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EXTENDED ABSTRACT 
 

Interdiction: 

In recent years, cyberspace campaigns have become increasingly popular as a tool for promoting 

various causes, brands, and social movements. With the rise of social media platforms like 

Telegram, Instagram, and others, campaigns in cyberspace have gained significant traction in 

terms of participation and influence. These campaigns offer users the ability to mobilize quickly, 

reach large audiences, and interact with individuals across the globe. However, while many 

campaigns succeed in attracting attention, not all achieve long-term success. Understanding the 
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factors that contribute to the success of these campaigns is crucial for campaign organizers, 

marketers, and social media strategists . 

   The success of cyberspace campaigns depends on various factors such as user engagement, social 

communication, the economic benefits for participants, and their overall satisfaction. Additionally, 

the dynamics of how users interact with campaigns, including their motivations and behaviors, can 

significantly influence the effectiveness of a campaign. Previous studies have shown that 

successful cyberspace campaigns often share common characteristics, including the ability to 

mobilize a broad base of support, provide clear communication, and engage users in meaningful 

ways. However, the role of social media and the evolving nature of user interaction remains an 

area that requires further exploration. This research aims to identify the factors that contribute to 

the success of cyberspace campaigns, focusing on both qualitative and quantitative data derived 

from social media users and media experts . 

 

Methods: 

This research adopts a mixed-methods approach, combining both qualitative and quantitative 

research methods. The qualitative part of the study involves interviews with media experts who 

have over ten years of experience in social networks and advertising. These experts provide 

insights into the strengths and weaknesses of cyberspace campaigns, with a particular focus on the 

dynamics of user participation, campaign management, and the effectiveness of social media 

platforms in fostering successful campaigns. 

   For the quantitative part, the research targets social media users from platforms like Telegram 

and Instagram who have been active participants in virtual campaigns. The aim is to identify 

patterns and relationships between user satisfaction, economic interests, and the overall success of 

the campaigns. The study uses database theory for the qualitative analysis of interview data, while 

partial least squares (PLS) analysis is employed to examine the quantitative data, allowing for the 

identification of significant relationships and factors that influence campaign success . 

   In the qualitative phase, interviews were conducted with a group of media experts to understand 

the factors that make cyberspace campaigns successful. Key aspects such as user engagement, ease 

of participation, campaign management, and interaction were explored. The experts provided 

valuable insights into the strengths and challenges of cyberspace campaigns, shedding light on the 

dynamics that influence user involvement and satisfaction . 

   In the quantitative phase, the research aimed to test hypotheses regarding the relationship 

between social communication, economic benefits, interaction, and user satisfaction. The data was 

collected through surveys distributed to users of Telegram and Instagram who had participated in 

campaigns. The survey focused on measuring the impact of these factors on campaign success, 

with particular attention given to the relationship between user engagement and the perceived 

benefits of participating in the campaigns . 

 

Results: 

The qualitative findings of the research reveal several key factors that contribute to the success of 

cyberspace campaigns. According to the interviewees, some of the most important strengths of 

these campaigns include the exponential increase in membership, the ease with which users can 

share content with friends, the ability to join multiple campaigns simultaneously, and the flexibility 

of quickly canceling membership. The ability to get to know other campaign members, identify 
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campaign goals, and understand the motivations behind the campaign were also considered critical 

factors in driving participation . 

   Furthermore, the ability for participants to engage with campaigns using unreal identities, 

customize their communication preferences, and access real-time user statistics provided by 

campaign managers was seen as a significant advantage in enhancing user satisfaction and 

participation. These features enable users to feel more secure and in control of their involvement, 

which in turn contributes to the success of the campaign. 

   The quantitative findings corroborate many of the qualitative insights, indicating that there is a 

significant and direct relationship between social communication, economic benefits, interaction, 

and user satisfaction. The analysis showed that when users perceive tangible economic benefits 

from participating in a campaign or when they experience meaningful social interactions within 

the campaign, their overall satisfaction and likelihood of continued participation increase. In 

contrast, the research found that adherence to values and norms did not have a significant impact 

on the popularity or success of the campaigns. 

   These findings suggest that the most successful cyberspace campaigns are those that provide 

clear economic incentives for participation, foster social interaction among users, and offer users 

a sense of control and flexibility over their involvement. Campaigns that leverage these factors are 

more likely to maintain high levels of engagement and achieve long-term success . 

 

Conclusions: 

In conclusion, the success of cyberspace campaigns depends on several interrelated factors, 

including user engagement, social communication, economic benefits, and user satisfaction. The 

research highlights the importance of creating campaigns that are not only accessible and easy to 

engage with but also provide meaningful incentives for participation. By understanding the 

dynamics of user interaction and satisfaction, campaign organizers can design more effective 

campaigns that resonate with their target audience and foster long-term involvement . 

   Moreover, while adherence to values and norms may be important for certain types of 

campaigns, it does not appear to be a primary factor in determining the success of cyberspace 

campaigns. Instead, the key drivers of success are the ability to engage users through social 

communication, provide economic benefits, and ensure a satisfying experience for participants. 

These insights can guide future campaign strategies and help organizers optimize their efforts to 

achieve greater success in cyberspace . 
 

Data Availability Statement 

Data available on request from the authors. 

Acknowledgements 

The authors would like to thank anonymous reviewers. 

Ethical considerations 

Not applicable. 

Funding 

Not applicable. 

Conflict of interest 

The authors declare no conflict of interest . 

 

 
 

 

 



The Journal of News Science, (2025) Vol. 14, No. 1, Ser.53, P. 59-62 

 

References 

Abbasalizadeh, Z., et al., (2023), The Relationship Between Trust in Online Social Networks and the Tendency to 

Create Supportive Campaigns (Case Study: Women in the City of Maku), Journal of Sociological Studies, 

Volume 16, Issue 60. (in Persian) 

Ahmanideen, G., & Iner, D. (2024). The Interaction Between Online and Offline Islamophobia and Anti‐Mosque 

Campaigns: The Literature Review with a Case Study from an Anti‐Mosque Social Media Page. Sociology 

Compass, 18(1), e13160. 

Alami, A., & Razavizadeh, S.N., (2021), Social Networks and Domestic Violence Against Women; Analyzing 

Hashtags and Instagram User's Reactions to the Murder of Romina Ashrafi, Quarterly Journal of New Media 

Studies, Volume 7, Issue 28. (in Persian) 

Chen, J., & Wang, Y. (2021). Social Media Use for Health Purposes: Systematic Review. Journal of Medical Internet 

Research, 23(5), e17917. 

Chen, S., Xiao, L., & Mao, J. (2021). Persuasion Strategies of Misinformation-Containing Posts in the Social Media. 

Information Processing & Management, 58(5), 102665. 

Dwivedi, Y. K., et al., (2021). Social Media Adoption, Usage and Impact in Business-To-Business (B2B) Context: A 

State-of-the-Art Literature Review. Information Systems Frontiers, 1-23. 

Han, J., & Balabanis, G. (2024). Meta‐Analysis of Social Media Influencer Impact: Key Antecedents and Theoretical 

Foundations. Psychology & Marketing, 41(2), 394-426 . 

Hayes, M. (2022). Social media and Inspiring Physical Activity During COVID-19 and beyond. Managing Sport and 

Leisure, 27(1-2), 14-21. 

Huang, C. F. (2024). Quoting and Well-Being: Researching Social Media Posts of Two Mental Health Campaigns in 

Hong Kong. Journal of Multilingual and Multicultural Development, 1-26. 

Kunst, J. R., et al., A. (2019). Sexism, Rape Myths and Feminist Identification Explain Gender Differences in Attitudes 

Toward The# MeToo Social Media Campaign in Two Countries. Media Psychology, 22(5), 818-843. 

Laestadius, L. I., & Wahl, M. M. (2017). Mobilizing Social Media Users to Become Advertisers: Corporate Hashtag 

Campaigns as a Public Health Concern. Digital Health, 3, 2055207617710802. 

Larsson, A. O., et al., (2024). Calls to (What Kind of?) Action: A Framework for Comparing Political Actor's 

Campaign Strategies Across Social Media Platforms. New Media & Society, 14614448241229156. 

Li, Y., Li, J., Shao, Y., Feng, R., Li, J., & Duan, Y. (2022). Factors Influencing Compliance in RRD Patients with the 

Face-Down Position Via Grounded Theory Approach. Scientific Reports, 12(1), 1-10. 

Livingstone, S., (2008), Communication Theories, Translated by Goodarz Mirani, Research Institute for Cultural and 

Social Studies, Ministry of Science, Research, and Technology. (In Persian) 

Marquart, F., et al., (2022). United Feelings: The Mediating Role of Emotions in Social Media Campaigns for EU 

Attitudes and Behavioral Intentions. Journal of Political Marketing, 21(1), 85-111. 

Moradi, S., (2018), The Impact of Social Network Campaigns on Customer Reactions, Master's Thesis in Business 

Management, Faculty of Literature and Humanities, University of Guilan. (in Persian) 

Norouzi, F., (2018), The Role of Media Literacy in the Harms of Electoral Campaigns, Master's Thesis in Political 

Science, Faculty of Law and Political Science, Kharazmi University. (in Persian) 

Pedersen, E. A., Loft, L. H., Jacobsen, S. U., Søborg, B., & Bigaard, J. (2020). Strategic Health Communication on 

Social Media: Insights from a Danish Social Media Campaign to Address HPV Vaccination Hesitancy. Vaccine, 

38(31), 4909-4915. 

Sabtekin, et al., (2022), Typology of the Goals of Iranian Virtual Social Campaigns (in the First Half of the 2010s), 

Journal of Iranian Social Issues, Volume 13, Issue 1. (in Persian) 

Sabtekin, et al., (2022), Typology of the Goals of Iranian Virtual Social Campaigns (in the First Half of the 2010s), 

Journal of Iranian Social Issues, Volume 13, Issue 1. (in Persian) 

Shahi, Solmaz, (2018), Examining the Role of the White Wednesday Campaign in Women's Activism on Social 

Media, Master's Thesis in Diplomacy in International Economic Organizations, Faculty of Culture and 

Communication, Sooreh University. (in Persian) 

Silverstone, R. (2003). Television And Everyday Life. Routledge. 



The Journal of News Science, (2025) Vol. 14, No. 1, Ser.53, P. 59-62 

 

Sundstrom, B., Cartmell, K. B., White, A. A., Well, H., Pierce, J. Y., & Brandt, H. M. (2021). Correcting HPV 

Vaccination Misinformation Online: Evaluating the HPV Vaccination NOW Social Media Campaign. Vaccines, 

9(4), 352. 

Yamamoto, M., & Morey, A. C. (2019). Incidental News Exposure on Social Media: A Campaign Communication 

Mediation Approach. Social media+ Society, 5(2), 2056305119843619. 

Zakaria, W. F. A. W., & Buaben, J. M. (2021). The Theory of Post-Industrial Society (Teori Masyarakat Pasca-

Industri). Akademika, 91(1). 

 

  

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Cite this article: Sharif, A.; Darzian Rostami H. & Shahmansouri B. (2025). The Factors Affecting the Success of Cyberspace Campaigns, 

News Science, DOI: http//doi.org/10.22034/lrsi.2025.475821.1237 
 
                              © The Author(s).     
                                                                                          

                              DOI :http//doi.org/10.22034/lrsi.2025.475821.1237 

 


