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Abstract	  
 
Formål / Indledning: Sociale medier har haft en stor indvirkning på hvordan vi agerer 

som individer og hvordan institutioner indretter sig i forhold til det øvrige samfund.  

Sea Shepherd har protesteret imod Færøsk hvalfangst siden 1986, men det er først nu, 

efter den første digitale kampagne i 2014, at de kunne opnå synlige resultater, derfor…vil 

dette studie vil analysere hvordan Twitter bruges som et værktøj til fortalervirksomhed. 

Dette fænomen vil blive analyseret, ved at se på et case studie af Sea Shepherds brug af 

Twitter, i deres kampagne for at stoppe hvalfangst på Færøerne, ved at lægge globalt pres 

på Færøerne gennem associationer i global kontekst. 

Design og metode: Analysen er baseret på 5 interviews fra aktører på Færøerne, 

heriblandt politiske myndigheder, turisme aktører, Industriernes Hus og Hvalfangsternes 

Organisation. For at give Sea Shepherd en stemme i analysen, og efter at de takkede nej, 

efter forespørgsel om interviews, blev en content analyse af to sæt av Twitter data 

analyseret. En af den generelle protest rettet mod Færøerne, i alt blev 500 tweets udvalgt 

fra den 11. – 12. August 2016, og det andet sæt af data var fra Sea Shepherd’s officielle 

Twitter konto - @OpGrindStop. 

Resultat: Analysen finder frem til, at Sea Shepherd er styrket af nye teknologi i form at 

Twitter bruger funktionerne i Twitter, til associere hvalfangst og Færøerne i en global 

kontekst. Videre viser analysen at især tre ting er vigtige i forhold til at relatere en lokal 

begivenheder til en global kontekst. 

• Social media logik:  

• Brug af billeder, hashtags og ’@mentions’ 

• Fokus på redaktionelle medier 

Disse ting står individuelt med hænger også uløseligt sammen. For at nævne et element, 

står ’fokus på redaktionelle medier’ øverst på prioritets listen. Både for Færøerne og for 

Sea Shepherd, idet resultatet viser, protesten har en tendens til at forblive inden for 

samme netværk af ligesindede,  mens redaktionelle medier evner at få ud til flere  ’nye’ 

netværk og dermed sprede protest bevægelsen. 

På den anden sider er der også begrænsninger på, hvor global distributionen via Twitter 

kan blive, idet at den er begrænset af distributionen af selve Twitter platformen og 

demografien blandt dem der benytter den. Det taget i betragtning, er der noget der tyder 

på, at Twitter i bedste fald er transnationalt.  

Når det er sagt, så giver Twitter nye muligheder, som Sea Shepherd ikke havde tidligere, 

og det kan være svært at vurdere hvor stort pointtallet for Twitter er. 
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Chapter	  1	  -‐	  Introduction	  	  
 

While spending my summer vacation on 2015 in the Faroe Islands, I observed Sea 

Shepherd´s volunteers in the countryside, patrolling the coastline, on the lookout for 

whales, hoping to prevent a potential ‘grind’ (the hunt and slaughter on pilot whales). 

At the same time I was following the protest activity on social media. However, it was 

first when I looked up the campaign on Twitter and observed the extensive use of the 

hashtag #FaroeIslands, in combination with other campaign hashtags, I became 

curios. What does characterizes the protests against the Faroe Islands on Twitter? 

How does Sea Shepherd´s work apply Twitter as tool to advocate against ‘the grind? 

And ultimately, will this globalization of whaling have a significant impact on the 

local practice in the Faroe Islands? 

By looking more closely at Sea Shepherd´s campaigns many more questions have 

surfaced. Questions such as: What makes Twitter’s technology an effective protesting 

tool for digital campaigns, how are images used in the protests and how does Sea 

Shepherd use Twitter to make a local practice as an issue of pressing global concern?  

The purpose of this thesis is not to propose an improved strategy for Sea Shepherd, 

nor to suggest a strategy for the Faroe Islands to handle the global pressure. Rather I 

want to study the features of Twitter, what are the characteristics of the protests and 

what in the relationship between the physical protest and the global context? 

 

Society has changed dramatically and social media has connected the world closer 

and people now live in a mediated reality; equally the protest movements have 

experienced transformations of their practices. Hence, I will employ the concept of 

mediatization as a concept to shed some light upon the development of protest 

organizations. Furthermore, I will apply the concept of affordances to analyze the 

sociomaterial dynamics that Twitter provides and the role affordances play in the 

global public sphere of Twitter.  

On this basis, I will explore as to why it benefits non-profit protest organizations to 

rely on Twitter as a central communication platform in campaigns to end whaling in 

the Faroe Islands. On the basis of the two theories, which will look at both the 

conceptual and the practical use of Twitter technology. 
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1.1	  Research	  area	  	  

Modern protest movements are not only local and physical, but to a high degree 

appeal to the logic of media, hence, the audience of the protest may not be the 

physical present, but rather the receivers of a mediated message (Shoemaker and 

Reese, 1996). The following research will examine how Sea Shepherd through 

Twitter is working to mediatize their anti-whaling protests in order to bring them into 

the globalized stage.  

Protests against the Faroese ‘grind’, started in 1984 and Sea Shepherd were in the 

Islands for the first time in 1986, where they expressed, that an economic boycott 

would ultimately be the best tool of protest. However, there has been little, if any, 

recorded of boycotts of Faroese goods. Hence, the reason the study of Twitter´s role 

in the recent protests is interesting; is because new media and technology has meant 

that transnational businesses have recently reacted to the extensive media campaigns, 

led by Sea Shepherd. 

In order to investigate this tension between social networks, local issues and a global 

sphere, I have chosen to include the voice of the Faroese people, in form of five 

interviews with government officials, representatives from the tourist industry and the 

Whalers Association. I have also included the voice of Sea Shepherd, in form of 

Twitter content; both general protests aimed at the Faroe Islands and also form an 

official Sea Shepherd account. 

	  

1.2	  Delimitation	  
 

In order to narrow the scope of the thesis, it is focused on one social media channel: 

Twitter. Even if the theories applied could also be applied in other social media 

contexts.  

To represent the voice of Sea Shepherd, this thesis uses a content analysis of two sets 

of Tweets. The choice was made to make the analysis two-folded, both to focus on the 

general protest of tweets, which use the hashtag #FaroeIslands and to analyze Sea 

Shepherd official account. The dilemma has been to choose which of Sea Shepherd’s 

accounts to analyze. While it would be interesting to analyze Sea Shepherds main 

account, it would not allow viewing historical data.  Having said that, the account 

@OpGrindStop only has 140 tweets over a period of two years, and therefore,  all 
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tweets are accessible. Furthermore, the account mainly contains tweets and re-tweets 

connected to the Faroe Islands, hence, the data provides a good overall view of the 

general protest. 

 

1.3	  Research	  questions	  
	  

How does the anti-whaling protests use Twitter to make a local practice an 

issue of pressing global concern? Exemplified with the case of Sea Shepherd 

and the Faroe Islands. 

 

I will answer the research question with three following sub questions: 

 

1: How has media technology formed Sea Shepherd protest and what is 

characteristic with the anti-whaling protest on Twitter? 

 

2:  How are images used in the anti-whaling protest and in what way does the 

logic of social media support use of Images on Twitter? 

  

3:  How has Sea Shepherd used Twitter features, such as hashtags and mentions 

and to what extent has this usage helped to associate the Faroe Islands and 

whaling in a global context? 

 

Elaboration of the research questions: 
 
The thesis is structured with three sub-questions to support the answer and discussion of 

the main question. 

Firstly, I will examine these questions, on the basis of interviews and Twitter content to 

study how Sea Shepherd’s protests have been formed by the development of media and 

how protests are highly dependent of media, and how Sea Shepherd appeals to the logic 

of the media. Applying the concept of mediatization will help explain the process of the 

media-based protests as well as the media logic reasoning. 

Secondly, I will assess Sea Shepherd´s use of certain Twitter features and how these 

features are used to associate the Faroe Islands with the global public. In doing so, I will 

further discuss how linking a local context to a global issue corresponds with the overall 

mediatization process. 
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1.4	  Thesis	  structure	  
 
Here, I will briefly state the structure of the research paper in order to ease the 

readership and understanding of the individual sections. The research paper is divided 

into six main chapters.  

Chapter 1 consists of a short introduction and the research question. Chapter 2 

presents the two theories applied to answer the research question, and it is divided 

into two parts. The first, mediatization, includes an introduction to mediatization, 

media logic and globalization, while the second part covers the theory of affordances. 

Chapter 3 describes the methodology and data collection technique chosen to best 

analyze the research questions. I have used a relatively large part of this thesis to 

describe the case in chapter 4, as I have found it relevant to explain the three main 

characters comprehensively. In Chapter 5 I analyze  the results found in the empirical 

data. This chapter is divided into three parts, in order to answer the three sub 

questions in the research question. Finally, in chapter 6 I draw upon previous writings 

in the discussion and conclusion. 
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Chapter	  2	  –	  Theoretical	  Framework	  
 

The theories applied in this thesis have their roots in sociomateriality research, a 

concept that emphasizes the social performance of technologies — that is to treat 

materiality to study cases of organizational technology adoption and use. This 

approach can provide insight into the role of technology in organizational activities 

(Orlikowski, 2009). Said differently, in context of social media,  it is the way 

technologies play an important role as active mediators and stabilizers of social 

networks (Albu and Etter, 2015). Wanda Orlikowski further states that “all practices 

are always sociomaterial and that this sociomateriality is constitutive, shaping the 

contours and possibilities of everyday organizing” (Orlikowski, 2009). 

The conceptual framework of this research is built upon two concepts:  

• Mediatization 

• Affordances  

Mediatization functions as a concept used to describe a general meta-process 

(mediatization of society, see Hjarvard, 2008) equivalent to globalization, 

individualization and commercialization (Klinger and Svensson, 2014). In addition, 

the theory also contains an institutional perspective (Hjarvard, 2008) and media logic 

(Altheide and Snow, 1979), which helps the analysis of interplay between media and 

other social institutions. Hence, the theory is applied to explain the general process 

and development of the media dependent protests as well as an analysis of the media 

logic behind Twitter and traditional media, which can be traced back to the Sea 

Shepherd´s physical protests in the Faroe Islands. 

 

Moving from the general to the more specific, in order to analyze how Twitter is 

being used by Sea Shepherd and also the general anti-whaling protests against the 

Faroe Islands, I have applied a notion of affordance, in order to detect and examine 

exactly how the protest are being portrayed as in a social network with global 

potential. Hence, an affordance approach allows the movement from beyond a 

functional focus on the social shaping of technology (e.g., the way individuals use 

Twitter) and focus on the technological shaping of sociality (Albu and Etter, 2015). 

 



Page	  10	  
	  

2.0	  Mediatization	  
 

The theory of mediatization presents a case where the media has a defining influence 

on society and culture, and where the consequences of the ongoing and increasing 

adaptation of central societal institutions (Hjarvard, 2008). We see results in 

mediatization of society and culture all around us, it shapes societies and cultures as 

well as in the relations individuals and institutional participants have to their 

environment and each other (Lundby, 2009). Mark Deuze claims in his book Media 

Life, that: “we swim in media, to be without media is like taking a fish out of water: 

media is so integral to daily life that we need additional media to manage the 

complexity of our mediated lives” (Deuze, 2012). 

Stig Hjarvard defines mediatization as: 

“The process whereby society to an increasing degree is submitted to, or 

becomes dependent on, the media and their logic. This process is characterized 

by a duality in that the media have become integrated into the operations of 

other social institutions. As a consequence, social interaction – within the 

respective institutions, between institutions, and in society at large – takes 

place via the media (Hjavard, 2008, Lundby 2009). 

 

Hjarvard thereby points out that the media are not simply technologies that 

organizations or individuals can freely choose. A significant share of the influence 

media exercise come from fact that they have become an integral part of institutions´ 

everyday activities. 

The concept of mediatization is most central to understanding the importance of 

media relation to culture and society in modern societies. The best known example is 

how commonly we see this adaptation by politicians, when they phrase public 

statements in terms that personalize and polarize the issues so that the messages will 

have a better chance of gaining media coverage (Hjarvard, 2008).  

As the basis for his research, Stig Hjarvard points to previous research which argues 

that media had a fundamental impact on all social institutions and their relations with 

one another, and that the media has transformed society from of a situation of 

information shortage to one of information abundance (Hjarvard 2008), which has 

created a market in which anyone with a message must compete. As a result, 
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institutions have become increasingly dependent on the media and have had to adapt 

to the logic of the media (Hjarvard, 2008). 

As mentioned earlier, mediatization will be viewed as a meta-process on a par with 

individualization and urbanization (Hjarvard, 2008 and Klinger and Svensson, 2014), 

whereby the media changes human relations and behavior and thus change society 

and culture in an ongoing process. As a result, media plays a role in contributing to 

disembedding social and re-embedding them in new social contexts (Hjarvard, 2008).  

In this context, mediatization is as ongoing process of constant interaction and 

shaping of culture and society, and reality is created. Hjarvard points to the 

mediatized reality, where media dominance in our society forms our perceptions of 

reality (Couldry, 2012). Thus,	  our behaviors take their point of departure in mediated 

representations reality, which is steered by media (Hjarvard, 2008). Hjarvard 

explicates that: “Mediatization has complicated and mudded the distinctions between 

reality and media representations of reality” (Hjarvard, 2008).  

 
 
Consequently, a theory of mediatization needs to be able to describe overall 

developmental trends in society. By the mediatization of society, we understand the 

process whereby society becomes increasingly submitted to, or becomes dependent 

on, the media and its logic. This process is characterized by a duality, in that the 

media have become integrated into the operations of other social institutions, 

acquiring the status of social institutions in their own right. To summarize, 

mediatization is two things, it is both a concept of an intangible meta-process that 

involves all of society and it also includes the tangible concept of media logic, which 

institutions and individuals adapt to. 

Marko Ampuja argues, that boundaries between media, social theory and 

globalization are becoming increasingly blurry. In particular, he criticizes the role and 

importance ascribed to media and communication in the discussions of social 

transformation processes (Ampuja, 2012). Nevertheless, the majority of theorist 

agree, that the concept of media is becoming increasingly difficult to define 

(Ampunja, 2012). The idea that new media and communication technologies should 

form the foundation for social and cultural analysis has gained more strength over the 

last two decades. (Ampuja, 2012 p.42) 

 



Page	  12	  
	  

“We can thus argue… the media… have been defined as the primary source of 

transformation in society. In much recent social theory, it is the media that 

conditions society. On the other hand, models that stress social, economic, or 

political contexts that condition the media have been undermined” (Ampuja, 

2012 p. 356). 

 

Sociologist John B. Thompson (1990, 1995) sees the media’s development as an 

integral part of the development of modern society. He speaks of a “mediatization of 

modern culture”, communication, once bound to the physical boundaries has been 

succeeded by mediated communication (Hjarvard, 2008). In contrast to face-to-face 

communication, media now can extend interaction in time and space (Eriksen, 2007): 

media allow instant communication with individuals anywhere in the world. This has 

far-reaching consequences.  

“In other words, media not only describe the world, they provide basic 

categorical frameworks through which we apprehend it” (Hjarvard, 2008). 

 
A significant share of the influence media exercise from the fact that they have 

become an essential part of other institutions’ operations (Hjarvard, 2008). According 

to Hjarvard: “Media are not simply technologies that organizations, parties or 

individuals can choose to use – or not use – as they see fit”.  

A as result, institutions to greater or lesser degrees have to submit to the logic of the 

media (Hjarvard, 2008) and because of today´s heavily mediated societies, driven by 

media and communications who constitute both a political structure and a resource for 

mobilization. Hence, the media have become, understandably, the focus of 

‘democratic media activism’ (Cottle and Lester, 2011). 

 

2.4	  Media	  logic	  
 
In the previous section the meta-process development of mediatization was defined, 

and this section will discuss a subcategory of mediatization - media logic. It is 

generally argued that media logics and mediatization are so tightly intertwined that 

they can be difficult to separate (Livingstone, 2009, and Klinger and Svensson, 2014). 

Nonetheless, the concepts have been separated in this paper in order to ease the 

readership and to refer to the concepts separately in the analysis. 
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The term ‘media logic’ points more to the technological operations of the media, 

including both technological affordances, practical and operational ways in which 

media distribute material (Hjarvard, 2008).  Klinger and Svensson (2014) present 

three categories, which is unique to the logic of social media, these categories are 

listed below. 

  

Logic of production: The idea of media logic is connected to the way media actors 

produce information and social media platforms have introduced a new logic and 

dramatically changed the way news and information is produced. Compared to 

traditional media, social media allows layman participation and production of news 

outside of editorial context (Klinger and Svensson, 2014). 

 

Logic of distribution: Distribution is one crucial area where social media has 

disrupted in media logic. Modern distribution on social media platforms is built on the 

logic of ‘virality’, which can be defined as “network-enhanced word of mouth” 

(Griffin and Lowenstein, 2001). Said differently, virality (to go viral) is the process 

that allows news information to be dependent upon a certain reaction from the 

audience with a short period of time. Consequently, if content on social media does 

not have the specific viral quality, which can provoke users to spread (share or 

retweet) the content, it will not reach beyond a very limited network of supporters 

(Klinger and Svensson, 2014). 

Only a small percentage of social content receives viral attention, as most remain 

unnoticed. Hence, content is often connected with popularity. Meaning, that social 

media platforms enhance the domination of popular content. (Klinger and Svensson, 

2014). As a consequence, content is often limited to distribution within groups of like-

minded users. Hence, the media logic of distribution only occasionally travels from 

the social to traditional mass media, resulting in a constant aim in framing and 

breaking news in order to achieve ‘virality’ or penetrate into editorial media (Klinger 

and Svensson, 2014). 

 

Logic of media usage/audience: Social media makes it easier for the like-minded to 

socialize from their own home and over great distances (Eriksen, 2007) and 

eventually rally around common issues. 
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This media logic has been disruptive for media audiences. While traditional media 

have been directed at the masses and the general public, social media may reach a 

large number across national borders, but mostly within a certain subject of interest 

and/or demographics (Klinger and Svensson, 2014). 

 

2.3	  Mediatization	  relates	  to	  globalization	  
 
As mentioned, mediatization is widely regarded as a process on par with 

individualization and urbanization. In addition, the notion of mediatization is likewise 

highly related to globalization. Similar to mediatization, globalization is experienced 

differently, dependent upon how globalized the country or city you live in is, and vice 

versa. Put differently, one´s experience of globalization is highly dependent upon the 

access to media. 

As a consequence, mediatization is not a universal process, which has developed 

equally in all societies. It is primarily a development that has occurred in the last 

decades of the twentieth century in highly industrialized and modern societies, a 

development that has progressed parallel to globalization (Hjarvard, 2008 and 

Lundby, 2009). 

Globalization is related to mediatization in several ways; on the one hand, 

globalization takes its position to the existence of the technical means to extend 

communication and interaction over long distances, on the other hand, it is a driver 

for the process of mediatization by institutionalizing mediated communication and 

interaction in a context (Hjarvard, 2008). 

Whether someone is 'pro-globalization' or 'anti-globalization’ (Bauman, 1998), there 

is no doubt that the world is undergoing rapid development, which has changed 

individuals interaction and communication, which has led to a disruption between the 

global and local. By the same token, distinctions like that between global and local 

become much more differentiated as the media expand our contact with events and 

phenomena in what were once ‘faraway places’ (Hjarvard, 2008). It is precisely the 

complexity of interaction that sets the overall context of this thesis. 
	  
Hjarvard refers to Tomlinson (1999), who discusses of the role of media. He claims 

that human experience is no longer bound to either the local or national context, but 

takes place in a globalized context. Media has thereby made it possible for individuals 
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to interact across political and cultural borders (Hjarvard, 2008). 

In the era of globalization, the media is not only providing channels of 

communication, but also establishes networks across geographical areas and actors.  

Manuel Castell refers to the modern network society, which is characterized by 

almost instantaneous information flows and exchanges. Hence, objects are no longer 

limited to the physical space, but rather exist in form of transnational networks, and 

Castells' theory is therefore central to understanding globalization (Eriksen, 2007).  

Virtually no culture will be able to develop in isolation from others, but rather 

develops an awareness of other cultures (Hjarvard, 2008). Meanwhile, media has also 

facilitated local interaction or called attention to national phenomena, such as the 

‘grind’ in the Faroe Islands.  

“The expanding geography that media contribute to does not have the same 

degree of cohesion as the national media systems did in the past. The links 

between local, national, individual-/group-oriented and the global are far less 

stable” (Hjarvard, 2008). 

 

In summary, the interplay between networks, media and globalization results in a 

more complex social and cultural landscape, in which individual, local, national and 

global entities can be linked in new ways. Perhaps most importantly, the media has 

compressed the notion of ‘time and space’ (Eriksen, 2007), and made it possible for 

people to interact across distances of time and space.  

  

2.3.1	  Social	  media	  and	  globalization	  
 

The Internet and globalization are really two sides of the same coin; Michael 

McLuhan made this connection when he introduced the link between the medium and 

the global village in 1964. Since then the distance between ‘time and space’ has only 

been reduced, and the web 2.0 (read logic of social media) has enabled individuals 

through new communication technology to rally around issues and via social media, 

what many authors refer to as the ‘the public sphere’. According to Dahlberg, L. 

(2007): “The public sphere is, in its basic, a space where individuals freely can 

discuss societal problems, often constituted by inclusive, reasoned and reflexive 
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communication. It is seen as central to a strong democracy, enabling the voice of 

diverse views” (Dahlberg, 2007).   

The public sphere and the enabling of individuals of building coalitions through 

digital media, has been the building block for Non Governmental Organizations 

(NGO’s). According to Whelan, G., Moon, J., & Grant, B. (2013), Social Media has 

enabled individuals and NGO’s, through networks, new possibility to influence 

different issues as a result of social media. The Whelan article points to three crucial 

changes that the Internet has made possible for the individual: 

• Social media enables citizens to voice their point of view 

• Public Arenas of citizenship empowers individual citizens  

• Social media enable individual citizens to influence corporations. 
 

Dahlberg, L. (2007) argues however, that this voice of the individual is often used to 

express a limited set of views and identities, which often correspond with positions 

held previous to online interaction and argumentation, hence, the Internet often 

encourages polarization of the debates and although the social media affords ability of 

persistence and visibility, the result is, that expressed views and discussions often 

remain within certain networks of clusters (Dahlberg, 2007, and Treem and Leonardi, 

2012).  

Consequently, there is rarely an equal debate with several opinions on Twitter, since 

Twitter mostly consists of tweets that are for or against, pro- or anti whale killing. In 

other words, there is a high degree of polarization and the defragmentation in social 

media debates (Dahlberg, 2007), this leads to the loss of other more unbiased 

perspectives such as the sustainability of the pilot whale population.  

Another crucial point in the discussion of local vs. global, is Robertson´s  (1995), 

view of researchers who often do not fully capture the complexities of the 'global-

local' theme. Robertson argues that the universal (global) and the particular (local) 

can, and should, be combined. Robertson also introduces the concept ‘glocalization’:  

 

Furthermore, Robertson proposes that the global manifests it self in the local. By 

glocalization, Robertson refers to the ideas about home; locality and community have 

been extensively spread around the world in recent years, so that the local has been 

globalized (Robertson 1995). 
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In a context of globalization, influential ideas of “time-space compression” (Eriksen, 

2007) that accelerate and shrink the world, and enable “action at a distance”, speak to 

the increasing interconnectedness of individuals around the world and how this new 

politics of space and place is being played out from the global to the local. As Roland 

Roberson remarked early in the globalization debate:  

“The distinction between the global and the local is becoming complex and 

problematic – to such an extent that we should now speak in such terms as the 

global institutionalization of the life-world and the localization of globality” 

(Robertson, 1990).  

 

It is in this tension field between the global and local that, the whaling issue, which is 

being glocalized by the anti-whaling protesters.  This discussion is clearly summed up 

in Cottle and Lester´s (2011) study of Sea Shepherd’s protests in the Southern 

Oceans: 

“Rather than suggesting transnational protests relies on an exchange between 

the nexus of the local and global, protests such as that of the Sea Shepherd are 

truly transnational; unlike other protests, the Sea Shepherd protests are not 

held in a local context, which are then projected globally, they are always 

enacted in what could be termed a global space” (Cottle and Lester, 2011).  

 

2.4	  Theory	  of	  Affordances	  
	  

In recent years the globalized world has experienced a mediatization of the protest 

movement. This section will investigate how the theory of affordances can help us 

understand Sea Shepherd’s use of Twitter in their protest activities. Hence, I will 

explore the affordances and how the technology is being used to project the Faroe 

Islands in a global context, as well as how the media platform provides new 

opportunities for non-profit organizations. 

“Social Media is a group of Internet-based applications that build on the 

ideological and technological foundations of web 2.0, and that allow the 

creation and exchange of User Generated Content” (Kaplan and Haenlein, 

2009) 
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User Generated Content is, according to Kaplan and Haenlein, publicly available and 

produced of users, (see 2.4 media logic). Social media is an interactive platform in 

which individuals and communities share, create together, discuss and change media 

content (Kietzmann et al., 2011). These are some of the characteristics that the 

affordance theory will touch upon in the following section. 

The concept of affordances was first introduced by psychologist, J.J. Gibson, as a way 

of understanding what an object can afford, i.e., “what the object is good for”. Gibson 

looked how the environment imposed an affordance for animals, and discussed how 

this new concept could provide a new approach to psychology 

“The medium, substances, surfaces, objects, places, and other animals have 

affordances for a given animal. They offer benefits or injury, life or death. 

This is why they need to be perceived” Gibson, 1979. 

 

The concept of affordances has since been applied to several fields of studies, one of 

them being communication and technology. Treem and Leonardi (2012) have further 

developed the concept and placed it in a context of social media. Treem and Leonardi 

specify, that using a relational approach to affordances to explain how new 

technology merges with an existing organizational system, is useful to the theory. An 

example of this focus on affordances, rather than exclusively focus on either material 

features or social practice, will help develop theories of sociomaterial dynamics, as 

opposed to theories of specific technologies, which may become outdated anyway 

(Treem and Leonardi, 2012).  

Furthermore, a focus on affordances encourages researchers to look at communicative 

actions made possible by the relationship between an organizational context and the 

technology’s functionality (Treem and Leonardi, 2012). The next four sections will 

discuss four different types of affordances: 

 

2.4.1	  Affordance	  1	  -‐	  Visibility	  
 

Visibility refers to the affordance of social media users´ ability to make their 

behaviors, knowledge, preferences, and communication network connections 

invisible, which were previously hard to find/see (Treem and Leonardi, 2012). The 

notion of visibility is connected to the amount of effort people must apply to locate 
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information. As research shows; people do not seek out information they do not 

understand, they do not know exits or is difficult to access (Treem and Leonardi, 

2012). 

Treem and Leonardi further point out that social media technologies, such as Twitter, 

enables people to easily and effortlessly access information, and as visibility refers to 

the means, methods, and opportunities for presenting information on social media. 

Twitter is increasingly visible, compared to other social media platforms, since one is 

not required to be member of a certain group, or like a certain page to access 

information (Treem and Leonardi, 2012). 

Hence, Twitter creates visibility for the external interaction between organizations 

and their stakeholders in where organizations and non-organizational members 

participate publicly. 

“Because of this, Twitter users have the ability to re-embed tweets in the 

situational time and space of other potentially unknown users (recipients of re-

tweets), making the tweets visible to new audiences” (Albu and Etter, 2015).  

 

Thereby Twitter´s visibility and edibility affordances is what makes the media 

platform so uncontrollable, that tweets can be viewed anywhere at any time, even 

reused and placed into a new context. Which can compromise organizations’ or 

individuals’ identity (Albu and Etter, 2015). 

 

2.4.2	  Affordance	  2	  –	  Persistence	  	  
	  
The definition of the affordance of ‘persistence’ is connected to whether the produced 

information remains accessible in the same form, as the original display after the 

sender has finished his presentation. This affordance of persistence has also been 

referred to as ‘reviewability’ of ‘recordability’ (Treem and Leonardi, 2012). 

The ‘persistence’ affordance is displayed when a user posts a blog, status or a tweet, 

and this information remains accessible to users and does not expire or disappear. 

However, in technologies such as instant messaging or video-conferencing, the 

conversation is normally bound in time, and a record of the interaction does not exist 

beyond what participants remember. Hence, ‘persistence’ opens the door to a variety 

of new uses and practices: persistent conversations may be searched, browsed,  
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replayed, annotated, visualized, restructured, and re-contextualized (Treem and 

Leonardi, 2012). 

As a consequence, the persistence of content created and stored in social media allows 

the knowledge individuals contribute to the technology to develop and remain 

available over time. Content can be therefore, by being persistent, be re-used and re-

analyzed over time to and make it more useful and robust, by being “robust” 

information and content becomes difficult to destroy, compromise, or abandon 

content (Treem and Leonardi, 2012). 

 

One example of the persistence affordance is the nearly limitless amount of space 

afforded by social media such as blogs and wikis, facilitating the growth of 

communication and content. One consequence of this seemingly unlimited storage is 

that the content embedded in social media tools can become difficult to move or 

manage over time because of its size and shape.  

 

2.4.3	  Affordance	  3	  –	  Modification	  
	  
Modification, also referred to as ‘editability’, refers to the fact the individuals can 

spend time crafting and re-crafting a communicative act before it is viewed by others. 

(Treem and Leonardi, 2012). The term modification can also refer to the ability of an 

individual to modify or revise content they have already communicated, including 

simple acts such as editing a spelling error or deleting content. By offering individuals 

the time to craft and compose messages, editability allows for more purposeful 

communication that may aid message fidelity and comprehension. (Treem and 

Leonardi, 2012). 

Treem and Leonardi point to additional studies, which indicated that users of social 

media often tailor messages for specific audiences, due to a high level of editorial 

control. Communicators’ can thereby use social media and present information with 

reshaped messages based on the perceived responses from audiences.  

This affordance to reshape and alter messages for specific purposes is often provided 

by the technology itself, and provides users with greater control of how content is 

viewed by others. Other technologies allow users to edit or revise the content long 

after the time it is first displayed. Other researchers report that the ability to edit 
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content and gaining greater control was the most fundamental value of the technology 

(Alba and Etter, 2015). 

As a result, by enabling participants to carefully craft communication, the editability 

provided by social media affords individuals with the opportunity to revise and 

coordinate content more easily than other exiting social media platforms. 

2.4.4	  Affordance	  4	  –	  Association	  
	  

We can split associations in social media into two forms. The first type of association 

is a person to another individual, normally referred to as a social tie. A social tie is 

best exemplified through one’s friends on some social networking systems (SNS) or a 

follower on a micro-blogging system (Treen and Leonardi, 2012). “Associations are 

established connections between individuals, between individuals and content, or 

between an actor and a presentation” (Treem and Leonardi, 2012). 

Although associations are often defined as actor-initiated e.g., friending on Facebook 

or Followers on Twitter (Treem and Leonardi, 2012), social media differ from other 

media in that recommendations for additional association are often provided by the 

technology itself, for example Twitter will notify you, when two or more of the 

accounts you follow interact with the same tweet. 

 

Social media present a number of different associations through both active 

connections and those suggested through the features of the technology. Social media 

provides individuals ways to make associations more explicit (Treem and Leonardi, 

2012). In addition to person-to-person ties, individuals also established clear 

associations with the content found in social media to other content.  The affordance 

of association will perform differently in different social media platforms, however, 

Albu & Etter (2014), call this association by hashtags “hijacking”.  Hijacking of 

hashtags refers to takeover or stealing of communication channels (hashtags), 

originally created for other purposes. Thereby creating a correlations or association 

between different issues, gaining awareness and spreading information more widely.  

Albu & Etter´s (2015) research described a corporate sustainability campaign, where 

a hashtag was created.  The hashtag was subsequently “hijacked” by Non-

organizational members (customers, activists, etc.) and became a medium for 

opposing the specific actor it was initially intended to portray. An analysis	   showed	  
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that	  76%	  of	  all	  tweets	  contained	  opposing	  statements	  (Albu	  and	  Etter,	  2015).	  	  In	  

addition,	  Albu	  and	  Etter	  (2015)	  point	  out	  that	  association	  by	  hashtags	  does	  not	  

create	  random	  connections	  between	  actors.	  	  

“Instead,	   hypertexts	  make	   intended	   and	   self-‐conscious	   connections	   that	  

situate	   them	   in	   existing	   power	   relations,	   making	   them	   capable	   of	  

enabling,	  coproducing,	  and/or	  contesting	  actors.”	  (Albu	  and	  Etter,	  2015).	  

	  

Furthermore, studies suggested that the use of algorithms to process content could 

help personalize news delivered to users and avoid information overload, thereby 

showing how social media can improve user experience and match users with 

valuable content (Treem and Leonardi, 2012).  

There are, however, major differences in how social media platforms use algorithms, 

with Facebook having the most advanced algorithms systems, while others 

(Instagram) display content in chronological order. 

That being said, one has to conclude that all these affordances, while at the same time 

offering independent characteristics to a specific social media, are always present 

simultaneously and consistently. 

 
Albu and Etter make an interesting discovery in relation to Twitter, where they state, 

that it is especially the affordance of persistence and visibility, which creates a 

foundation for the ‘boundless time and space’ interaction, which also was touched 

upon in connection with globalization (Eriksen, 2007). Whereas the affordances of 

editability and association are able to connect content into a new social context, is 

really what makes tweets so uncontrollable. 
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Theory	  summary	  

In chapter 2 and 3, I have presented the concept of mediatization and the theory of 

affordances, which I will apply in support of the answer to the main question: How is 

the micro-blogging social network used to make the local practice of whaling in the 

Faroe Islands an issue in a global space.  

Mediatization presents a concept from where we can understand the  

media as meta-process, which has a defining influence in shaping society and culture; 

to such a degree that society is increasingly submitted to, or becomes dependent on, 

the media and its logic. It is even argued that our behavior takes its point of departure 

in mediated representations of reality.  

Mediatization is being propelled by the concept of media logic, which refers to both 

the technological affordances, practical and operational ways in which media 

distribute material. In more practical terms, terms like drama, newsworthiness, 

popular topics, breaking news, etc. as elements that fit the ‘media logic’ description 

can be mentioned. That said, social media technology has disrupted the concept of 

media logic, especially within these key areas: production, distribution and 

users/audience. 

 

The interplay between media and globalization results in a more complex social and 

cultural geography, in which individual, local, national and global entities through 

new social media and networks can be linked in new ways. 

Moving from the conceptual to the specific, the theory of affordances assists the 

analysis the details of how the affordances of Twitter are carried out on a practical 

level and how they relate to the concept of mediatization and media logic in a global 

context. 
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Chapter	  3	  -‐	  Methodology	  
	  
This chapter will describe the considerations and choices made in relation to the 

methodology. Methodology refers to the research methods used to obtain or produce 

knowledge. This will be done by presenting the philosophy of science, followed by a 

clarification of the scientific method, the research design and an explanation of the 

technique and choices in relation to empirical data and research.  

Furthermore, I will reflect on the choices made in connection to the research 

philosophy in order to establish the foundation of the thesis, as every paradigm is 

based on a number of assumptions.  
 

3.1	  Theory	  of	  science	  	  
 

The basis theoretical epistemological framework, which is the fundamental science of 

knowledge, and includes what knowledge is, how it is recognized and how it is 

obtained, builds on the perspective of social constructivism. Where as the positivistic 

approach is looking for truths about reality, the social constructivists approach does 

not believe that such ‘truths’ can be found, because the reality is a construction made 

by people (Nygaard, 2007). The motive for building on this theoretical perspective is 

its fundamental view on ‘reality’.  “Reality is not a reality, but an interpretation, and 

we make constant interpretations to understand the world we live in” Nygaard, 2005. 

Social constructivism defines reality on an individual level and is co-created in the 

space of our collective consciousness. It is through dialog and interaction in social 

systems that reality is constructed (Berger & Luckmann, 1966, Nygaard, 2005)). 

This perspective stands in contrast to the realists’ positivistic assumption of the 

existence of one objective truth ‘out there’, independent of the individual (Nygaard, 

2005) Hence, social media can function as a social system in which interaction, 

culture and meaning is shaped and reality is constructed through the interaction 

between users and organizations.  

It is important to state, that I, as a subject, have a social perception of reality (Larsen, 

2005), which is active and influences the analysis process. Hence, the analysis and 

conclusions in this thesis are not objective, but is influenced by a certain social 

context. However, I estimate that both the analysis and conclusions are justified by 

theoretically and empirically argumentation.  
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3.2	  Research	  design	  

This thesis employs a mixed method data approach, which entails using more than 

one technique of data collection to the study of social phenomena, which provides a 

larger variety of insights, rather than limiting the research to only one research 

strategy. 

This thesis is first and foremost based upon data collected through qualitative 

interviews with government officials and actors of the tourist industry in the Faroe 

Islands. In addition, I have been in contact with Sea Shepherd’s employees and 

volunteers, however, all of my invitations to participate in an interview, were either 

declined or not replied to. Hence, to give Sea Shepherd a voice I have included a 

content analysis of two groups of tweets.  

In addition to the previous mentioned, I also participated in a political hearing 

organized by the Faroe Islands Committee of the Danish government, held at 

Christiansborg on November 18, 2015. 

 

The purpose of these interviews has been to identify key issues related to Sea 

Shepherd´s activities and campaigns, both the digital track and their physical on-

location protest. Furthermore, I have collected Twitter data in order to perform a 

content analysis. Lastly, I have used secondary data based upon studies of Sea 

Shepherd´s organization and studies about activism and protest movements in general.  

	  
3.3	  An	  inductive	  approach	  
 

This thesis uses an inductive approach and investigation method, which allows the 

researcher to find information and discover a reality, which is “out there”, instead of 

seeing the issue through the glasses of existing theory (Brier, 2006). Inductive 

approach works the other way, moving from specific observations to broader 

generalizations and theories. Also referred to as a "bottom up" approach. An inductive 

reasoning begins with specific observations, and through qualitative interviews begins 

to detect patterns and symmetries, formulate some tentative hypotheses that can be 

explored, and finally end up developing some general conclusions or theories (Brier, 

2006). 
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Described differently, theories are placed aside in the beginning in inductive research 

studies and the researcher is free in terms of modifying the direction for the study 

after the research process had commenced. Hence the researcher will have to 

deliberately ignore his/her pre-knowledge and undertake the research with an open 

mind, and being able to being led by the data (Porta and Keating, 2008). 

That being said, most social research involves both inductive and deductive reasoning 

processes at some level, an inductive method might lead to new theory and a 

deductive approach is always limited to the researcher´s knowledge in some way.  

An inductive approach is applied when I, the researcher, am being led by the 

empirical data, to examine what the Twitter content or interviewees assess as being 

interesting. In hindsight, a deductive approach could be insightful in providing an 

indebt study on the relationship between Twitter affordances, and how the Faroe 

Islands are associated with actors in a global network. 

A research method is “… simply a technique for collecting data” (Bryman and Bell, 

2007:40). Thus, it is the actual process where empirical data is gathered and 

structured. The research methods used in this thesis will be explained below. 

 

3.4	  Data	  collection	  technique	  
 
My approach to collecting data in order to answer the research questions, was first to 

contact institutions and government authorities in the Faroe Islands, I prioritized these 

interviews, in order to plan my travel to the Faroe Islands. Secondly, I contacted 

several employees of Sea Shepherd Global as well as volunteers and board members 

of Sea Shepherd Scandinavia, however, they all did not reply or could not find the 

time to participate in a interview. Hence, in order to give Sea Shepherd a voice, I have 

chosen to collect two sets of Twitter data, one form an official Sea Shepherd account 

and one from a specific hashtag. Finally, I have included different sources of 

secondary data in order to supply empirical data.  

 

3.4.1	  Data	  collection:	  interviews	  
 
To answer the research questions I have performed several qualitative interviews with 

key stakeholders where I mostly rely on ‘9 types of interview questions’ Kvale (2000) 

in a semi structured interview method. The main questions type applied was ‘opening 
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question’ and ‘follow-up questions’; these question types allow the interviewee to 

focus on what he/she thinks is important and how he/she experienced the 

circumstances. Moving forward I applied ‘specifying questions’ and/or ‘direct 

question’ Kvale (2000) to lead the interview into the subject of social media and 

Twitter campaigns. 

Altogether five qualitative interviews were performed. In addition to the interviews, I 

also attended a political hearing in the Danish parliament building, Christiansborg.  

Hence, these presentations too, were included in the interview-coding index. The 

topic discussed included the political, legal, economic and cultural aspects of the 

capture of pilot whales, including the hunt and slaughter of pilot whales as well as the 

sustainability thereof. Recordings from the hearing can be retrieved at www.ft.dk.  

All interviews are semi-structured open-ended interviews, based on an interview 

guide, to allow the respondents to answer in their own words and create a 

conversation-like atmosphere guided by theory (Witzel, 2000).  

 
Following interviews were conducted: 
Páll Nolsøe, Communication adviser for Ministry of Foreign Affairs and Trade 
Birita Johansen, Member of Faroese Tourist Board 
Ólavur Sjúrðaberg, Chairman at the Faroese Whalers Association 
Bárður Eklund, Content Manager at Visit Faroe Islands 
June Stoyer, environmental advocate, Twitter activist (Did not allow the use of the 
interview in the thesis)  
 

Sea Shepherd member who I contacted for an interview: 

Name Job Description Answer 
Michelle Mossfield Media Director Declined 
Lukas N. Erichsen Chairman, S.S. Scandinavia Referred to Regitze Elliot 
Regitze Elliot Member, S.S. Scandinavia Declined 
June Stoyer Twitter activist Accepted - but later withdrew 
@SeaShepherdPaul S.S. Social Media Team Answered too late 
Nelli Huie Campaign manager No reply 
Alex Cornelissen CEO, Sea Shepherd Global Referred to Michelle Mossfield 
Valentina Crast Former member of S.S. Declined 

 
Presenters at Christiansborg, Nov. 18.th 2015. Included: 
Magni Arge, MP (TF) 
Henrik Weihe Joensen, independent advisor on security, defense and emergency 
Jacob Vestergaard, former minister of fisheries in the Faroe Islands 
Rogvi Olavson, consultant, Nordic Council, former program Manager for WSPA 
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Bjarni Mikkelsen, biologist, Natural History Museum 
Hans Jacob Hermansen, Vice Chairman of the Faroese Whaling Association 
Alex Cornelissen, CEO, Sea Shepherd Global 
 

3.4.2	  Data	  collection	  –	  Tweets	  	  

I have collected two sets of Twitter data. The reason was that I wanted to get an 

overall view of the general anti-whaling protest aimed at the Faroe Islands, and in 

addition, I also wanted to look at how Sea Shepherd uses Twitter in their campaigns 

to associate the Faroe Island in a global context. Another reason for these two sets of 

data was, so that I can compare the use of Twitter affordances. 

The first set of data collected was 500 tweets, who used the hashtag #FaroeIslands 

from the 11. – 12. August. 2015. The reason for choosing these particular dates, was 

that I wanted to see how the protest activity on Twitter when there is a ‘quiet’ period, 

meaning that I wanted to analyze the ongoing protests when Sea Shepherd are not 

present in the Faroe Islands and no whales have been killed for some time. 

The second set of data was taken from the official Sea Shepherd account 

@OpGrindStop, a campaign account, established in relation to the #OpGrindStop 

campaign in 2014, the account has 137 tweets from 2014 to 2016 and therefore 

captures a good general insight into Sea Shepherd’s use of Twitter over a two year 

period. 
 

3.4.3	  Data	  collection	  –	  secondary	  data	  
 
For the use of secondary data, I particularly want to highlight academic texts, which 

have contributed to the research of media, protests and Sea Shepherd. As supplement 

to my own analysis I have mainly drawn upon research from two scholars. Firstly,  

Singelton (2016), who has done empirical research in the Faroe Islands during 

operation #sleppiðgrindini in summer 2015. Secondly, I have used Libby Lester’s 

research, which in several books and articles has studied Sea Shepherd, transnational 

protests and media.  

Additionally, there are a dozen websites who provide data analysis on Twitter e.g. 

Topsy.com, followthehashtag.com, just to name two. Furthermore, I have applied 

material and data provided by Visit Faroe Islands and Faroese Foreign Affairs office, 

e.g. a report from their media analysis platform, Meltwater.. 
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3.5	  Data	  analysis	  
 

3.5.1	  Interview	  analyses	  -‐	  coding	  
 
The analysis of interviews draws on theory of the topic-oriented Interview (Kvale, 

2012), which was first introduced by Strauss and Corbin’s grounded theory in 1990. 

Grounded theory is a systematic methodology in the social sciences involving the 

construction of theory through the analysis of data. Grounded theory is sometimes 

mistaken to be a theory itself, however it is more of a methodology in which to 

discover theories, which are grounded (Strauss and Corbin, 1990). 

 

The first step in analyzing the interviews is making a pattern of codes from the 

interview transcripts. This provides a concept-driven data bank for documentation. As 

presented in grounded theory, the data will then be analyzed using coding technique 

to identify recurrent topics across the interviewees. 

Coding of qualitative data is a process in which qualitative data is collected through 

interviews or observations, divided into small, relevant 

parts and named (coding). In order to work with data, this 

process is important because it will make clear the total 

data set. For example,, with interviews one gets a large 

amounts of data, often transcribed. This text corpus must 

now be coded so that each relevant opinion is given a 

name. This will make it easier later on, to compare 

interviews, without having to read through the entire 

interview again (Kvale, 2012).  

Coding should be an ongoing process and coding can be performed many times. 

Consider, for instance, a large number of codes may afterwards be compressed into a 

smaller number of larger themes, depending on the theme and relevance. Tagging can 

be a necessity but one should be aware that, coding is a fragmentation process where 

data is translated and generalized (http://metodeguide.au.dk/). Thus, one can lose 

content and meaning of the original data set, which will henceforth be overlooked. 

Therefore, it is important to have a clear idea of the theoretical background of one's 

study so as not to overlook potentially important information.  

 

Table	  1:	  Coding	  from	  the	  
interviews 
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The use of this technique of coding interviews derives from the inductive approach of 

discovering coherence between the interviewees and new theory with in the research 

subject.  

From the coding database I have chosen three themes, which recurred frequently 

amongst the interviewees. Overall all codes can be grouped into three main 

categories, which can be called ‘Faroe Islands’, ‘Sea Shepherd’ and ‘Media’. 

Furthermore, within those themes, there are many subcategories, some of whom I will 

elaborate on. 

 

3.5.2	  Analyzing	  tweets	  -‐	  content	  analysis	  

Content analysis is in practice a quantitative technique to code content, by describing, 

counting and relating individual objects to a larger context of media texts (Jensen, 

2007). One of the most renowned scholars in the field defined it as: 

… is a research technique for making replicable and valid inferences from 
data to their context (Krippendorff, 1990) 
 

As explained previously, the chosen Twitter data has been collected from two 

sources. Firstly, I have analyzed 500 hashtags, who used #FaroeIslands on 11. And 12 

of August and secondly, I have analyzed all hashtags from the official Sea Shepherd 

account @OpGrindStop over a two year period, 2014 to 2016. 

The study of data consists of the collected tweets and examining the use of specific 

affordances, primarily the use of hashtags and images, and additionally I have also 

examined the use of language and analyzed the most frequent tweeters of 

#FaroeIslands. 

 

Where as I used a coding technique to analyze the interviews, I have here applied a 

content analysis method, which is a form of systematically coding making sense of 

complex data. The interviews and Twitter content analysis will not be treated 

individually, but rather analyzed in connection to each other to confirm or refute 

results from the data. 

“Content Analysis is a research technique for the objective, systematic, and 

quantitative description of the manifest content of communication” (Berelson, 

1952) 
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Content analysis is a method used to explore explicit and covert meanings in texts. 

My analysis has relied both on manual and computer coding, meaning that the Twitter 

content has been downloaded into an Excel document and automatically placed into 

categories, where I then manually have created additional categories, counted 

hashtags, words and analyzed images and language. 

There are four main types of content analysis, where I have mainly used the 

‘conceptual analysis’ method, a method that is based upon the presence or absence of 

words/concepts in a text. This approach can be used to trace the evolution of a 

word/concept across time and can be performed by counting words and/or word 

frequency. 

There are several Twitter analyzing tools available, I have chosen the website 

www.followthehashtag.com as my main source of data. The website database 

especially supplies an overview of themes such as ‘top users’, ‘geographical analysis’, 

and general info about certain hashtags and users. 

3.6	  Research	  limitations	  
 

What are interesting aspects in this case is the relationship between the three main 

stakeholders as well as the complexity between the global and the local, and the 

mixture of the physical and the digital with mediatization as the underlying meta-

process. One area of improved focus could be, that the thesis does not distinguish 

between Sea Shepherd and the general Twitter protests aimed against the Faroe 

Islands, and assumes a level of organization amongst the protesters. 

Applying content analysis only gives a suggestion or hints to the relationship, whereas 

a few interviews with Sea Shepherd crew, volunteers and Twitter activists would 

provide a better insight into the connectivity between Twitter activist and Sea 

Shepherd. Furthermore, a look at 140 Tweets from a Sea Shepherd account over a 

period of two years gives a good overview, however, it would be interesting to look 

more closely at their main account. One of the reasons is, that the analyzed account 

has a high percentage of retweet from different Sea Shepherd’s accounts. Hence, a 

more indebt data could uncover the relationship between the use of hashtags and 

mentions more closely. If the results would be different however, is difficult to 

estimate. 
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Chapter	  4	  –	  Case	  Description	  
	  
To	  recap,	  the	  case	  is	  based	  upon	  Sea	  Shepherd´s	  protest	  activity	  and	  campaigns	  

against	  whaling	   in	   the	  Faroe	   Islands,	  whereas	   the	   emphasis	  will	   be	  on	  Twitter	  

and	  how	  these	  campaigns	  take	  form	  in	  the	  settings	  of	  the	  social	  network.	  

The	   structure	   on	   this	   chapter	   will	   therefore	   be	   focused	   around	   these	   three	  

characters,	  where	  Twitter	  will	  be	  portrayed	  as	  the	  main	  character.	  

	  

4.1 The Faroe Islands 
The Faroe Islands is a group of 18 islands located northwest of Scotland and halfway 

between Iceland and Norway. The islands are a part of the Kingdom of Denmark, but 

since 1948, the Faroe Islands have been a self-governing region with its own 

parliament and its own flag. It is not, however, a member of the European Union. 

Fishery and salmon products are the main industry in the Faroe Islands, accounting 

for over 97% of the export value (Gaini, 2011) 

The population in the Islands was pr. 1. July 2016 49.552 and the national language is 

Faroese, which is rooted in Old Norse (www.hagstova.fo). 

Whaling, fishing and hunting is considered a way of life in the North Atlantic, and the 

hunt and slaughter of long-finned pilot whales, is a tradition and part of the Faroese 

culture, which has been practiced since the time of the first settlements on the Islands 

(Joensen, 2009).  

Around 800 long-finned pilot whales are killed annually, mainly during the summer 

months, from May to September. The hunts are called ‘grindadráp’ in Faroese and 

‘the grind’ in English. The hunt is non-commercial and is organized on a community 

level.  

 

After a ‘Grind’ has taken place, whale meat is distributed locally, firstly to those 

involved in the catch and then to the community. The general rule is, that everybody 

gets a share. It is something that keeps the community ties strong (Joensen, 2009) 

The Faroese authorities have been regulating the ‘grind’ since the first law was 

adopted in 1832. The regulation has since then been updated and is administered by 

the Faroese Ministry of Fisheries.  
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Statistics on pilot whale catches have been kept since 1584 and are unbroken for the 

last 300 years, dating back to 1708 (Joensen, 2009). The accurate statistics of whale 

catches are probably the longest continuous statistics for the use of wildlife anywhere 

in the world (Singelton, 2016). The statistics show how many whale hunts have taken 

place in the Faroe Islands, when and where and how many whales were caught. 

Furthermore, the Faroe Islands are members of the North Atlantic Marine Mammal 

Commission (NAMMCO), and cooperates with neighboring countries in collecting 

data on pilot whales, conducting sighting surveys of marine mammal populations in 

the North Atlantic, most recently in summer 2015 (Singelton, 2016). 

 

4.1.1	  Whaling	  protests	  in	  the	  global	  scene	  

Whaling has been a way of life in Scandinavia for as long as people have lived here, 

and countries such as Iceland, Norway and the Faroe Islands still practice this ancient 

hunts for food (Joensen, 2009). However, people did not really question the hunt for 

whales previous to the environmental movement in the 1960’s and the establishment 

of Greenpeace in 1971 (Greenpeace.com, Paul Watson). 

Nevertheless, the world is changing, and a once isolated practice in the middle of the 

Atlantic, has suddenly become the center of attention. Protests and demonstrations 

register wider forces of global change and transnational concern (Cottle and Lester, 

2011). New forms of transnational activism of social transformation and wider 

political opportunities driven by globalizing, late modernity and, crucially, media and 

communication are at their core, facilitating and shaping repertoires of protests (and 

Cottle and Lester, 2011), or what in some cases could be defined as hacktivism / 

clicktivism (Lear and Aelst, 2010) 

The goal of protests movements is to seek out attention. It is a statement or act of 

disagreement, of dissent, but one to which the attention of others must be explicitly be 

drawn if it is to have political impact (Cottle and Lester, 2011). 

Through the Internet and new social media, protests and demonstrations today can be 

conducted and communicated internationally, whether for example, through online 

petitions, the mobilization of consumer boycotts or digital hacktivism. New digital 

means of recording, storing and disseminating images of protests (Cottle and Lester, 

2011) has eased the content distribution into wider communications flows and 

mainstream media. 
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In this arena of globalization, development of new technology and social media that 

individuals from all over the world have the possibility to engage in the topic of whale 

slaughter in the Faroe Islands. Something, which was not possible when Sea Shepherd 

started their campaign in the 1980’s. As a result not many knew about the ‘grind' and 

the Faroe Islands or the anti-whaling protests. 

One of the reasons of the tailwind Sea Shepherd has had in their protests, can be 

found in the communication channels, whereas 30 years ago, the only way Sea 

Shepherd were able to communicate about their campaign, were through traditional 

media and lobby groups. While new digital technology has now paved the way for 

Sea Shepherd possible explanation to this polarization in the whaling debate can be 

found in the alienation of animal slaughter and blood.  

"… popular culture has for a long period cultivated a narrative that whales are 

highly intelligent animals. The wise whale has for example been a theme in 

films like ‘Be Free Willy’ and the TV series Flipper.” Peter Sandøe, professor 

and Expert in Animal Welfare.” (Johansen, 2014) 

 

Likewise, a professor from the University of the Faroe Islands, has commented on Sea 

Shepherd’s rhetoric and used its emotional phrasing and almost humanizing of 

animals: "A few organizations hold the opinion that the whale is a prominent, almost 

half-human animal, which makes it too sensitive to slaughter" Firouz Gaini, 

anthropologist (Johansen, 2014). 

 

4.1.2	  Introduction	  of	  a	  new	  whaling	  law	  

The Faroe Islands introduced a new whaling regulation in July 2015. This fact may 

not seem relevant, however, it did play a crucial role in the Faroese media coverage in 

2015, both on social media as well as traditional media. The critic of the new law 

articulated, that the law was aimed more or less directly at anti-whaling protesters 

(newsweek.com), to keep them interfering with the actual herding and slaughtering of 

the whales. The law created some controversy as the regulation required every 

individual to report to notify the authorities when pilot whales were observed close to 

the Islands, moreover a breach of the law could mean up to two years of 

imprisonment.  
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The Government stated, that the law exists purely to prevent illegal interference in the 

catching of pilot whales (newsweek.com). However, the Sea Shepherd was quick to 

label the new law as "discriminatory", "anti-Sea Shepherd law" and that the law was 

"threatening tourists". The Faroese Government tried to repair the damage by issuing 

a press release saying, that the legislation would only apply to those actively driving 

whales either away from or towards the shore, and therefore tourists would not risk 

fines or imprisonment. The news about the new legislation went worldwide, and the 

story was brought first by Newsweek and AFP (CAPON, Jun. 30, 2015). 

As a consequence, two major German cruise lines announced, that they planned to 

abandon the Faroe Islands and were searching at alternative destinations for their 

vessels (Winter, July 7, 2016).  

	  

4.2	  Sea	  Shepherd	  	  
The story of Sea Shepherd is equivalent to the personal story of Paul Watson, the 

original founder and captain of Sea Shepherd. The story originates in the aftermath of 

the peach and environmental movement in the 1960’s. 

Paul Watson (born 1950) was one of the founding members of Greenpeace in 1971. 

Although there seem to be some disputes whether or not Paul Watson was one of the 

founding member or what the reasons were for his separation from the group in 1977; 

Watson himself never concealed his reaction to why he left, and accused Greenpeace 

of being greedy (Greenpeace, Paul Watson), and claimed that “Greenpeace allowed 

fundraisers, lawyers and bureaucrats to control their board” (Dale, 1996). 

Later that same year, the Canadian born Watson who studied communications and 

linguistics at the Simon Fraser University in British Columbia (seashepherd.org), 

went on and started his own environmental organization, called the Sea Shepherd 

Conservation Society. Watson wanted a more confrontational and aggressive 

approach and founded Sea Shepherd under the principle, that the organization would 

not only be a protest or activist group, but rather a more of a confrontational and 

direct action group. Paul Watson himself states in his biography, “he left the 

Greenpeace Foundation because he saw a global need to continue direct action 

conservation activities on the high seas” (SSCS, Paul Watson). 
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Soon after Greenpeace’s first campaign, which was the 

protest of the nuclear testing on Amchitka Island, 

Alaska. Greenpeace made it their primary objective to 

protect whales and ocean wildlife, hence, the campaign 

to confront the Canadian seal hunt. This campaign 

would soon prove to be crucial in bringing rural 

occurrences and protest into the media’s spotlight.  

The photo that really went and made Paul Watson 

famous, was when he and Bob Hunter, co-founder of 

Greenpeace, stopped the icebreaker, Artic Endeavor,	  as 

they fought to bring attention to the seal hunt.  

The Sea Shepherd organization has been described as a 

top-down, hierarchical organization and Paul Watson a highly influential charismatic 

leader (Nagtzaam, 2014). The Sea Shepherd organization still favors a direct action 

approach in their campaigns Sea Shepherds first campaign in the Faroe Islands, they 

had a documentary crew from the English BBC with them. In this documentary, 

Watson expressed his ideas and tactics: 

“Well, what we deliberately go out to do, is to protect marine mammals and in 

this case the pilot whales, and if that involves confrontation – so be it.” Paul 

Watson (Producer: Spires and Director: Goodman, 1986) 

 

As mentioned earlier, Sea Shepherd’s and the Faroe Island’s view on the value of an 

animal´s life is quite different. The view of Sea Shepherd regarding whales and 

environment is more than pure rhetoric; it is a cornerstone upon which the 

organization is funded. Paul Watson expressed his view regarding whales in the BBC 

documentary in 1986. 

“The whales are a fascinating creature and very intelligent and the one species 

that we have a real possibility to establish communication with, and just as we 

are on the threshold with some very exciting discoveries into the possibility of 

interspecies communication the darker side of humanity is intent to destroying 

them and robbing future generation of that possibility completely” (Spires, 

Producer, and Goodman, Director, 1986) 

 

Illustration	  1	  Watson	  and	  Hunter	  
-‐	  April	  1,	  1976	  
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This point of view is distant from the pro-whaling view on the Faroe Islands, which 

usually articulated a position that it is better to utilize local resources over imported 

substitutes (Singelton 2016).  

 

Overall, Sea Shepherd promotes a vegan lifestyle (Seashepherd.org) and in such 

circumstances, the views of Faroese pro-whalers are largely irrelevant to Sea 

Shepherds global goals and dialogue is basically pointless (Singelton, 2016). 

Consequently, Sea Shepherd applies a pathos argumentation strategy (Jensen 2013), 

both in rhetoric and images as they refer to the ‘grind’ and Faroese whalers and 

murder, barbaric (Winter, July 7. 2016 and Daily Mail, 25. Jul 2015). 

 

4.2.2	  Environmentalist	  and	  Media	  
 

To understand the background, the relationship between activist’s organizations and 

media, we have to look at back to the beginning and the foundation of Greenpeace.  

In the early years of Greenpeace, the founder Bob Hunter introduced the term ’mind 

bomb’, referring to the way electronic media could be used as a tool for 

environmental change, through powerful images or videos that could send a 

shockwave across the globe, transforming hearts and minds (Morrow, Producer, and 

Rothwell, Director, 2015) 

 

This was an idea, which Paul Watson agreed with: 

“We have to get between the whale and the harpooner, that’s the image we 

have to get”, said Myron MacDonald, founding member of Greenpeace.  

“I thought it was a great idea. Harpooning a whale is not really a story but 

people risking their lives to protect the whales, now that’s a story” said 

Watson (Morrow, Producer, and Rothwell, Director, 2015). 

 

Paul Watson said quote in one of Greenpeace´s early campaigns against the Russian 

whaling fleet. It is fair to say, that even though technology has changed, the methods 

are still the same and that Paul Watson adopted the fundamental ideas concerning 

media and campaigns images, when he started the Sea Shepherd organization. 
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Concerning the effect of their first campaign in the Faroe Islands, Watson stated: 

“Most importantly our effect was symbolic, and has made it has made people 

all over the world aware of this issue and that will save thousands of whales” 

Paul Watson, (Spires, Producer, and Goodman, Director, 1986). 

 

Watson hereby refers to the media attention as the preferred tool, which will save the 

whales, through international media.  

"Ever since I started protecting whales, I've understood one thing: The most 

powerful weapon on the planet is the camera." Paul Watson (Roberts, May 25, 

2009) 

 

4.2.3	  Influenced	  by	  Marshall McLuhan	  

One of the explanations to the media focus of Sea Shepherd, can be found in their 

influence by a certain theorist, namely Marshall McLuhan, how had published two 

books only a few years earlier.  

Author, Stephen Dale, labels the Greenpeace movement ‘McLuhan’s Children’. A 

book in where he explores how the environment organization Greenpeace has 

understood the role of media in protests: “their success has been due to an uncanny 

ability to exploit the realities of the modern media” (Dale, 1996). Dale argues, that 

Greenpeace has achieved a unique symbiosis with the media, based on an 

understanding of the power of the visual image and the modern media (Dale, 1996). 

The success of Greenpeace’s messages can be ascribed to the organization’s intuitive 

understanding of Marshall McLuhan’s theories about modern communication. In 

essence, McLuhan’s theories, if boiled down to a single sentence,  “the medium is the 

message”, by that, McLuhan meant that the way that we perceive information, the 

way that we receive and send information in many ways is more important than the 

information itself. What the medium is the message means, in today´s context is that 

we, the consumers, is the mediums have become producers and we are creating our 

own information environment.  

In addition to that, it is worth mentioning that McLuhan was decades before his time, 

in this notion on the ‘global village’. He meant that in electronic media we are 

creating a global village. In today´s context we can think of this global village as 

sharing information instantly as well as working interactively with information, 
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furthermore this is all happening in a global setting, where the global village can 

comment or protest instantly. Additionally, McLuhan’s theories of media also 

influenced Watson, who argues: “Nothing is real or believable for the public until it 

becomes a media event” (Taylor, 2005).  

 

Through sensationalist tactics, celebrity supporters, videotaped evidence, and 

dramatic press conferences, Watson aimed to galvanize a sleeping global village to 

help protect marine mammals.  

Moreover, Watson refers to McLuhan in his book ´Earthforce!’ In his book he shares 

his guide to effective communicational strategies, inspired by Marshall McLuhan’s 

book ‘Understanding Media (1964)’ and ‘The message is the Medium (1967)’ 

(seashepherd.org/shop and Dale, 1996). 

	  

4.2.4	  Sea	  Shepherd	  in	  the	  Faroe	  Islands	  

Sea Shepherd was not the first anti-whaling activist organization, which targeted the 

‘grind’ in the Faroe Islands. The first campaign appeared in 1984, what became the 

establishment of the environment organization EIA (Environmental Investigation 

Agency) (EIA, 2014). 

The first time Sea Shepherd was in the Faroe Islands, was in 1986. Their mission was 

to document and obstruct whaling in the Faroe Islands; the campaign came to an end, 

after a confrontation between the Faroese Coast Guard and the Sea Shepherd vessel. 

The Faroese Coast Guard claimed that they were fired upon with pistols while 

attempting to board the Sea Shepherd vessel. The Coast Guard responded with tear 

gas canisters  

In 2011, Sea Shepherd sailed to film a series for the TV channel, Animal Planet, 

called "Whale Wars: Viking Shores". According to Sea Shepherd the campaign 

claimed to have stopped any whales being killed as long as they were there. 

Sea Shepherd claims to have saved hundreds of whales since 2010, and they will 

continue to focus in international media attention on this on-going annual slaughter in 

the Faroe Islands, and since 2010, they claim to have “captured hundreds of hours of 

video on the Faroese slaughter and collected a large volume of evidence on illegal  

activities by the dolphin killers and the Faroese and Danish governments.” (Watson,  

January 14, 2016).	  	  
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Whether or not Sea Shepherd has saved 

any whales is unclear, since the 

organization only stays in the Faroe 

Islands for a new weeks/months with 

several years in between. However, in 

1986, when the campaign started, there 

were 1.676 whales killed, compared to 

only 1.363 whales from 2014 – 2016. 

 

In the summer of 2014, for the first time 

since the year 2000, members of the Sea 

Shepard organization have patrolled the 

Faroe Islands, both land and at sea. 

Their campaign, called ‘Operation Grind 

Stop 2014', whereby Sea Shepard 

volunteers conducted documentation, to 

provide local outreach, spreading 

awareness about ‘the Grind’ through 

global media. Social media played an 

important role, whereby Sea Shepherd could spread awareness and place global 

pressure on the Faroe Islands, by portraying this ancient tradition, barbaric and as 

unnecessary on today’s modern society (SSCS. 2014b). 

For Sea Shepherd, Operation Grindstop (SSCS. 2014d) was all part of an attempt to 

enact a different global vision of humanity's relationship to the ocean and the animals 

within it; a battle against "ecological imperialism" (Watson 2014b). According to 

critic, the campaign was an attempt to undermine individual and national rights to 

harvest local resources. The Grind is thus variously seen as a barbaric hindrance to 

acquiring modern values and conversely as a part of a particularly Faroese modernity 

(Singelton, 2016). 

In moving forward, Sea Shepherd has changed their tactics slightly. One of the most 

recent actions from Sea Shepherd was the targeting of the largest Faroese exporter of 

salmon, Bakkafrost, where the organization wrote a letter to U.S. wholesale 

supermarket chain, COSTCO, to stop selling products from the Islands, as long as 

whales are killed. Sea Shepherd also added the signature of dozen Hollywood actors 

Figure 4.1: Whales killed in 1986 
City / whaling bay Whales killed 
Klaksvík 63 
Hvalba 79 
Hvalba 80 
Trongisvágur 77 
Gøta 39 
Leynar 135 
Bøur 54 
Sandur 204 
Øravík 116 
Gøta 31 
Viðvík 16 
Funningsfjørður 35 
Miðvágur 171 
Fuglafjørður 55 
Hvalvík 33 
Vestmanna 139 
Hvalvík 75 
Fuglafjørður 71 
Gøta 85 
Tórshavn 118 
Total 1676 
heimabeiti.fo/default.asp?menu=104 
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and celebrities. In addition (appendix 15), several online petitions were made, and 

eventually, Costco stated that the decision to stop buying Faroese salmon. 

(FiskerForum, July 25, 2016) 

“We know that the Faroese and the Danes are worried about what impact the 

exposure of the savage slaughter will have on tourism. Cruise ships have 

abandoned their visits and we intend to convince other companies to refrain 

from doing business with the Faroe Islands. Other targets include Faroese fish 

products and discouraging the filming of motion pictures in the Faroe 

Islands.” (Watson, 2016) 

Hence, the Faroe Islands need to take Sea Shepherd seriously and manage the 

challenge that Sea Shepherd imposes. Because with the empowerment provided by 

social media, has provided Sea Shepherd with the possibility to run a successful 

campaign.  

 

4.3	  Introduction	  to	  Twitter	  

 

The micro-blogging platform was invented in 2006 and founder, Jack Dorsey, sent the 

first tweet on March 21 the same year (Johnson, Jan. 23, 2013). It was the short and 

precise ways of police communication that inspired him and he often listened to the 

police radio (Long, 2013). 

All tweets have a limit of 140 characters, and correspond to the length of a news 

headline or a text message, in addition, images (24) and hyperlinks (24) use up 

character space, leaving only 93 characters remaining. The name Twitter comes from 

the English way of describing birds chirping. Twitter has a total of 310 million 

monthly active users and a total of 1.3 billion accounts (Smith, 2016). Twitter is now 

the 9th most visited website in the world, with over 400 million tweets each day; it is 

a “global platform for public self-expression and conversation in real time” 

(Christensen, 2015). 

Twitter is an information network and a good example of web 2.0, as Twitter does not 

contain any information in itself, hence, it is a user driven network where content is 

created for and by users. Twitter is therefore a community that users become a part of 

by participating in discussions and contributing to the community. 



Page	  42	  
	  

Twitter is becoming an important venue for online social interaction (Albu & Etter).	  

Klaus Bruhn Jensen argues, that the rise of new media has meant that we no longer 

speak of mass media and mass communication but rather talk about ‘medias’ because 

several new media types have appeared and to some extent have merged together 

(Jensen, 2013). This view is also supported by Dahlberg, who speaks about the 

defragmentation of the media landscape (Dahlberg, 2007).	  

Earlier this year, Twitter celebrated its 10-year anniversary (Politiken, 12. March 

2016). Since its start, the micro-blogging network has grown to include approximately 

313 million active users worldwide (se appendix 12). 

 

4.3.1	  Layers	  of	  communication	  
 

Twitter offers multiple layers of communication, which are linked to the specific 

technological affordances, which serve different purposes within information 

exchange and interaction (Weller et.al. 2014). 

The first layer is the fundamental affordances of a follower–followee network. A user 

may follow any other user – no limitations are to who can follow who. One account 

has gained followers; the tweets produced by the owner will reach everyone who 

follows this account. Twitter does not follow a certain algorithm, as Facebook, which 

has the purpose to only show to content, which it finds relevant, based on previous 

use and interaction with people, pages and content.  

Twitter shows every tweet in a chronological order. Hence, if someone is actively 

monitoring the tweets in their network, everything is visible.  This form of interaction 

is often called personal public (Weller et.al. 2014), due to the fact that is personal, but 

at the same time publicly accessible. 

The second layer consists of the exchange of hashtags. This layer of communication 

has the ability to reach some hundreds of thousands of Twitter users. The purpose of 

using hashtags is that one’s tweet signals the wish to take part in a wider 

communication, which goes beyond one’s followers. 

Hashtags were originally a user-invention credited to @MrMssina, a social 

technology expert, who came up with the very first hashtag on Twitter (Lykkegaard, 

Oktober 23. 2014). It was a simple way to tag the message and to link the topic of the 

tweet to the right channels and discussions, also called hypertexts (Albu and Etter, 



Page	  43	  
	  

2015).  The invention soon became widespread and Twitter took the idea to heart, so 

it has become part of the system and hashtags are now used regularly by millions of 

social media users  (Lykkegaard, Oktober 23. 2014). 

However, hashtags are less controllable and may produce unintended consequences, 

for example when used by non-organizational members who mobilize them or 

individuals intentionally modify the content and direction of organizational 

conversations and re-embed the organization’s identity. This is due to Twitter’s 

unique mixture of affordances: visibility, persistence, and modification (Albu & Etter, 

2015). 

The last layer of communication is the micro level, which refers to the use of the at 

signal ´@´ in front of a user name. @ is used in a conversation or when trying to 

make people or brands aware of a certain topic. The use of such ‘@ mentions’ gives 

the user a notification of the received message. @mentions are visible to other users 

and are therefore an attempt to strike up conversation of generating attention 

surrounding an issue. Furthermore, @reply is centered around participants 

engagement in the conversation, however they make visible the network of both 

parties (Petropoulou, 2014). 

As with hashtags, not all @mentions are an attempt to have a conversation, especially 

where the twitter account is owned by a celebrity, brand or a company (Weller et.al. 

2014), In which case the @mention might be an attempt to target a third party. It 

should also be noted that majority of tweets contain all three layers of 

communication, within a single tweet of hashtags. 

 

4.3.2	  Who	  is	  on	  Twitter?	  
	  

Twitter’s	   largest	   market	   is	   North	   America	   (Sysomos, (2014),	   where	  

approximately	  21%	  	  (66	  million)	  of	  its	  users	  come	  from (Lange, 2016).	   	  570.000	  

Twitter	   accounts	   belong	   to	   Danish	   users	   who,	   according	   to	   Jacob	   Ørman,	   are	  

primarily,	  journalists,	  opinion leaders and politicians.  Furthermore, he states: 

“Twitter users feature highly influential individuals such as journalists, 

politicians and other opinion leaders. In short, Twitter is mainly an elite 

network” (Ørman, 2016) 
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The demographic structure of Twitter might be one of the explanations to why Twitter 

and journalism as become so highly entwined. As Benjamin Elberth, social media 

expert, argued Twitter is fundamentally changing the way we produce news and how 

changes in the anatomy of news production:  

“Stories are being introduced on Twitter. Stories are found on Twitter. Stories 

are being negotiated on Twitter, and stories are spread on Twitter”  (Elberth, 

2013) 

 

Klinger and Svenson (2014) also point to the fact that Twitter has become an 

important source for journalists, who use it to monitor actors and institutions of 

interest.  Lastly, Stig Hjarvard points out, that when it comes to breaking news, it is 

no longer just journalists who have this option, to produce and publish news, Twitter 

has become an important source for just that, leaving journalists with the task to 

follow up on the news instead of creating them (Hjarvard, 2012). 

 

4.4	  Twitter	  Campaigns	  
	  
Since 2014, Sea Shepherd has organized four twitter campaigns against the  ‘grind’ in 

the Faroe Islands, seeking to disrupt the whale hunt. The new strategy marked a major 

change in Sea Shepherd’s activity against the Faroe Islands, since Sea Shepherd’s 

only activity from 2000 to 2014 was the recordings of Whale Wars in 2011 (Kuipers, 

April 26, 2012), however, now the organization planned to include social media as a 

considerable share of the campaigns (SSCS, 2014a).  

 

Prior to this new approach Sea Shepherd had only been in The Faroe Islands once 

since year 2000. Hence, by adding social media, as a fundamental part of their 

campaigns Sea Shepherd was now able to improve their campaign, thereby adding 

multiple layers of communication and reaching thousands of people instantly, which 

they were not able to previously. This time Sea Shepherd was able to protest, reaching 

journalists and news media, campaigning to boycott and starting a movement to save 

the whales (SSCS, 2014b). 
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Figure 4.2 - Sea Shepherd Twitter accounts 
Name / Role Account Followers 

Sea Shepherd’s CEO and Founder @CaptPaulWatson 110.946 
Official Twitter account  @seashepherd 243.040 
Official Twitter account @SeaShepherdSSCS 33.954 
Global Technical Director @OmarSeaShepherd 209.329 
Campaign account #OpGrindStop @OpGrindStop 3.358 
Sea Shepherd ship (Bob Barker) @SeaShepherdBob 17.327 
Paige Nelson - Volunteer @DolphinPaige 16.417 
	  

A quick search on ‘Sea Shepherd’ on Twitter reveals up to 60 accounts, which 

affiliate with Sea Shepherd, a few of which are personal accounts of Sea Shepherd´s 

crew members and volunteers. The majority of the accounts are genuine accounts 

from local country of states offices.  

 

Campaign #GrindStop 

The first campaign was launched in 2014, which saw Sea Shepherd call for a 

#GrindStop. The campaign was based on an onsite protest, together with an online 

presence. Several of Sea Shepherd’s members, travelled to the Faroe Island, where 

they kept watch near the coastline in the Islands, they especially focused around the 

beaches that are authorized as ‘whaling bays’. A total of about 500 Sea Shepherd 

members, most of them volunteers, were in the Faroe Islands from mid-June 2014 

until October 2014. In addition to that, the American actress and animal activist 

Pamela Anderson arrived to the Faroe Islands On August 1, 2014, to show her support 

to Sea Shepherd (SSCS, 2014a). 

 

Campaign #SleppiðGrindini 

In 2015, Sea Shepherd launched their second online campaign called "Sleppið 

Grindini 2015", a Faroese phrase, which translates to “let the whales go”. The 

organization made videos and photos during a whale hunt, drive and slaughtering of 

111 pilot whales in the village Bøur. The sea turned red for several minutes, as it 

normally does when pilot whales are slaughtered. Sea Shepherd put the video on the 

Internet and shared it on social media platforms (SSCS, 2015j) 
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The following days, medias 

from all over the world 

brought the stories of the 

hunt, using the pictures taken 

by Sea Shepherd (RT, 25 Jul, 

2015). The video received 

over 1 million views on 

youtube.com.  

	  

	  

	  

Campaign	  #Standup250	  

Further into the campaign in 

2015, Sea Shepherd organized a second campaign, which they called #Standup250. 

The name came from the 250 whales killed in two consecutive ‘grind’s, one in the 

village of Bø and one in the capitol, Tórshavn. As the whales were herded onto the 

beach, several members of Sea Shepherd ran into the water, trying to interrupt the 

slaughter. Seven Sea Shepherd members were arrested and charged (SSCS, 2015k). 

Hence, the campaign started after the first ‘grind’ in July 23st and its highlight was on 

August 14st when local Sea Shepherd subsidiaries organized demonstrations outside 

Denmark’s embassies around the world (appendix 8).  The campaign received high 

user engagement as soon as images started circulating on Twitter, culminating August 

14th and 15th as the demonstrations took place. In addition, Sea Shepherd also called 

for at Twitter storm around this period (appendix 23). 

Sea Shepherd uses a versatile tactic and in combination with their 2015 summer 

campaign has encouraged individuals to contact Danish politicians in order to stop the 

‘grind’. The Danish members of parliament (MP's) received half a million more 

emails then normal, during the following week in the end of July 2015 (Larsen, 2015). 

	  

Campaign	  #BloodyFjords	  	  

In the aftermath of the two campaigns, which has seen the arrest of Sea Shepherd´s 

member’s and removal of three speedboats, the Faroese government announced that 

they would pass measures that would prevent the organization’s vessels and its 

Illustration	  2:	  A	  ‘grind’	  in	  Bøur,	  Faroe	  Islands	  –	  July	  23,	  2015	  -‐	  
Illustration	  3:	  www.youtube.com/watch?v=ep2-‐_ofP19Q 
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activists from crossing the country’s sea borders. This year (2016), however, such 

measures may be unnecessary, as Sea Shepherd announced in January that they will 

not be campaigning locally in the Faroe Islands this summer, instead  they will seek to 

influence the hunt indirectly by targeting the country’s tourism industry (SSCS, 

2016n).  

The current campaign seeks to battle against the ‘grind’ to the heart of the Faroese 

and Danish institutions that continue to promote this outdated practice. 

“Thanks to the tireless work of our volunteer crews who have been on the 

ground in the Faroe Islands during our past campaigns, we have all of the 

photographic and video evidence we need to take this battle beyond the 

bloody shores of the Faroe Islands,” said Operation Bloody Fjords Campaign 

Leader, Geert Vons. “We will target the grind in the judicial and political 

arenas, in commerce, in industry and as always in the media,” he continued 

(Watson, 2016). 

 

The new strategy comes in response to the increased restrictions, which have been 

activated to prevent Sea Shepherd’s vessels from entering the Faroese sea territory 

(Government of the Faroe Islands, 2015). 

“The Faroese authorities have denied us entry to their country in an attempt to 

cover-up the horrors of the grindadráp,” said Captain Alex Cornelissen, CEO 

of Sea Shepherd Global. “But as the battleground changes, we too change our 

tactics. Sea Shepherd is now louder, stronger and more determined than ever 

to end the bloody slaughter,” he concluded. 

As this statement illustrates the focus of this campaign has been to challenge ‘the 

grind’ in the judicial and political arenas. Hence, the Twitter hashtag has not featured 

mush in comparison to the other campaigns. 
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Chapter	  5	  –	  Analysis	  	  
	  
Firstly, I will state, that the analysis will not address a specific event or campaign, 

since this is not the purpose of the paper, but rather the scope of the analysis is to give 

an overview of the characteristics of the mediatization of the anti-whaling protest, as 

demonstrated in the case of Sea Shepherd. The second focus of this paper is to 

analyze how the affordances of Twitter apply to the general process of mediatization 

and globalization. In addition to the previous mentioned, a separated topic is made to 

cover the use and effect of images, because the images are such a central aspect of 

modern protests. 

The analysis is structured in three sections, equivalent to the sub question asked in 

section 1.3 – Research Question. Furthermore, it should be noted, that the empirical 

data, will not be analyzed individually, but the analysis will rather be steered by 

common denominators, found in the different data. I should also state, that these two 

theories are very closely linked, and it therefore might occur, that subjects overlap, 

however, I have tried to analyze them separately, while in my discussion will bring 

focus to where these theories have some common and how affordances may boost 

mediatization. 

 

Analysis	  Part	  I	  –	  Global	  technology	  
What part 1 seeks to answer, is how mediatization and new technology has formed the 

anti-whaling protest. The analysis section will be reserved to a conceptual level, while 

part 2 and 3 will go more into details concerning the practical use of Twitter’s 

affordances and how they relate to the main research question. 

 

The following analysis will draw upon the empirical data from interviews as well as 

content analysis from Twitter data, gathered from the use of hashtag (#FaroeIslands) 

from the 8th to 10th August 2016. Furthermore, the analysis will be supported by other 

websites, which provide statistic on specific Twitter accounts as well as use of 

hashtags. 

The analysis is based on the coding of interview as well as content analysis of Twitter 

data, where the analysis process quickly indicated, that modern day protests are 

centered round media and the introduction of Twitter has been no exception Dale, 

1996). 
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5.1	  Transnational	  protest	  network	  
 

The globalization process over the last decades has dramatically changed people´s 

interaction in time and space (Eriksen, 2007), and a large portion of that is thanks to 

media and how social media has significantly changed the way information is 

produced, distributed and viewed. Hjarvard (2008) says, that mediatization has 

complicated and mudded the media´s representations of reality, and that we live in a 

mediatized reality, where media dominance forms our perceptions of reality (Couldry, 

2012). 

The influence of Sea Shepherd and their proposal of a global public sphere suggest a 

simple solution to the problem they identify – namely the end of whaling. In which 

case they ”thermalize” and ”dramatize” their protests so that it has an impact on 

political systems e.g. ‘media events’ (Cottle and Lester, 2011). 

The media’s representation of reality is a challenge. According to Bárður Eklund, 

Visit Faroe Islands, up to nearly 99% of all hits mentioning the Faroe Islands have 

been negative and focused on the whale hunt (appendix 14 and 27).  

This fact challenges reality and digital identity concerning what the Faroe Islands 

represents. At this moment the only voice present on the whaling debate on Twitter is 

the ones of the anti-whaling activists. Hence, the challenge for the locals is, that this 

dominance is slowly constructing a mediatized reality in the global sphere, or at the 

very least mudding the transparency. 

 

As described in the theory section both globalization and mediatization have 

developed simultaneously, however development has not happened at the same pace 

everywhere in the world. Where some recognize themselves as  members of the 

global village (McLuhan, 1966),  others  do not see themselves to be global citizens, 

in what sociologist, Zygmunt Bauman, describes as the world’s population being 

divided into vagabonds and tourists. That said, Cottle and Lester (2011) rightly point 

out, that environmental politics and issues are increasingly and more appropriately 

located within the broad domain of contemporary citizenships.  

Data from the website www.followthehashtag, on tweets sent on August 5. - 28 (23 

days), display where in the world tweets where sent from. The data shows that a 

majority of the 2.198 contributors using the hashtag #FaroeIslands (illustration 4) 

came from the U.S. and Western Europe (appendix 21). 
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Two to large blue circles on the map below, covering Japan and Great Britain, 

represent the two top users. The account in Japan has been identified as	  @TaijiBarbie, 

with 446 tweets (repeats) using #FaroeIslands. There is a caution however, due to that 

all accounts may not have registered country of origin. 

 

 

Furthermore, the account @TaijiBarbie links to a website that includes 200 pre-

programmed tweets. Whether or not this account is automated, is unclear. However, it 

is a good example of the general protesters and content, observed on the hashtag 

#FaroeIslands, which will be discussed later. 

Moreover, the data also shows that the mediatization of the anti-whaling protests has 

not spread to countries where large parts of the ‘vagabonds’ live (Bauman, 1998). 

What we observe is, that large parts of South America, Africa, Eastern Europe and 

Asia are not represented on the map, taken to account that this is only a small sample.  

Libby Lester and Simon Cottle describe in their book, Transnational Protest, that 

similar to other environmental movements, Sea Shepherd has enacted and is 

dependent upon the notion of global citizenship, a network of cosmopolitan (Hannerz, 

1996), trans-border audience, which affiliates with concerns which are not bound in 

the local, but rather part of the global imagined community (Cottle and Lester, 2011). 

The exploitation of this concept of common space and global citizenship has been 

accommodated by the rise of the internet and other media forms, and Sea Shepherd 

operations are examples of the possibility of a trans-local, or even global space, which 

is made possible through the process of mediatization. 

Illustration	  4:	  Data	  on	  #FaroeIslands	  -‐	  Aug.	  5.	  -‐	  28.	  	  2016 
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As a consequence of the global community and network of cosmopolitans, combined 

with the use of campaign hashtags, not being as widespread as Sea Shepherd could 

hope, it is important for the anti-whaling movement, to aim for digital content to 

achieve a viral effect by creating ‘happenings’ or ‘image events’ which are able to 

travel across media platforms.  

	  

5.2	  New	  technology	  has	  strengthen	  the	  protest	  movement	  
 
New media technology has always been at the heart of environmental organizations 

(read section 4.2), consequently, it was the introduction of the video camera, which 

paved the way for the first Greenpeace expedition to document and protest the nuclear 

testing in Alaska. Likewise, the camera was also what led to the establishment of the 

Faroese Whalers Association and as a direct result from the recordings of the whaling 

hunt by the EIA (EIA, 2014) 

“Video was a new tool back then (1984), and what actually made us establish 

the Whalers Association was when EIA recorded a film form a ‘Grind’. This 

film went around the world and was distributed in various news media. It 

contained manipulation and lies, that’s why we started the Whalers 

Association, to be able to provide factual material and to inform the 

international community what we were doing in the Faroe Islands” 

(Sjúrðaberg) 

 
The protests from EIA in 1984 and Sea Shepherd in 1986 came only a decade after 

the establishment of Sea Shepherd, and non had previously criticized the local 

practice of whaling. Therefore, the local community of the Faroe Islands were not 

used to the outside attention from protesters and journalists. 

One of the first people to work with the outside protests aimed at the Faroe Islands, in 

addition to the Whalers Association, was Australian Kate Sanderson, a former 

General Secretary of NAMMCO and current Head of Mission for the Faroe Islands in 

Brussels. She observed the protests in the 80’s and 90’s: 

”Well the protests against whaling in the Faroes started with a bang, and it 

took everybody by surprise, and the Faroes had never ever experienced this 

kind of onslaught of protests before. And that was largely to due with the fact 
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that pictures of the hunt were distributed so widely in international news 

media, and hadn't really been seen before” (TilHelvitis, 2011). 

 

What the quotes illustrate, is that the introduction of new technology, video and 

images, which were distributed through traditional media, was what really started the 

protests. It exemplifies a clear product of Stig Hjarvard’s definition of the 

mediatization process, and how media has influenced such a central part of society, as 

organizing a protest and the relationship between the media and institutions in society. 

One could ask, what would be the result of Sea Shepherd´s demonstrations in the 

Faroe Islands, without the process being broadcasted to the rest of the world? It would 

lose its importance as the protests take place via the media, or to put it in Malcolm 

McLuhan’s terms: “the medium is the message”, meaning that the form of the 

medium and the images may be more important that the message itself. This is 

especially true with Twitter, where there is only room for 93 characters after an image 

and hyperlink is embedded. 

 

The mediatization process, which has brought whaling onto the media platform, has 

also had consequences internally for the Whaling Association:  

”We saw he footage and hade to acknowledge that it did not look good. As a 

result, we started a process to improve our methods and equipment, where we 

have introduced new regulations and equipment, which has improved the 

slaughter significantly.” (Sjúraberg) 

	  
Asked whether he thought new technology and social media has strengthened Sea 

Shepherd, Sjúrðaberg, said: “It is the same this ISIS is doing nowadays, you get 100 

Danes, 100 Dutch, 300 germens and 500 French, suddenly you’ve put together a 

whole army.” Referring to the possibility, that on a national level the resistance 

towards whaling might not be very visible, however, powered by the global common 

space of social media animal welfare and environmental activists are able to unite in 

protesting on local issues. 

A large share of this strength from mediatization comes directly form the way 

protesters are able to appeal to the media logic, as well as the logic of editorial media. 
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5.3	  Computer	  generated	  content	  

From observations of the #FaroeIslands hashtag feed, a suspicion arose whether some 

of the tweets, as seen in appendix 2 and 3, might originate from automated Twitter 

accounts (similar to @TaijiBarbie) or other forms of automatic tweet generator. This 

observation led me to ask the interviewees, whether they had encountered or had any 

suspicion, that the anti-whaling protests might exist of automatic generated content. 

The answer was unexpected: 

“Yes, I have a suspicion that anti-whaling activist’s activity on social media 

might come from fictive accounts or some sort of automatic reply. Because I 

experienced in the 90’s, when I had the opportunity to read through thousands 

and thousands of postcards, which protested against Faroese whaling. We 

could clearly see, that it was one and the same person who had sent hundreds 

of postcards. It was clearly viewable from the handwriting. That is why it’s 

not only my suspicion, but I’m convinced that they’re still use the same 

methods” (Sjúrðaberg). 

 

Automated tweets, normally called Twitterbots, can come in various forms. It is 

defined as computer programs used to produce automated posts on the Twitter micro 

blogging service, or to automatically follow Twitter users (Twitter Support, 2016).  

Other interviewees also confirmed, that they had witnessed some degree of automatic 

generated content on Twitter. A report from the Faroese Foreign Office´s media 

intelligence program, Meltwater, which monitors and analyzes both editorial and 

social media content, showed that one single account had produced up to as many as 

8.000 tweets in a single year (protesting the Grind). Thus, it seems clear that many 

Twitterbots are active in the protests of Faroese whaling. 

 

“If these tweets are computer generated? That might well be the case. It 

definitely shows that there is a small group of eco-extremists, which are 

incredibly persistent. Though I’m unable to say how much might be computer 

generated, because there are programs where you can plan ahead e.g. 

Hootsuite.” (Noelsø) 
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“Yes, we believe that a large part of the protests is computer generated, when 

the shitstorm (mainly emails) is really massive.  

Another thing the Tourism Board has discussed is IT attacks, which has 

primarily come from Anonymous (hacker group) where companies’ websites 

have been hacked.” (Johansen) 

 
 
These two statements support the 

suspicion, that Twitter is dominated 

by a relative small percentage of the 

active users.  

This claim is further supported by a 

report form Sysomos.com who has 

analyzed the use of Twitter by top 

users, what they found was, that 5% 

of Twitter users, account for 75% of all content produced on the social network. In 

addition to that, as much as 21% of all Twitter accounts have never posted a single 

Tweet. More specifically, in relation to Twitterbots, the report showed, that a large 

quantity of the most active 5% were in fact Twitterbots. 

“We found that 32% of all tweets made by the most active Twitter users were 

generated by machine bots that posted more than 150 tweets/day. The actual 

percentage of machine-generated tweets among the most active users is 

probably higher than 32% because there are many bots that update less than 

150 times/day. 24% or one-quarter of all tweets overall, are generated by these 

very active bots” (Sysomos, 2009). 

 

In addition, the report also describes, that a total of 60.6% of the most active Twitter 

users lived in the United States, 6.9% in the U.K, and 4.3% in Canada (Sysomos, 

2019). This data further supports the claim made earlier (See 6.1), that these are the 

same countries of origin for contributors to use of hashtag #FaroeIslands – they 

primarily originate from North America and Europe (appendix 18). 

Data from an article in the New York Times suggests, that as many as 20 million 

Twitter accounts are false e.g. Twitterbots. The technology behind Twitter provides 

several ways in which accounts can benefit from automated content. Examples of 

Illustration	  5:	  Twitter's	  most	  active	  users	  (sysomos,	  2014) 
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Twitterbots, are accounts who automatically re-tweet certain hashtags and/or users or 

automatically tweet content from a website (McGarry, 2013). 

Findings from the Twitter data, amongst the 500 tweets using #FaroeIslands, suggest 

that Twitterbots, or at least accounts with automated content, are active in the anti-

whaling protests. An analysis of the top 100 users from dates mentioned, shows, that 

8% of the top 100 users (4 out of top 8 most active) are fully- or semi- automated. 

 

 

 

 

 

The accounts, grouped as Twitterbots, are accounts with non-personal account 

information, 100.000+ tweets and a high amount of re-tweets with common 

denominators such as hashtags, and re-tweets from similar accounts. Besides, several 

of the Twitterbots are associated with @OpKillingBay and/or #opkillingbay, which 

has been described earlier, also included the most active user in appendix 2. 

Moreover, the group also has ties to the hacker group Anonymous (appendix 3).  

The total number of automated accounts from the data, could add op be as high as 22, 

due to one single user, @JuneStoyer, who is associated with a total of 14 accounts. 

All 14 accounts are within the top 100 accounts that use the hashtag #FaroeIslands in 

the data analyzed (appendix 4).  

One example, which sheds an interesting light upon the Twitter activity feed 

regarding #FaroeIslands, is the most active user @OpKillingBay, not to be confused 

with another top user @TajiBarbie (see section 5.1). This account refers in ‘about me’ 

hyperlink to a website with 200 pre-written tweets, with text, images and hypertexts, 

all someone need to do is click ‘tweet’. Hence, this might explain the visibility of old 

images and articles keep circulating and being re-tweeted. Furthermore, a quick 

search on the hashtag #OpKillingBay, reveals 30+ accounts (Appendix 3), who are 

linked with #OpKillingBay, either as a username, account name or stating it as a topic 

of interest in the ‘about me’ section. 

From the data it is clear that three groups drive the twitter protests. The first is the 

most active users which are accounts with full- or semi-automated tweets. The second  

includes mostly activist, animal rights groups, vegans, and other environmental 

Figure:	  5.1:	  100	  top	  users	  of	  #FaroeIslands	  -‐	  11.	  -‐	  12.	  Aug	  2016	  
Twitterbots	   8	  
Activists	  -‐	  personal	  or	  groups	   28	  
Personal	  accounts	   64	  
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activists. The last group, even though they pose the largest number of accounts, is the 

ones with the fewest tweets.  

What the data of @OpGrindStop indicates, is the Sea Shepherds account has been 

used differently from activists accounts. Instead Sea Shepherd accounts function as 

the organizer of the protest movement. For instance Sea Shepherd has used Twitter to 

create tweet storms. One Twitter application, Thunderclap, can be used to increase 

visibility and was mobilized during the #Standup250 campaign. Here Sea Shepherd 

organized demonstrations outside Danish embassies around the world on August 14. 

2015, accompanied by a tweets storm (appendix 8). As the figure shows, the 

#standup250 hashtag was used over 25.000 times on the 14th. 

Thunderclap is a powerful tool in organizing a Tweet storms (appendix 23). Likewise, 

Sea Shepherd also applied thunderclap to coordinated campaigns to protest against 

Walt Disney and Steven Spielberg, to keep them from using the Faroe Islands as a 

location for a major Hollywood movie. The campaign was successful.  

Thunderclap is all about volume, the application gives permission to post from a 

personal account, collect all tweets and publishes them all at the same time, which 

allows Sea Shepherd to break through the ‘noise’ in social media, and as a result, 

increases visibility. However, as with Twitter in general, the content is not very 

persistent, and use of the hashtag (#standup250) rapidly declines as seen in the Topsy 

chart (appendix 10). 

This tactic is coherent with Sea Shepherd´s strategy to boycott the Faroe Islands, as 

discussed in presenting the case in section 4.2. Thunderclap is effective when 

associated with #breaking, #news and other hashtags to reach other networks outside 

the protest community. The aim with Thunderclap is to increase visibility for a specific 

campaign and the objective is, as will be discussed further in ‘Analysis part 3’, through 

association, to link the local issue to a global context.  

Even though it is possible to downplay the effect of automated content, as being pure 

clicktivism or what Van Laer and Van Aelst (2010) refer to as 'internet-based action 

with low threshold', which involves a large number of people who need little digital 

resources or know-how to participate, because of the simple nature of the online 

action, however, it needs to be noted, that every piece of content creates a digital 

trace, which in the long run can benefit activists and poses a great challenge to the 

Faroe Islands. 
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5.4	  Twitter	  -‐	  a	  SEO	  concern	  
 

The digital trace, was a key concern amongst the interviewees. The concern is built 

around the issue of Google’s Search Engine Optimizer (SEO and the effects of the 

amount of anti-whaling content being produced and what long-term consequences of 

the online content, could potentially mean for the Faroe Islands.  

At Visit Faroe Islands, they expressed the worst-case scenario as following: 

“On Twitter, about 99% of all information regarding the Faroe Islands is 

negative. Moreover, the content leaves a digital trace that doesn’t disappear, 

and it is only a matter of time before Google starts including content from 

social media platforms as a part of their SEO.” (Eklund). 

 

Thereby, the content on Twitter is challenging Faroe Island’s digital identity and over 

time also complicating Visit Faroe Islands storytelling. The issue is not so currently 

pressing, but rather seen as a long-term concern; since Google is gradually working to 

include social media in their search engine-optimizing (SEO) system (Sullivan, Feb. 

5, 2015).  

SEO is the process of optimizing websites so that they become more visible in the 

Google search engines' search index. Google uses an algorithm formula to rank pages, 

which it uses as Google’s technology crawls the Internet, retrieving and indexing 

billions of web pages.  

The goal of Google search is to have all the information someone might search for, 

and increasingly, to include timely information from Twitter. Google aims to provide 

their users with results that relevant to its uses (Sullivan, Feb. 5, 2015). Hence, they 

are currently in the process of incorporating social media to its SEO, to bring users 

information based on previous activities, network, location etc.   

“Social media is currently a very small part of Google’s systems, but is 

expected to increase, so that SEO also will include what your network and 

social media says about the information you´re searching for. As it is, Google 

still favors articles and reliable sources. However, this is expected to change” 

(Eklund). 

 

Eklund expressed, that is was not too late and the situation could improve. After all, 
people and companies in the Faroe Islands produce and post a lot of content, however, 
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it is often in Faroese and they are not using the right hashtags, as a consequence, the 

content does not appear in a Google search or in association with global networks on 

social media. On the other hand, the anti-whaling protesters have learned to post the 

content, as Eklund explained: 

“Even if only a small percentage do it right, we are even talking about millions 

of people… It is foreigners who are dominating in telling the story of what the 

Faroe Islands are. No country wants to be defined by one thing. All countries 

are diverse, but for us, it’s very one-sided. All these things combined give a 

negative image. We are doing such a bad job that some no-name blogger in 

France gets to dominate” (in a simple Google search for ‘Faroe Islands’). 

(Eklund) 

 

“The millions of people” Eklund is referring to, might well be the case, when we are 

talking about the social media spectrum combined. However, the data from Twitter 

suggests, that numbers are more modest. Illustration 4, in chapter 5.1, showed that 

within a period of 23 days, there were 2.189 active accounts, considering that in this 

period two ‘grinds’ took place on August 23th and August 28th, and taken in account 

that a large proportion of the tweets come from non-personal activist accounts. It is 

therefore my estimation, that the numbers of people actively protesting are not 

‘millions’. However, the reach of the protests is another issue. 

That said, the concern is still understood and the dilemma for the Faroe Islands is that 

social media has empowered them in the same way as it has done for NGO’s, in the 

way that they too have limited resources and thus, an extensive branding campaign in 

traditional media to even the negative damages done by the protests campaign, would 

be far too costly. Hence, they social media platforms are slowly turning into a 

battleground for Faroese Tourism versus anti-whaling activist. 

“The Faroe Islands are very much known for whaling and not much else. 

Hence, the Faroese identity, from an outsider’s point of view, becomes very 

homogeneous” (Ólavson). 

 

This leads back to the sociomaterialistic aspect, where the way people search for 

information and content has changed. Globalization has spurred a new way of 

producing, distribution and searching for content. As a consequence, the access to 

information through search engines has indeed contributed to the mediatization 
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process, which in the end has led to the content on Twitter becoming much more 

visible and persistent. As a result, the content does not disappear, but is retrievable 

and therefore is more likely to appear in a Google search, as a result of a deeper 

digital trace (SEO). 

Sub	  conclusion	  

Answering sub question 1:  How has media technology formed Sea Shepherd protest 

and what is characteristic with the anti-whaling protest on Twitter? 

 

The results show, the establishment of Sea Shepherd and Greenpeace in the 1970’s 

came as a natural consequence of the development of media technology and the 

increasingly compressing of ‘time and space’. As a consequence, environmental 

politics and issues have increasingly become more appropriately located within the 

global domain of contemporary global citizenships.  

Although new technology has global potential, they are however limited to certain 

networks, as seen from the data the geographical use of the #FaroeIslands hashtag is 

very similar to the distribution of Twitter itself, namely, that a large portion of the 

protests originate in U.S. and Western Europe. Furthermore, this results are  

supported by the fact that the mediatization and globalization processes are not  

universal, and less developed countries do not experience the same level of 

connectedness whit the globalized world. 

The protest against the Faroe Islands is characterized by a high degree of automated 

twitter content. These Twitterbots and other applications are used to drive up volume 

and thereby increase visibility. As one commentator said, in comparing this type of 

content to clicktivism at best: “They are the Wal-Mart of activism: leveraging 

economies of scale, they colonize emergent political identities and silence 

underfunded radical voices” (White, 2010). 

Thereby living up the image of digital eco-terrorist (Avelie et. al., 2013). Hence, we 

are introduced to information overload, according to Silver (2012) – the information 

available is in such abundance, that it creates noise. Thereby referring to the ability to 

cope with the information amount and growth, creating a mudded (Hjarvard, 2008) 

and blurring transparency (Hood, 2006, Henriques, 2007) and reality and substance in 

the whaling debate is absent, due the overload of ‘images events’. 



Page	  60	  
	  

In answering the second part of the second question, regarding the characteristic of 

the Twitter protest, the data points to one main characteristic, namely the level of 

Twitterbots and highly active non-personal activists accounts, which in the long run 

creates a SEO concern and would increase the affordance of visibility and persistence 

and would result in a challenge for the Faroe Islands, for example in relation to 

tourism, branding and identity. 

 

Concerning the prior, Twitterbots and activists accounts, where the data leans towards 

a characteristic of clicktivism, which Lear and Aelst (2010) define as ‘internet-based 

action with low threshold’. This could involve actions such as email bomb and virtual 

sit-in. The central feature of this type of hacktivism is that it involves a large number 

of people, or a small group of highly active people, who need little digital resources or 

know-how to join the protests. Actual engagement, however, like the use of Twitter 

by Sea Shepherd’s account @OpGrindStop, suggest that their use of the media, is not 

solely internet based, but rather ‘internet-supported action with high threshold’ (Lear 

and Aelst, 2010).  Where the internet plays a supporting role, the Twitter technology 

makes it possible, during a protest event, to constantly document activities ‘on site’ 

concerning any interaction with the authorities e.g. ‘image events’.  

And lastly, the data further shows, that there is broad agreement amongst the 

interviewees that new technology and Twitter has strengthen Sea Shepherd and 

provided them with additional protests opportunities. 
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Analysis	  part	  2	  -‐	  Images	  
 

5.5	  The	  media	  logic	  of	  Twitter	  
	  
A	  vital	  portion	  of	   the	  mediatization	  process	   is	   the	  organizing	  of	   institution	  and	  

their	  media	  logic.	  Media	  logic	  refers	  to	  the	  technological operations of the media, in 

addition, media logic is not limited to a certain media, but draws upon the logic of 

traditional media, examples of such logic are timely (breaking news or instant news), 

distribution of content, celebrities, and drama. In addition, the televisual laws force a 

blend of commercial, entertainment, and news in ever-shorter sound bites, flashy 

shots, and close-ups with emotional appeal (Van Dijck, 2013). 

Sea Shepherd has understood how to appeal to the logic of media, their strategies and 

tactics employed by Sea Shepherd against the whaling ships and whalers are designed 

for global media consumption (Nagtzaam, 2014). Paul Watson acknowledges this in 

his biography: “It requires high drama to make it (whaling) newsworthy” (Nagtzaam, 

2014). 

 

Sea Shepherd has always been aware of how to use global media to promote their 

cause. As Watson expressed: “There isn’t much point in ramming a whaler if you 

can’t tell the world that you did so” (Nagtzaam, 2014). Understanding that while 

protesting at sea and fare away places, the event has not happened unless the media 

covers it, and since media is rarely present in Sea Shepherd’s campaigns, it is up to 

Sea Shepherd to frame the news (Nagtzaam, 2014). 

Watson’s quote illustrates, that without media there is no protest, and image events, 

such as ramming a Japanese whaling ships or protest on a Faroese whaling beach, are 

therefore done by, for and through the media. Thus, actors in the Faroe Islands have 

been made aware of what Sea Shepherd practiced:  

“We are up against an enormous (negative) publicity, which we are unable to 

remove. We must admit, that ‘the grind’ is fascinating. Why will the large 

editorial media write about it? There is blood, there is conflict, it has got 

everything and it is a very interesting subject for all media” (Nolsøe). 

 

Taken this knowledge into account, Nolsøe, who worked in a taskforce, which 

included governmental offices together with national police, explained, that the task 
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force’s assignment was to follow every ‘grind’ and handle possible confrontation with 

Sea Shepherd’s crew and supporters. The goal was partly to ensure, that the slaughter 

could progress without interference and partly to minimize ‘photo opportunities’ for 

Sea Shepherd. At the moment of the interview, the taskforce was investigating how 

Faroese authorities could prevent Sea Shepherd’s ships from entering Faroese 

territorial waters. 

”What they are seeking is confrontations... What we see, is that every time 

there is a ’grind’, the Internet starts buzzing and they start protesting. It may 

not be smart, but Faroese people take pictures too and post them online, which 

are then being used by protesters.” (Sjúrðaberg) 

 

This quote illustrates that Sea Shepherd´s digital protests are centered on the social 

media logic, which drives the media, instantly shared, dramatic and bloody images, 

which appeal to people’s senses. I will further elaborate and analyze the use of 

emptions and images in upcoming themes. Furthermore, Sjúrðaberg mentions the 

alteration of images taken by non-organizational members, this refers directly to the 

affordance of ‘modification’, and where tweets easily can be re-tweets and placed in 

at different context. In addition, since Sea Shepherd has been prohibited in the Faroe 

Islands with their ships in 2016, making Sea Shepherd more dependent on locals to 

provide the images. I distinguish here between Sea Shepherd´s protests and other anti-

whaling protests, since Sea Shepherd have been focusing their ‘image event’ on actual 

events, whereas other activist accounts regularly post a constant flow images and also 

re-use old images. 

An example of the modification affordance, seen this year, was when a picture was 

taken of two local football players (appendix 7 and 13), who both play for the Faroese 

national team. The image was originally taken by a local newspaper (Johannesen, 

2016), the image was subsequently used to associate the Faroe Islands and whaling 

with international football and Adidas, for their sponsorship of the National Team. 

 

Going back the Faroese Whalers Association. It is my estimation, that the logic of 

Twitter does not ‘allow’ the Whalers Association to participate equally in the media 

platform. When asked why they do not use Twitter for pro-whaling purposes 

Sjúrðaberg said, that social media has not been their focus. Instead they are working 

with journalists and focused on providing the facts.  
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The logic of Twitter does not ‘allow’ the Whalers Association to argue for a pro-

whaling, since the logic of the media is based upon a viral effect and user engagement 

(Crump, 2011). I will argue that Twitter, at least within protests activist, Twitter 

mainly affords one-way communication, hence, a discussion concerning pro-whaling 

issues such as sustainability, humane slaughtering methods or defending a traditional 

way of life, does not appeal to twitter logic of images, drama and emotions.  

As a closing question in my interview, I asked what the interviewee considered to be 

Sea Shepherd´s main purpose, while in the Faroe Islands. Is it to physically stop a 

potential ‘grind’ or is it to produce material for social media?  

 “Well, their purpose is to stop ‘the grind’ and their tools are 1) confrontations 

and 2) to create publicity. It is obvious that a few people on a beach will not 

stop any ‘grind’ being slaughtered. However, it is the attention that they seek” 

(Nolsøe).  

  

Thereby he is stating what is often the case of media logic, that the ‘direct 

confrontation’ protest, is not aimed towards the police or whalers themselves, but 

staging ‘image events’  to support the mediatization to a global audience on Twitter, 

transnational corporations and states, which are capable of enforcing a possible 

boycott against the Faroe Islands. 

A crucial logic of media, is the representation of images. It is not surprising that 

images move the audience and work to persuade, by appealing to emotions (La Caze, 

1996). Hence, this next chapter will analyze how images are used in Twitter protests. 

 

5.6	  Association	  by	  images	  
 

The section will analyze Sea Shepherd’s use of images, or what Kevin DeLuca 

phrases as ‘image events’ (Goodale and Black, 2010).) referring to the active pursuit 

of media attention by applying direct intervention or ‘carefully crafted stunts’, with 

the aim of benefitting the cause. 

“Our observations confirm that images are the driving force behind the 

whaling protests.” (Noelsø) 
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Images are such a fundamental share of the mediatization process whereby tweets are 

made visible. According to media critic Douglas Kellner, a media culture has 

emerged in which image help create the structure of everyday life, shaping political 

views and social behavior” (Goodale and Black, 2010). 

When it comes to Twitter, social media expert and blogger Stephanie Clegg also 

highlights this, she states that there is no denying the power of images – “Images can 

attract the masses” (Clegg, Aug. 26, 2015). 

Findings from the interviews suggest, that the production of content (images) was a 

vital part of Sea Shepherd’s operation while campaigning in the Faroe Islands. Both 

as an internal communication tool, by tweeting images of crew and volunteers, and by 

seeking the opportunity to ‘get between the whale and the harpoon’ to use a term from 

the early Greenpeace days. To get the right photo in defense of the pilot whales, 

similar to the Greenpeace campaign against the Russian whaling fleet, is crucial to 

Sea Shepherd (See chapter 3.2).  

From interviewees in the Faroe Islands, there were good examples of the connection 

between Sea Shepherd’s physical presences and creating of content for social media, 

as an employee at Eklund observed: 

“I was in the village of Bø, while ‘the grind’ took place. It was very clear that 

they (Sea Shepherd) ran onto the beach as the whales were closing in and then 

turned for the cameras. The purpose was not stopping the slaughter, they 

wanted that confrontational image.” (Eklund) 

 

In addition, Eklund explained, that he believes that Sea Shepherd has enough images 

of blood-filled oceans, but they need that picture which says: “Sea Shepherd equals 

stopping the whale hunt” – or as with the Russian whaling ships campaign, an image 

where people were willing to put their lives on the line to save the whales. 

“They what that photo showing a Sea Shepherd (logo) on a t-shirt and the red 

ocean behind it, saying – we tried to stop it.” (Eklund) 

 

Through ‘image events’, observers are invited to bear witness to human conflict 

instead of a discussion of ethics and sustainability. This is made possible because the 

purpose is not to distribute a massage of agreement, in contrast ‘image events are 

designed to challenge dominant public views or practices’ (Goodale and Black, 2010) 
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“Image events are often orchestrated by social movements, and they are 

defined as deliberately staged spectacles designed to attract the attention of the 

mass media and disseminate persuasive images to a wide audience.” (Goodale 

and Black, 2010 p. 166) 

 

Paradoxically, Sea Shepherd takes this rural space of the Faroe Islands, and via their 

own mediated protest, renders it as unignorable reality in global arena. The Sea 

Shepherd organization uses the locality of their imagery of protests to enhance the 

transnational dimensions of their message (Lester, 2011). 

That being said, there are different ways and volume images are currently being used 

on Twitter. Findings in my data from the 500 tweets using #FaroeIslands show, that 

from 500 tweets a total of 348 (70%) contained images, and a closer look at those 

images reveal, shows that a striking 92% of the images were bloody and/or dramatic 

images, with dead whales, blood filled oceans or whalers covered in blood.  

 

 

 

 

The data backs the previous statement, that the anti-whaling protests is heavily appeal 

to the media’s logic by the use of images, although this particular use of images, 

would not be defined as ‘image events’, as they are not based upon staged events by 

Sea Shepherd, but instead random bloody images, who keep circulating on Twitter 

due to the unique affordance of persistence and modification, which results in the 

same ‘best of’ images keep reoccurring, sometimes in new graphic, layout and text. 

  

 

 

 

 

However, there is notable contrast to the use of images, compared to Sea Shepherds 

account @OpGrindStop, which is a campaign account, primary used in relation with 

the #grindstop campaign, but also active in 2015 with the two campaigns 

#SleppidGrindini and #Standup250. Here we observe that images are only used in a 

30% of all tweets and the kind of images used vary. Almost half of the images include 

Figure	  5.2:	  Tweets:	  #FaroeIslands	  11.	  -‐	  12.	  Aug.	  2016	  

Tweets	  in	  total	   500	   100	   %	  
Tweets	  using	  images	   348	   69,6	   %	  
	  -‐	  Bloody	  /	  dramatic	  images	   319	   92	   %	  

Figure	  5.3:	  @OpGrindStop	  Image	  analysis	   %	  
Neutral	  /	  unrelated	   15	   37	  
Crew	  /	  support	   19	   46	  
Bloody	  /	  dramatic	   7	   17	  
Total	  images	  (from	  137	  tweets)	   41	   100	  
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general campaign material, with images of the crew, ships and supporters, while as 

few as 17% of all images or 5% of all tweets contain bloody and/or dramatic images. 

As to why Sea Shepherd’s use of Twitter differs so much from their supporter’s use of 

Twitter is unclear. However, one explanation may be found in the use of images of 

the crew and campaign material, which may suggest that this particular account has 

been used more of a internal organizing account.  Because, as a Sea Shepherd social 

media team member, said: 

“With #FaroeIslands, I use either #OpBloodyFjords or #GrindStop those two 

are directly linked to Faroe Islands also #Grindadrap” Paul Millard, Sea 

Shepherd Social Media Team (appendix 22). 

 

This tweet suggests, that the Sea Shepherd also focuses on using hashtags, which 

appeals to their supporters´ network and also internally. After all, Sea Shepherd’s 

does have 60+ city or country based accounts.  

Additionally, it is also obvious, that the account was operated by members, who were 

located in the Faroe Islands, and this development of in the relationship between the 

social and the materialistic has led to an ‘instant’ form of protesting, that the images 

are instantly posted and the online meditated reaction is instant. This socio-materiality 

relationship has also affected the way in which police and government institutions in 

the Faroe Islands interact or at least are careful in their interactions with protesters, 

knowing a potential conflict would only fuel the online protests. A statement made by 

Paul Watson further supports this mediatization process: 

“We could no longer, for instance, go down to Antarctica and do what we do 

if we didn’t have a satellite link to upload. By the time we got back it would 

be old news and people would lose interest. We get things out within 

minutes.” Watson, (Lester, 2011). 

 

The data suggest that Internet technology is being used to tactically organize the 

digital protest according to ‘on site’ activists (Lear and Aelst, 2010).  As a 

consequence, we observe a large amount of internal communication on Sea Shepherds 

Twitter accounts, where we see the use of #SeaShepherd as the primary hashtag, 

which is different from what Sea Shepherds supporters use in combination with 

#FaroeIslands – this theme will be addressed under the theme ‘association’. 
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Media logic and Images: 

To relate these two subjects of media logic and images, I will connect them the to 

logic of social media, as defined by (Klinger and Svensson, 2014). 

The production of images is no longer limited to certain system or network, but can 

be done by anyone, anywhere. The Twitter data shows, how the Sea Shepherd’s how 

the Sea Shepherd account has produced content instantly by crewmembers in the 

Faroe Islands. Likewise other protesters also produce content, not braking new or 

campaign updates, but powered by the affordance of modification, and they 

constantly place old content in new contest or re-tweet old post with new associations.  

 

The logic of distribution and usage is one area, which has experienced a massive 

disrupted with the rise of social media. The data shows that there are two strategies of 

image distribution, one where protesters distribute a constant stream of content aimed 

at the Faroe Islands and one, where Sea Shepherd focuses on images, which apply to 

other media logics, such as newsworthiness, timeliness etc., in hope that when they 

post these tweets, whey would achieve a wider distribution. As a result, Sea Shepherd 

are constantly seeking photo opportunities, which potentially would achieve a viral 

effect, at thereby be distributed to a wider – newer audience.  

Furthermore, the way in which new audiences engage with the content, is helping the 

distribution achieve greater reach e.g. Twitter providing ‘trending’ updates – will 

further spread the distribution. 

	  

Sub	  conclusion	  

In answering sub question 2: How the anti-whaling protest has used images and how it 

application appeals to the logic of social media.  

The results indicate, that the use of images is central to the anti-whaling protests. As 

one interviewee described, images are the driving force behind the whaling protests 

and they appeal heavily to the media logic, with drama, blood, and conflict.   

An analysis of the hashtag #FaroeIslands reveals, that 92% of the images tweeted 

contained bloody and/or dramatic images, while the official Sea Shepherd accounts 

use of images was different, here only 17% of all images were bloody and/or 

dramatic, or only 5% of all tweets.  
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A careful estimation of the difference in Twitter practice can be, that Sea Shepherd 

main focus is the media logic of editorial media, where editorial media is more likely 

to use the content where there has actually occurs a ‘image event’, which is 

newsworthy and can achieve virality. 

The consent stream of images by anti-whaling protesters, associated with the 

#FaroeIslands hashtag, contributes to the affordances of Twitter, number of images 

results in, that they Twitter users cannot avoid encountering bloody images when 

searching for #FaroeIslands. Furthermore, the bloody images and the emotional 

language provide a specific association.  

The argument for the mediated protest of  images, by appealing to the media’s logic,  

is to achieve media coverage, user engagement and associating negative image of the 

Faroe Islands, which relates to a global audience and supports the long-term boycott 

of the Faroe Islands. Therefore it is reasonable to conclude, that the logic of social 

media had empowered Sea Shepherd with these qualities and revolutionized the 

production and distribution of protests images. 
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Analysis	  part	  3	  -‐	  Association	  

 

The third part of the analysis will focus on the appliance of the affordance of 

association and how this how this affordance can relate to the global public. 

The affordance of association is one the characteristics, where Twitter varies 

significantly form other social media. Through hashtags Twitter affords the possibility 

linking a single tweet to multiple conversations, as well as drawing the attention from 

associated stakeholders by @mentioning them in the conversation too. This chapter 

will focus on what #hashtags and @mention brings to the affordance for association, 

and what advantage this bring to Sea Shepherd. 

As one interviewee said: “Social media is all about engagement... and environmental 

organization is all about disciples.” (Nolsø). 

 

5.7	  Hijacking	  hashtags	  
 

This chapter will focus on the anti-whaling protests use of the hashtag #FaroeIslands. 

The term ‘hijacking hashtags’ is taken form Albu and Etter’s text: Hypertextuality 

and Social Media: A Study of the Constitutive and Paradoxical Implications of 

Organizational Twitter Use. 

The Twitter account @OpGrindStop, operated by Sea Shepard, has been central to 

protest campaigns and the case of is similar to Albu & Etter’s case, where the hashtag 

was ‘hijacked’ by non-organizational members. Sea Shepard uses the same strategy 

and encourages its supporters to do the same, to gain awareness on the issue and the 

put pressure on the Faroese authorities. They do so by hypertextualizing existing 

hashtags such as #FaroeIslands to their campaigns. Where as #FaroeIslands otherwise 

would be filled with tourist related images, the hashtag is now hijack by Sea Shepard 

supporters who’s tweets of blood-filled oceans and dramatic images, thereby turning 

the hashtag into a source from Sea Shepherds boycott campaign on Faroese tourist 

and exports industry.  

 

To use a quote from Albu and Etter’s text  

“Hashtag is so uncontrollable. If you want control, don’t turn the computer on”.   
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That is one of the challenges and possibilities with Twitter, that conversations can be 

hijacked and hashtags are an open source for anyone in interact with. It this case 

hijacked and associated with negative intentions.  

A Twitter search on the @OpGrindStop account reveals, that the account was most 

tweets during the months August and September, when protests in the Faroe Islands 

hit its peak in 2015 (appendix 10), due to a confrontation between Faroese police and 

Sea Shepard’s members (appendix 20).   

Furthermore, a hashtag analysis shows the link between how many times the hashtags 

#FaroeIslands, #Standup250 and #SeaShepherd on August 14, 2015 (appendix 10), 

shows, that hashtags has the capacity to challenge the country’s image, due to the 

unintentional use of what the hashtag originally was designed for. Hence, the hashtag 

has become a tool of contestation. This is possible due to the open authorship and 

Twitter’s mix of affordances.  

This is a major concern for the Faroe Islands, that the negative content sharing on 

Twitter is made possible by as affordance of associations. They are monitoring the 

situation closely: 

 

”Looking into the Meltwater report, you can see, that protesters use the 

#FaroeIslands hashtag, that is a problem we a very much aware of and are in a 

dialog with Visit Faroe Islands. This is a problem we take very seriously, 

because it affects the identity of our country and that is problematic” (Nolsøe). 

 

 The situation, where by 99% of twitter 

information on twitter (Meltwater report – 

appendix 14), regarding #FaroeIslands, is 

negative anti-whaling material, creates a 

liability for Visit Faroe Islands and other 

institutions, which try to put a positive spin 

on the Faroese storytelling. To have 99% 

negative content creates significant 

visibility. 

A closer look at the data on @OpGrindStop 

reveals, that Sea Shepherd uses differently compared to the average protest activist 

when it comes to the use of hashtags. Not only does the account use less graphic 

Figure	  5.4:	  Sea	  Shepherd's	  
'@OpGrindStop'	  

Total	  number	  of	  Tweets	   137	  
#Breaking	  /	  #news	   19	  
#FaroeIslands	   4	  
#SeaShepherd	   21	  
#GrindStop	   9	  
#OpGrindStop	   16	  
#StandUp250	   7	  
#SleppidGrindini	   0	  
Other	  #	   53	  
Total	   129	  
Average	  pr.	  Tweet	   0,94	  
@mentions	   56	  
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images, as discussed earlier, Sea Shepherd is also not using #FaroeIslands as 

excessively as other protest accounts do with the ‘hijack’ tactic. What also in 

noteworthy is the overall usage of hashtags – only 0,9 in average pr. Tweet, 

considering that one of the technological affordances of hashtags, is that you can 

connect with several discussions / topics simultaneously, which is considered to be 

fairly low.  

The data also suggests that Sea Shepherd is probably the main organizer and content 

creator behind the protests, but whether or not Sea Shepherd is the operator of the 

Twitterbots or activists accounts however, is difficult to estimate. However, 

considering the direct action approach the organization applies at sea, one could ask 

what would reserve Sea Shepherd to apply a more subtle approach on Twitter? 

Another reason for Sea Shepherd only using #FaroeIslands 4 times and 2 of those 

occasions were in combination with a bloody / dramatic image, could arguably be that 

they only use it when the actually have ‘image event’ or a happening which is 

newsworthy. Hence, the content would be more likely to be picked up be other 

accounts and editorial media. 

Furthermore, this also seems to be the case with the language use of the Sea Shepherd 

account. The language is more nuanced that what is seen with the general protest 

tweets. I have coded the tweets into categories, according the use of critical language. 

Here we see the largest group is ‘neutral’ tweets, which includes tweets with general 

information, campaign material/news or tweets which are categorized as random. 

While only 1 out of 10 tweets contained outraged or emotional language towards the 

Faroe Islands or other active whaling 

nation. I applied a level of ‘emotional’ 

codex indication, as research articles 

point to emotion as place of departure 

for most digital protests (Goodale and 

Black, 2010). 

The data suggests, that there is a correlation between Sea Shepherds use of bloody 

images (7), use of hashtags #FaroeIslands (4) and the use of emotional/outraged 

language (12). Other than hashtags, Sea Shepherds does also uses the @mention 

technological affordance in Twitter, to associate the Faroe Islands with specific 

companies and individuals. 

Figure:	  5.5:@OpGrindStop's	  
Language	   %	  
Positive	   5	   4	  
Neutral	   76	   55	  
Critical	   43	   31	  
Emotional	   8	   6	  
Outraged	   5	   4	  
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6.8	  Association	  by	  affiliation	  

The Sea Shepherd Organization has used different tactic in organizing the Twitter 

protests, at one point they were very direct and targeting organizations in the Islands, 

such as Visit Faroe Islands and other government institutions, future into the 

campaign they tried other tactics, where they targeted the Faroe Islands indirectly, by 

associating other industries and other links in the tourism distribution chain, such as 

the cruise industry. Here Bárður Eklund, explains how he experienced the direct 

approach: 

Every Sunday we used to get from a few hundred up to several thousands 

tweets every hour. I had to turn the sound in my phone off every Sunday. 

When they found out, that the tweet storm was like punching a pillow, they 

changed tactics and e.g. turned against the cruise industry.” (Eklund) 

 

This statement illustrates the previously discussed subject, which twitter most 

effective affordance in protest campaigns is the association and attention grabbing of 

third parties. This goes hand in hand with what Watson’s statement in the very first 

campaign, recorded by BBC in the documentary ‘Black Harvest’: 

“I think the most effective tactic that we can out into effect now is an 

economic boycott of Faroese fish products and generally Danish products" 

Paul Watson, (SPIRES, Producer and GOODMAN, Director, 1986), 

 

What this quote illustrates, that the a crucial aspect of any boycott campaign, is to be 

able to reach the relevant stakeholders, who actually are able to enforce a potential 

boycott and Twitter is a effective tool for that. By applying the ‘@’ sign, protesters 

are able to send a direct message to the companies or individuals, who they want to 

associate with (appendix 15 and 24).  

Furthermore, association can also be achieved via hashtags. Hashtags increases 

visibility for stakeholders, who might not otherwise search for the content. In this 

way, protesters can reach companies, journalists, politicians, opinion leaders etc., who 

would not notice the protests otherwise. We see examples of what hashtags protesters 

main use – hashtags such as s #Breaking #EU #BoycottDenmark etc (Appendix 26). 
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As analyzed in the previous section and seen in table xx / p xx! We see that amongst 

the top two most used hashtags from @OpGrindStop is #Breaking and #News, which 

indicates that the target group for Sea Shepherd tweets are not protests directly aimed 

at the Faroe Islands, but an attempt to generate news stories, both on Twitter, via own 

accounts and supporters as well as trying to reach editorial media. 

Furthermore, Sea Shepherd also increases visibility through the association with 

celebrities. The most recent example of this was the arrival of former Hollywood 

actress, Pamela Anderson. Her presence in the Faroe Islands, helped along with the 

associations via @mentions on Twitter (appendix 24). The use of celebrities appeals 

to the media logic of Twitter, which easier acquires wider distribution and user 

engagement.  

Sea Shepherd has since they’re early campaigns in the Faroe Islands, wanted to 

boycott the Faroe Islands, by addressing the global supply chain. And with the Web 

2.0 Sea Shepherd now has the possibility to mobilize individuals to protest and 

express their dissatisfaction. Hence, this has created a basis to pressure individual 

operators associated with the Faroe Islands. As a result, Sea Shepherd has utilized the 

affordances provided by Twitter in @ mentioning intermediaries and agents e.g. 

Costco (Boycotts Faroese farmed salmon) (appendix 15). 

”You have to understand, that the majority of the protests are not directed 

towards the Faroe Islands… it’s all about the distribution of some ugly 

images. Consequently, some Cruise operators cancelled soon after, as a direct 

result of protesters mentioning the cruise companies in their tweets” (Noelsø). 

 

To sum up, in order to run an effective boycott campaign, Sea Shepherds needs to 

address a global network of potential consumers and encourage individuals to address 

specific companies. Hence, Twitter is an effective tool, both for engaging individual 

users, targeting singular accounts. And finally, the hijacking of the #Faroeislands 

hashtag, which will produce results in the long run e.g. effect tourism. 

Furthermore, the association by hashtags and mentions allows protesters to associate 

with with editorial media and journalists, in the hope of reaching new audiences. 

Hence, this next chapter will concentrate on how both Sea Shepherd and the Faroe 

Islands are addressing editorial media. 
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5.9	  News	  travels	  between	  social	  and	  editorial	  media	  

The important role of editorial media was a significant finding in the analysis of the 

interviews, and also the different emphasize placed in different media platforms, 

where Sea Shepherd’s main focus is on Twitter, where the Faroe Islands focuses on 

editorial media. 

While they are two separate medias, they also heavily intertwined, because on Twitter 

is heavily represented by journalists, politicians and other opinion leaders (Ch. 4.3.2). 

In addition, Twitter has become a necessarily source for todays journalists. Hence, it 

makes sense for protest organizations to stress the use of Twitter, as stories are likely 

to travel between Twitter to editorial media. And there are several examples of stories 

that travel between the two media, of stories ‘breaking’ on Twitter. This being said, 

there is no doubt that the primary platform used by anti-whaling activists, is Twitter:  

“What we observe, is that mentions of the ‘grind’ is first en foremost on social 

media, the protests have not in the same way moved to traditional media. It 

(protests) is primarily on social media and primarily on Twitter” (Nolsø).   

  

The is substantial and explanatory to the fact that Sea Shepherd possesses over 60 

accounts, as discussed in headline ‘5.7.1 Twitter Campaigns’, with the media 

landscape being so closely linked that content easily moves form one platform to 

another. Consequently, Sea Shepherd has possibly a massive impact with a few 

accounts with many followers, such as @SeaSheperd) with 240.000 

@CaptPaulWatson) with 111.000 followers, as a result they are often used as a source 

in editorial media. Hence, the Faroese Foreign Office is observing these account’s: 

“There is a short gap between when Paul Watson writes something on social 

media until it ends up in one of the larger editorial media” (Nolsø). 

 

Even though the authorities are aware of these accounts significance in framing the 

issue, their aim in not to debate online, but instead observe to see if tweets lead to 

articles in editorial media, hence, focusing on providing the facts to editorial media. 

“If I remember correctly, there were two smaller splashes in editorial media 

coverage in 2014, one when Pamela Anderson was here and the other one was 

when we arrested a few activists in Sandoy. On the other hand the whole year 
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of 2015 was steady stream of media coverage” Páll Nolsøe, Communication 

Advisor, Foreign Office.  

 

Asked to what was the main difference that caused 2015 to increase dramatically in 

publicity, all interviewees agreed, and pointed to the ‘new whaling regulation’, which 

was introduced in June 2015. On June 30. Newsweek wrote an article with the 

headline “FAROE ISLAND CONSERVATIONISTS FACE TWO YEARS IN 

PRISON FOR NOT AIDING WHALE KILLINGS”. However, it was not until AFP 

(yohaoo.com, June 30, 2015) printed the article that the story went viral (appendix 19) 

“The protests have moved into editorial media to some extent. There are 

relations between social media (Twitter) and editorial media” (Nolsøe). 

 

The main reasons AFP article went viral was because of the specific references to the 

new whaling regulation. 

“Visitors who fail to report sightings are now subject to fines of up to $3,550, 

and two years in jail. The law also increases penalties for trying to interfere 

with the grindadráp (Yahoo, July 30. 2015) 

 

Although the new regulations were not intended, the law provided Sea Shepherd and 

foreign media the opportunity to expand the debate from merely act on animal rights 

also to act on human rights. The subject as at whole, possible prison sentence, high 

fines for an ‘innocent crime’ and arguably breach of human rights referred strongly to 

the general ‘media logic’, which again facilitated the distribution of the article. As one 

observer commented:   

“Everything changed in 2015 with the introduction of the new whaling 

regulation... And then it (story) exploded (went viral). It wasn’t just a 100% 

more coverage then normal it was over 1.000% more media coverage, and our 

data only overs articles in English. The Faroe Islands were a trending word on 

Google in that period” (Eklund) 

 

This episode contains several of the previous covered subjects in one single event. 

The efforts of Sea Shepherd to apply the right images and language, when there 

actually is an ‘image event’. Sea Shepherds framed the story to break trough in 
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editorial media, the story appealed to social media logic, invited to used interaction 

and as a result, distribution ‘exploded’. 

“The Faroe Islands shoot themselves in the foot with this new law - If there is 

something, which is in Faroese interests then it is. that the content of the 

debate becomes as narrow as possible and gets as limited space in the main-

stream media as possible” (Ólavson). 

 

What this episode further did, was illustrate the importance of main stream editorial 

media, a subject that Nolsøe touched upon. Hence, his focus has been, to keep the 

movement from spreading, and elaborated, that their media strategy is based on the 

assumption, that there are a small group of eco-extremists (Sea Shepherd), which are 

impossible to influence. However, outside of this core is a relative large group, which 

could be influenced (by anti-whaling protests) and where the whaling protests could 

increase. Hence, the idea is to prevent the protest form spreading. 

“Our strategy is therefore oriented towards those who might be influenced. 

Firstly, we focus on our website www.whaling.fo. Secondly, we focus on 

traditional media (editorial media)” (Nolsøe) 

 
His view does have support in the data as discussed in chapter 6.3, the continuous 

protests are mostly consists of non-personal activists accents, and between them a 

them also a few Twitterbots, who tweet (using #FaroeIslands) as much as 14 times a 

day e.g. @TajiBarbie / #opkillingbay. 

As shown in illustration 4 (CH 5,1), tweets posted from 5. To 28. Aug. came from 

2.189 users – 4,25 tweets pr. user. A closer look at the data shows that 1.276 tweets 

came from 10 of the most active users, or around 20% of all content (appendix 1) 

Furthermore, the data also give the insight that from the top 10 users, is @JuneStoyer, 

who operates 14 accounts (appendix 4). Therefore, if these numbers are 

representative, one could argue, that the protests are based on a small core of activists, 

and hence, it is therefore important to aim for a virality and the association with 

editorial media, in order to spread the protests from only including animal and 

environmental activists, to also become a global populist concern. 
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Sub-‐conclusion	  
Answering sub question 3: How has Sea Shepherd used Twitter features, such as 

hashtags and mentions and to what extent has this usage associated the Faroe Islands 

and whaling in a global context? 

 

Back to when Sea Shepherd started their protests in the Faroe Islands, in 1986. The 

possibility the reach transnational stakeholders, which would be able to enforce or 

impose a threat of a potential boycott, were difficult. 

Consequently, the affordances provided by Twitter have become an important factor 

in Sea Shepherds campaign to associate the Faroe Islands with the global community. 

Results from the analysis show, that the protests are widely using the hashtag 

#FaroeIslands, to such an extent, that it no longer serves positive tool for the Faroe 

Islands, but a long term identity challenge. Sea Shepherd also uses the hashtags #EU, 

#Denmark, and #Breaking to associate with the translational stakeholders. 

Sea Shepherd has further used mentions (@) to associate the Faroe Islands with 

transnational stakeholders operating with or in the Faroe Islands. This effort has not 

been part of a specific campaign, but rather a part of the overall campaign to boycott 

the Faroe Islands – and with some success, the examples brought in the paper include 

Adidas, AIDA cruises and Costco etc. 

  

This particular use of Twitter is in line with what Sean Aday (2010) states, who 

concludes that protests impact from Twitter is extremely modest at best, despite its 

prominence in driving external attention to the conflict (Aday, etl.el. 2010). Hence, 

the emphasis is not the power of Twitter itself, but rather using the affordance of 

association to spread the attention to third party actors how might have the leverage to 

actually pressure for policy change in the Faroe Islands. Furthermore, Aday also 

states, that the main beneficiaries form Twitter, is mainstream media itself; not 

ordinary citizens (Aday, et.el, 2010). 

A significant result from the analysis, is the importance both sides place in editorial 

media. For the Faroe Islands, the reason is to keep the protests as simple and factual 

as possible, to keep them from spreading into a larger audience (network) and for Sea 

Shepherd, the aim is to make the protests more mainstream, through a viral effect 

appeal to a larger global audience, increase visibility and spread the boycott 

campaign. 
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Chapter	  6	  -‐	  Conclusion	  
	  
The previous chapter presented the findings from the interviews and content analysis 

of tweets in answering the research questions. In this chapter I will again move from 

the specific and focus on how the theory relates to the data material across theory, 

case and findings.  

 

6.1	  Results	  
After analyzing interviews with stakeholders in the Faroe Islands and a content 

analysis of two sets of tweets, I find it relevant to discuss two main topics. First of all 

how Twitter technology relates to the meta-process of mediatization, and secondly 

how affordances related to the association a local issue in a global context. Before 

moving further, I have to acknowledge, that this is a simplification of concepts, since 

the theories are highly interconnected and the results overlap between the categories, 

however this choice is made to facilitate the readability of the research. 

 

6.1.1	  Twitter	  and	  mediatization	  
 

Sea Shepherd was ‘born-global’, as a movement based upon mediatization, meaning 

that the protests are rarely aimed at the stakeholder’s physical present, but rather 

aimed at the globalized public, mediated by the distribution of images. Often trough 

own communication channels and often in the hopes that these ‘image events’ will 

achieve a viral effect and thereby travel to other media platforms with the help of 

editorial media. Mediatization is not a conceptualized theory, but rather a notion, 

which is under constant development and can be observed in almost every area of 

society and social life. Thus the mediatization meta-process can be applied as a set of 

glasses to view the development of Sea Shepherd, and observe how old ideas and 

tactics have been translated into new technology and social media. 

Hence, the incorporation of new technology and Twitter in digital campaign makes 

good sense when reaching a global audience, having in mind that Sea Shepherd 

overreaching goal is to stop Faroese whaling, and the ultimate weapon is an economic 

boycott. Consequently, the ones upholding a global boycott, is not Sea Shepherd, but 

rather the global consumer. Hence, the indispensible reason for Sea Shepherds 
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success, is that through digital media, the global citizen can interact with like-minded 

individuals across boarders in organizing and protest concerning issues of common 

global interests. 

Moreover, it is in this interaction of mediated opinions and beliefs where reality is 

constructed. Even greater in the case of the Faroe Islands where a continual protest is 

dominating in defining the digital identity of a small nation. Thereby, Sea Shepherd is 

filtering their physical presence in a local area into the intangible spaces of the global 

media sphere, which highlights the complex connection between physical and 

mediated protest. In use Robertson’s glocalization concept, we can argue that Sea 

Shepherd is opposing whaling on a global level but the battles are fought on a local 

level, by drawing the local out into the global space. Furthermore, the images used are 

kept in a local context, with the open water and nature, again to appeal to the common 

global interest to preserve the global environment.  

 

6.1.2	  Affordances	  and	  globalism	  
 

By applying the affordances offered by Twitter, the Faroe Islands drawn into the 

globalized context. Especially through the affordance of ‘association’ the Faroe 

Islands are connected with the global community by associating via hashtags, 

mentions and images. There are mainly three important factors: 

 

1. Hijacking the hashtag #FaroeIslands 

2. The use of dramatic/bloody images 

3. Association with editorial media 

 

The extensive use of the hashtag #FaroeIslands by activists has created a challenge for 

the Faroe Islands on several fronts. Firstly, since 99% of all tweets are negative, it 

currently remains a liability for the countries digital image. Secondly, there is a 

concern that Google will incorporate content from social media in their SEO system, 

which would be damaging for the Faroe Islands, since the anti-whaling protest are 

first and foremost on Twitter. A challenge, which would further expand the negative 

content and make it more visible and persistent (retrievable) in the global context.  
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However, until now the global village introduced by McLuhan (1966), might not be 

as global as one might think (appendix 21), since we do not posses a ‘mass media’ 

anymore, but rather a defragmented media landscape, which is no longer grouped by 

countries or regions, but instead transnational groups with similar demographic, 

interest etc. Where content stays within certain regions and networks (see CH. 5.1). 

 

While Sea Shepherd organizes a global protest campaign and portrays a one-sided 

view of the whale slaughter in the Faroe Islands, they mind find, that the reaching the 

global public and potential mediatization process is limited by the applied technology 

as well as the defragmentation of social network, meaning that even if the technology 

offers the possibility of globality, the reality is that the protests are transnational at 

best, since the content remain within the realm of like-minded networks and with the 

limits of the mediatization process.  

Hence, the organizations are dependent upon the influence of content-sharing and 

user interaction to drive the distribution in social networks, leading to a necessity for 

content to go viral or content to get picked up by editorial media who can distribute 

the content outside the realm of like-minded networks.   

Since the vast majority of Twitter content does not get widely distributed, we have 

seen examples, and data suggest that Sea Shepherd organizes its Twitter content 

around association through hashtags, mentions and most significantly images (image 

events), which appeal to the social media logic. 

 

6.1.3	  A	  reason	  for	  concern	  
	  
Throughout the research there have been presented concerns and challenges, for both 

Sea Shepherd and the Faroe Islands. 

For Sea Shepherd, Twitter presents new opportunities, which they did not previously 

posses. The ability to address stakeholders both directly and indirectly by applying the 

affordances of Twitter, and the strength of user engagement and global trends has 

made people aware of local issues. However, despite the success of drawing global 

attention to this local issue, the high tweet statistics needs to be taken with some 

caution, because of two reasons. Firstly, the high number of tweets is synthetic, due to 

computer-generated tweets and by non-personal activist, and the actual effects of this 

clicktivism protests is difficult to assess, as they are not	   transparent. The second 
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concern is that even though Twitter possesses global potential, it is limited to the 

technology and demographic of Twitters users at the same time, and the affordances 

are likewise limited to spread outside the network. Hence, the protests become 

depended upon the creating content, which has the potential to travel from twitter to 

other media platforms. 

That being said, the Faroe Islands need to be aware and not underestimate the 

potential of the protests. There are primarily two major concerns needed to take into 

considerations. Firstly, that the hijacking of the hashtag #FaroeIslands is key concern, 

maybe not a pressing threat but in the long run the situation will challenge the digital 

identity of the country. The second concern is that Google is gradually incorporating 

social media content into their SEO algorithm, and if and when this happens, will 

possess a liability, especially for the tourism industry. 
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6.2	  Conclusion	  
 

This paper has sought to answered the research questions: 

How does the anti-whaling protests use Twitter to make a local practice an 

issue of pressing global concern? Exemplified with the case of Sea Shepherd 

and the Faroe Islands. 

 

To structure the answer I will answer the three sub questions, which support the 

answering of the main question. 

 

The mediatized protest 

I have argued that the establishment of Sea Shepherd was build around media 

technology, the increasingly compressing of ‘time and space’, as well as the gradual 

molding of a global identity.  

The world  has become increasingly smaller due to the mediatization and 

globalization meta-process, a development which has paved the way for global 

environmental- and animal-protecting organizations like Sea Shepherd. New 

technology has strengthen Sea Shepherd and provided new opportunities to connect 

the protest into a global context and Twitter. However, results show that 

mediatization is not a universal process, and not all countries experience the same 

level of connectedness to the global public sphere. The data further shows these 

tendencies in the spread of the Twitter protests. 

The protest against the Faroe Islands is further characterized by a high degree of 

automated twitter content and non-personal activist accounts. These accounts and Sea 

Shepherds use of applications, such as Thunderclap, to increased visibility. 

Nevertheless, these activist accounts produce a large amount of protests content, 

content which Google is working to incorporate into its SEO algorithm. An issue that 

would increase the anti-whaling protests visibility and persistence of the protests. 

 

Images	  and	  media	  logic	  
The research shows, that the use of images is central to the anti-whaling protests and 

images are the driving force behind the Twitter campaign. Use of images appeal 

heavily to the  social media logic, which uses with drama, blood, and conflict to 

achieve user interaction, which again drives the distribution of online content. 



Page	  83	  
	  

The results from the content analysis of the hashtag #FaroeIslands reveals, that 92% 

of the images tweeted contained bloody and/or dramatic images, while the official Sea 

Shepherd accounts use of images only contained 17% of bloody and/or dramatic. 

A reason to the explanation as to this difference in Twitter practice is, that that Sea 
Shepherd focus is the media logic of editorial media, where editorial media is more 

likely to use the content where there has actually occurs a ‘image event’, which is 

newsworthy.  As	   Paul	   Watson	   states:	   “It requires high drama to make whaling 

newsworthy”.  The reason for focusing in editorial media, is to ensure that the content 

does not stay within networks of likeminded people, but is distributed more widely, in 

hopes that the protest would grow. 

 

Association	  in	  a	  global	  context	  
 

Affordances, provided by Twitter, have provided new options in Sea Shepherds 

campaign to associate the Faroe Islands with the global community. 

Results from the analysis show, that the protests are widely using the hashtag 

#FaroeIslands, to such an extent, that it currently serves as an identity issue. However, 

the official Sea Shepherd account does not use #FaroeIslands as extensive, thus, the 

data suggests a correlation between Sea Shepherds use of bloody images, use of 

hashtags #FaroeIslands, and the use of emotional/outraged language. Which primary 

function is to achieve a viral effect on Twitter and appeal to editorial media. Sea 

Shepherd has further used mentions ‘@’ to associate the Faroe Islands with 

transnational stakeholders operating with or in the Faroe Islands, e.g. Costco and 

AIDA Cruises. Examples of hashtags used to associate the Faroe Islands in a global 

context are #EU, #Denmark and #BreakingNews / #News. 

A significant result from the analysis is the importance both sides place in editorial 

media. For the Faroe Islands, the motive is to keep the protests from spreading into a 

larger audience (network) and for Sea Shepherd, the aim is to make the protests more 

mainstream, through a viral effect reach a larger global audience. 

 

Answering	  the	  main	  research	  question:	  

I	  would	  conclude	  that	  twitter	  has	  provided	  Sea	  Shepherd	  with	  additional	  tools	  in	  

the	  mediatization	   of	   the	   anti-‐whaling	   protests,	   where	   Sea	   Shepherd	   is	   able	   to	  

appeal	  to	  citizens	  and	  other	  stakeholders	  in	  the	  globalized	  community	  and	  trough 
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the platform of Twitter, to portray a local issue as a concern for the global public. I 

further conclude that Sea Shepherd has through the use of hashtags, mentions and the 

use of images managed to apply the affordances of association ,offered by Twitter, in 

relation to the Faroe Islands. Thereby constructed a digital reality of a local practice 

as pressing global concern, in which it is the moral responsibility of the global citizen 

to act.. Hence, in Twitter, Sea Shepherd is  able to connect to multiple layers of 

communication, to address several actors at the same time. On this background, 

Twitter has shed a bright global light on the whaling practice in the Faroe Islands,. A 

few companies have already acted and cancelled their operations in the Faroe Islands, 

thus, one can only speculate about the full potential of Twitter protests. 

 

6.3	  Future	  research	  
 

Taken into account, that although new communication technology has global 

potential, that the produced content primarily circulates within transnational networks 

of like-minded individuals.  

Castells network theory could shed some light upon what Sea Shepherds networks 

look like, and answer the question, how global is the anti-whaling protest? 

Considering that the constant introduction of new media and the defragmentation of 

the media landscape, is has become vital for Sea Shepherd to produce content, that 

can break the network barrier, and create content that can travel across platforms and 

across the media landscape. Hence, it could be interesting to research how examine 

how to best address this issue and make whaling newsworthy.  

Another option is to examine the two different strategies, between the constant 

ongoing protest by anonym accounts and Sea Shepherds accounts. What is the effect 

of the clicktivism approach by activist accounts? And does it affect the legitimacy of 

Sea Shepherd protests? 
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Appendix:	  
	  
Appendix:	  1–	  Top	  10	  users	  #FaroeIslands	  5.	  -‐	  20.	  Aug.	  
www.followthehashtag.com	  	  

Top	  10	  users	  #FaroeIslands	  5.	  -‐	  20.	  Aug	  
Corina	  H@CorinaRK	   	  	   	  	  
FOLLOWING FOLLOWERS FAVORITES REPEATS 

1.492 1.717 4.330 318 
#OpKillingBay@TaijiBarbie	   	  	   	  	  
FOLLOWING FOLLOWERS FAVORITES REPEATS 

1.695 1.853 193 299 
ANTI	  THREE	  OFFICIAL@orcasome	   	  	  
FOLLOWING FOLLOWERS FAVORITES REPEATS 

88 112 3 143 
angel2flyagain.@angelflysagain	   	  	  
FOLLOWING FOLLOWERS FAVORITES REPEATS 

1.670 1.789 9.108 116 
Lotta	  Continua@nordstjarna	   	  	  
FOLLOWING FOLLOWERS FAVORITES REPEATS 

1.445 1.488 1.345 89 
Orca@orca_waves	   	  	   	  	  
FOLLOWING FOLLOWERS FAVORITES REPEATS 

4.978 4.249 33.353 66 
June	  Stoyer@JuneStoyer	   	  	   	  	  
FOLLOWING FOLLOWERS FAVORITES REPEATS 

41.638 75.919 26.149 63 
Vegan	  View@VeganView	   	  	   	  	  
FOLLOWING FOLLOWERS FAVORITES REPEATS 

288 316 64 61 
TheAnimalsView@TheAnimalsView	   	  	  
FOLLOWING FOLLOWERS FAVORITES REPEATS 

177 208 8 61 
VeganTalkShow@VeganTalkShow	   	  	  
FOLLOWING FOLLOWERS FAVORITES REPEATS 

554 209 3 60 
Total	  repeats	   	  	   	  	   1276	  
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Appendix	  2:	  	  8	  Twitterbots	  amongst	  top	  100	  users	  August	  11.	  And	  12.	  2016	  
	  

	  
	  

	  
Appendix	  3:	  6	  of	  30+	  accunts	  associated	  with	  #opkillingbay	  
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Appendix	  4	  –	  @Junestoyer	  Twitter	  profile	  

	  	  
	  
	  
Appendix	  5:	  June	  Stoyers	  14	  Twitter	  accounts.	  

*	  June	  Stoyer’s	  accounts	  are	  marked	  with	  light	  blue	  color.	  	  
	  
	  
	  
	  
	  



Page	  96	  
	  

	  
Appendix:	  6	  -‐	  Facebook	  conversation	  between	  me	  and	  June	  Stoyer	  

	  
14. JUNI 13.33.44 
Hi June! I wrote to you a few weeks back, concerning a request to do a interview 
regarding the 'whaling protests against the Faroe Islands' - Would that be possible to do a 
short skype interview ? It is for my academic degree at the Copenhagen Business School, 
I am writing my masters thesis on this issue. 

Hope you'll consider speaking to me. Best regards John Mortensen 
14. JUNI 17.01.21 

They accepted your request. 
Hi, John! I am sorry I haven't had a chance to reach back out to you. I am trying to raise 
money to keep the show going 
i am very careful as to who I accept donations from 

and have had offers from big companies but I wont take money from them because of what they 
represent 
i will get back to you. it takes about 20 hours to process one interview. it is a lot of work. 
I'm sorry but I think you have misunderstood my intentions. Let me clear up what I meant: My 
thoughts were to do an interview with you, which I can use in my dissertation paper at the University 
of Copenhagen. My paper is about the 'Use of Twitter as a advocacy tool' (for activists/protesters to 
influence an issue, in this case the Sea Shepherd organization trying to stop whaling in the Faroe 
Islands. You have from your different twitter profiles tweet and RT their campaigns, and that is what I 
am interested in. Question such as: Your views on Twitter as a tool of influence Sea Shepherds 
campaign in general The rhetoric used in campaigning for animal welfare (moral issue) Technological 

affordances of twitter 
ah 
i thought you wanted to be on my show to discuss your research 
i understand 

i have to record an interview in 30 min 
but will be free this afternoon if you want to talk 
let me know 
my skype is: theorganicview 
or we can do facetime 
i have a LOT to tell you 
i think it will shock you how nasty social media can be 
it is something i talk about all the time 
let me know what you want to do. i need to prepare for my interview. 
actually 
my interview is at 3pm 
so i can talk now if you wish 
let me know 
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Appendix	  7:	  Sea	  Shepherd	  targeting	  Adidas	  
	  
	  

	  
	  

	  
	  

Appendix	  8:	  	  Demonstrations	  outside	  Danish	  embassies	  Aug.	  14,	  2015	  
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Appendix	  11:	  1500	  Tweets	  posted	  Aug	  10,	  -‐	  Aug	  11,	  2016	  

	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  

	  
	  
	   	  

Appendix	  9:	  Tweets	  from	  April	  6,	  2015	  –	  May	  6,	  2015	  
	  

Appendix	  10:	  Tweets	  from	  July	  24,	  2015	  –	  August	  23,	  2015	  
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Appendix	  12:	  Twitter	  demographic	  
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Appendix:	  13:	  Watson’s	  targets	  Adidas	  	  
	  

Appendix	  14:	  Word	  cloud	  –	  source:	  Meltwater	  
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Appendix	  15:	  Sea	  Shepherd	  targets	  wholesale	  chain	  -‐	  Costco	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
Appendix	  16:	  	  EIA	  first	  footage	  of	  Faroese	  whaling	  in	  1984	  
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Appendix	  17:	  Ricky	  Gervais	  tweet	  received	  15.800	  retweets	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
Appendix	  18:	  	  Overview	  of	  Twitters	  most	  active	  users	  
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Appendix	  19:	  News	  headlines	  “Faroe	  Islands”	  I	  media	  
	  
	  
	  
	  

Appendix	  20:	  Sea	  Shepherd	  –	  Crew	  Arrested	  	  -‐	  twitter	  content	  
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Appendix	  21:	  Three	  maps	  showing	  tweets	  geographical	  location	  	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  

	  
Map	  1:	  geo.	  Location	  ‘Faroe	  Islands’	  from	  Nov	  1,	  2014	  to	  Oct.	  31,	  2015	  
source:	  Meltwater	  raport	  –	  Faroe	  Islands	  foreign	  Office.	  
	  

	  
Map	  2:	  Geo-‐location	  for	  #FaroeIslands	  –	  From	  Aug	  2.	  -‐	  	  Aug	  10.	  2016.	  
Source:	  www.tweetchup.com	  	  
	  
Map	  3:	  1.500	  Tweets,	  #FaroeIslands,	  Aug.	  10	  –	  Aug	  11.	  2016.	  
www.followthehashtag.com	  	  
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Appendix:	  22.	  Twitter	  Interview	  with	  Paul	  Millard,	  Sea	  Shepherd	  

 
Paul Millard - @SeaShepherdPaul 
 
Me: Hi Paul! My name is John, i'm a student at Copenhagen Business School. 
Right now i'm doing a study on Twitter, and how it works as at tool for activists 
and protesters. I'm looking into the campaign of Sea Shepherd and the Faroe 

Islands, and I was hoping I could do a short interview with you, about Twitter in gereral, as campaining 
tool and if what your thoughts are on Sea Shepherds twitter campaings over the last three years. Hope 
you'll considder it. If you want to know more about me, you can check my profile on linkedin: 
https://www.linkedin.com/in/john-mortensen-59928a48?trk=nav_responsive_tab_profile_pic … https://www.facebook.com/mortensen123  Looking forward to hearing from 
you :)	  
Aug 14 
	  
 
Simply Social Media is a Very Important And Powerful Tool, Twitter more so than Facebook, Within 
Seconds We Can Publish Images, Video & Information & Spread This Material Both Informative & 
Educational To Countless Number Of People Around The World, I've Been Doing This For Sea 
Shepherd Since 2012 & Watching How A World Become Aware Of Places Like Taiji & Faroe Island 
Cetacean Slaughters To The Japanese illegal Whaling In The Southern Ocean Whale Sanctuary, It's 
brought About An Awakening Of Conscientiousness, Take When Cecil The Lion Was Killed How Fast 
Nations Of People Rose Up Against Such Ignorance. Facebook Is Great I Have One Called The Oceans 
Matter, But I Reach & Get More Response From Twitter, That's Really All I Can Think To Tell You If 
That Helps ? 
Aug 27 
 
Thanks for answering! Maybe you can help me to understand one more thing. Is there any relation 
between Sea Shepherd and other activists accounts, because when I follow the hashtag #FaroeIslands 
for example, the vast majority of tweet come from 'non-personal' accounts. Do these accounts have 
any relation to Sea Shepherd ? For exampel: @OpKillingbay (with around 30+ accounts) Anonymous - 
@h0t_p0ppy and hundreds of similar accounts. If possible, please answers as soon as possible, I have 
a deadline early next week. :) Thanks 
Sep 2 
	  
 
No those are individual Animal Rights Advocates, both of those are Anonymous accts. so I don't even 
know if they are Shepherds. #FaroeIslands is a hashtag we created but anyone is free to use it, Both of 
them follow Sea Shepherd but tweet for their own causes. 
Sep 2 
 
thanks... well, thats interesting. Is it OK if I ask you a few additional questions? I have currently written 
a 80 page thesis about Twitter campaigns, including a couple of Sea Shepherds campaigns. And I just 
want to confirm or refute some of my data or statements. would that be ok ? It would be a tremendous 
help :) Best regards John 
Sep 2 
 
Yes sure ask away 
Sep 2 
Thanks. I appreciate it! 1. First of all, who are you, what is your function and relation to Sea Shepherd? 
2. When using hashtag #FaroeIslands, what additional hashtags do you usually use in the same tweet, 
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and why? 3. What effect do you think these 'activists accounts' have on the general protest against the 
Faroe Islands? 3.1. Does their activity support or undermine Sea Shepherd's campaigns? 4. Regarding 
the activist accounts. Why do you think they use Twitter differently from Sea Shepherds official 
accounts ? e.g. more aggressive, more 'spam' like ? ... I think that's it for now :) If I'm unclear in my 
questions in any way, just say so. And if these are 
Sep 2 
... and again, I don't know your role/job for Sea Shepherd, so if you haven't given this things any 
thought - no worries. 
Sep 2 
1) I am an on-shore member of Sea Shepherd Conservation Society Direct Action Crew. I work social 
media tweeting/Posting updates on ongoing Operations and educational/Informational media etc 2) 
Additional hash tags could be #OpBloodyFjords or #GrindStop 3) Collectively all activists add to the 
positive effect on our causes because there is strength in numbers because every tweet tweeted by a 
follower gets tweeted by their followers so the numbers only increase which is how things go viral.. 
what can set us back a bit are what we call Troll accounts, some are there because they like to cause 
trouble, some are there because they are paid to cause trouble, with disinformation to outright lies, 
muddy the waters so to speak 4) Sea Shepherd is primarily a non violent/ non racist Movement, so our 
tweets reflect our beliefs, Outside activist aren't held to our standards, they follow their own, 
sometimes that includes threats and hate speech, when we can we try and get them to tone it down or 
at least clarify that SS doesn't condone such behavior. .... I hope this helps  
Sep 2 
yeah, helps me understand the campaign from another view, not just observing the tweets etc. Reg. 
question 2: what I was thinking was, what other hashtags you normally use, besides #SeaShepherd. 
But rather hashtags, which could help to raise outside attention. I have seen examples of #EU, 
#Denmark etc. Can you elaborate a little more... What hashtags could be usede, in what senario and 
why ? ... again, thanks for your time. 
Sep 2 
	  
 
Other tags I use is #InTheNews #IUUNews #BP #EU #SeaWorld #CaptivityKills #EmptyTheTanks 
#TheOceansMatter #FightForTheBight #Australia #UN #Tweet4Taiji #SaveNatureNow etc 
Sep 2 
 
So just to clarify, which ones do you use in combination with FaroeIslands, InTheNews, EU 
SaveNatureNow. Is there a general strategy of that hashtags to use? of are these hashtags 
seashepherds supporters follow? what is the thought behind it. 
Sep 2 
 
With #FaroeIslands I use either #OpBloodyFjords or #GrindStop those two are directly linked to Faroe 
Islands also #Grindadrap 
Sep 2 
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Appendix	  23:	  Thunderclap	  and	  tweet	  storms	  	  
	  
	  	   	  

	  
https://www.thunderclap.it/projects/20141-‐faroe-‐islands-‐tweet-‐storm	  	  
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Appendix	  24:	  Pamela	  Anderson	  in	  the	  Faroe	  Islands
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Appendix	  25:	  	  Associations	  with	  #GrindStop	  	  

	  
	  
Appendix	  26:	  Associations	  with	  #FaroeIslands	  

	  


