its content and resources; with no a single type of content or resource exceeds 20% of its 

posts. PSC illustrated a wider pattern and types of content in comparison to the other two 

groups. Posts, which contained content such as Palestinian history, condolences and 

ridiculing photos, are only found in PSC pages. PSC uses many types of themes, 

comparing to the other two groups, in order to deliver its message. These types of themes 

include human rights theme, motivational theme, journalistic theme, political, 

argumentative theme, artistic theme, antagonistic theme, acknowledging theme, 
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educational theme, legal theme, and interactive theme. The group PSC implements a 

higher level of political and argumentative themes than the other two groups: they are 

responsible for 13.9% of the total posts. This goes in line with what Vraga et al. (2015) 

state: political disagreement offers additional possibilities, to spur more engagement 

among even uninterested participants (Vraga, Thorson, Kligler-Vilenchik & Gee, 2015). 

 

Moreover, PSC has felt comfortable in implementing mainstream media resources 

that people are more familiar with. Theses resources include, BBC, Haaretz, The 

Huffington Post, The Independent, The Telegraph and theguardian.com. In deducing why 

PSC would use mainstream media as resources significantly more than the other two 

groups, our analysis show that it is due to the higher level of political content that PSC 

tends to have. In other words, it seems that all the three solidarity groups agree not 

completely to rely on mainstream media, when it comes to the human rights situation in 

Palestine. Research revealed this constitutes over 50% of the themes used in these three 

groups. This lack of mainstream reliance could be explained as a protest on the 

mainstream media coverage. The mainstream media are frequently accused of showing 

the Palestinian cause as a political issue instead of a human rights issue (Ackerman, 

2002). At this point, mainstream media could be useful, once it regards the Palestinian 

issue from a political angle, which PSC does in 9.3% of its posts.  

 

In terms of categorizing the three types of engagements, the percentage of "liking" 

PSC posts in the overall PSC earned engagement, has increased from 54.5% before the 

war to 69.6% after the war. By analyzing PSC posts, PSC tends to have posts that trigger 



 40 

more likes than shares. In general, reporting tragic news tends to generate more sharing. 

This is thought to be in order to increase awareness, than “likes”. People may not wish to 

"like" the sad news, but share it as a way of acknowledging the positive outcomes this 

news may bring. This can explain why ISM had the highest percentage of shares among 

the three groups; since it mainly focuses on reporting human rights violations. Whereas, 

PSC displays a pattern of diversity of its content and themes in comparison to the other 

two groups. PSC uses a higher level of creativity, not centering only on the main themes 

such as: political theme, argumentative theme, artistic theme, antagonistic theme, 

acknowledging theme, educational theme, legal theme, and interactive theme. Unlike 

tragic news, and human rights violations, these posts can trigger more likes, but less 

sharing than news.  

 

ISM: SELF-REPORTING HUMAN RIGHTS VIOLATIONS. 

 
The International Solidarity Movement (ISM) primarily focuses on reporting 

human rights violations. The concept of citizen journalism as discussed in the literature, 

seems to be professionally applied by ISM, whereas it offers its own volunteers to report 

on the immediate situation in the Palestinian territories daily. Over 68% of ISM content 

in the year 2014 was allocated to report human rights violations. And, over 76% of the 

theme used by ISM is classified as human rights theme. 

  

ISM posts constitute 42% of the total collected posts, with an average daily 

posting of 1.6 per day. ISM initially had a very low rate of posting in the first three 
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months of the year. After three months, the rate of posting significantly increased and 

maintained the same high level of postings, both during and after the war. A major point 

is photographs are included in almost every one of ISM’s posts, or 98%. ISM received 

19% of the total audience engagement in the year of 2014. The total average engagement 

for ISM has multiplied more than 9 times during the wartime, and ISM succeeded in 

holding over 65% of its earned engagement after the war. 

 

ISM has steadily maintained the percentage of each type of engagement: before, 

during and after the war, with very slight variations. One explanation for this pattern is 

the fact that ISM did not alter its pattern of posting during the war, as it primarily focuses 

on reporting. Hence, during and after the war, there was no change. This was observed in 

all ISM content and theme, which all sustained the ISM primary focus on human rights 

violations. 

 

Although 63% of ISM posts indicate external resources, the group has the most 

active self-reporting compared to the other two groups. By comparing ISM external 

resources before the war to after, an interesting pattern arises. PSC has shaped and 

slightly minimized its resources for the period of time after the war. For example, 

websites like Addameer and Christian Peacemaker Teams used to be one of ISM’s 

resources before the war. However, they disappeared after the war. This is clear in 

reviewing the specific page listing major external resources. The listings show: Ma'an 

News Agency (25.5%), the International Middle East Media Center (18.8%), and the 

Electronic Intifada (9.3%). 
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BDS: CAMPAIGNS AND VICTORIES. 

 
As its name suggests, the Boycott, Divestment and Sanctions Movement (BDS 

Movement) attempts to increase economic and political pressure on Israel to comply with 

ending what is viewed by many as the illegal occupation and the oppression toward 

Palestinian people. The rate of BDS posting increased during the war, but dropped almost 

to pre-war levels after the war. BDS multiplied its average engagement during the Gaza 

war more than 4 times and maintained over 50% of its earned engagement following the 

war.  

The percentage of sharing BDS posts has increased: to over 34% of the total 

engagement during and after war. This is in comparison to 23.9% of the total engagement 

before the war. Yet, by analyzing the posts occurring before the war and after, there was 

no significant change. This occurred both in terms of the type of content and theme 

found. Analyzing further, it was suggested that the documented increase of the 

percentage of shares, could be due to the decrease of the percentage of the other types of 

engagements (comments and likes). However, the low rate of BDS monthly posting could 

also be the reason behind this differentiation. Another possibility given is when the total 

number of monthly posts is small, like in BDS case, the validity of the analysis could be 

skewed and show unexplained findings.   

  

Although BDS has been discussed by researchers, media, and politicians more 

than any another pro-Palestinian solidarity movement, it has only around 124,000 

followers. This is the lowest number of supporters among the three groups. Also, BDS 

has only received 4% of the total audience engagement in 2014. The data offer some 
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explanation for these weak results, by offering a comparison between BDS and the other 

two groups. First, BDS exhibits a depressed rate of posting, 0.6 per day compared to 1.6 

per day for the other two groups.  

 

Second, while reporting a violation is important content that constitutes over 68% 

of ISM posts and 20% of PSC posts, this type of content accounts for merely 2.2% of 

BDS posts. Instead, the majority of BDS posts report movement achievements by the use 

of a self-recognition type of theme. With 23.8% of posts calling for action, using mainly 

a motivational theme is the second most common content type for BDS. The third reason 

could be that BDS shows a low rate of posting photos (only 9%), compared to the other 

two groups. In comparison, posts with only a link constitute over 17%, which is a high 

number when compared to the other two groups’ same rate.  

 

A final possible explanation is that, with the exception of the Electronic Intifada 

website, BDS does not rely on the five major resources that constitute the majority of the 

total external resources for ISM and PSC, leading to a different discourse that BDS 

provides by demanding an Israel boycott. This may be considered an aggressive attitude 

by some. This aggression may influence BDS appearing to adopt a narrow political view. 

In comparison, the other two groups place their emphasis on human rights issues. As 

Bennett and Segerberg stated, many people would rather not join political organizations, 

as they prefer to maintain their own individual beliefs. They would rather be apolitical 

than adopt the more narrow beliefs of a political group (Bennett & Segerberg, 2013). 
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Chapter Six: Managerial Implications. 

 
Our analysis shows that the three solidarity groups generally apply the concept of 

resource mobilization theory. This concept is discussed in the literature, where grievances 

alone or even rational thought are not enough to bring people to act in a united fashion. 

Resources – such as time, money, organizational skills, and certain social or political 

opportunities – are integral to the growth and flourishing of the social movements (Lopes, 

2014). The most used contents in the posts seem to be in congruence with what Coote 

and Angel (2014) point out: the effectiveness of making audiences feel sympathy, 

responsibility and being connected in order to make a shared pursuit happen. Reporting a 

violation, which is the most used content, triggers the sense of sympathy. Responsibility 

is motivated, by calling followers for action, which is the second most used content by 

the three solidarity groups. Reporting news, which is applied to many types of top used 

contents, resulting in the group member's sense of feeling connected. 

 

The managerial implications of this study are numerous. The findings are 

applicable in assisting Facebook administrators to improve their current techniques of 

managing their Facebook pages. There are also recommendations in adjusting their 

current methods of interactions, for better connection with their followers. Specific 

recommendations on improving interest, developing other than cause contacts and 

personalizing interactions are listed. These findings are also applicable for other real 

world Facebook administrators, who could also benefit from the study results to overall 

improve their groups. 
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This study provides statistics useful in observing the engagement. Data are 

provided on critical characteristics and pinpointing how people responded. One factor 

discovered was the content used by the administration is not the one that gives the most 

engagement. So this study is important tool for these groups to implement to increase the 

success of their Facebook page performance.  

 

In discussing these findings, one top finding was that diversity of topics for PSC 

was one that provides the optimal results in delivering their message. PSC reveals a 

pattern of diversity of its content and themes in comparison to the other two groups. PSC 

uses a higher level of other than the main themes; with no a single type of content or 

resource exceeds 20% of its posts. It’s recommend to adapt wider perimeters and types of 

content, in order to increase engagement; with more graphic contents and interactive 

themes. 

 

Demography is another important component for consideration. The 

administration has the ability to access the followers of their pages, through specific 

administration tools provided by Facebook. They can implement these tools to analyze 

their followers and their cultural structures. The resulting data will allow them to 

determine which segment that the groups have not reached and establish the reasons for 

this and devise a plan of action for future recruitment.  

 

The Facebook administrators should keep plain politics out of their message to 
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create a user attractive page. The graphics and message should not have the impression 

that it is a political page. In order to attract more followers, the solidarity groups should 

place their emphasis on human rights other than political argument in their page. The 

calling needs to a person's sense of empathy rather than their political views. This 

expands the group's membership for all people and universal values, instead of appearing 

to adopt a narrow political view or to look politically-aggressive. By structuring the page 

design with these concepts, this will expand rather than shrink the values of the group. As 

Bennett and Segerberg (2013) state, many people would rather not join political 

organizations, as they prefer to keep their own individual beliefs rather than adopting the 

more narrow beliefs of the political group. 

 

Personalization is vital to a cause, especially on a Facebook page where followers 

do not often meet in person. Followers currently interact with anonymous managers. This 

lack of personal contact can create a sense of alienation and disconnection among 

followers, often testified to among followers. Facebook administrators could alleviate this 

feeling of disconnection by specific actions to personalize/familiarize the actors and 

group managers and activists. The managers, actors and activities need to be though of as 

"stars" with their followers. And like fans, these followers seek interactive actions with 

their stars. One way to accomplish this goal would be to show real people who list live 

videos on the group Facebook page. Followers now can see their "stars" in action and 

create a bond by seeing their faces and hearing their voices. This can trigger increased 

engagement and install a higher sense of familiarity. To create more connection with the 

audience, we also suggest posting quotes from certain commenters by the administration 
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as a post. This allows followers to see that administrators read and appreciate posts 

submitted. Additionally, it provides followers a sense of which type of posts resound with 

administration and to respond. Lastly, posting with familiar figures and statements can 

create some sense of familiarity to the group cause. 

 

For increasing positive public relations, is recommended that Facebook 

administrators become involved in activities and events that are not necessarily connected 

to the Palestinian cause. Showing a variety of interests not exclusively connected will 

create familiarity of the administrators to the broader public arena and other 

organizations. It widens their profiles to others and shows their interests outside the 

confines of the cause. It also creates other contacts who could directly or indirectly, 

provide valuable contributions to the cause. 

 

There are steps that administrators could also take in reaching more of their 

targeted audience. Actions that have proven to show results are posting photos and 

videos. As an example, the group BDS has a low number of followers and audience 

engagement. One consideration ventured is that BDS shows a low rate of posting photos 

(only 9%), in comparison to the other two groups. Additionally, administrators should 

include daily postings. One reason that BDS had low number of followers and audience 

engagement, could be that BDS exhibits a depressed rate of posting. There is a rate of 0.6 

per day compared to 1.6 per day for the other two groups. Posting every day shows 

followers that the administrators have an active and alert level of involvement, which 

encourages their own participation. 
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One area administrators need not to be concerned with is spending time to attract 

media attention. Although BDS has been discussed by researchers, media, and politicians 

more than any another pro-Palestinian solidarity movement, it has only around 124,000 

followers. This is the lowest number of supporters among the three groups. Also, BDS 

has only received 4% of the total audience engagement in 2014. Media attention can be 

valuable but does not result in an increase in followers. 

 

There can be attacks and propaganda against a group, which could result in 

followers abandoning the group. It is suggested that administrators create a well-

structured system, which has mapped out a prepared plan to face any opposite 

propaganda, for example, the accusations of supporting anti-semitism or terrorism. The 

focus should be on opposing the forces, not individuals. As Coote and Angel (2014) 

point, the “adversary” should not be an individual or other people; rather it should be the 

systems and structures that support inequality. 

 

As Tweneboah (2015) warns, there is a need to consider whether a group should 

be used as an accessory for campaigning, not as a foundation for the campaign. The most 

critical suggestion is the process of discovering the techniques to trigger action, which 

transforms into a real change. Tweneboah (2015) also reported that online activism 

actions consist of being only temporary solutions. Online activism appears to only 

appease symptoms temporally, not measurable results in solving real problems. In other 

words, our results did not show any acts. There was nothing to show which showed 
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meaningful results or caused Israel or its allies to feel pressure. Although the BDS 

campaign to boycott Israel has succeeded in several areas, it did not result in their being 

compelled to push for any significant, positive change. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 50 

 

Chapter Seven: Limitations and Recommendations for Future 
Research. 

 

This study faced a few challenges in different levels. One constraint was the 

obstruction of communicating with the administrations of the three group's Facebook 

pages. This communication was thought to be important, in order to obtain expanded 

insight to qualify our thesis purpose. There was a lack of response to the emails sent to 

each administrator. Understandably, the administration of these groups may have 

reluctance about communication with unknown persons, due to the politically charged 

nature of their groups.  

 

Another impediment was to classify self-reporting posts. The reasoning behind 

this difficulty is the Facebook page administration is not always obligated to refer to its 

self on every occasion, when publishing a self-reported post. This obstacle was 

particularly obvious while analyzing the postings of the group, ISM. ISM continuously 

published posts that were clearly in a fashion of self-reported news. However, they did 

not necessary clearly state this fact in every post. As a result, we did not categorize these 

posts as self-reported posts; for this would violate the academic rules of researching. 

Instead, we focused on the external resources, as these are the focal point of our resource 

analyzing work. 

 

Another limitation was our emphasis is on the well know social platform of 

Facebook. With this sole focus, it resulted in other platforms not being considered. 
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Further research is desirable; analysis examining other platforms can contribute to 

additional articulated results and insights.  

 

Another consideration in which research would be informative is exploring the 

parameters of the methods pro-Palestine movements in social media and their 

effectiveness on promoting action. Plus, this research could go further and measure to 

what extent Palestinian online activism can be extended to provide critical data to 

promote social movement tools. These tools would provide a powerful force for change 

in the future.  

 

Foucault proposes that people's ideas and activities, are held in the grasp of the 

structures (social, political, cultural) that makeup their society as all people are 

fundamentally cultural beings (as cited in Bardici, 2012). In light of this, another area of 

promising future research is in analyzing the solidarity groups’ followers, and how their 

cultural structures reflect their decision of joining a certain movement. This research 

would enable a crucial understanding of the external and internal factors that urge these 

group followers’ motivation to join a certain movement. 
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Appendix 

Table (1): Posting and engagement. 

The Year of 2015 PSC ISM BDS Total 
Number of posts 594 598 232 1424 

% of the total posts 41.7% 42% 16.3% 100% 
The Rate of daily posting 1.6 1.6 0.6 1.3 

Weighted Engagement 1,895,363.75 469,768.50 96,691.44 2,461,823.69 
% of total Engagement 77% 19% 4% 100% 

Avg Engagement Per Post 3190.8 785.5 416.7 4393 

 

Table (2): The average engagement before, during, and after the war. 

Average of Engagement PSC ISM BDS Total 
Before the war 553.98 139.81 162.29 350.61 
During the war 7,828.80 1,325.87 773.63 4,020.67 
After the war 2,003.66 1,008.85 567.77 1,232.57 

 

Table (3): The percentage of each engagement category before, during, and after the war 

Group Time Frame Likes Comments Shares 
 

BDS 
Before the war 10268 65.8% 1599 10.3% 3729 23.9% 
During the war 67738 61.2% 4115 3.7% 38860 35.1% 
After the war 36276 60.8% 2261 3.9% 21046 35.3% 

 
ISM 

Before the war 20968 52.5% 1581 3.9% 17411 43.6% 
During the war 142696 52.5% 11259 4.2% 117762 43.3% 
After the war 170411 51.2% 18756 5.6% 143861 43.2% 

 
PSC 

Before the war 114591 54.5% 6479 3.1% 89083 42.4% 
During the war 1790806 75.1% 41830 1.7% 552868 23.2% 
After the war 285155 69.6% 10844 2.6% 113772 27.8% 

 

Table (4): The percentage of each engagement category within each group. 

Type of engagement PSC ISM BDS Total  
Likes 72.9% 53.1% 61.5% 62.5% 
Comments 2% 2.5% 4.3% 2.9% 
Shares 25.1% 44.4% 34.2% 34.6% 
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Table (5): Types of formats 

 
 

Format 
PSC ISM BDS Total 

# of 
posts 

% of total 
posts 

# of 
posts 

% of total 
posts 

# of 
posts 

% of total 
posts 

# of 
posts 

% of total 
posts 

Total posts 594 598 232 1424 
Only text 10 1.6% 0 0% 4 1.7% 14 0.9% 

Only picture 14 2.4% 5 0.8% 0 0% 19 1.3% 
Picture 

included 
202 34% 584 97.6% 21 9% 807 56.6% 

Only video 0 0% 0 0% 5 2.1% 5 0.3% 
Video 

included 
7 1.1% 32 5.3% 10 4.3% 49 3.4% 

Only link 18 3% 0 0% 41 17.6% 59 4.1% 
Link 

included 
397 66.8% 462 77.2% 156 67.2% 1015 71.2% 

Sharing 
another FB 

post 

0 0% 0 0% 3 1.2% 3 0.2% 
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Table (6): Types of content 

 
Type of Content 

PSC ISM BDS Total 
# of 

posts 
% of 
total 
posts 

# of 
posts 

% of 
total 
posts 

# of 
posts 

% of 
total 
posts 

# of 
posts 

% of 
total 
posts 

Total posts 405 449 134 988 
Reporting a violation 84 20% 306 68.1% 3 2.2% 393 39.7% 

Call for action 60 14.8% 20 4.4% 32 23.8% 112 11.3% 
Reporting an 
achievement 

28 6.9% 14 3.1% 51 38% 93 9.4% 

Reporting a protest 22 5.4% 28 6.2% 5 3.7% 55 5.5% 
Political\Legal 36 8.8% 5 1.1% 5 3.7% 46 4.6% 

Criticism of an Israeli 
action resulting in 

Palestinian suffering. 

27 6.6% 11 2.4% 6 4.4% 44 4.4% 

External supportive 
statement 

28 6.9% 9 2% 5 3.7% 42 4.2% 

A solidarity activity 26 6.4% 7 1.5% 8 5.9% 41 4.1% 
Criticism of a deal with 

Israel 
28 6.9% 3 0.6% 7 5.2% 38 3.8% 

Stories of Palestinians 11 2.7% 9 2% 3 2.2% 23 2.3% 
Graphic information\ 
Informative materials 

9 2.2% 9 2% 0 0% 18 1.8% 

Symbolic image 7 1.7% 8 1.7% 0 0% 15 1.5% 
Promoting related 
Solidarity groups 

4 0.9% 5 1.1% 1 0.7% 10 1% 

An Israeli reaction to 
solidarity groups activity 

2 0.4% 1 0.2% 6 4.4% 9 0.9% 

Criticisms related to 
allies of Israel 

8 1.9% 1 0.2% 0 0% 9 0.9% 

Other Palestinian news 3 0.7% 5 1.1% 0 0% 8 0.8% 
Reporting a tension\clash 4 0.9% 4 0.8% 0 0% 8 0.8% 
Criticism of mainstream 

media coverage 
5 1.2% 2 0.4% 0 0% 7 0.7% 

Condolences 4 0.9% 0 0% 0 0% 4 0.4% 
Self-promotion 2 0.4% 0 0% 2 1.4% 4 0.4% 

Ridiculing photo 3 0.7% 0 0% 0 0% 3 0.3% 
Palestinian History 2 0.4% 0 0% 0 0% 2 0.2% 

Reporting a hate speech 1 0.2% 1 0.2% 0 0% 2 0.2% 
Response to Israeli 

narratives 
1 0.2% 1 0.2% 0 0% 2 0.2% 
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Table (7): The average engagement to each type of content. 

Total posts PSC ISM BDS Total # of 
posts 

Avg 
engagement 

Graphic information\ 
Informative material 47983 4774 0 52,757.00 18 2,930.94 

Self-promotion 3407.5 0 8122.25 11,529.75 4 2,882.44 

Political\Legal 57788.5 3889.5 1464 63,142.00 46 1,372.65 
External supportive 

statement 41305.5 7406.75 1036.25 49,748.50 42 1,184.49 

Criticism of media 
coverage 7038.25 1157.5 0 8,195.75 7 1,170.82 

Reporting a tension\clash 7331.25 1673.25 0 9,004.50 8 1,125.56 

Call for action 61813.75 12790.25 11288 85,892.00 112 766.89 
Criticism of an Israeli 

action resulting in 
Palestinian suffering. 

24349.75 4312.25 3999.25 32,661.25 44 742.3 

Other Palestinian news 2092 3680.75 0 5,772.75 8 721.59 

Reporting a violation 63663.75 205028.5 201 268,893.30 393 684.21 

Stories of Palestinians 5537 8058.75 965 14,560.75 23 633.08 

Symbolic image 7478 1721.75 0 9,199.75 15 613.32 
Criticisms related to allies 

of Israel 5416.25 12.75 0 5,429.00 9 603.22 

Reporting an achievement 30688.75 5159.5 19234.25 55,082.50 93 592.28 
Criticism of a deal with 

Israel 18562.25 837 1531.25 20,930.50 38 550.8 

Promoting related 
Solidarity groups 1895.5 3140.25 17 5,052.75 10 505.28 

Condolences 1972.75 0 0 1,972.75 4 493.19 

A solidarity activity 13146.5 544.5 1113.5 14,804.50 41 361.09 

Reporting a protest 11864.75 6225.25 1048 19,138.00 55 347.96 

Palestinian History 645.5 0 0 645.5 2 322.75 

Ridiculing photo 925 0 0 925 3 308.33 
An Israeli reaction to 

solidarity groups activity 357.25 1240.25 922.25 2,519.75 9 279.97 

Reporting a hate speech 283 237.5 0 520.5 2 260.25 
Response to Israeli 

narratives 174.5 324 0 498.5 2 249.25 

Total 415,720.25 272,214.25 50,942.00 738,876.55 976 747.85 
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Table (8): Types of themes. 

 
Type of Theme 

PSC ISM BDS Total 
# of 
posts 

% of total 
posts 

# of 
posts 

% of total 
posts 

# of 
posts 

% of total 
posts 

# of 
posts 

% of total 
posts 

Total posts 405 449 134 988 
Human Rights 139 34.3% 343 76.3% 24 17.9% 506 51.2% 
Motivational 115 28.3% 43 9.5% 42 31.3% 200 20.2% 
Journalistic 63 15.5% 53 11.8% 14 10.4% 130 13.1% 

Political 38 9.3% 4 0.8% 5 3.7% 47 4.7% 
Self-recognition 1 0.2% 1 0.2% 45 33.5% 47 4.7% 
Argumentative 19 4.6% 3 0.6 1 0.7% 23 2.3% 

Artistic 8 1.9% 0 0% 2 1.4% 10 1% 
Negative\ 

Antagonistic 
10 2.4% 0 0% 0 0% 

10 
1% 

Acknowledging 6 1.4% 0 0% 0 0% 6 0.6% 
Educational 3 0.7% 1 0.2% 1 0.7% 5 0.5% 

Legal 2 0.4% 1 0.2% 0 0% 3 0.3% 
Interactive 1 0.2% 0 0% 0 0% 1 0.1% 

 

Table (9): Average engagement to each type of theme. 

Type of Theme # of engagement # of posts Avg engagement 
Interactive 2579.75 1 2,579.75 

Artistic 12133.5 10 1,213.35 
Political 44313.25 47 942.84 

Legal 2715.5 3 905.17 
Motivational 165559.75 200 827.80 

Negative\ Antagonistic 7894.75 10 789.48 
Human Rights 398861.5 506 788.26 

Acknowledging 4700 6 783.33 
Argumentative 15075.25 23 655.45 

Journalistic 64537.25 130 496.44 
Self-recognition 18899 47 402.11 

Educational 1607 5 321.40 
Total 738,876.50 988 747.85 
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Table (10): The number of posts for each an external resource. 

Resources PSC ISM BDS 
# of posts # of posts # of posts 

Total posts with external resources 246 297 120 
972mag.com 8 0 1 

activestills.org 0 2 0 
action4palestinianchildren.org 1 0 0 

addameer.org 2 6 8 
al-monitor.com 3 1 0 
aljazeera.com 7 1 2 

alray.ps 1 0 0 
alternativenews.org 0 4 0 

alternet.org 1 0 0 
araborganizing.org 0 1 0 

amnesty.org 1 0 0 
bbc.co.uk 6 0 0 

bdsmovement.net 2 2 (38) 
bigstory.ap.org 1 0 0 

blogs.channel4.com 1 0 0 
blogs.wsj.com 0 0 1 

bloomberg.com 3 0 1 
brightonpalestinecampaign.org 1 0 0 

boicotisrael.net 0 1 0 
btselem.org 0 3 0 
change.org 1 1 0 

chat2gaza.com 4 0 0 
cjpme.nationbuilder.com 1 0 0 

cpt.org 0 6 0 
dci-palestine.org 0 6 0 

dcipalestine.nationbuilder.com 1 0 0 
demotix.com 1 0 0 

eccpalestine.org 3 1 0 
economist.com 1 0 0 
edition.cnn.com 1 0 0 

electronicintifada.net 42 32 28 
endtheoccupation.org 0 0 1 
english.al-akhbar.com 1 0 1 

en.ria.ru 0 1 0 
english.pnn.ps 2 7 0 

Jews Against Genocide (FB page) 0 1 0 
eventbrite.co.uk 1 0 0 

finance.yahoo.com 1 0 0 
foel.org 0 0 1 
fool.com 0 0 1 

freepalestine.eu 0 0 4 
ft.com 0 0 1 

fmaapp.org 1 0 0 
forbes.com 0 1 0 

globalpost.com 1 0 0 
gov.uk 1 0 0 

gazaark.org 0 1 0 
haaretz.com 10 1 1 
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Table (10) continued  
 

heecologist.org 1 0 0 
haresboys.wordpress.com 0 2 0 

huffingtonpost.com \ 
m.huffpost.com 

3 1 0 

ibtimes.com 0 0 1 
imemc.org 5 56 0 
imeu.org 1 1 0 

independent.co.uk 4 0 0 
iwps.info 0 1 0 

Ipsc.ie 0 0 1 
Iphr.org.uk 1 0 0 

lareviewofbooks.org 0 1 0 
latimes.com 0 0 1 

jewishvoiceforpeace.org 1 0 0 
jonathan-cook.net 1 0 0 

jpost.com 1 0 0 
labourlist.org 1 0 0 

lrb.co.uk 1 0 0 
m.theaustralian.com.au 1 0 0 

maannews.com 14 76 0 
mazen.org 0 1 0 

mediadiversified.org 0 1 0 
marmennil.wordpress.com 1 0 0 

martinlinton.org 1 0 0 
michigandaily.com 1 0 0 
middleeasteye.net 5 6 2 

middleeastmonitor.com 19 22 1 
militarycourtwatch.org 1 0 0 

mondoweiss.net 7 20 4 
morningstaronline.co.uk 1 0 0 

mosaicrooms.org 1 0 0 
nabisalehsolidarity.wordpress.com 0 2 0 

news.vice.com 0 1 0 
newstatesman.com 1 0 0 

nsnbc.me 1 0 0 
nytimes.com 1 0 0 
nbc.believe.in 0 0 2 
ochaopt.org 2 0 0 

openbethlehem.org 1 0 0 
org.salsalabs.com 0 0 1 

palestine-info.co.uk 0 1 0 
palestinecampaign.org (69) 4 1 
palestinechronicle.com 0 2 0 

pchrgaza.org 0 1 0 
palestineposterproject.org 1 0 0 
palestinianmissionuk.com 3 0 0 

palsolidarity.org 1 (57) 0 
pacbi.org 0 0 2 

sjpbruins.com 0 0 1 
stopthewall.org 0 0 1 

reuters.com 2 0 0 
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Table (10) continued  
 

rt.com 1 1 0 
smithsonianmag.com 1 0 0 

t.co 1 0 0 
telegraph.co.uk 3 0 0 

thedailybeast.com 1 0 0 
theguardian.com 25 0 0 

thelancetstudent.com 1 0 0 
thenation.com 1 0 0 
thescore.com 1 0 0 
thestar.com 1 0 0 

thetimes.co.uk 1 0 0 
theverge.com 1 0 0 

thrivalroom.com 1 0 0 
timesofisrael.com 1 0 0 

twitter.com 1 0 0 
thunderclap.it 0 0 4 
tiki-toki.com 0 0 1 

unrwa.org 1 0 0 
us6.campaign-archive1.com 2 0 0 

vimeo.com 1 0 0 
visualizingpalestine.org 1 3 0 

washingtonpost.com 1 0 1 
wclac.org 1 0 0 

whenisawyou.com 1 0 0 
yestobds.wordpress.com 0 0 1 

ymlp.com 0 1 0 
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Table (11): The percentage of posts with one of the top seven external resources. 

 PSC ISM BDS Total 

# of 
posts 

% of total 
posts 

# of 
posts 

% of total 
posts 

# of 
posts 

% of total 
posts 

# of 
posts 

% of total 
posts 

Total posts with outside 
resources 

245 60.4% 283 63% 82 61.1% 610 61.7% 

electronicintifada.net 42 17% 32 9.3% 28 23.3% 102 15.3% 

maannews.com 14 5.6% 76 25.5% 0 0% 90 13.5% 

imemc.org 5 2% 56 18.8% 0 0% 61 9.2% 

middleeastmonitor.com 19 7.7% 22 7.4% 1 0% 42 6.3% 

mondoweiss.net 7 2.8% 20 6.7% 4 3.3% 31 4.6% 

theguardian.com 25 10.1% 0 0% 0 0% 25 3.7% 

addameer.org 2 0% 6 2% 8 6.6% 16 2.4% 
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Jan	   Feb	   Mar	   Apr	   May	   Jun	   Jul	   Aug	   Sep	   Oct	   Nov	   Dec	  
BDS	   10	   9	   8	   17	   10	   14	   58	   42	   25	   14	   15	   22	  

ISM	   4	   6	   12	   56	   75	   62	   73	   78	   60	   59	   67	   59	  

PSC	   54	   49	   33	   37	   47	   59	   148	   46	   23	   43	   31	   39	  
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Figure (1): Posts By Month 
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Figure (2): Types of Formats Used By The Three 
Groups.  
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Figure (3): Types of Languages Used By The Three Groups
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Figure (4): External Resources Used By The Three Groups 
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