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Resumen

El entorno digital ha propiciado que los servicios méviles de mensajeria instantanea se
utilicen como un nuevo canal para la comunicacién de los partidos politicos. Estos se han
convertido en herramientas para difundir informacion de forma mas directa dado el
entorno privado que los caracteriza. De esta forma, los partidos se evitan cualquier tipo
de censura o encuadres ideologizados por parte de los medios y se blindan de posibles
analisis en profundidad, debates y criticas. Entre estas plataformas, Telegram esta
irrumpiendo con fuerza en el ambito de la comunicacion politica. Se trata de un servicio
de programacion libre y de caracter gratuito que ha experimentado un reciente auge en
el contexto geografico espafiol motivado, en parte, por el bloqueo de WhatsApp a los
partidos en 2019 en el envio de mensajeria masiva en campafia electoral.

El objetivo general de esta tesis por compendio de publicaciones es conocer el uso
politico de Telegram en campaiia electoral en un contexto nacional. A través de las
caracteristicas de los mensajes emitidos en Telegram por los partidos espafioles se
pretende determinar qué funciones utilizan, qué temas priorizan y qué recursos
multimedia explotan con mayor frecuencia en esta plataforma en su uso como
herramienta de comunicacion electoral. Para ello se opta por un estudio descriptivo con
finalidad exploratoria y se aplica un analisis de contenido cuantitativo sobre 2.187
mensajes publicados por los principales partidos espafoles en sus canales de Telegram
en tres campafas electorales distintas: elecciones nacionales de noviembre de 2019,
elecciones al Parlamento catalan de febrero de 2021 y elecciones a la Comunidad de
Madrid de mayo de 2021.

Los resultados muestran que los partidos emplean Telegram en la campaia electoral de
forma unidireccional, como altavoz de campafia de otras redes sociales, como tablén de
anuncios para autopromocionar su campana electoral, como instrumento movilizador
para pedir el voto y como espacio para desarrollar la campafia negativa a través de la
critica al adversario. Asimismo, se observa un elevado nivel de fragmentacion de la
agenda politica, la ausencia de personalizacion y un rol referente de los medios de
comunicacion convencionales en el discurso de los partidos en Telegram. Otro de los
hallazgos relevantes destaca el uso de recursos visuales y elementos multimedia
innovadores para complementar al texto en Telegram. Por ultimo, el estudio ha
demostrado que el uso politico de Telegram estd condicionado por factores como la
ideologia, la trayectoria y la posicion en el eje gobierno/oposicion de cada partido.

Palabras clave: comunicacién politica, servicios mdviles de mensajeria instantdnea,
Telegram, partidos politicos, campafa electoral, Espafia






Abstract

The digital environment has enabled mobile instant messaging services to be used as a
new channel for the communication of political parties. Such channels have become
tools for disseminating information in a more direct way given the private environment
which characterizes them. In this way, the parties avoid any kind of censorship or
ideological framing by the media and shield themselves from possible in-depth analysis,
debates and criticism. Among these platforms, Telegram is bursting into the realm of
political communication. It is a free of charge and free programming service that has
experienced a recent boom in the Spanish geographical context, partialy motivated by
the blocking of WhatsApp to parties in 2019 for sending mass messages during election
campaigns.

The general objective of this thesis by compendium of publications is to understand the
political use of Telegram during electoral campaign in a national context. Through the
characteristics of the messages broadcast on Telegram by the Spanish parties, the aim
is to determine which functions they use, which themes they prioritize and which
multimedia resources they most frequently exploit on this platform in their use as an
electoral communication tool. For such purpose, we opt for a descriptive study with an
exploratory purpose and apply a quantitative content analysis of 2,187 messages
published by the main Spanish parties on their Telegram channels in three different
electoral campaigns: national elections in November 2019, elections to the Catalan
Parliament in February 2021 and elections to the Community of Madrid in May 2021.

The obtained results show that the parties use Telegram in the electoral campaign in a
unidirectional way, as a campaign speaker for other social networks, as a bulletin board
to self-promote their electoral campaign, as a mobilizing tool to ask for the vote and as
a space to develop the negative campaign through criticism of the adversary. There is
also a high level of fragmentation of the political agenda, a lack of personalization and a
referential role of the conventional media in the speech of the parties on Telegram.
Another relevant finding highlights the use of visual resources and innovative
multimedia elements to complement the text on Telegram. Finally, the study has shown
that the political use of Telegram is conditioned by factors such as ideology, trajectory
and position in the government/opposition axis of each party.

Keywords: political communication, mobile instant messaging services, Telegram,
political parties, electoral campaign, Spain
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1.1. Contextualizacion de la tesis doctoral

Comunicaciéon y politica han sido tradicionalmente dos ambitos estrechamente
relacionados debido a una necesidad mutua, una dependencia que Gans (1979) define
como una relacién amor-odio que les condena a entenderse. Los medios de
comunicacion necesitan a los politicos como fuente de informacidn para su trabajo (Van-
Aelst et al., 2008; Casero-Ripollés y Lépez-Rabadan, 2017), y los politicos, por su parte,
han de recurrir a los medios de comunicacidn para difundir sus propuestas entre los
votantes (Von-Beyme y Alborés, 1995). La relacion que se genera entre ambos es, por
tanto, altamente relevante porque contribuye a configurar los contenidos que

conforman el debate publico (Sampedro, 2000).

En este escenario, ambos protagonistas tratan de condicionar al otro en el desempeiio
de sus intereses (Casero-Ripollés, 2009). La politica utiliza la comunicacién como una
herramienta para influir y condicionar la opinidn de la ciudadania, los cuales cuentan
con un margen limitado para participar en el debate publico. Es por este motivo que,
tradicionalmente, las élites politicas han pretendido controlar los principales medios de
comunicacion con el propdsito de obtener un mejor cobertura mediatica de sus
iniciativas y, asi, construir una realidad social y politica mas acorde a sus propios criterios
e intereses (Casero-Ripollés, 2009). Es por ello por lo que estos se han tenido que
adaptar a la légica impuesta por los medios de comunicacién. Al convertirse en el
espacio preferente para la representacién de la politica, son cruciales para condicionar
todos los dmbitos de la esfera social (Hepp, 2013; Hjarvard, 2013). Si los actores politicos
guieren transmitir sus mensajes de forma efectiva, han de adecuarlos al lenguaje y los
formatos propios de los medios (Hjarvard, 2008). Es lo que autores como Mazzoleni y
Schulz (1999) han denominado mediatizacion de la politica, fendmeno que potencia la
personalizacién y la humanizacion de ésta (Dader, 1990; Billig, 2003; Rodriguez-Virgili,

Jandura y Rebolledo-de-la-Calle, 2014; Bentivegna, 2012).

Con todo, la comunicacidén politica se ha regido tradicionalmente por una estructura de

jerarquia unidireccional monopolizada por los actores politicos y los medios de
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comunicacion tradicionales (Marcos-Garcia, 2018). El papel que se le otorgaba a la
ciudadania era secundario y estos tenian escasa capacidad participativa en las decisiones
politicas, de forma que los medios masivos eran la principal fuente informativa
(Stromback, 2008). Estos tenian un rol preeminente a la hora de construir la realidad
politica e influir en la creacién de la opinién publica. Pero este escenario ha cambiado
desde la llegada y el fuerte impacto de Internet en la década de los 90, asistiendo a una
profunda transformacién de las estructuras y rutinas comunicativas, también en el

ambito politico (Casero-Ripollés, 2007).
1.1.1. La reconfiguracién de la comunicacion politica en la era digital

Si bien la relacién entre Internet y la actuacidn politica ya existia antes de la eclosion de
la llamada web 2.0 con los blogs como herramienta de propaganda entre los politicos
(Mancera y Pano-Alaman, 2013), ha sido la irrupcién de esta durante la segunda mitad
del siglo XX la que ha dado paso a la llamada etapa postmoderna de la comunicacion
politica (Norris, 2010). El auge de la sociedad en red ha llevado al desarrollo de Ila
democracia 2.0 articulada en base a dos ejes: la transversalidad y la receptividad
(Caldevilla-Dominguez, 2009). Internet se ha introducido en el espacio mediatico como
una nueva herramienta y forma de interactividad que ha propiciado un modelo de
comunicacion circular en el que todos los sujetos, tanto actores politicos y ciudadania,
pueden producir y difundir de forma auténoma cualquier contenido (Chadwick, 2013).
De hecho, algunos autores sefialan que la economia digital en la que vivimos
actualmente depende totalmente de la participacidn del publico para poder prosperar

(Dragomir, 2021).

La web 2.0 se ha erigido, segun Castells (2009), como una nueva forma de comunicar de
forma interactiva, con capacidad de enviar mensajes de muchos a muchos, en tiempo
real o en un momento concreto. Los avances tecnoldgicos han modificado la verticalidad
y la rigidez del sistema comunicativo hacia un nuevo espacio de expresidn y transmision
de ideas mucho mas competitivo y descentralizado (Heinrich, 2010; Mathieu, 2015). Por

lo que refiere a los partidos politicos, Internet les ha permitido informar sobre el
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desarrollo de su campaia, transmitir mensajes politicos, movilizar a su electorado y
mantener un contacto mas personalizado y cercano con este (Golbeck, Grimes y Rogers,
2010; Lilleker, Tenscher y Stétka, 2015; Frame y Brachotte, 2015). Por su parte, los
ciudadanos han ganado protagonismo tanto a nivel individual como colectivo y han
logrado alzar su voz y ser escuchados por los actores politicos. De esta forma, los limites
entre las élites politicas y periodisticas y la ciudadania se han difuminado y el publico ha
pasado a tener un rol activo, ya que no solo consume informacién, sino que también
crea sus propios contenidos y los distribuye de forma autdonoma (Jenkins, 2006; Castells,

2009; Ceccarini, 2015).

1.1.1.1. El uso de las redes sociales en la comunicacién politica

En el proceso de cambio del paradigma comunicativo en la esfera politica actual, las
redes sociales se han consolidado como una de las principales herramientas novedosas.
Estas, entendidas como estructuras comunicativas que permiten establecer relaciones
sociales en la red (Ruiz-del-Olmo y Bustos-Diaz, 2016), se han convertido en un elemento
esencial de las estrategias politicas dada su capacidad excepcional para la configuracion
de relaciones interactivas e intercambios dindmicos. En los ultimos afios las redes
sociales han sido un canal que ha vehiculado fendmenos tan diferentes como la campafia
electoral del presidente estadounidense Barack Obama en 2009 (lzquierdo-Labella,
2011) o el movimiento 15M en Espafia (Ruiz-del-Olmo y Bustos-Diaz, 2016), entre otros,
creando asi un nuevo espacio publico donde conviven con los medios de comunicacién

tradicionales como son la radio, la prensa o la television generalista.

Se trata de un marco mediatico que desborda al campo de interaccion definido por la
politica tradicional. En este sentido, la potente capacidad viral de las redes sociales,
ligada a la proliferacion de las estrategias comunicativas multidispositivo, han dado lugar
a la difusién comunitaria de los contenidos y transformacidn, por ende, de la relacién
entre los actores politicos y la ciudadania. En palabras de Jungherr, Rivero y Gayo-Avello
(2020), la aplicacién de las redes sociales al ambito de la comunicacidn politica ha

permitido dinamizar los contactos con el electorado. En este escenario, a pesar de que
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prevalece el rol central de los medios de comunicacidn, la consolidacién de las redes
sociales como herramienta comunicativa ha permitido, por una parte, cierto margen de
autonomia a los actores politicos en la produccién y difusion de sus mensajesy, por otra,

el empoderamiento ciudadano a través de las plataformas digitales (Castells, 2009).

Scolari (2013) apunta la configuracion de una red global que se teje a partir de pequefias
redes en las que el usuario decide su circulo de interlocutores. Es por tanto que este
nuevo modelo comunicativo, al contrario de lo que ocurria con los medios de
comunicacion tradicionales, dota a la ciudadania de un rol activo en el centro del proceso
comunicativo y le otorga cierta autonomia creativa (Casero-Ripollés y Yeste, 2014).
Partiendo de este contexto, Postigo (2012) sefiala la aparicidon de cuatro ventajas para la
comunicacion politica: la incrementacion de los canales de informacién, la oferta de
datos y la posibilidad de reflexionar sobre ellos, la eliminacién de las barreras geograficas
en pro del fomento de la participacion ciudadana y la proliferacion de los foros de debate
publico con el fin de alcanzar soluciones mas representativas. Estas potencialidades
también implican nuevas y mayores obligaciones para los actores politicos, debido a que

las redes sociales necesitan de una actualizacién mds constante (Holtz-Bacha, 2013).

El uso de las redes sociales entre los partidos politicos se ha ido extendiendo y han
surgido nuevas formas de la movilizaciéon politica que han hecho posible, seguln
Viounnikoff-Benet (2017), la eliminacién del monopolio de la informacion al periodismo
tradicional y la limitacién de la capacidad de controlar la informacién por parte de los
regimenes autoritarios. Estos han encontrado un canal donde producir, difundir y
controlar la transmisidn de sus mensajes sin la necesidad de pasar por el filtro que hasta
ahora interponian los medios de comunicacién tradicionales (Casero-Ripollés, 2018;
Castells, 2009; Parmelee y Bichard, 2012; Chadwick 2013). Ademas, disponen de un
espacio para crear su propia imagen, fomentar el apoyo del electorado y relacionarse
con este de forma mas directa y cercana. Con este pretexto, las redes sociales han creado
un nuevo soporte comunicativo con la ciudadania y las organizaciones caracterizado por
un modelo de comunicacién multidireccional que exige el compromiso de interactuar en

las comunidades virtuales (Viounnikoff-Benet, 2017).
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Ante este escenario, las redes sociales han experimentado un protagonismo creciente
en el ambito de la comunicacién politica digital tanto a nivel nacional como
internacional, de forma que hoy en dia resulta imposible plantear exitosamente
estrategias de comunicacion politica sin planificar acciones en redes sociales. La
capacidad de estas para entrar en la cotidianidad de sus audiencias (Selva-Ruiz y Caro-
Castafio, 2017) hace que los actores politicos puedan dirigirse a su electorado de forma
mas intima y cercana que la television, medio principal de humanizacién de la politica
hasta la fecha (Martin-Salgado, 2002), y consigan asi mayor atencion e involucracién de

sus votantes.

En este contexto, Twitter ha sido hasta la fecha la red social mas utilizada por partidos y
politicos, convirtiéndose en el espacio de referencia de la politica virtual (Tumasjan et
al.,, 2010; Parmelee y Bichard, 2012; Jungherr, 2014; Kruikemeier, 2014). Fue Barack
Obama como senador de llinois el primero en utilizarla en 2007 en su campafia a la
presidencia de los Estados Unidos. Desde entonces, la red de microblogging ha sido
utilizada internacionalmente por numerosos partidos de forma preferente en su
comunicacion con la ciudadania, especialmente durante los periodos de campaiia
electoral (Maarek, 2011; Bruns y Burgess, 2011; Parmelee y Bichard, 2012; Vergeer,
Hermans, y Sams, 2013; Jiirgens y Jungherr, 2015; Lépez-Garcia, 2016; Jungherr, Schoen
y Jurgens, 2015). Esta destaca por su inmediatez, brevedad, gratuidad y difusion masiva
de contenido, caracteristicas que permiten a los actores politicos ofrecer informacién
ahorrando tiempo y espacio, ademas de interactuar con los seguidores a través de las
menciones, los hashtags o los retuits. Sin embargo, pese al intenso uso que realizan los
actores politicos de esta red social, la literatura previa no ha demostrado que exista una
correlacién positiva entre su uso y el impacto en votos (Borondo et al., 2012); si bien
todos los estudios previos sobre la materia coinciden en que la politica debe estar en

Twitter y se debe aprovechar este canal para crear lazos de proximidad con la ciudadania.

Paralelamente al auge progresivo de Twitter, la politica ha utilizado otras redes sociales
como Facebook o Instagram. Facebook supone un espacio muy interesante para que los

actores politicos contacten con un gran nimero de personas y estrechen la relacién con



La comunicacion politica en los servicios moviles de mensajeria instantdnea.

El uso estratégico de Telegram como herramienta digital de campana electoral

la ciudadania. En general, estos la utilizan como un canal de autopromocién politica,
especialmente en periodo de campafia electoral, y como herramienta de comunicacién
interna en los partidos (Giansante, 2015). La aplicacién permite informar mediante
publicaciones y crear eventos, asi como movilizar a los seguidores para pedir el voto. Sin
embargo, la literatura previa ha demostrado que los actores politicos no han
aprovechado al maximo sus potencialidades (Sweetser y Lariscy, 2008) y solo los partidos
emergentes tienden a ser mas activos en esta red social (Larsson y Kalsnes, 2014; Stetka
y Vochocovd, 2014), mientras que el resto le otorga un empleo meramente

autorreferencial (Lopez-Meri, Marcos-Garcia y Casero-Ripollés, 2020).

Por otro lado, Instagram también se ha convertido en una de las herramientas relevante
en la comunicacion politica digital. La importancia creciente de la imagen en este ambito
(Lopez-Rabaddan, Lépez-Meri y Doménech-Fabregat, 2016) ha llevado a un estilo
comunicativo cada vez mas espectacular (Bentivegna, 2015), y los actores politicos han
encontrado en Instagram la red de la personalizacidn. El cardcter visual de la plataforma
la posiciona como un canal perfecto para dirigirse de forma cercana al electorado,
especialmente a los mas jévenes. A través de la imagen los actores politicos pretenden
construir sus propios liderazgos (Lopez-Rabadan, Lépez-Meri y Doménech-Fabregat,
2016), atraer una audiencia mayor, humanizarse y fortalecer vinculos personales con
otros actores sociales (Bentivegna, 2015). Para ello comparten fotografias de su vida
privada con familiares y amigos (Enli y Skogerbg, 2013), o momentos del backstage de la
campafia y emplean un lenguaje mas humoristico (Lopez-Meri, 2016) con férmulas de

estilo mas informales como son los selfies (Ekman y Widholm, 2017).

1.1.1.2. La introduccidn de las plataformas méviles de mensajeria instantanea en la

comunicacidn electoral de los partidos

Junto a las redes sociales, el entorno digital ofrece nuevas herramientas para la actividad
comunicativa de los politicos. Los smartphones se han convertido en el principal
dispositivo de acceso a Internet tanto a nivel internacional como en Espaia (Fundacidn

Telefénica, 2020). El Life Mobile Style, entendido este como la necesidad de estar
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siempre conectado a un dispositivo movil, ha supuesto un aumento significativo del
consumo de informacién politica a través de los dispositivos mdviles (Guzman y Sdnchez-
Medero, 2016). La instantaneidad y globalidad que caracteriza a la comunicacion movil
ha permitido que la informacion politica se difunda de forma masiva y llegue a los
receptores al instante (Varona-Aramburu, Sdnchez-Martin y Arrocha, 2017). Estudios
recientes han probado que los contenidos politicos son los mas consumidos por los
usuarios de méviles (Varona-Aramburu, Sdnchez-Martin y Arrocha, 2017) y esto se debe
principalmente a que las personas interesadas en este tipo de informacidn son las que
acceden durante mas tiempo a internet para mantenerse informadas (Stephens et al.,

2014) vy, por tanto, trasladan ese habito al soporte movil.

En este escenario, en los ultimos afios los servicios mdviles de mensajeria instantanea
han irrumpido con fuerza y constituyen actualmente uno de los canales habituales de
comunicacion politica entre partidos y ciudadanos. Ademas, el Covid-19 ha potenciado
el uso de este tipo de medios digitales en la comunicacion politica en un contexto de
reduccion de los contactos fisicos con los votantes (Lilleker et al., 2021). En este sentido,
algunos autores argumentan que durante los préximos afios las estrategias
comunicativas de los partidos van a trasladarse, de manera creciente, a los servicios
moviles de mensajeria instantanea en busca de un discurso mas directo y de la
posibilidad de que los propios ciudadanos actien como agentes viralizadores de ese

contenido (Bigas-Formatjé, 2019).

El uso de los servicios moviles de mensajeria instantanea ha propiciado cambios
fundamentales en el ambito de la comunicacidn politica, modificando las dindmicas de
las campafias electorales y los procesos de comunicacién entre partidos y ciudadania
(Zamora-Medina y Losada-Diaz, 2021; Pont-Sorribes, Besalu y Codina, 2020). Si bien
hasta hace poco tiempo el uso de este tipo de servicios estaba mas generalizado entre
la sociedad que entre los partidos, son muchas las formaciones politicas que ya las han
empezado a utilizar como herramientas comunicativas (Terrasa, 2019). Estos posibilitan
gue los mensajes enviados lleguen directamente a los dispositivos mdviles, sin necesidad

de tener que abrir la aplicacién o buscar una determinada cuenta. También permiten a
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los usuarios enviar y recibir mensajes directos de texto y multimedia sin disponer de una

conexion a Internet de gran velocidad (Fernandez, 2018).

Tal y como apunta Casero-Ripollés (2020), los servicios moviles de mensajeria
instantdanea permiten abordar problemas sociales que afectan directamente a la vida
cotidiana de la ciudadania, lo que ha supuesto que el numero de usuarios crezca
exponencialmente en los Ultimos afios. Su privacidad hace de ellas un espacio
interesante para difundir informacién de forma mas rapida y a un volumen de publico
mayor. Estas facilitan conversaciones en entornos cerrados, ya que los mensajes llegan
a los dispositivos de cada usuario a través de conversaciones privadas, sin que otros
puedan acceder (Vermeer, et al. 2021). Esta caracteristica hace que los usuarios utilicen
estas plataformas para crear grupos sociales mds pequefios y privados en sustitucién de

las redes sociales mas inclusivas y abiertas (Valeriani y Vaccari 2018).

De entre estas aplicaciones, WhatsApp cuenta con 2.000 millones de usuarios activos en
el mundo. En Espaiia, el 83% de los usuarios de WhatsApp lo usan diariamente vy, de
estos, el 35% lo emplea para leer, compartir o comentar noticias. Si bien fue la primera
aplicacion de este tipo utilizada por los partidos en Espafia, su empleo politico fue
bloqueado por la compafiia a raiz del uso abusivo que algunas formaciones hicieron de
este servicio durante la campaia electoral espafiola de abril de 2019. Como
consecuencia, destaca la reciente expansion del uso politico de Telegram, que ha pasado
de los 300 millones de usuarios activos en 2018 a los 500 millones en solo dos afos. En
Espana, un 28% de los ciudadanos utilizan esta aplicacidon que se sitla en el segundo

lugar dentro de los servicios de mensajeria instantanea movil (Vara-Miguel et al., 2022).

Telegram es una aplicacidén de programacién libre y cardcter gratuito, que fue fundada
en 2013 por los hermanos Durov y permite a sus usuarios enviar y recibir mensajes sin
restricciones de forma libre y confidencial. La aplicacion posibilita una comunicacién
mas directa, sin intermediarios, eliminando asi el ruido informativo propio de la
saturacion de publicaciones que se produce en redes como Facebook o Twitter (Gil,

2016). Ademads, frente al uso de WhatsApp, una de las caracteristicas que hace a

=12 -



La comunicacion politica en los servicios moviles de mensajeria instantdnea.

El uso estratégico de Telegram como herramienta digital de campana electoral

Telegram una plataforma diferencial e interesante para la comunicacidn politica es que
ofrece a sus usuarios la posibilidad de crear canales para difundir mensajes publicos a
grandes audiencias, de forma que los partidos politicos pueden llegar directamente al
electorado enviando una notificacion a sus teléfonos con cada publicacion. No obstante
cabe mencionar que este tipo de comunicacién es de cardcter eminentemente
unidireccional, dado que los suscriptores no tienen capacidad para interactuar con los
partidos en sus canales. Con todo, Telegram se ha convertido en un destino favorito para
los partidos politicos debido a que permite llegar a grandes audiencias, tiene menos
filtros y posibilita una comunicacién mds directa (Nobari et al., 2021). Ademas, su
infraestructura carece de moderacién de contenidos y ofrece potencial de politizacion y
radicalizacidon (Urman y Katz, 2022), factores que la convierten en un canal de elevado

interés para el caldo de cultivo politico.

Pese a su elevado numero de usuarios, su uso creciente por parte de los partidos y a sus
multiples potencialidades, el estudio del uso politico de Telegram todavia se encuentra
en un estado incipiente (Sierra, Gonzalez-Tosat y Rodriguez-Virgili, 2022), especialmente
en el contexto espafiol. En este sentido, la mayoria de las investigaciones sobre el uso
politico de los servicios moviles de mensajeria instantanea en campana tanto a nivel
nacional como internacional se centran en WhatsApp (Zamora-Medina y Losada-Diaz
2021; Gutiérrez-Rubi, 2015; Valeriani y Vaccari, 2018; Gil-de-Zufiga, Ardévol-Abreu y

Casero-Ripollés, 2021; Crespo-Martinez et. al., 2022).
1.2. Planteamiento y justificacion de la investigacion

Esta tesis se situa en un escenario de elevado interés para la comunicacion politica
digital. Esta se encuentra en un proceso notable de transformacién en el que los medios
tradicionales han perdido su centralidad (Gomez-Calderdn, Roses y Paniagua-Rojano,
2017) y los partidos han aprovechado este contexto para incorporar los medios digitales
a sus estrategias. De esta forma, pueden difundir sus mensajes y comunicarse con la
ciudadania de forma mas directa, sin ningun tipo de filtro o limitacién (Casero-Ripollés,

2018; Chadwick, 2013). Ademas, esta investigacidon contempla un marco politico insélito
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ya que, por primera vez, se han celebrado elecciones en un contexto marcado por las
restricciones derivadas de la pandemia del Covid-19. Estas medidas impedian a los
partidos politicos el contacto fisico con sus votantes y, por tanto, la imposibilidad de
celebrar mitines y eventos masivos. Ante esta situacion, los partidos se vieron obligados
a buscar nuevas formas de comunicacion directa con la ciudadania. El estudio de este

periodo, por tanto, pretende llenar un vacio en la literatura previa.

Hasta el momento, plataformas como Twitter, Facebook o Instagram se habian
posicionado como un elemento esencial para la comunicacién politica (Plantin y
Punathambekar, 2019; Giansante, 2015), especialmente durante la campafa electoral,
ya que supone un momento excepcional en la esfera politica al despertar un gran interés
social y consumo informativo entre los ciudadanos y, en consecuencia, una mayor
preocupacion de los partidos por la comunicacién estratégica de su accion politica. En
esta linea, numerosas investigaciones han estudiado sus usos como herramientas de
comunicacion politica a nivel nacional (Criado, Martinez-Fuentes y Silvan, 2013; Lépez-
Garcia, 2016; Marin-Duefias y Diaz Guerra, 2016; Ldpez-Rabaddn, Lépez-Meri y
Doménech-Fabregat, 2016; Alonso-Mufioz, Miquel-Segarra y Casero-Ripollés, 2016;
Alonso-Munoz, Marcos-Garcia y Casero-Ripollés, 2016; Lopez-Rabaddn y Doménech-
Fabregat, 2019; Marcos-Garcia, Alonso-Mufioz y Casero-Ripollés, 2021). Sin embargo,
recientemente la comunicacidon politica ha ido un paso mas alld y se encuentra
experimentando con los servicios méviles de mensajeria instantanea. La irrupcion de
estas plataformas ha propiciado cambios en las dindmicas de las campafias electorales
y los procesos de comunicaciéon entre partidos y ciudadania (Zamora-Medina y Losada-

Diaz, 2021; Pont-Sorribes, Besalu y Codina, 2020).

La mayor parte de la literatura previa sobre el uso politico de los servicios moviles de
mensajeria instantdnea analiza cual es el uso que la ciudadania realiza de WhatsApp.
Concretamente, diversos estudios apuntan a que se ha posicionado como un espacio
para fomentar la participacidn y activismo politico entre los ciudadanos mas activos,
pero también la discusion politica entre aquellos que tienen menos confianza en

compartir sus opiniones politicas en los medios publicos en linea (Gil-de-Zuiiiga,
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Ardévol-Abreu y Casero-Ripollés, 2021; Newman et al., 2019; Valeriani y Vaccari, 2018).
Sin embargo, pese a la irrupcidn con fuerza de Telegram en el ambito politico, su elevado
nimero de usuarios y sus multiples potencialidades, el estudio de esta plataforma
todavia se encuentra en un estado practicamente inexplorado (Casero-Ripollés, 2018;

Sierra, Gonzalez-Tosat y Rodriguez-Virgili, 2021).

Con todo, esta investigacién analiza Telegram como canal de comunicacién electoral ya
gue, sumado a su reciente relevancia social, en las elecciones generales de abril de 2019,
WhatsApp bloqued la difusion masiva de contenido electoral a los partidos politicos
espanoles, eliminado su uso como herramienta de comunicacidon en campafia. En este
sentido, la principal aportacién de esta tesis doctoral es la realizacién de un analisis
completo de Telegram desde el punto de vista de la comunicacion estratégica de los
partidos, que contribuye a una comprensidon global del papel asignado a una
herramienta que estd incrementando potencialmente su importancia en la

comunicacion electoral.

1.3. Objetivos y metodologia

1.3.1. Objetivos de la investigacion

Esta tesis doctoral plantea un objetivo principal que se divide en seis especificos que
permiten profundizar en la estrategia comunicativa de los partidos politicos espafioles

en los servicios mdviles de mensajeria instantanea.

El objetivo general es conocer el uso politico de Telegram en campana electoral en un
contexto nacional. A través de las caracteristicas de los mensajes emitidos en Telegram
por los partidos espaiioles se pretende determinar qué tipo de estrategias otorgan los
partidos politicos espafnoles a esta plataforma como herramienta de comunicacién

electoral.

Los objetivos especificos planteados en esta tesis doctoral son los siguientes:
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1. Analizar las principales funciones que los partidos politicos atribuyen a Telegram en

su comunicacion durante la campafa electoral.

2. Examinar el establecimiento de la agenda de temas que le otorgan a Telegram los

partidos politicos desde el punto de vista de la comunicacion electoral.

3. Conocer los recursos multimedia que los partidos politicos utilizan durante la
campaia electoral para complementar al texto en su estrategia comunicativa en

Telegram.

4. Estudiar el uso que hacen los partidos de la critica en los mensajes difundidos en

Telegram durante el periodo electoral.

5. Evaluar si existen diferencias basadas en el eje ideolégico, la trayectoria y la posicion
gobierno/oposicidn que condicionen la estrategia comunicativa electoral de los partidos

politicos en Telegram.

6. Determinar el impacto que generan los mensajes de los partidos en términos de

visualizaciones en Telegram.

1.3.2. Metodologia

1.3.2.1. Técnica

Para dar respuesta a los objetivos planteados previamente, esta tesis doctoral se aborda
mediante una aproximacion de naturaleza cuantitativa basada en el andlisis de
contenido (lgartua, 2006), y complementada con un analisis métrico de los canales de
Telegram seleccionados. Este Ultimo nos permite conocer datos basicos como el nimero
de suscriptores o las visualizaciones de cada publicacién, de forma que proporciona una
visién general del uso que hacen los partidos analizados de este servicio movil de
mensajeria instantanea. Asi, los datos obtenidos sirven de punto de partida para el

analisis cuantitativo posterior.
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En el analisis cuantitativo lo que sirve de informacion es la frecuencia de aparicion de
ciertas caracteristicas de contenido (Bardin, 1996). Para ello es requisito la
reproductividad de todo instrumento de investigacidn cientifica, es decir, que las reglas
gue lo gobiernen sean explicitas y aplicables a todas las unidades de analisis
(Krippendorff, 1990). Asi, engloba un conjunto de métodos de investigacién que
permiten la descripcidon objetiva y cuantitativa del contenido manifiesto de la
comunicacion (Berelson, 1952), de forma que realiza un estudio sistematico de las
caracteristicas notorias de los mensajes (Pifiuel-Raigada, 2002; Igartua, 2006) con el

objetivo de que sobresalga el sentido oculto de estos.

El modelo de anadlisis de contenido se sitla por tanto en el dmbito de la investigacién
descriptiva y pretende descubrir los componentes basicos de un fendmeno determinado
a través del rigor de la medicion (Lopez-Noguero, 2002). El uso de esta técnica posibilita
el conocimiento de forma objetiva, sistematica y cuantitativa del contenido de las
publicaciones analizadas, de forma que se conocera su funcionamiento y, por tanto, se
podra determinar su grado de influencia (Bardin, 1996; Igartua y Humanes, 2004). La
aplicacion de esta técnica cuantitativa va a permitir una revision exhaustiva de las
principales caracteristicas de uso de Telegram como herramienta de comunicacién

politica, tomando como unidad de registro cada mensaje en esta plataforma.

Mediante la realizacidn del andlisis de contenido se busca dar respuesta a los objetivos
especificos planteados. En primer lugar, se pretende examinar el establecimiento de las
funciones principales que le otorgan a Telegram los partidos politicos (Objetivo 1). De
esta forma se pretende profundizar en el estudio de para qué utilizan Telegram los
partidos politicos. En segundo lugar, se estudia qué temdticas cuentan con mayor
interés en la estrategia comunicativa de los partidos politicos (Objetivo 2). Esto es, saber
de qué temas hablan los partidos en Telegram y si priorizan su uso desde una
perspectiva profesional o si, por el contrario, optan por centrar su atencién en temas

personales ajenos a la agenda politica.
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En tercer lugar, se analizan los recursos multimedia que los partidos utilizan para
complementar al texto en Telegram (Objetivo 3). El estudio de estos permitird
determinar si los partidos incorporan a sus mensajes de Telegram elementos
innovadores propios del lenguaje multimedia de los medios digitales. Por ultimo, se
examina el uso que hacen los partidos de la critica en los mensajes difundidos en
Telegram durante el periodo electoral (Objetivo 4). Este analisis pretende conocer cémo
ejecutan los partidos la critica en Telegram como uno de los mecanismos del
negativismo politico. Esto es, a quién y cdmo la dirigen y qué tipo de ataques al

adversario llevan a cabo.

Tabla 1. Resumen de los protocolos de analisis empleados para cada objetivo

Objetivo 1

Analizar las principales funciones que los Funciones
partidos politicos atribuyen a Telegram en su

comunicacion durante la campaiia electoral.

Objetivo 2

Examinar el establecimiento de la agenda de

Temas

temas que le otorgan a Telegram los partidos
politicos desde el punto de vista de la

comunicacion electoral.

Objetivo 3

Conocer los recursos multimedia que los

Recursos multimedia

partidos politicos utilizan durante la campafia
electoral para complementar al texto en su

estrategia comunicativa en Telegram.
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Objetivo 4

Estudiar el uso que hacen los partidos de la Critica
critica en los mensajes difundidos en Telegram

durante el periodo electoral.

Fuente: Elaboracion propia

1.3.2.2. Protocolos de analisis

La metodologia disefiada para realizar el andlisis cuantitativo contempla cuatro
protocolos de andlisis en los que se han establecido unas variables con sus
correspondientes categorias asociadas. Estos valores han sido definidos de forma clara
y concisa para no generar ambigliedades, de tal manera que cada unidad de analisis
Unicamente puede ser clasificada en una Unica variable y categoria, respondiendo a la
metodologia de aplicacion del analisis de contenido. Este trabajo es una investigacion

exploratoria de tipo descriptivo dado que se trata de una de las primeras
aproximaciones al estudio de una plataforma de uso incipiente en el ambito de la

comunicacion politica digital.

1.3.2.2.1. Andlisis de las funciones

Con el objetivo de conocer cuales son las funciones principales que los partidos otorgan
a Telegram, se ha disefiado un protocolo de analisis con 15 categorias. EIl modelo
propuesto se adapta de la propuesta de Lopez-Meri, Marcos-Garcia y Casero-Ripollés

(2017). La tabla 2 recoge las categorias planteadas junto con sus definiciones.
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Tabla 2. Categorias utilizadas para el analisis de las funciones

Funciones

Agenda y organizacién de actos

politicos

Actos de campainia (lugar, hora, etc.)

Programa/promesas

Deseos, soluciones o valoraciones en conexion con su

proyecto de Gobierno.

Logros politicos de la

gestion/oposicidn

Alabanza gestion de la formacion o el lider.

Critica al adversario

Ataques frontales a otros partidos.

Agenda/Informacion mediatica

Enlaces a medios de comunicacidn (entrevistas, debates...).

Interaccion

Pregunta directa a los usuarios.

Repost

Mensajes importados integramente de otras redes sociales

sin afadir texto.

Participacién y movilizacién

Apelacién directa al voto o movilizacién de los votantes.

Creacién de comunicad —

valores/ideologia

Fortalecimiento de la ideologia del partido.

Creacién de comunidad — vida

personal/backstage (humanizacidn)

Aspectos de la vida privada de los politicos.

Creacién de comunidad —
diversién/entretenimiento

(humanizacién)

Pretenden acercarse a los usuarios mediante el uso del

entretenimiento

Humor

Chistes o memes.

Cortesia/protocolo

Agradecimiento, pésame, efemérides.

Verificacidn o denuncia de fake news

Comprobacién de bulos o noticias falsas.

Otros

Inclasificables segln las anteriores categorias.

Fuente: Elaboracion propia
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1.3.2.2.2. Andlisis de los temas

Con la finalidad de conocer qué temas predominan en la agenda de los partidos en
Telegram, se ha planteado un protocolo de andlisis con 20 categorias. El modelo
propuesto se adapta de la propuesta de Alonso-Mufioz y Casero-Ripollés (2018). La tabla

3 recoge las categorias disefiadas junto con sus definiciones.

Tabla 3. Categorias utilizadas para el andlisis de la agenda

Temas

Mensajes sobre empleo, paro, salarios, déficit, gasto publico,
Economia deuda, crisis, impuestos, emprendedurismo, sectores

econdmicos, contratos, autbnomos, etc.

Mensajes sobre pensiones, sanidad, educacion, el estado del

bienestar, justicia social, igualdad/desigualdad, vivienda,

Politica Social L )
inmigracion, natalidad...

Mensajes sobre industrias culturales (cine, literatura, arte,
Cultura y deporte
etc.) y deporte.

Mensajes sobre 1+D e infraestructura en la Red.
Ciencia y tecnologia

Mensajes sobre contaminacidn, proteccién de la faunay la

Medioambiente flora, cambio climatico...

Mensajes sobre carreteras, parques, puentes y servicios de

Infraestructuras transporte.

Mensajes relacionados con el mal uso o abuso de poder
Corrupcién
publico en beneficio personal.

Mensajes sobre aspectos democraticos que necesitan ser
Regeneracién democratica
renovados o eliminados.
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Juego y estrategia politica

Mensajes sobre la formacion de gobierno y pactos futuros.

Votacidn y resultados electorales

Mensajes sobre la accion de votar, encuestas, sondeos y

valoracion de resultados electorales.

Modelo territorial del Estado

Mensajes sobre modelo de Estado, nacionalismo,

independentismo...

Terrorismo

Mensajes sobre legislacién, atentados, victimas...

Temas personales

Mensajes sobre cuestiones privada de la vida de los politicos.

Organizacion y funcionamiento de la

campania

Mensajes sobre eventos de campafia y funcionamiento de la

misma.

Relaciéon con los MMCC

Mensajes sobre aparicién de un politico en un medio de

comunicacion.

Asuntos exteriores

Mensajes que hagan referencia a la Unién Europea o

cuestiones internacionales.

Justicia

Mensajes sobre procesos judiciales y reacciones sociales ante

estos.

Arenga politica

Mensajes que exaltan la unién del partido y tratan de

convencer a los simpatizantes (esléganes de campafia).

Sin tema

Mensajes importados integramente de otras redes sociales.

Otros

Mensajes inclasificables segln las anteriores categorias.

Fuente: Elaboracién propia

1.3.2.2.3. Analisis de los recursos multimedia

Para examinar el uso que hacen los partidos de los recursos multimedia en los mensajes

difundidos en Telegram durante el periodo electoral se propone un modelo de analisis

con 7 categorias recogidas en la tabla 4.
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Tabla 4. Categorias utilizadas para el analisis de los recursos multimedia

Recursos multimedia

No existe

Imagen

Video

Audio

Gif

Sticker

PDF

Encuesta

Fuente: Elaboracién propia

1.3.2.2.4. Andlisis de la critica

El protocolo de analisis para analizar la presencia de la critica en la estrategia
comunicativa de los partidos politicos en Telegram estd compuesto por 20 categorias de
estudio (Tabla 5) (Marcos-Garcia, Alonso-Mufioz and Casero-Ripollés, 2021). En el caso
de las variables relacionadas con la tipologia y el motivo de la critica, el modelo se adapta
a la propuesta de Garcia-Beaudoux y D’Adamo (2013) para el estudio de la campafia
negativa. Al respecto cabe mencionar que esta tesis doctoral analiza la critica al
adversario como uno de los mecanismos del negativismo politico pero no estudia el
fendmeno en si, ya que este contempla muchas otras dimensiones que no se incluyen
en el presente andlisis. La tabla 5 recoge las categorias planteadas junto con sus

definiciones.
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Tabla 5. Categorias utilizadas para el analisis de la critica

Uso de la critica

Si

El mensaje contiene critica o ataque.

No

El mensaje no contiene critica o ataque.

A quien se dirige la critica

Partido politico

La critica va dirigida a determinado partido politico-

Politico/a

La critica va dirigida a determinado politico/a.

Medio de comunicacion o

periodista

La critica va dirigida a un determinado medio de comunicacion,

programa o periodista.

Institucion u organizacién

publica

La critica va dirigida a una determinada institucién u organizacién

publica (gobierno, comunidad auténoma, ayuntamiento, etc.).

Empresa o empresario

La critica va dirigida a un determinado empresario o empresa.

Otros

La critica va dirigida a otro tipo de actor no mencionado en las

categorias anteriores.

Tipologia de la critica

Personal

La critica o el ataque va dirigido a las caracteristicas personales o

cualidades de un determinado actor.

Trayectoria

La critica o el ataque va dirigido a las funciones o posiciones

desarrolladas previamente por un determinador actor.

Programa politico

La critica o el ataque va dirigido a las propuestas pragmaticas de

determinado actor en relacién con un tema o cuestidn concreta.

Ideologia

La critica o el ataque se centra en la ideologia y valores de

determinado actor.

Intensidad de la critica

Predominante

Mensajes en los que se critica directamente a determinado actor.

Colateral

Mensajes en los que se critica a determinado actor, pero el ataque
permanece en segundo plano. La funcién principal del mensaje no es

la critica.
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Estructura de la critica

Simple Mensajes en los que solo se critica a un determinado actor.

Mensajes en los que se critica a un determinado actor mientras se
Comparada enfatizan y destacan los aspectos positivos y méritos de quien la

realiza.

Ejecucion/motivo de la critica

La critica o el ataque estd basado en datos o informacién, asi como en
Basada en datos
las declaraciones que el actor criticado ha hecho previamente.

La critica o el ataque estd basada en lenguaje que evoca emociones
Emocional negativas o sentimientos como el miedo, indignacién, enfado o

decepcion.

. La critica o el ataque cuestiona la credibilidad de una propuesta o
Etica
accién llevada a cabo por un determinado actor.

La critica o el ataque se realiza desde una perspectiva humoristica para
Humor/Ridiculizacion
ridiculizar a uno o mas actores.

Fuente: Marcos-Garcia, Alonso-Mufioz y Casero-Ripollés (2021)

1.3.2.3. Diseino de la muestra

La muestra seleccionada para el analisis de contenido cuantitativo de esta tesis doctoral
comprende un total de 2.187 mensajes publicados en los canales de Telegram de los
principales partidos espafioles durante el periodo electoral (Tabla 6). Los mensajes se
han descargado de forma manual desde la aplicacién de Telegram Desktop mediante
capturas de pantalla. En concreto, se han estudiado tres campafas electorales en el
ambito espafiol: una estatal y dos autondmicas. En todas ellas se han analizado los 15
dias de campaiia, asi como el dia de reflexion, el dia de la votacion y el dia posterior a
ésta. El criterio de seleccion de los partidos responde a los siguientes requisitos: haber
obtenido representacion parlamentaria y mostrar actividad regular en su canal de

Telegram durante el periodo electoral correspondiente.

La primera de las campanfas refiere a las elecciones generales que se celebraron en

Espafia el 10 de noviembre de 2019 y comprende un total de 877 mensajes difundidos
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por los canales oficiales de Telegram del Partido Socialista Obrero Espafiol (PSOE),
Partido Popular (PP), Ciudadanos (Cs), Unidas Podemos, Izquierda Unida (IU), Mas Pais
y Vox. La segunda analiza la campafa de las elecciones autondmicas al Parlamento de
Catalufia del 14 de febrero de 2021 con un total de 600 mensajes publicados por las
siguientes formaciones: el Partit dels Socialistes de Catalunya (PSC), Vox Barcelona,
Esquerra Republicana de Catalunya (ERC), Junts per Catalunya (JxCat), Candidatura
d’Unitat Popular (CUP) y En Comu Podem. En este caso se han descartado del andlisis el
Partit Popular (PP) y Ciutadans (Cs) por no haber publicado ningiin mensaje en Telegram
durante el periodo analizado. La ultima campafa electoral seleccionada analiza la
estrategia comunicativa de los partidos en Telegram en las elecciones a la Comunidad
de Madrid celebradas el 4 de mayo de 2021. Para ello se han seleccionado 710 mensajes
publicados por los canales autondmicos del Partido Popular (PP), Ciudadanos (Cs),
Podemos, Mas Madrid y Vox. El Partido Socialista (PSOE) ha quedado excluido del

analisis por no presentar actividad en Telegram durante la campafa electoral estudiada.

Tabla 6. Distribucién de la muestra

Unidades de analisis
Campana electoral ne %
Partido Socialista
342 39
(PSOE)
Partido Popular (PP) 255 39,08
Elecciones generales Ciudadanos (Cs) 108 12,31
Espafia - 10 de
Unidas Podemos 31 3,53
noviembre de 2019
Izquierda Unida (1U) 29 3,31
Mas Pais 40 4,56
Vox 72 6,77
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TOTAL 877 100
Partit dels Socialistes
179 29,83
de Catalunya (PSC)
Esquerra Republicana
47 7,83
de Catalunya (ERC)
Junts per Catalunya
: P 14 2,33
Elecciones autonémicas (IxCat)
Parlamento de Cataluiia
- 14 de febrero de 2021 | Candidatura d’Unitat
55 9,17
Popular (CUP)
En Comu Podem 203 33,83
Vox Barcelona 102 17
TOTAL 600 100
Partido Popular
355 50
C.Madrid (PP)
Ciudadanos C.Madrid
53 7,46
(Cs)
Elecciones autondmicas
Comunidad de Madrid-4 |  podemos C.Madrid 40 5,63
de mayo de 2021
Vox C.Madrid 171 24,08
Mas Madrid 91 12,82
TOTAL 710 100
2187

Fuente: Elaboracion propia
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1.3.2.4. Analisis de datos

Las publicaciones han sido codificadas en base a cada modelo de estudio aplicado. Cabe
seflalar que los mensajes importados integramente de otras redes sociales se han
categorizado como “repost” para el analisis de las funciones y como “sin tema” para el
estudio de la agenda, dado que no comprenden contenido original de la plataforma
estudiada. La fiabilidad de intercodificadores se ha calculado con la férmula Pi de Scott
para cada variable y muestra de forma independiente. Tras la codificacidn, el trata-

miento estadistico de los datos se ha realizado con el programa SPSS (v.28).

Para evaluar qué factores son capaces de condicionar la estrategia comunicativa
electoral de los partidos politicos en Telegram (Objetivo 5), se han agrupado los
resultados obtenidos en las funciones, las tematicas y el uso de la critica en base a tres
variables. Asi se puede observar si existen diferencias en la forma que los partidos
utilizan Telegram dependiendo de su ideologia, su trayectoria politica o su posicidn en
el eje gobierno/oposicidén. Para estudiar la independencia entre las variables

categodricas, se ha aplicado la prueba chi-cuadrado. El valor de significacién establecido

es <,05.
Tabla 7. Resumen del analisis de datos empleado para cada objetivo
Objetivo 5 Funciones
Recodificacién variables
Evaluar qué factores son capaces de Temas

ejes de influencia:
condicionar la estrategia comunicativa
Critica ideologia, trayectoria,
electoral de los partidos politicos en
gobierno/oposicion

Telegram.
Objetivo 6 Correlacién Recodificacién variables
_ _ visualizaciones y ejes de influencia:
Determinar el impacto que generan los
ATER G ideologia, trayectoria,
mensajes de los partidos en términos de
suscriptores del canal gobierno/oposicion

visualizaciones en Telegram
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Fuente: Elaboracién propia

Por ultimo, con la finalidad de determinar el impacto de los mensajes de los partidos
entre la comunidad de usuarios de Telegram (Objetivo 6), en el momento de la recogida
de la muestra se han extraido manualmente el numero de visualizaciones de las
publicaciones y el de suscriptores del canal correspondiente y se ha establecido una
correlacién entre estos. Posteriormente se ha analizado dicha interaccidn en base a los

ejes de influencia planteados previamente.

1.3.3. Casos de estudio

1.3.3.1. Elecciones generales Espaiia noviembre de 2019

En noviembre de 2019 se celebraron las elecciones generales de Espafia. Fueron las
segundas generales que se celebraron ese mismo afio en el territorio espafiol. Tras una
mocién de censura al entonces presidente del Gobierno, Mariano Rajoy (PP), se
convocaron elecciones el 28 de abril de 2019. Estas acabarian en una investidura fallida
del lider de la oposicién, Pedro Sanchez (PSOE). Ante el bloqueo politico que sufria el
pais, se disolvieron las Cortes en septiembre y se volvid a llamar a los ciudadanos a las
urnas por no haber sido posible formar gobierno. Asi, se produjo una repeticién electoral

el 10 de noviembre de 2019.

Estas elecciones supusieron el auge de Vox a nivel nacional, convirtiéndose en la tercera
fuerza politica del Congreso. El partido de ultraderecha liderado por Santiago Abascal
dobld el numero de escafios obtenido en la anterior convocatoria electoral y con 52
diputados, fue la formacién que mds crecié en nimero de votos. En contraposicion al
éxito de Vox, Ciudadanos solo consiguié 10 escafios y paso a ser la sexta fuerza politica
de la Camara Baja, por detras de Unidad Podemos y Esquerra Republicana de Catalunya

(ERC).

Ademads, es la primera campaia electoral espanola en la que se observa que la
plataforma Telegram adquiere un rol significativo como herramienta de campafa

electoral en la actividad comunicativa de los partidos politicos. Esto se debid, en gran

-29-



La comunicacion politica en los servicios moviles de mensajeria instantdnea.

El uso estratégico de Telegram como herramienta digital de campana electoral

parte, a las limitaciones introducidas por WhatsApp a los partidos en abril de 2019 en el
envio de mensajeria masiva en campafia electoral (Alonso, 2019). A raiz del uso abusivo
gue algunas formaciones hicieron de WhatsApp durante la campana electoral, esta
plataforma de mensajeria moévil prohibié el empleo de sistemas informaticos,
programas o software para automatizar mensajes y enviarlos masivamente a los
usuarios, blogueando asi las cuentas que las formaciones habian activado en este

servicio.

1.3.3.2. Elecciones autondmicas Cataluna febrero de 2021

Las elecciones al Parlamento de Cataluia del 14 de febrero de 2021 se celebraron en un
ambiente convulso por la situacidn politica que vive el territorio catalan desde 2012.
Gran parte de la poblacién apoya la independencia (Micé y Carbonell, 2017) y muchos
partidos la han introducido en su agenda politica como un tema prioritario. Asi, exigen
al Estado Espafol un referéndum legal y vinculante para crear un estado propio

independiente.

En relacidon con la cuestién anterior, el Tribunal Supremo inhabilité al entonces
presidente de la Generalitat de Catalunya, Quim Torra, por un delito de desobediencia
(Rincdn y Garcia, 2020) y, ante la imposibilidad de encontrar un candidato que tuviera
el apoyo suficiente para gobernar, el presidente en funciones, Pere Aragonés, disolvid
el Parlamento en diciembre y convocd elecciones para febrero. Ademas, estas
elecciones supusieron lairrupcién de Vox, partido de extrema derecha, en el Parlamento
de Cataluiia. Con el lema “Recuperemos Cataluia”, obtuvo 11 escafios y se convirtid en
la cuarta fuerza politica a nivel autondmico, desbancado a Ciudadanos y Partido Popular

como fuerzas de derechas.

Por ultimo, se trata de una convocatoria electoral marcada por un contexto de crisis
sanitaria del Covid-19. Los ciudadanos acudieron a las urnas en medio de la tercera ola
de pandemia, lo que supuso intensas restricciones de movilidad. Por una parte, los
partidos, ante la imposibilidad de celebrar mitines o eventos masivos de campafia y

contactar con ellos fisicamente, impulsaron el uso de canales digitales como Telegram.
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Por otro lado, la Generalitat de Catalunya establecid unas medidas de votacién
especiales para la correcta celebracidn de las elecciones. Este contemplaba, entre otras,
el establecimiento de franjas horarias para votar y protocolos de actuacién especificos

para los miembros de las mesas electorales (Regué, 2020).

1.3.3.3. Elecciones autonédmicas Comunidad de Madrid mayo de 2021

Las elecciones a la Comunidad de Madrid que tuvieron lugar el 4 de mayo de 2021
marcaron la primera vez que la presidencia regional de Madrid hizo uso de la
prerrogativa presidencial. Estas llegaron convocadas de forma anticipada por la
presidenta del Gobierno madrilefio, Isabel Diaz Ayuso. En marzo de ese mismo afio el
Partido Socialista (PSOE) y Ciudadanos (Cs) anunciaron que llevarian a cabo dos
mociones de censura contra los gobiernos del Partido Popular (PP) en los Gobiernos de
la ciudad y de la regidn de Murcia, y en vistas a que en la Comunidad de Madrid ocurriese
lo mismo, Ayuso rompid su alianza con Ciudadanos y convocara elecciones autondémicas

anticipadas.

Por otro lado, estas elecciones autondmicas fueron las cuartas celebradas en Espaia
durante la pandemia del Covid-19. El Gobierno de la Comunidad de Madrid tuvo que
establecer una serie de protocolos de seguridad para velar por la maxima proteccidn de
los votantes y los integrantes de las mesas electorales. Ademas, debido a las
restricciones de movilidad y las limitaciones de aforo, los partidos no pudieron celebrar
eventos multitudinarios durante la campafia electoral e impulsaron el uso de canales

digitales como Telegram para comunicarse con la ciudadania.

Por ultimo, estas elecciones llegaron tras meses de tensidn politica entre el Gobierno
regional y el ejecutivo de Pedro Sanchez por la gestidn del Covid-19 en la Comunidad de
Madrid. Ambos se enfrentaron por cuestiones como los cierres perimetrales o la
imposicién de estados de alarma en la Comunidad se Madrid. Tal fue la repercusién
nacional de la presidenta madrilefa que produjo un clima de tensién con el lider

nacional de su partido, Pablo Casado, al parecer ostentar esta el liderazgo de la
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oposicion al partido de Pedro Sdnchez. Este contexto convirtio las elecciones en un

acontecimiento marcado por un clima de elevada polarizacion politica.

1.4. Estructura de la tesis doctoral

Para responder a los objetivos planteados previamente se dedican cuatro capitulos de
esta tesis doctoral. Con estos se pretende realizar un analisis riguroso y exhaustivo del
fendmeno que permita determinar cémo es el uso que los partidos politicos otorgan al

servicio mévil de mensajeria instantdnea, Telegram, en su comunicacion electoral.

En el segundo capitulo, el trabajo expone las principales funciones atribuidas a
Telegram, las tematicas de los mensajes y los recursos multimedia usados en campana
electoral por los principales partidos espafoles durante las elecciones generales de
noviembre de 2019: PSOE, PP, Ciudadanos, Unidas Podemos, Izquierda Unida, Mas Pais
y Vox. El caso de estudio resulta relevante, ademds de por tratarse de un contexto
politico que ha sufrido numerosos cambios en los ultimos afios, por tratarse de una
repeticidon electoral en la que WhatsApp bloqued la difusion masiva de contenido
electoral a los partidos. Asi, al tratarse de la primera campafia electoral en la que
Telegram registra unos niveles de uso significativos por parte de los partidos espafioles,
supone una aproximacion al fendmeno y expone un marco general de los rasgos mas

significativos de la estrategia planteada por los partidos en esta plataforma.

El tercer y cuarto capitulo, por su parte, pretenden determinar si las tendencias
detectadas a nivel autonémico en el uso politico de Telegram se corresponden, o no,
con las observadas en el primer capitulo a nivel nacional. Ademas, resulta de especial
relevancia observar cdmo ha evolucionado el uso de esta herramienta desde su
irrupcion en la comunicacidn politica digital. Desde la perspectiva de las principales
formaciones de Catalufia, el objetivo que plantea el tercer capitulo es conocer qué hacen
los principales partidos politicos en Telegram durante la campafia electoral de febrero
de 2021 (PSC, Vox Barcelona, ERC, Junts per Catalunya, CUP y En Comu Podem). La
importancia de este trabajo reside en la particularidad del caso estudiado por la

incidencia del fendmeno independentista y la crisis sanitaria del Covid-19. Ademas, el
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analisis va un paso mas alla y examina qué factores son capaces de condicionar las
estrategias comunicativas de los partidos. En esta misma linea, el cuarto capitulo plantea
el estudio de Telegram en el contexto de la campafa electoral de las elecciones
autondmicas a la Comunidad de Madrid de 2021 con el analisis del Partido Popular (PP),
Ciudadanos (Cs), Podemos, Mds Madrid y Vox. De igual forma que en el capitulo
anterior, se analiza si factores como la ideologia, la trayectoria o la posicion en el eje
gobierno/oposicién influyen en el uso politico de Telegram. La pandemia del Covid-19,
la trascendencia nacional y el acentuado clima de polarizacién politica que caracterizé

la campafia también hacen de este un caso de estudio interesante.

Por ultimo, el quinto capitulo de la presente investigacion complementa el trabajo
previo con un andlisis de la critica y el ataqgue como mecanismo de la campafia negativa
en el uso politico de Telegram. En base a la tendencia observada en el capitulo anterior
en el que la critica adquiere cierto protagonismo entre las principales funciones de la
comunicacidn electoral en Telegram, este estudio permite identificar el grado, el
destinatario y el tipo de criticas utilizadas por parte de los partidos candidatos a
gobernar la Comunidad de Madrid durante el periodo electoral de 2021. Asi, este
capitulo pretende abordar un analisis exploratorio de este fendmeno en una plataforma

que favorece la comunicacién privada y el blindaje ante juicios publicos.

Con todo, cabe sefialar que cada uno de los capitulos ha sido desarrollado como una
investigacion por si misma. Por tanto, todos incluyen una introduccion vy
contextualizacidn propia, unos objetivos, una metodologia, unos resultados auténomos
y unas conclusiones argumentadas en base a su respectivo andlisis. No obstante, con la
finalidad de ofrecer una visidén conjunta del uso electoral de Telegram se ha desarrollado
un ultimo capitulo de conclusiones y discusidn general. Este apartado proporciona una
aportacion novedosa al ampliar el conocimiento sobre las dinamicas de uso politico que
hacen los partidos en este nuevo tipo de plataformas de reciente penetracién en el
ambito de la comunicacidn politica, ya que todavia no existe una corriente de estudio
consolidada al respecto. Del mismo modo, plantea varias lineas de investigacidn futuras

gue introducen cuestiones relacionadas que resultan ser potencialmente interesantes
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para estudiar en trabajos complementarios y que fortalecen los resultados de esta tesis

doctoral.
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Respread, mobilize and fragment the agenda: the secondary role of

Telegram in the Spanish electoral campaign of November 2019

Abstract

Mobile instant messaging services, particularly Telegram, are becoming a new tool for
politicians in their communication with citizens. This research aims to know the main
functions attributed to Telegram, the themes of the messages and the multimedia
resources used in the electoral campaign. We choose a descriptive study with an
exploratory purpose and we apply quantitative content analysis to 877 messages
published by the main Spanish parties during the November 2019 elections: PSOE, PP,
Ciudadanos, Unidas Podemos, Izquierda Unida, Mas Pais and Vox. The results show that
the main political use of Telegram is to spread content from other redes sociales,
especially Twitter and Facebook. This mobile application plays a secondary role in the
communication strategy of the campaign parties. The function of participation and
mobilization of the electorate also detects high values. Concerning the theme, the most
recurrent topic in the content of the messages is vote and electoral results. Telegram
also favours a high level of fragmentation of the political agenda. Additionally, we
detected emergent use of innovative multimedia resources such as gifs, surveys and
audios. Finally, we discover how the party's political history determines the use of this

platform since traditional parties make more intensive use than emerging parties.

Keywords: Political Communication; Instant Mobile Services; Social media; Telegram;

Election campaign; Functions; Agenda; Multimedia; Spain.

This work is linked to the project "The use of mobile instant messaging services by
political actors: communication strategies and impact on citizens" (UJI-B2020-14)",
which has funds from the Jaume | University of Castelld (Promotion plan of the

investigation 2020).
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2.1. Introduction

In recent years, social media have had a strong impact on the field of political
communication (Elishar-Malkaa, Ariel & Weimann, 2020). In a communicative context
previously dominated by the legacy media, social media have become essential tools for
political actors, now able to spread their messages without filters or limitations
(CaseroRipollés, 2018; Chadwick, 2013). This dynamic is especially relevant during
periods of the electoral campaigns. The fact that these platforms have an open nature
enables the appearance of spaces for debate between political representatives and

citizens (MiquelSegarra, Alonso-Mufioz & Marcos-Garcia, 2017).

In this digital environment, platforms such as Twitter, Facebook and Instagram have
positioned themselves as an essential element for multiple sectors, and political
communication is no exception (Plantin & Punathambekar, 2019; Giansante, 2015). Both
parties and candidates have seen the need to incorporate these platforms as new
channels through which to disseminate campaign information, share political proposals,
mobilize the vote, and get the participation of their electorate (Alonso-Mufioz,
MiquelSegarra & Viounnikoff -Benet, 2021; Jungherr, Rivero & Gayo-Avello, 2020;
PérezCuriel & Garcia-Gordillo, 2020; Baviera, Calvo & Llorca-Abad, 2019; Lépez-Meri,
Marcos-Garcia & Casero-Ripollés, 2017). Likewise, the two-way communication model
proposed by these tools is an opportunity for citizens and politicians to interact and
dialogue (Bustos Diaz & Ruiz del Olmo, 2016). However, not enough empirical evidence
has been found to demonstrate that this occurs in a significant way (GamirRios et al.
2022; Renobell, 2021; Alonso-Mufioz, Marcos-Garcia & Casero-Ripollés, 2017; Stromer-
Galley, 2014).

As part of this process of digitizing political communication, the appearance of mobile
instant messaging services has also provided a new opportunity to connect political
actors with citizens. Smartphones have become the main Internet access device
internationally and in Spain (Fundacién Telefénica, 2020). Given this transformation in

user consumption habits, mobile instant messaging services such as WhatsApp or
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Telegram have achieved a significant role as communication tools. As Casero-Ripollés
(2020) points out, these platforms allow addressing social problems influencing the daily
life of citizens, implying that the number of users has grown exponentially in recent
years. On the one hand, WhatsApp currently has 2 billion active users worldwide. In
Spain, 83% of WhatsApp users employ it daily and, of these, 35% use it to read, share or
comment on the news. On the other hand, Telegram has achieved immense popularity
in recent years, going from 300 million active users in 2018 to 500 million in just two
years. In Spain, 28% of citizens use this application, which is in second place among

mobile instant messaging services (Vara-Miguel et al., 2022).

In the political sphere, these digital platforms are a channel that political actors use to
spread messages more agilely and directly (Newman et al. 2019; Varona-Aramburu,
Sanchez-Martin & Arrocha, 2017). These platforms enable users to create their
communities through user groups or broadcast lists (Swart et al. 2019). In addition,
unlike Twitter and Facebook, mobile instant messaging services enable sending
messages and reaching mobile devices directly without opening the application or
searching for a specific account. Also, they allow users to send and receive direct text
and multimedia messages without having a high-speed Internet connection (Fernandez,
2018). These services facilitate conversations in closed environments since messages
reach the devices of each user through private conversations without others accessing
them (Vermeer, et al., 2021). This characteristic makes users employ these platforms to
create smaller and more private social groups instead of more inclusive and open social
media (Valeriani & Vaccari, 2018). In consequence, the emergence of mobile instant
messaging services has led to fundamental changes in the field of political
communication, modifying the dynamics of electoral campaigns and communication
processes between parties and citizens (Zamora-Medina & Losada-Diaz, 2021;
PontSorribes, Besalu & Codina, 2020). Telegram is bursting with great force in the realm
of platforms, being the application that has grown the most during 2020 (IAB Spain,
2021).

-41 -



La comunicacién politica en los servicios moviles de mensajeria instantdnea.

El uso estratégico de Telegram como herramienta digital de campaia electoral

Telegram is a free and free programming service launched in 2013 by the Durov brothers
enabling users to send and receive messages freely and confidentially without
restrictions. There are two reasons why its use has increased in the political sphere: first,
the possibility of establishing a closer and more personal connection with citizens (Gil,
2016), and second, the need for political actors to seek alternatives for more private
communication in the face of the public overexposure that users experience in the rest
of social media (Pifieiro-Otero & Martinez-Rolan, 2020; Terrasa, 2019). The recent rise
of Telegram in terms of political use is also motivated by the limitations introduced by
WhatsApp to parties in 2019 in sending mass messaging during the electoral campaign
(Alonso, 2019). WhatsApp prohibited computer systems, programs or software to
automatize sending messages and spreading them to users massively, thus blocking the
account that the formations had activated in this service, following the abusive use that
certain political formations made of this mobile messaging platform during the electoral

campaign.

However, despite its high number of users, its growing use by parties and its multiple
potentialities, the study of Telegram is still in its infancy (Alonso-Mufioz, Tirado-Garcia
& Casero-Ripollés, 2022; Tirado-Garcia, 2022; Sierra, Gonzalez-Tosat & RodriguezVirgili,
2022). On the contrary, most of the research on the political use of mobile instant
messaging services in the campaign focus on WhatsApp (Zamora-Medina & Losada-Diaz,
2021; Gutiérrez-Rubi, 2015; Crespo-Martinez et. al., 2022). Consequently, the study of

Telegram from this perspective fills a gap in the previous literature.

The main objective of this research is to know the political use of Telegram in an
electoral campaign in a national context. Specifically, it is intended to examine the main
functions attributed by the political parties to this platform, the topics on the agenda of
the messages broadcast on it and the multimedia and interactive resources used in the
publications of the Spanish electoral campaign of November 2019. The case study is
relevant as it is the first electoral campaign in which Telegram registers significant levels
of use by Spanish parties, in addition to being a political context that has undergone

numerous changes in recent years. In this sense, this research makes an innovative
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contribution by expanding knowledge about the dynamics of political use made by
parties in this new type of platform that recently penetrated the field of political

communication.
2.2. Political use of social media and mobile instant messaging services

With the arrival of the internet and, particularly, social media, the field of politics has
undergone a powerful communicative redefinition (Giansante, 2015). The possibility of
accessing the digital space without limits while creating and sharing content with
numerous users has caused political actors to see an opportunity in these platforms to
achieve communicative autonomy and release from journalistic mediation that has
monopolised the transmission of messages (Casero-Ripollés, 2018; Chadwick, 2013).
Political parties and representatives have incorporated social media as essential tools in
their communication strategies, mainly during the electoral campaign, when they
intensify their presence on social media (Rivas-de-Roca, Morais & Jerénimo, 2022;
Elishar-Malka, Ariel, & Weimann, 2020; Stier et al., 2018; Verger, 2015). In this sense,
the introduction of social media in the political sphere has led to the emergence of two
major positions. It is about the confrontation between the equalization/equalization
theory and the normalization theory (How, Hui & Yeo, 2016). The first defends that the
digital platforms have equalized the electoral game so that the smaller parties compete
on equal terms with respect to the more consolidated ones. For its part, the
normalization suggests that the networks have not introduced major structural changes
and that the majority parties continue to be so in the online space just as they are

outside it.
2.2.1. Outstanding functions

In these periods, where parties and politicians fight to obtain a preferential place in
political and media debate, social media have positioned themselves as an essential
channel for self-promotion (Marcos-Garcia, Viounnikoff-Benet & Casero-Ripollés, 2020;
Lépez-Meri, Marcos-Garcia & Casero-Ripollés, 2017). In this sense, political actors use

social media as a channel to share the proposals that comprise their electoral program
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and content related to their actions or strategic campaign aspects (AlonsoMuiioz,
Miquel-Segarra & Viounnikoff-Benet, 2021; Stier, et al. 2018; Zugasti-Azagra & Pérez-
Gonzalez, 2016; Lilleker & Jackson, 2013). Likewise, they take advantage of social media
as a loudspeaker to promote and viralize their interventions in conventional media thus
improving and maximizing their participation and the reach of their messages (Marcos-

Garcia, Alonso-Mufioz & Lépez-Meri, 2021; Casero-Ripollés, Feenstra & Tormey, 2016).

Parallel to this self-promotion, in its relationship with users, numerous investigations
indicate that social networks such as Twitter or Facebook can be a space through which
political actors can directly approach voters, mainly through mobilization and
communication explicitly requesting their vote (Stier, et al., 2018; Nielsen & Vaccari,
2013). Several authors point out how the appeal to emotions or the exposure of a close
image of the leader are common formulas in these platforms to involve users and appear
closer to the electorate (Casero-Ripollés, Feenstra & Tormey, 2016). However, the main
potential offered by social media is to boost direct contact with citizens (Bustos Diaz &
Ruiz del Olmo, 2016). Their open nature has made them preferred spaces where users
can hold conversations about politics with great intensity and depth, thus promoting
political and democratic debate (Gutiérrez-Rubi, 2015). Political actors not only can
address users directly but also obtain valuable information about the followers' type of
profile while learning about the climate of opinion generated on the network around
the issues that mark the news of the moment (Orihuela, 2011; Tumasjan et al., 2010).
Despite these potentialities, there is much research that shows how political actors still
favour a unidirectional strategy, which does not take advantage of social media as a
means of dialogue and direct conversation with their electorate (Renobell, 2021;
Alonso-Muioz, Marcos-Garcia & Casero-Ripollés, 2017; Stromer-Galley, 2014). On the
contrary, they concentrate efforts on appealing directly to opponents or even to the
media and journalists as a way of viralizing content related to their participation in media

spaces (Alonso-Muioz, 2021).

It is important to highlight how social media have also become a space where political

parties and leaders criticize and attack their opponents. In this sense, they take
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advantage of the disintermediation and openness offered by these platforms to express
their discontent and attack the proposals, actions, errors and contradictions of their
political rivals (D'Adamo & Garcia Beaudoux, 2016). A dynamic that, according to
Marcos-Garcia, Alonso-Mufioz and Casero-Ripollés (2021), is mainly influenced by the
ideology and position of political actors in government. Thus, the right-wing parties and,
at the same time, those in opposition are the ones that use social media the most to
highlight the negative aspects of their rivals. Moreover, they usually compare their

opponents' mistakes to their achievements, particularly in the case of leaders.

Social media such as Twitter, Facebook and Instagram have become a showcase through
which political candidates highlight their public image and humanize themselves before
other users to show a much closer, more intimate and human image in front of the
electorate (Karlsen & Enjolras, 2016; Bentivegna, 2015). Therefore, when attacking
opponents, leaders not only focus on program or ideology but also on rivals' particular
qualities or personality traits (Maier & Nai, 2021; Marcos-Garcia, Alonso-Muioz &
Casero-Ripollés, 2021). With the introduction of mobile instant messaging services,
political parties have intensified their activity on these platforms. Zamora-Medina and
Losada-Diaz (2021) suggest that WhatsApp has become a common tool during campaign
periods. However, research that focuses on knowing the main functions that political
actors grant to other mobile messaging services is still scarce. In this regard, some recent
studies have highlighted the role of Telegram as an information and electoral
dissemination channel (Alonso-Mufioz, Tirado-Garcia & Casero-Ripollés, 2022; Tirado-
Garcia, 2022), as well as mobilization and rapprochement of the candidate. to the voter
(Sierra, Gonzélez-Tosat & Rodriguez Virgili, 2022). In this way, Telegram is constituted,

to date, as a tool mainly for political self-promotion.

Actually, most of the previous literature analyzes how citizens use these platforms. In
particular, various studies suggest that WhatsApp and Telegram have positioned
themselves as spaces to encourage participation and political activism among the most
active citizens while promoting political discussion among individuals with less

confidence in sharing their political opinions in the online public media (Gil de Zuiiiga,
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Ardévol-Abreu & Casero-Ripollés, 2021; Newman et al., 2019; Valeriani & Vaccari, 2018).
Thus, mobile instant messaging services have become a new channel to learn about
politics and interact with political news content (Casero-Ripollés, 2020; PontSorribes,
Besalu & Codina, 2020). According to Varona-Aramburu, Sanchez-Martin and Arrocha
(2017), this dynamic has been taking place in recent years, since political content has
become the most consumed by mobile users. For all these reasons, those functions

granted to mobile instant messaging services play a key role in these periods.

This dynamic leads to a first research question:

RQ1: What functions are attributed to Telegram by the main political parties during the

November 2019 electoral campaign in Spain?

2.2.2. Thematic agenda and multimedia resources

The possibilities that social media offer to create and disseminate messages have led
these to become preferential spaces for political actors to set their thematic agenda,
thus avoiding the traditional filter of legacy media (Alonso-Mufioz & Casero-Ripollés,
2018; Lopez-Lopez & Vdasquez-Gonzdlez, 2018). Therefore, by spreading their themes
and approaches, they manage to draw the attention of citizens and condition political
debate and public opinion (Baviera, Calvo & Llorca-Abad, 2019). In this regard, much of
the previous literature indicates that, in general, social networks have become bulletin
boards for campaign events (Zugasti-Azagra & Pérez-Gonzalez, 2016). However, some
studies point out different nuances concerning the social media utilised. Thus, social
media established in the communication strategies of political actors such as Twitter or

Facebook appear as spaces that mainly broadcast aspects related to political strategy.

In this sense, the messages that deal with intending to form a government and the
possible pacts necessary to it stand out (Marcos-Garcia, Viounnikoff-Benet &
CaseroRipollés, 2020). Likewise, they invest little content in sharing messages about
science, technology, the environment or terrorism, thus prioritizing a communication

strategy based on a few topics (Alonso-Mufioz & Casero-Ripollés, 2018). On the other
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hand, Instagram operates as a channel where parties and politicians share their values
and political philosophy (Marcos-Garcia & Alonso-Muioz, 2017). Also, the different
topics that political actors share on social media are influenced by factors such as the
party's ideology or historical trajectory. Thus, while the right-wing parties pay more
attention to economic issues, the left-wing parties dedicate most of their agenda to
talking about social policy (Alonso-Mufioz, Miquel-Segarra & Viounnikoff-Benet, 2021).
Regarding the party's history, the emerging parties are the ones that most consider
issues related to the development of their electoral campaign and issues involved with
the need for democratic regeneration. Meanwhile, the established parties choose to

expose the strengths of their electoral programs (Lépez-Garcia, 2016).

These differences between parties are minimum in complementing the shared themes
with different multimedia resources. In this sense, images, videos, or other types of
audiovisual elements that complement the text are highly used elements by political
actors when it comes to completing their messages, mainly due to the positive impact
on the viralization of content (Viounnikoff-Benet, 2018; Russmann and Svensson, 2017;
Fenoll and Hassler, 2019). According to Marcos-Garcia, Viounnikoff-Benet and Casero-
Ripollés (2020), the users' favourite element in the content with political nature is
photography on Instagram, whereas the resource that most attracts attention among

the Facebook audience is the video.

Those studies that analyze the issues and resources that political actors share on mobile
instant messaging services are still scarce. The first investigations suggest that
WhatsApp is employed in campaigns to spread messages that directly appeal to the
party's slogans, focused on exalting the union while trying to convince supporters
(Zamora-Medina & Losada-Diaz, 2021). For their part, other studies raise electoral
proposals as the preferred theme for political parties during the campaign on Telegram
(Tirado-Garcia, 2022) as well as issues related to the organization and operation of the

campaign (Alonso-Mufioz, Tirado- Garcia & Casero-Ripollés, 2022).

From this, the following research questions can be formulated:
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RQ2: What is the thematic agenda proposed by the main political parties in their
communication strategy on Telegram during the November 2019 electoral campaign in

Spain?

RQ3: What multimedia resources do these actors use to complement the text in their
communication strategy on Telegram during the November 2019 electoral campaign in

Spain?

2.3. Methodology

2.3.1. Method

The methodology includes quantitative content analysis. An analysis model with 15
categories has been used for the study of functions (see Table 1), 20 categories for the
thematic agenda (see Table 2) and 7 categories for multimedia resources (see Table 3).
In the case of functions and themes, the proposed model adapts respectively to the
proposals of Lépez-Meri, Marcos-Garcia and Casero-Ripollés (2017) and Alonso-Mufioz
and Casero-Ripollés (2018) for the study of communication strategies in social networks.
Our work is an exploratory research of a descriptive type since it is the first approach to

the study of a platform of incipient use in the field of digital political communication.

Table 1. Summary of the function analysis model used in this research

Functions

Agenda and organization of political | Campaign events (place, time, etc.)

events

Program/promises Desires, solutions or assessments in connection with the
Government project.

Political achievements of the Praise training management or leader.

administration/opposition

Criticism of the opponent Frontal attacks on other parties.

Agenda/media information Links to media (interviews, debates...).
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Interaction

Direct question to users.

Repost

Messages imported from other social networks without

adding text.

Participation and mobilization

Direct appeal to vote or voter mobilization.

Community building —

values/ideology

Strengthening of party ideology.

Community building — personal

life/backstage (humanization)

Aspects of the private life of politicians.

Community creation —

Fun/entertainment (humanization)

The political actors intend to get closer to users thought the

use of entertainment

Humour

Jokes or memes

Courtesy/protocol

Acknowledgment, condolences, ephemeris.

Verification or reporting of fake news

Verification of hoaxes or fake news.

Others

Unclassifiable according to the previous categories.

Source: own elaboration

Table 2. Summary of the theme analysis model used in this research

Topics

Economy

Messages about employment, unemployment, salaries,
deficit, public spending, debt, crisis, taxes, entrepreneurship,

economic sectors, contracts, freelancers, etc.

Social politics

Messages about pensions, health, education, the welfare

state, social justice, equality/inequality, housing,

immigration, birth rates.

Culture and sport

Messages about cultural industries (cinema, literature, art,

etc.) and sports.

Science and technology

Messages about R&D and infrastructure in the Network.
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Environment

Messages about pollution, protection of fauna and flora,

climate change.

Infrastructures Messages about roads, parks, bridges and transportation
services.
Corruption Messages related to the misuse or abuse of public power for

personal gain.

Democratic regeneration

Messages about democratic aspects that need to be renewed

or eliminated.

Game and political strategy

Messages on the formation of government and future

agreements.

Voting and election results

Messages about the action of voting, surveys, polls and

evaluation of electoral results.

Territorial model of the State

Messages about the State model, nationalism, independence.

Terrorism

Messages about legislation, attacks, victims.

Personal topics

Messages on private life issues of politicians.

Organization and operation of the

campaign

Messages about campaign events and how they work.

Relationship with the media

Messages about the appearance of a politician in the media.

External affairs

Messages that refer to the European Union or international

issues.

Justice

Messages about judicial processes and social reactions to

them.

Political speech

Messages that exalt the union of the party and try to convince

supporters (campaign slogans).

No topic

Messages imported entirely from other social media.

Others

Unclassifiable messages according to the previous categories.

Source: own elaboration
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Table 3. Summary of the multimedia resource analysis model used in this research

Media resources

Non-existent

Image

Video

Audio

Gif

Sticker

PDF

Poll

Source: own elaboration

2.3.2. Materials

The sample refers to the general elections campaign held in Spain on November 10,
2019. For the first time in a Spanish electoral campaign, it has been observed that the
Telegram platform acquired a significant role as an electoral campaign tool in the

communicative activity of political parties.

The following items have been studied: the 15 days of the electoral campaign, the day
before the election, the day of the vote and the day after. The sample includes all the
messages published by the official Telegram channels of the Spanish Socialist Workers'
Party (PSOE), Partido Popular (PP), Ciudadanos (Cs), Unidas Podemos, Izquierda Unida
(IU), Mas Pais and VOX, which represent 86.7% of the resulting votes in the elections
studied. The sample has been collected by downloading one by one the messages from
the Telegram application and has been coded by four members of the research group.
It should be noted that messages imported entirely from other social networks have
been categorized as "repost" since they do not include original content from the

platform studied. The reliability of intercoders has been calculated using Scott's Pi
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formula on 150 messages (17.10% of the sample), achieving a level of 0.95 for functions
and 0.92 for topics. In total, 877 publications have been examined (Table 4). After its

coding, the statistical treatment has been developed with the SPSS program (v.27).

Table 4. Sample distribution

Analysis units
Party

n? % of total
Partido Socialista (PSOE) 342 39
Partido Popular (PP) 255 29,08
Ciudadanos (Cs) 108 12.31
Unidas Podemos 31 3.53
Izquierda Unida (IU) 29 3.31
Mads Pais 40 4.56
Vox 72 6.77
TOTAL 877 100

Source: own elaboration

2.4. Results

In the campaign for the general elections of November 2019 in Spain, it is evident that
the main parties usually employ Telegram, publishing messages addressed to their
electorate. However, the use of this mobile messaging service is defined depending on
the party. As heavy users are the parties with a broader political history that have
occupied the Government of the country, especially the two parties that have
traditionally formed the two-party system in Spain, PSOE and PP. These two forces add
up to 70% of the total messages analyzed. Individually they are situated in percentages
that exceed 30%. The rest of the parties analyzed (Citizens, United We Can, Izquierda
Unida, Mas Pais and Vox) present percentages between approximately 15% and 5%
(Table 4). These data enable us to demonstrate that the political history of the parties
determines the use of Telegram in the electoral campaign in terms of publication

volume.
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2.4.1. What do political parties use Telegram for? Analysis of the functions in the

electoral campaign of 10N

The results enable us to identify four use levels of the functions granted to Telegram by
Spanish political parties during the electoral campaign of November 2019. First, the data
reveals that the parties mainly use Telegram as a repost or re-diffusion tool (19.6%)
(Table 5). The messages that fulfil this function are imported directly from other social
media. This reveals how this application is employed to re-diffuse content published in
the parties' accounts in other digital platforms. These messages have not been edited
for broadcast on Telegram, so their visual design is that of the original network from
which they come. This fact indicates low efficiency in communication terms. The parties
use Telegram to extend the reach of the publications they make on social media such as
Twitter or Facebook thus reaching a wider audience. The PSOE is the one that uses this
function the most in its messages on Telegram (15%) (Table 5) and does so mainly
through Twitter reposts to give greater diffusion to the coverage of party campaign

events or leaders statements leaders in the media (Image 1).

Image 1. Example of a repost on Telegram of a message posted on Twitter

@ PSOE & 4

https://twitter.com/PSOE/status/1191499438457
4218247s=20

Twitter

PSOE

% @sanchezcastejon: Nuestra politica migratoria es
segura, ordenada y humanitaria Entre 2013y 2017 las
entradas irregulares subieron un 300% y en el tltimo
afio se redujo un 50% Frente al odio, didlogo con otros
paises, control fronterizo y labor humanitaria...

566 @ Nov 5,2019 at 00:37

Source: Telegram

-53-



La comunicacion politica en los servicios moviles de mensajeria instantdnea.

El uso estratégico de Telegram como herramienta digital de campana electoral

The second most used function in Telegram is participation and mobilization (18.1%)
(Table 5). This category refers to the use of this platform as a medium of direct appeal
to voters. There is a high level of mobilizing capacity of the electorate in the messages
spread by the Spanish political parties on their Telegram channels. These take advantage
of the direct and private communication that characterizes mobile instant messaging
services to explicitly demand citizens the vote. They also encourage them to participate
in their events while getting involved in the development of the electoral campaign,
though this second type of message is less frequent. The PSOE (5.1%) and the PP (4.9%)
are the parties that most use this function claiming or requesting the vote (Table 5). The
rest use it less frequently and the tone of their messages when asking for votes is less

explicit.

At a third level, the data reveals that political actors use Telegram to attack their political
opponents (13.9%) and, complementarily, to share their political proposals (11.6%)
(Table 5). In terms of criticism, it is directed toward the Government and its president
Pedro Sanchez. This resource is used by opposition parties, especially the PP (9.5%)
(Table 5) (Image 2). These attacks are directed at the leaders of rival parties to weaken

their candidacy and discredit their figure.

Image 2. Example of a message with the custom critical function in negative

(PP Partido Popular & < |

Sanchez juega al "Truco o Trato” disfrazandose de
"Gobierno Frankenstein” junto a Podemos, nacionalistas,
independentistas y Bildu.

t.me/Partido_Popular/7657 603 ® Nov 1,2019 at 14:42

Source: Telegram

On the other hand, the number of messages disseminated by the Spanish political
parties about their electoral program also stands out (11.6%) (Table 5, Appendix Al).
They use Telegram as an informative brochure of the electoral campaign to display some

promises that they will deliver in case they are elected to govern the country. As the
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party in government, the PSOE shares the most content with this function (5%). The
party usually shares short messages along with the campaign image of Pedro Sanchez,
introducing some of their electoral proposals, mainly on issues of social policy,

education, health or pensions.

Table 5. Functions of the messages broadcast on Telegram by the Spanish parties

Unidas Mas
Function PSOE PP CS U Vox (%)
Podemos Pais

Repost 154 11 0.6 0.8 0.0 13 0.3 19.5
Participation
and 51 4.9 14 3.5 0.5 1.6 1.1 18.1
mobilization
Criticism of the

1.4 9.5 0.1 2.4 0.5 0.1 0 13.9
opponent
Program /

5.0 3.9 0.2 13 0.1 0.5 0.7 11.6
promises
Agenda/ media

4.2 1.8 0.2 0.9 0.3 0.6 0.2 8.3
information
Agenda and
organization of 29 0.7 0 0.3 0.9 1.0 1.5 7.3
political events
Community:
Values/ 1.5 2.5 0.9 0.8 0.3 13 0 7.3
Ideology
Political
achievements of

1.1 2.6 0 1.0 0 0.9 0 5.7
management/
opposition
Courtesy/

1.8 0.6 0 0.2 0.2 0.1 0.5 3.4
Protocol

-55-



La comunicacién politica en los servicios moviles de mensajeria instantdnea.

El uso estratégico de Telegram como herramienta digital de campaia electoral

Others 0.3 0.3 0 0.6 0.3 0.1 0.2 19

Verification/

Complaint Fake 0 1.0 0 0 0 0.1 0 1.1
News
Community:
Personal Life/

0 0 0 0.5 0 0.5 0 0.9
Backstage
(Humanization)
Interaction 0 0 0.1 0.1 0.1 0.1 0 0.4
Humour 0 0 0 0 0 0.2 0 0.2
Community:
Fun/

0 0 0.1 0 0 0 0 0.1

Entertainment

(Humanization)

Source: own elaboration

At a fourth level are the messages related to the party's agenda, both in its relationship
with the media (8.3%) and the organization of political events (7.3%) (Table 5). On the
one hand, Telegram serves the political parties as a media loudspeaker to viralize
leaders' interventions in the legacy media. This shows that these media have a
significant role in the political use of this mobile instant messaging service. Political
parties execute a hybridization strategy to combine the potential of the digital
environment with the logic of conventional media, broadcasting the participation of
their politicians on television, radio and newspapers on Telegram. Likewise, the parties
use this application as a bulletin board for the events that are going to take place during
the campaign. In both cases, the PSOE makes the greatest use of these functions (2.9%

and 4.2%, respectively) (Table 5).
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A similar volume of publications highlights the values and ideology of the party (7.3%)
and the political achievements of its management (5.7%) (Table 3). The parties consider
Telegram a useful, albeit secondary, space to spread and enhance their administration,
with some messages that praise their successes while others contain concepts that
identify the party. This way, they appeal to the feeling aroused by identity values to
generate an image of unity. This means to approach or appear close to the people who
identify with them. In other words, parties seek to improve the loyalty of their electorate
through a direct appeal to their ideological bases. In this sense, the PP, located in the
opposition, spreads the most messages with these functions (2.6% and 2.5%

respectively) (Table 5), but these are low percentages.

The rest of the analyzed functions present low values. This is the case of publications
related to questions of courtesy and protocol (3.4%) (Table 5). Messages that verify or
denounce hoaxes or false news (1.1%) do not have a significant presence either (Table
3). Although fact-checkers employ mobile instant messaging services with this function,
political parties do not use them in their communication campaign strategies for this
purpose. It is also detected that the communication strategies of the parties on
Telegram avoid encouraging the personalization of politicians since messages related to
personal life (0.9%), humour (0.2%) or entertainment (0.1%) (Table 5) are practically
nonexistent. Given the marginal levels of the use of these functions, there are no notable
differences between the parties. Lastly, the scarce presence of messages published with
the function of interacting with the electorate stands out (0.4%) (Table 5). The parties
refuse to ask direct questions to users or try to dialogue with them through Telegram
(0.4%) (Table 5). The use of this application aims toward a type of one-way

communication.

2.4.2. What do political parties talk about on Telegram? Analysis of the thematic

agenda in the electoral campaign of 10N

The results enable us to identify the main topics broadcasted on the parties' agenda on

Telegram during the November 2019 Spanish election campaign. At the first level, those
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subjects imported directly from other social media predominate (20.1%) (Table 6). It is
due to the large number of posts reposted by the parties, and it is particularly relevant
in the strategy of the PSOE (16.3%), as it is a party that transfers a large part of the topics

of its messages from Twitter to Telegram.

The second dominant topic in the Spanish parties agenda is voting and electoral results
(15.1%) (Table 6, Appendix A2). These messages are about surveys, polls, and
publications referring to the action of voting. The PP publishes the most messages on
this topic on Telegram (4.7%) (Table 6). This aspect is correlated to the fact that this is
one of the parties that most uses the function of mobilization in its communication
(Table 5). The members of party try to persuade the public while presenting themselves
as the best political option, referring to possible electoral results and voting-related

issues (Image 3).

Image 3. Example of a message about voting and election results

(PP Partido Popular & |
7-_— . ~
J Mensaje a los espafioles: unamos el voto por la
libertad
t.me/Partido_Popular/7919 478 ® Nov 8,2019 at 20:03

Source: Telegram

Thirdly, issues related to the campaign also have a notable presence in the parties'
agenda on Telegram (11.2%) (Table 6). These messages communicate how the campaign
works and the organization of events such as rallies. The data shows that the PSOE is the
party that most uses this theme in its messages (3.0%) (Table 6) to support and promote

all the actions of the campaign.
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In fourth place, the parties use Telegram to viralize their interventions in the legacy
media (10.3%) (Table 6). Once again, the PSOE stands out from the rest of the parties as

it is the one that publishes the most on this topic (4.9%) (Table 6).

Table 6. Thematic agenda of the Spanish political parties in Telegram

Unidas Mas
Topic PSOE PP CS U Vox (%)
Podemos Pais

No topic 16.3 1.3 0.5 0.1 0.1 1.5 0.3 20.1
Voting and

3.6 4.7 0.5 1.7 1.3 2.3 1 15.1
election results
Campaign
organization 3.0 1.6 13 15 11 0 0 11.2
and operation
Relationship

4.9 1.6 0.6 2.2 0.3 0.5 0.2 10.3
with the media
Economy 1.4 5.5 0.1 1.4 0.1 0.1 0 8.6
Environment 0.3 0.5 0 0 15 0 5.7 8.0
Political

1.9 4.6 0 1.1 0.1 0.2 0 8.0
strategy
Social Politics 3.9 1.8 0.1 0.8 0 0.5 0.6 7.6
Territorial
model of the 1.5 43 0.2 1.1 0 0 0 7.2
State
Political speech 1.3 2.3 0.2 0.5 0 1.5 0 5.7
Democratic

0.5 0.3 0.1 0.9 0.1 0 0.8 2.7
regeneration
Others 0.3 0.3 0 0.5 0 0.5 0 1.6
Corruption 0 1.2 0 0.2 0 0 0 0.6
Justice 0.1 0 0 0.3 0 0 0 0.5
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Culture and

0 0 0 0 0 0 0 0
Sport
Science and

0 0 0 0 0 0 0 0
technology
Infraestructures 0 0 0 0 0 0 0 0
Terrorism 0 0 0 0 0 0 0 0
Personal topics 0 0 0 0 0 0 0 0
External affaires 0 0 0 0 0 0 0 0

Source: own elaboration

In the fifth level, publications on economic issues are prominent (8.6%). These are
messages on topics such as employment, unemployment, wages, crisis or taxes. The PP
is the party that devotes the most attention to these issues (5.5%). Next are the
messages about the intention to build a government or negotiations for possible future
agreements (8%). Again, the PP is the dominant party here. Alternatively, messages on
social policy are also prevalent, such as those related to pensions, health, education or
welfare (7.6%). The PSOE dedicates the most attention to it (3.9%). However, concerning
the state model of the country (7.2%), the PP (4.3%) mainly addresses this subject. The
messages concentrate on Catalan nationalism in opposition to the independence of

Catalonia

The political speech has less presence on the political parties' agenda on Telegram
(5.7%) (Table 6) (Image 4). The PP (2.3%) is the one that most uses this type of message,
very similar to slogans. From their view, democratic regeneration (2.7%), corruption
(0.6%) or justice (0.5%) (Table 4) are relegated to minimal relevance. Publications on
democratic dysfunctions have a greater role in emerging parties such as Ciudadanos or
Mads Pais (0.8% and 0.9%, respectively) (Table 6). Most of these are messages about

changes in the electoral law and the need to end the privileges of the elites.

-60 -




La comunicacion politica en los servicios moviles de mensajeria instantdnea.

El uso estratégico de Telegram como herramienta digital de campana electoral

Image 4. Example of a message that seeks to harangue citizens

(PP Partido Popular & 4

:'¢>» Mensaje a los mas mayores: "Mi gobierno, el
gobierno del Partido Popular NUNCA os fallara "

t.me/Partido_Popular/7939 722 ® Nov 8,2019 at 20:59

Source: Telegram

Finally, the parties have not used several themes during the electoral campaign on
Telegram. These are culture, sports, science, infrastructure, foreign affairs or personal
issues of the leaders. This last case reveals the absence of political personalization in this
application. On Telegram, Political parties focus their thematic speech on topics directly
related to the campaign and refuse to broadcast personal or private aspects of their

candidates or other party members.

2.4.3. The use of multimedia resources in Telegram in the electoral campaign of 10N

41.5% of the messages include some multimedia resource (Table 7). Those of a visual
nature have a preferential role in the communication strategy of the parties. Specifically,
video is the most used (29.0%) (Table 7). The use of this resource is twofold: first, it
shows voters their interventions in the media (debates, gatherings, interviews...);
second, it gives visibility to their speeches at rallies or party events. In some cases, they
also broadcast their campaign spots or videos of gratitude to their voters. They are
professionally edited videos and not amateurish. The second of the resources most
exploited by the parties on Telegram is the appearance (11.7%) (Table 5). Parties portray
photo galleries as a compilation of their acts. These images present the leader standing
behind a stand in front of the party supporters. Another way of using the appearance
on Telegram is the informative poster, either to publicize the proposals of the electoral

program (Image 5) or to show the attainments achieved by the formation. Regarding the
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formal aspects, there is a predominant use of corporate colours. Also, there is the logo

and the campaign slogan in most of the images published through this platform.

Image 5. Example of the use of the image for a poster with campaign proposals

@ Més Pais 4

LEY CREAR 550.
CONTRA LA LAPROXIMA
LGTBIFOBIA DECADA

BLINDAJE

A LA SUBIDA DE LA
PENSIONES EN LA
CONSTITUCION

t.me/MasPais_Es/116 26K © Nov4 1 16:4

Source: Telegram

Table 7. Use of resources by Spanish political parties on Telegram

Resource (%)
Non-existent 58.5
Video 29.0
Image 11.7
Gif 0.5
Poll 0.3
Audio 0.1
Sticker 0

PDF 0

Source: own elaboration

Finally, an emerging use of innovative multimedia resources such as gifs (0.5%), surveys
(0.3%) (Image 6) and audios (0.1%) (Image 7) (Table 7, Appendix A3) is detected. The gif

has a visual nature and consists of the repeated movement of one or several frames for
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3-5 seconds. Surveys are brief questionnaires, generally with a single question, which
parties use to ask their followers about their opinion on some issue related to their
activity. On the other hand, audios are voice notes able to quickly record sounds or

conversations.

With the incipient use of this type of resources, political parties seek to foster closeness
with citizens since gifs and audios are elements commonly shared in chats between
friends or family. Thus, the parties seek to deinstitutionalize relations with their
followers while considering their opinions in the party's decision-making through their
followers' responses in the polls. Despite its limited use, this is a differentiating element

of Telegram in comparison to other social media in campaigns.

Image 6. Telegram poll example

PODEMOS. & 4

¢Qué spot te ha gustado mas?
Anonymous Poll

Quien tiene que dormir bien eres tu
¢Qué futuro quieres?

3434 votes

t.me/ahorapodemos/1070 19.4K ® Nov 1,2019 at 11:47

Source: Telegram

Image 7. Audio example on Telegram

- vox= 4

0 Audio

Audio de Manuel Mariscal
t.me/VOXtelegram/320 13.TK ® Nov 10,2019 at 12:23

Source: Telegram
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2.5. Conclusions and discussion

Our findings reveal, at a descriptive and exploratory level, original contributions to the
political use of Telegram in electoral campaigns. Our study is one of the first
investigations on this mobile instant messaging service. This application is an emerging

channel in the communication strategy of political parties.

Our analysis reveals differences in the levels of activity of the parties in the campaign.
The political history of a party conditions the use of Telegram as an electoral tool. We
detect a more generalized use of this channel among the traditional parties, which
present a significantly higher volume of publications than the rest. The parties with the
most extensive history in Spain (PSOE and PP) use Telegram the most in communicating
with the electorate. This data differs from the general trend detected in other social
media, where emerging parties make more intensive use (Miquel-Segarra, Alonso-
Mufioz & Marcos-Garcia, 2017). In the mobile environment, roles are reversed, and the
classic parties dominate against the most recent ones. Our results therefore suggest that
the political use of Telegram in Spain corresponds to the normalization theory (How, Hui

& Yeo, 2016).

Concerning the functions granted by political actors to Telegram, it is noted that parties
use this service as a mechanism for redistributing content created for other digital
platforms (PI1). This application assumes a secondary role in the communication
strategy during the campaign, a differential aspect from what happened in other
campaigns in which the parties used Telegram with a primarily informative function
(Alonso-Muioz, Tirado-Garcia and Casero-Ripollés, 2022; Tirado-Garcia, 2022). In other
social media, such as Twitter and Facebook, the most exploited function by political
parties is political proposals or campaign events self-promotion (MarcosGarcia,
Viounnikoff-Benet & Casero-Ripollés 2020; Lopez-Meri, Marcos-Garcia & Casero-
Ripollés 2017), in this case Telegram works as a loudspeaker to redistribute content and
maximize its impact among citizens. Despite being a service gaining prominence in the

parties' communication strategies, it is incapable of promoting the creation of original
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messages adapted to their communicative characteristics. Thus, this platform assumes

a secondary and dependent role in relation to other social media.

Another of our findings is that Telegram is employed as a preferred channel for the
mobilization and participation of the electorate, hus coinciding with the results pointed
out by authors such as Sierra, Gonzalez-Tosat and Rodriguez-Virgili (2022). The parties
take advantage of the direct and private communication that distinguishes this mobile
application to ask citizens to vote explicitly and directly, encouraging them to participate
in their acts while getting involved in the development of the campaign. This function is
mainly exploited by established parties, as they take advantage of the potential of digital
media to try to attract users and make them participate in their actions, acts or
proposals. This dynamic is in line with previous research focused on Twitter and
Facebook (Stier, et al., 2018; Lopez-Meri, Marcos-Garcia & CaseroRipollés, 2017; Nielsen
& Vaccari, 2013). However, unlike what was pointed out by Casero-Ripollés, Feenstra
and Tormey (2016) or Lépez-Rabadan y Doménech-Fabregat (2018), the mobilization in
Telegram only aims toward requesting the vote. On the contrary, parties do not use this
application as a medium of personalizing politics to bring the figure of the leader closer
to the electorate. This reveals that it is a medium with low personalization since the
messages neither display aspects of the personal life of politicians nor do they resort to
the use of emotions. Likewise, the parties do not encourage dialogue with citizens on

Telegram either, opting for unidirectional communication.

Finally, another relevant function in employing Telegram is criticizing the adversary.
Parties in general, and, above all, those in the opposition, focus a large part of their
communication strategy on launching messages attacking their rivals. Beyond criticizing
their opponents' programs, they focus their reproaches on the actions, mistakes, and
contradictions committed by their leaders (Marcos-Garcia, AlonsoMufioz & Casero-

Ripollés, 2021; Lépez-Meri, Marcos-Garcia & Casero-Ripollés, 2017).

Regarding the thematic agenda in Telegram (PI12), our findings show that this mobile

instant messaging service fosters a high level of fragmentation of the political agenda.
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Most parties articulate their campaign communication around multiple topics without
focusing on one or two. Telegram promotes thematic diversification of political
messages, a different dynamic from Twitter, where the topics' agenda is more
homogeneous (Alonso-Mufioz & Casero-Ripollés, 2018). On the one hand, voting and
electoral results and aspects related to the electoral campaign, and on the other, are
the preferred topics for the parties in this application. This reveals the electoral use of
Telegram, aspect that already occurred in the political use of this platform in other
electoral campaigns (Alonso-Mufioz, Tirado-Garcia and Casero-Ripollés, 2022; Tirado-

Garcia, 2022).

Another relevant issue on Telegram's political agenda is the relationship between
political parties and the media. The parties use this mobile application to make the
interventions of their leaders visible on television, radio and newspapers, favoring their
retransmission. This shows that legacy media play a relevant role in the communication
strategy of political parties, since they have a notable presence in this mobile instant
messaging service. In Telegram, the parties develop a strategy of hybridization of their
communication between legacy and digital media that seeks to enhance the projection
of their publications. This reaffirms the importance of the hybridization between new
and old media already detected in other social media such as Twitter and Facebook
(Lopez-Meri, Marcos-Garcia & Casero-Ripollés, 2017; Casero-Ripollés, Feenstra &

Tormey, 2016).

Another relevant finding is the preference of the PSOE for publications on social policy
and that of the PP for economic issues. The tendency of the left-wing parties bends
towards social issues closer to the needs of citizens while the right-wing parties pay
more attention to systemic issues such as the economy. It also highlights the fact that
the emerging parties with a progressive tendency are using Telegram to place issues
related to the environment or democratic regeneration on the political agenda. Both
trends coincide with the previous literature on the thematic agenda of the parties on
Twitter during the electoral campaign (Lépez-Meri, Marcos-Garcia & Casero-Ripollés,

2017).
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Our last original contribution is the predominance of the visual in Telegram as a priority
element when it comes to complementing the text of the messages and the incipient
experimentation with new multimedia resources (PI3). Following the visual trend of
social media in the context of political communication (Svensson & Russmann, 2017)
and other mobile instant messaging services such as WhatsApp (Zamora Medina &
Losada Diaz, 2021), video and images are the multimedia resources most used in the
communication strategy of the parties on Telegram during the campaign. They are used
as communicative vehicles due to their greater persuasive and propagandistic impact
(Bustos Dias & Ruiz del Olmo, 2016). On the other hand, the parties try to get closer to
users and find out their opinions by exploiting the potential of the multimedia resources
offered by Telegram. Thus, they begin to use gifs, audio and surveys as a complement
to their text messages to get closer and empathize with users. This use is still emerging,
but it is innovative compared to other social media. This use is still moderate, but it is

innovative compared to other social media.

Our findings can be extended beyond Spain to other geographical contexts, particularly
those countries with political and media systems similar to Spanish, such as those in
southern Europe (Portugal, Italy, Greece and France). Our research is one of the first on
the use of Telegram in an electoral campaign. For this reason, it is highly original and a
contribution to the advancing knowledge of this mobile instant messaging service, which
occupies an increasingly relevant place in political communication, particularly electoral

communication.
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Appendix

Table Al. Functions of the messages broadcast on Telegram by the Spanish parties

Unidas Mas TOTAL
Function PSOE PP (& U Vox
Podemos Pais (units)

Agenda and
organization of 25 6 0 3 8 9 13 64
political events
Program/promis

44 34 2 11 1 4 6 102
es
Political
achievements of
the 10 23 0 9 0 8 0 50
administration/
opposition
Criticism of the

12 83 1 21 4 1 0 122
opponent
Agenda/media

37 16 2 8 3 5 2 73
information
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Interaction

Repost

137

13

10

171

Participation
and

mobilization

45

43

12

31

14

10

159

Community
building —

values/ideology

13

22

11

64

Community
building —
personal
life/backstage

(humanization)

Community
creation —
Fun/entertainm
ent

(humanization)

Humour

Courtesy/protoc

ol

16

30

Verification or
reporting of

fake news

10

Others

17

Source: own elaboration
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Table A2. Thematic agenda of the Spanish political parties in Telegram

Unidas Mads TOTAL
Topic PSOE PP CS U Vox
Podemos Pais (units)

Economy 12 48 1 12 1 1 0 75
Social politics 34 16 1 7 0 4 5 67
Culture and

0 0 0 0 0 0 0 0
sport
Science and

0 0 0 0 0 0 0 0
technology
Environment 3 4 0 0 1 0 1 9
Infrastructures 0 0 0 0 0 0 0 0
Corruption 0 3 0 2 0 0 0 5
Democratic

4 3 1 8 1 0 7 24
regeneration
Game and
political 17 40 0 10 1 2 0 70
strategy
Voting and

32 41 4 15 11 20 9 132
election results
Territorial
model of the 13 38 2 10 0 0 0 63
State
Terrorism 0 0 0 0 0 0 0 0
Personal topics 0 0 0 0 0 0 0 0
Organization
and operation 26 14 11 13 10 11 13 98
of the campaign
Relationship

43 14 5 19 3 4 2 90
with the media
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External affairs 0 0 0 0 0 0 0 0
Justice 1 0 0 3 0 0 0 4
Political speech 11 20 2 4 0 13 0 50
No topic 143 11 4 1 1 13 3 176
Others 3 3 0 4 0 4 0 14

Source: own elaboration

Table A3. Use of resources by Spanish political parties on Telegram

TOTAL
Resource

(units)
Non-existent 513
Image 104
Video 271
Gif 4
Poll 3
Audio 1
Sticker 0
PDF 0

Source: own elaboration
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Telegram in campaign: the use of mobile instant messaging services in

electoral Political communication

Abstract

The use of mobile instant messaging platforms has increased in recent years in political
communication given the private nature of this form of communication, a trend which
has increased during the Covid-19 pandemic. The aim of this research is to know the
Telegram usage done by the main political parties within the election campaign. For this
purpose, the Catalan election of the 14th of February 2021 are studied with a
guantitative content analysis on a sample composed of 600 messages published by five
political parties (PSC, Vox Barcelona, ERC, Junts per Catalunya, CUP and En Comu
Podem). Results show that one of the most important functions of this platforms is the
information and dissemination of its electoral programme. Regarding the main topics,
the organization and functioning of the campaign and the political wrangling
predominate. Our findings show that the position of the different parties regarding the
independence of Catalonia, their political trajectory and their position within the
government/opposition axis are conditioning factors of their communication strategy on
this platform. Finally, the analysis of the public impact of the published messages reveals
the disconnection between the parties and the citizens. In addition, a “more is more”
effect which determines that the more messages are broadcast on this platform, the
greater the number of views by users is, is detected. These data reveal new evidence on

how Telegram is being used in the election campaign by political actors.

Keywords: Political Communication; Mobile Instant Messaging Services; Telegram;

Telegram; Electoral campaign; Social media

3.1. Introduction

In recent years, the traditional media have lost their centrality and are no longer the

only transmitters of information (Casero-Ripollés, 2018). The development of digital
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technologies has led to changes in information consumption habits, as they have
favoured communicative hyperactivity (Quinn & Papacharissi, 2018) that has multiplied
content producers, generating certain risks such as the viralization of fake news, as
happened in the 2018 electoral campaign in Brazil (Canavilhas et al., 2019). It was in
these elections when mobile instant messaging platforms have burst into the field of
political communication (Chagas et al., 2021), and they are currently primary
communication channels between parties and citizens. The privacy that these platforms
offer provides an interesting space to disseminate information quickly and to a larger
volume of the public, as opposed to other social media such as Twitter or Facebook.
Moreover, the Covid-19 pandemic has promoted these types of digital media within
political communication in a context characterised by reduced physical contact with

voters.

In this sense, digital technology appears to be diversifying the type of actor supporting
parties’ and, along with other related phenomena, this is affecting how parties organize
themselves (Dommett et al., 2020) and their communicative strategies. In this context,
some authors argue that during the next few years these will be transferred to
WhatsApp and Telegram in search for more direct dialogue, and the possibility that the
citizens act as viralizing agents of that content (Bigas-Formatjé, 2019). Among the
applications of this type, Telegram and WhatsApp stand out as key supports for
accessing information (Gil de Zufiiga & Goyanes, 2021), especially political information.
WhatsApp has 2 billion active users worldwide and Telegram, with more than 500
million users, is one of the most significantly growing applications during 2020 (IAB

Spain, 2021).

The emergence of mobile instant messaging services has led to fundamental changes
within the field of political communication, modifying the dynamics of the election
campaigns and the communication processes between parties and citizens (Zamora-
Medina & LosadaDiaz, 2021). Thus, its use in political communication has had different
effects that have been previously studied from the perspective of citizen participation

(Gil de Zuiiiga & Goyanes, 2021), but despite its importance, this topic has still generated
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areduced number of research in the aspect of its use as a tool of political communication
by the parties. For this reason, in addition to the recent social relevance they are
acquiring, the study of mobile instant messaging services is more original than the
analysis of social network sites such as Twitter or Facebook. This research analyses
Telegram since, in the general elections of April 2019, WhatsApp blocked the massive
dissemination of electoral content to Spanish political parties, cancelling its use as a

communication tool in the campaign.

In this context, it is important to know how political actors use Telegram in the election
campaign, an insufficiently explored aspect. In this sense, this paper has a double
purpose. On the one hand, to know the kind of issues and functions the political parties
prioritize on this platform during the election campaign. On the other hand, considering
that there are studies that have shown that the ideology of the party influences the
incorporation and type of use of new technologies (Vergeer et al., 2013), we intend to
analyse which factors are able to condition the communicative strategies on Telegram.
For this purpose, the Catalan elections held on the 14th of February 2021 are studied
here. This is one of the first campaigns to be held in the context of Covid-19. Coronavirus
affected the parties” activities and communication strategies. They were affected by
mobility restrictions imposed by the pandemic. A scenario that made physical contact
with voters difficult and forced parties to prioritize digital contact channels such as
Telegram. Besides, the study of the Catalan case places serious interest in the crisis
derived from the independence conflict and the irruption in the Catalan Parliament of
the far-right party Vox, being both polarizing movements seeking a more aggressive

virality in the communication of their messages through Telegram.
3.2. The rise of mobile services in digital political communication

The news current outlook has undergone an accelerated transformation at all levels: by
senders, receivers, and the media (Chadwick, 2017; Casero-Ripollés et al., 2016). The
progress of digital technologies has caused a diversification of the citizens’ methods to

access information. This factor has led to a trend towards complementarity in media
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consumption when obtaining information and knowledge about reality politics (Dutta-
Bergman, 2004). Citizens combine different media platforms to find out about current
affairs, and this involves a series of opportunities and risks, such as the diversity of
sources and disinformation (Rossini et al., 2021). The mobile technology revolution has
played a special role in this paradigm shift. Mobile phones have become the main
Internet access device both internationally and in Spain (Fundacién Telefénica, 2020). In
consequence, the use of these devices for informational purposes has multiplied,

especially in the context of political news (Valeriani & Vaccari, 2018).

3.2.1. Social media and mobile instant messaging platforms for political

communication

Social media have established a new communicative context between parties and
citizens, thus becoming an important resource for political organisations when designing
their communication strategies (Bene, 2021) and publicize their actions and campaign
proposals. Thus, the incorporation of social media in the field of political communication
has made it possible to stimulate contacts with citizens. Political actors have detected in
these platforms the possibility of achieving communicative autonomy and dispensing
with journalistic mediation so that they can control their messages from production to

transmission (CaseroRipollés, 2018).

Therefore, recent studies (Alonso-Muioz et al., 2021; Lépez-Meri et al., 2017)
demonstrate how political parties use social media is conditioned by different factors
such as ideology, the history and trajectory of the organisation, and the opposition that
they occupy in the government-opposition axis. In the case of Twitter, for example, left-
wing parties pay more attention to social problems, whereas right-wing parties show a
high interest in issues related to the economy (Alonso-Mufioz et al., 2021). The
governing parties are more likely to highlight their management achievements, whereas
organisations in the opposition dedicate their efforts to criticise political opponents,
with emphasis on the governing party (Lopez-Meri et al., 2017). Also, opposition parties

find in social media alternative means for mobilization and communication due to
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restrictions in traditional spaces (Kwayu, 2021). Other research has revealed that
emerging parties focus on commenting on aspects related to the electoral campaign,
while established parties focus on sharing the strengths of their electoral program
(Lopez-Garcia, 2016). Regardless of these factors, it has been proven that Twitter
functions as a bulletin board where formations and leaders employ cyber-rhetoric
(Stromer-Galley, 2014) without taking full advantage of its interactive potential (Miquel-

Segarra et al., 2017).

The trends in the use of Facebook in the field of political communication are very similar.
Again, recent studies on Facebook have highlighted how parties do not take advantage
of its full potential since the use is merely self-referential (Koc-Michalska et al., 2020).
Political formations employ this platform to promote campaign actions, to ask their
electorate the vote and to show their position regarding future post-election

agreements (Alonso-Mufioz et al., 2021).

As opposed to the use of these social media in recent years, political actors have seen in
platforms such as Telegram or WhatsApp the possibility of establishing a closer and
personal connection with citizens (Valeriani & Vaccari, 2018; Zamora-Medina & Losada-
Diaz, 2021). Political actors have gradually begun to incorporate them into their
communication strategies, especially during electoral campaigns. This fact, among other
factors, is motivated by the need to look for more private communication strategies
given the public overexposure that users experience on social media (Gil de Zufiga et
al., 2021). So far, these services were more frequent among the general society than
among parties, though many political organisations have already begun to use them as
communication tools (Rogers, 2020). Among the applications that these services offer,
the recent expansion of Telegram for political purposes stands out. This platform, free
of charge and programming, was founded in 2013 by the Durov brothers. It enables
users to send and receive messages without restrictions in a free and confidential way.
The application provides direct communication without intermediaries, thus eliminating
the informative noise resulting from the saturation of publications in platforms such as

Facebook or Twitter (Urman & Katz, 2022; Wijermars, 2021). However, Telegram
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provides strictly unidirectional communication since subscribers cannot interact with
the parties on their channels. In any case, this is not a disruptive factor in its political use
in the Spanish sphere since, as recent studies have shown, the communication of top
Spanish leaders is clearly anchored in a traditional media logic, focusing on one-way

broadcasting, and mirroring mass media practices (Pineda et al., 2020).
In accordance with the previous literature, the following research questions are posed:

RQ1. What functions do political parties attribute to Telegram during the electoral

campaign?

RQ2. What issues do political parties prioritise in their communication strategy on

Telegram during the electoral campaign?

RQ3. Are there differences in the topics and functions assigned to Telegram based on

the ideological axis, the government-opposition axis, and the trajectory axis?

RQ4. What factors influence the impact of messages in terms of views shared on

Telegram?

3.3. Research design

3.3.1. Sample and data

Our objective is to know the use of Telegram done by Catalan political parties during the
regional elections campaign held on February 14, 2021. This campaign is particularly
relevant given the climate of political tension arisen from the Catalan independence
conflict, in addition to, as it happens in the international context, the recent rise of the
far-right represented by Vox. Moreover, the campaign was marked by the restrictions
and limitations derived from the Covid-19 pandemic. The 15 official campaign days are
analysed, including the day before the election, the election day, and the day later.
During this period, all the shared messages on the Telegram channels of the Partit

Socialista de Catalunya (PSC), Esquerra Republicana de Catalunya (ERC), the Candidatura
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d’Unitat Popular (CUP), Junts per Catalunya (JxCat), En Comu Podem, and Vox have been

analysed.

The selection of these parties responds to three criteria. First, these political forces
obtained representation in the Parliament of Catalonia and represent 90.58% of the
votes. However, it should be noted that although the Partido Popular and Ciudadanos
obtained parliamentary representation, they have been discarded from the analysis as
they did not publish any message. Second, their political trajectory. The sample
comprises four longstanding parties within the Catalan political scene (PSC, ERC, CUP,
and JxCat) and two emerging parties founded in the 2000s (En Comu Podem and Vox).
Third, its position (pro or against) the independence of Catalonia. Thus, we find parties
whose objective is to create a new and independent state (ERC, CUP, and JxCat) and
parties that reject this subject in their electoral programs (PSC, En Comu Podem, and

Vox).

The messages were downloaded one-by-one, without using any software, from the
Telegram application. The sample is composed by a total of 600 publications. The
distribution of the sample by party is: 179 of the messages belong to PSC (29.83%), 47
to ERC (7.83%), 14 to JxCat (2.33%), 55 to CUP (9.17%), 203 to En Comu Podem (33.83%)
and finally, 102 publications to Vox (17%).

3.3.2. Analysis

To answer the research questions, a quantitative content analysis has been carried out.
For this, the analysis model based on the agenda and the functions posed in Telegram
by the selected political parties was applied. A total of 14 categories have been defined
to study the functions, while 20 have been included to analyse the agenda (see Table 1

in the Appendix).

The results have been grouped based on three variables. The first is the political
trajectory, determined by the year the parties were created. Esquerra Republicana de

Catalunya (1931), the Candidatura de Unitat Popular (1991), and the Partit Socialista de
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Catalunya (1978), are parties with a long tradition within the Catalan political system,
while Junts per Catalunya (2020), En Comu Podem (2015), and Vox (2013) are recently
created parties. For this reason, depending on their history and trajectory, political
actors have been classified as traditional (1), or as emerging (2). At this point, it should
be clarified that even though JxCat was re-founded in 2020, it has been considered a
traditional party due to its close connection with Convergencia i Unid (CiU), created in

1978 and dissolved in 2015.

The second refers to the nationalist axis. In this research, the analysed political actors
have been classified depending on whether they defend the independence of Catalonia.
For this reason, ERC, CUP, and JxCat have been considered as (1) pro-independence

forces while the rest as (0) parties against independence.

Finally, the parties have been classified according to their position. Either they are in the
government or in the opposition. At the time of the elections to the Parliament of
Catalonia, JxCat together with ERC were in the government, so they have been
considered as (1) government while the rest of the political forces were analysed as part

of the (2) opposition.

The sample was analysed by four members of the research team. To calculate intercoder
reliability, a test was performed in which 100 messages (16.67% of the sample) were
analysed, achieving reliability of 0.95 for functions and 0.90 for issues according to
Scott’s Pi formula. The statistical treatment was carried out with the SPSS statistical

program (v.27).

3.3.3. Catalonia as a case of study

The elections to the Parliament of Catalonia held on February 14, 2021, were relevant
for various reasons. The first was the turbulent political situation that this territory has
been experiencing for more than a decade. Since 2012, Catalonia has experienced a
complex political process since a large part of the population supports independence

from the Spanish state (Micé & Carbonell, 2017). In consequence, during these years the
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pro-independence forces have incorporated the subject of independence as a priority
on their political agenda. Also, they demand that the Spanish State holds a legal and

binding referendum that would enable them to create a self-governing state.

Related to this first reason is the disqualification as president of the Catalan Government
Quim Torra (Junt per Catalunya) by the Supreme Court on September 28, 2020, for a
crime of disobedience (Rincén & Garcia, 2020). This fact led the vice president, Pere
Aragonés (ERC), to assume the acting presidency. The impossibility of finding a
candidate who would obtain the necessary support from the Parliament to become
president led to the automatic dissolution of the Parliament on December 21, 2020, and

elections to be called on February 14, 2021.

The third reason is the emergence of Vox, a far-right party, in the Parliament of
Catalonia. Founded in 2013, Vox managed to penetrate the Spanish political system in
the regional elections held in Andalusia in December 2018, where it obtained 12 seats.
Avyear later, the party jumped to the national level in the general elections of April 2019.
Vox managed to enter as the fifth political force with 24 seats, improving the results in
the electoral repetition of November 2019, when it obtained 52 representatives in the
Spanish Parliament. Vox ran for the Catalan elections with the slogan “Let’s recover
Catalonia” and won 7.76% of the votes (11 seats). The party became the fourth political
force in Catalonia, ousting Ciudadanos and the Popular Party, the centre and centre-

right forces in Catalonia.

Finally, the fourth relevant reason is that these elections were held in a context marked
by the restrictions derived from Covid-19. During February, Spain was immersed in the
third wave of the pandemic, and all the regions and provinces applied intense mobility
restrictions to their residents. This fact conditioned the communicative activity of the
political parties, which due to the difficulty of physically contacting their voters,
promoted the use of digital channels, such as Telegram. Furthermore, the Parliament

and the Generalitat of Catalonia established special measures for the correct holding of
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the elections, such as establishing age ranges or providing specific protocols to the

members of the polling stations (Regué, 2020).

3.4. Results

3.4.1. Telegram’s functions in the 14F electoral campaign

The results enable identifying the main functions granted to Telegram by the Catalan
political parties during the 14F electoral campaign (RQ1). In general, three types of
functions stand out (Table 1). The first is the use of Telegram as a method to share the
agenda of the events in the campaign (35.3%). The Catalan political parties used this
channel to inform citizens about the political events that were going to take place during
the campaign (Image 1). This way, users could know when and where they were going
to be held. In some cases, a link was provided to follow the events. This way, users
avoided travelling and followed the restrictions imposed by the health emergency of the

Covid-19.

Image 1. Example of a message with function Agenda and organization of political

events.
B j
«h | Esquerra Republicana & XN

Acte de campanya

.= Oz

Lacte o5 podeh seguir = youtube.com/EsquermaTV.

Al costat de la gent.

l"l REPUBLICANA|

I Aquest vespre, cartell de luxe! &

', Després de molt de temps escoltarem en directe Oriol
Junqueras, juntament amb @:Marta Rovira, Pere Aragoneés,
Najat Driouech, Gabriel Rufian i més!

1%
M En streaming < https://youtu.be/C8lh-W-PM8A
t.me/esquerrarepublicana/1206 23K © Jan 29,2021 at 18:05

Source: Telegram
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Table 1. Functions of the messages published on Telegram by the Catalan parties

Function %

Agenda and organization of political events 35.3
Program / promises 19.5
Political achievements of management / opposition 2.0
Criticism of the adversary 2.2
Agenda / Media information 9.5
Interaction 1.6
Repost 155
Participation and mobilization 7.3
CC: Values / Ideology 3.5
CC: Personal life / Backstage (Humanization) 0.8
CC: Fun / Entertainment (Humanization) 0.3
Humour 0.5
Courtesy / Protocol 1.0
Others 0.8

TOTAL 100

Source: own elaboration

At a second level, there are functions such as Program / promises (19.5%) and Repost
(15.5%) (Table 1). In the first case, the parties share some issues incorporated in their
electoral programs with those subscribed to their Telegram channels, showing some
promises to fulfil in case of being elected. In the second, we find messages coming from

other social media or instant messaging platforms which are shared directly, without
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adding more information. (Image 2). It is, therefore, about expanding the circulation

radius of these contents to reach a larger audience.

Image 2. Example of a repost on Telegram of a message posted on Twitter

=
socialistes.cat & 4

https://twitter.com/socialistes_cat/status/1359823956610
547712

Twitter

PRESIDENT

VOTA PSC/®

-

FEM-HO VOTA PSC/®

Socialistes PSC/@)

@ Anna Maria Martinez, alcaldessa de #Rubi: "A Rubi, com a
ciutat industrial necessitem aliances. (JEls Fons Europeus
representen en municipis com el nostre una gran oportunitat per
reparar els danys economics i socials que s'han provocat."
#Presidentllla...

t.me/socialistes_cat/156 247 © Feb 11,2021 at 12:33

O A N 7 ,:—

Source: Telegram

At a third level, the messages related to the media agenda (9.5%) and citizen
mobilisation (7.3%) stand out (Table 1). On the one hand, the parties consider Telegram
as a media speaker to viralize the appearances of their candidates in the conventional
media, as occurs, for example, with interviews in conventional media and televised
debates held in different media, such as TV3 or La Sexta. This strategy seeks to take
advantage of the hybrid nature of the current media system (Chadwick, 2017). On the
other hand, those messages where the vote is requested or the express participation of

citizens in electoral acts are also highlighted.

The rest of the functions register low or residual values, as occurs, for example, with

humour (0.5%) or with messages related to the personal lives of politicians (0.8%).
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3.4.2. The agenda on Telegram during the 14F electoral campaign

The analysis of the thematic agenda raised in Telegram during the 14F electoral
campaign (RQ2) enables the identification of various evidence (Table 2). The most
frequent topic in the messages published by all parties is related to the organisation and
operation of the electoral campaign (26.5%). In other words, a large part of the
messages shared by the parties analysed dealt with issues related to the campaign, such
as the organisation of political events (Image 3). Thus, Telegram works as a bulletin
board indicating the place and date of the events. The objective is to attract the
participation of the largest possible public to the event as a mechanism to measure their

electoral support.

Image 3. Example of a message about the organisation and operation of the electoral

campaign

VOX Barcelona
Hoy estaremos con nuestras carpas informativas

4

? sabadell (Con la visita de Juan Garriga)
? Hospitalet de Llobregat (Con la visita de Ménica Lora)

? Barcelona (Con la visita de Antonio Gallego y Juan
Garriga)

#RecuperemosCatalufia ;g
t.me/VOX_Barcelona/863 714 ® Feb 4,2021 at07:11

d— ;e ) = e N ANE

Source: Telegram
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Table 2. Thematic agenda of Catalan parties on Telegram and mean average

views/post
Issue % Mean average views / post
Economy 2.2 1415.62
Social Politics 10.3 1603.23
Culture and sport 0.7 913.33
Science and Technology 1.0 846.00
Environment 1.8 764.27
Infrastructures - -
Corruption 0.2 2100.00
Democratic regeneration 0.8 1910.80
Game and political strategy 33 1622.90
Voting and electoral results 6.3 2467.39
Territorial model of the State 3.7 2355.32
Terrorism - -
Personal Issues 0.2 322.00
Organization and operation of the campaign 26.5 1555.43
Relationship with MMCC 10.5 877.24
Foreign Affairs 0.2 346.00
Justice 0.3 1337.50
Political harangues 13.8 724.94

-96 -



La comunicacién politica en los servicios moviles de mensajeria instantdnea.

El uso estratégico de Telegram como herramienta digital de campaia electoral

No subject 17.8 623.55
Others 0.3 435.50
TOTAL 100 1262.33

Source: own elaboration

The second most used thematic category is ‘no subject’ (17.8%) and refers to those
messages that, on the one hand, express courtesy towards other people and that, in
general, are used to thank the support of voters or related groups. And on the other
hand, to a high percentage of messages that comes from other social media without
providing new content. In this sense, it is observed that the analysed parties do not have
a specific and differentiated communication strategy in Telegram. Contrarily, they
frequently use this platform as a channel to broadcast messages of other digital

platforms, especially Twitter and Facebook.

Third, the messages that seek to harangue citizens (13.8%), those that deal with aspects
related to social policy (10.3%), and those that show the relationship of the candidatures
with the media (10.5%). In contrast, issues such as the economy (2.2%), culture and
sports (0.7%), science and technology (1%), or the environment (1.8%) were practically
not mentioned during the campaign (Table 2). In this line, we see that the Telegram
communication strategy of the Catalan parties was characterised by the sending of
messages with similar content to the electoral slogans that sought to increase the
participation and mobilisation of the electorate and to show their appearances in the
media. Introducing and sharing specific programmatic proposals is relegated to the

background, especially those proposals unrelated to the field of social policies.

3.4.3. Conditioning factors of the functions and the campaign agenda in Telegram

To respond to RQ3, the data related to the functions and the agenda set in Telegram
during the Catalan electoral campaign are analysed, considering three axes: the pro-
independence axis, the government/opposition axis, and the trajectory axis of the

parties.
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Regarding the functions, there are notable differences between the data extracted
according to the axes and the general trends detected (Table 3). First, it is observed how
the independence axis is related to the type of function that the parties prevail (x2 (12)
= 87.960; p <0.001). Although all parties use Telegram to share their agenda of events
(Table 3), if we analyse the data independently, we see that the pro-independence
parties (ERC, JxCat, and the CUP) mainly use this mobile messaging service to mobilise
their electorate (19%). This aspect is of minor importance for parties against
independence (4.5%). The political situation in Catalonia since 2012 and the requests for
a legal referendum to guarantee Catalan independence from Spain explain why the pro-
independence forces have tried to capture the vote of the citizens. This fact connects to
two aspects. First, the idea that these parties have made the most effort to share their
values and ideology (9.5%) through this channel (Table 3) highlighting the importance of
creating an independent State for Catalonia. Thus, taking advantage of the private and
close nature of communication on Telegram, they try to involve and mobilise the Catalan
electorate in the pro-independence cause with messages that advocate the feeling of
belonging to a nation, based on Catalonia’s historical rights, its history, its language, and
Catalan civil law. This explains the close relationship between the function of
mobilisation and that of ideological values in the pro-independence and government
axis. Second, criticism of the adversary (6.9%), especially the PSC and all those parties

that refuse to support independence.

Conversely, the parties opposed to the independence of Catalonia prioritise messages
that seek to publicise their electoral program (20.7%), especially in the field of social
policy, as well as to repost their interventions on other social media (17.9%). This fact is
especially notable in parties such as Vox or the PSC that use Telegram as a channel for
broadcast contents created on Twitter and Facebook. The data reveal how they also use
this channel to promote their appearances in conventional media (10.3%) and thus show

their participation in debates and interviews (Table 3).

Second, the data indicate that the government/opposition axis is also related to the

functions of the messages shared by Catalan political parties on Telegram (x2 (12) =
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103.836; p<0.001). Since the parties in government were the independence parties ERC

and JxCat, the patterns mentioned above are repeated.

Table 3. Message functions based on the analysed axes (%)

Function Independentist axis Government / Opposition Axis  Political history axis
Yes No Government Opposition old New

Agenda and 33.6 35.7 23.0 36.7 31.2 39.3

organization of political

events

Program / promises 14.7 20.7 14.8 20.0 27.5 11.8

Political achievements 59 12 6.6 15 20 20

of management /

opposition

Criticism of the 6.9 1.0 6.6 1.7 2.7 16

adversary

Agenda / Media 6.0 10.3 3.3 10.2 9.2 9.8

information

Interaction 0.0 2.4 0.0 2.0 3.7 0.0

Repost 34 17.9 1.6 16.7 9.2 21.3

Participation and 19.0 4.5 32.8 45 9.8 4.9

mobilization

CC: Values / Ideology 9.5 2.1 11.5 2.6 4.1 3.0

CC: Personal life / 0.0 1.0 0.0 0.9 0.0 16

Backstage

(Humanization)

CC: Fun / Entertainment 0.4 0.0 0.0 0.3 0.0 0.7

(Humanization)

Humour 0.0 0.6 0.0 0.6 0.0 1.0
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Courtesy / Protocol 1.2 0.0 0.0 11 0.0 2.0

Others 0.6 1.7 0.0 0.9 0.7 1.0

Source: own elaboration

Third, we observe how the trajectory axis is also related to the functions granted to
Telegram (x?(12) = 49.864; p <0.001). The parties with a shorter history (En Comu Podem
and Vox) use this channel mainly as a speaker, either to publicise the political events they
organise (39.3%), especially Vox, and to make their content from other social media
visible (21.3%). Therefore, as in other social media, the new parties are more concerned

with the form than the substance (Alonso-Mufioz et al., 2021).

Regarding the thematic agenda, if we analyse the data in detail according to the axes of
study, we find that it is influenced by the position of the parties in the independence axis
(x2(17) = 104.714; p <0.001), their position on the government/opposition axis (x>(17) =
137.583; p <0.001) and on the party's political trajectory axis (x?(17) = 102.072; p
<0.001).

Thus, the pro-independence parties (JxCat, ERC, and the CUP) dedicate their
communication efforts on Telegram to talk about two interrelated issues: voting and
electoral results (18.1%) on the one hand, and the territorial model of the State (10.3%)
on the other (Table 4). Throughout the entire campaign, the pro-independence activists
make a great effort to mobilise their electorate to go to the polls with a clear message:
to have the necessary strength to carry out a legal referendum and achieve a state of
their own for Catalonia. Along the same lines are those messages that deal with the
possible pacts that each party will make if it wins the elections (6.9%). Particularly
noteworthy is that Junts per Catalunya promoted a document in which the pro-
independence forces promised not to agree with the PSC if they won the elections. This

act generated controversy due to ERC's reluctance to sign it in the beginning.
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Table 4. Thematic agenda proposed in Telegram based on the analysed axes

Issues Independentist axis Government / Opposition Axis  Political history
axis

Yes No Government Opposition oid New
Economy 1.7 2.3 1.6 2.2 2.7 1.6
Social Politics 11.2 101 1.6 11.3 8.8 11.8
Culture and Sport 0.0 0.8 0.0 0.7 0.7 0.7
Science and Technology 0.0 1.2 0.0 11 0.3 1.6
Environment 0.0 23 0.0 2.0 1.4 2.3
Infrastructures 0.0 0.0 0.0 0.0 0.0 0.0
Corruption 0.9 0.0 1.6 0.0 0.3 0.0
Democratic regeneration 3.4 0.2 6.6 0.2 1.7 0.0
Game and political 6.9 2.5 11.5 2.4 3.1 3.6
strategy
Voting and electoral 18.1 3.5 29.5 3.7 8.5 4.3
results
Territorial model of the 10.3 2.1 4.9 35 6.1 1.3
State
Terrorism 0.0 0.0 0.0 0.0 0.0 0.0
Personal affairs 0.0 0.2 0.0 0.2 0.3 0.0
Organization and 31.0 25.4 27.9 26.3 17.3 35.4
operation of the campaign
Relationship with MMCC 4.3 12.0 0.0 11.7 9.8 11.1
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External Affairs 0.0 0.2 0.0 0.2 0.3 0.0
Justice 0.9 0.2 1.6 0.2 0.7 0.0
Political harangues 7.8 15.3 13.1 13.9 24.4 3.6
No subject 3.4 21.3 0.0 19.9 13.2 22.3
Others 0.0 0.4 0.0 0.4 0.3 0.3

Source: own elaboration

On the contrary, parties against the independence focused their strategy on Telegram
on launching slogans (15.3%) in favour of the unity of Spain (Table 4). These messages
are frequent on the Vox channel since the party shared images or videos highlighting
sentences of its leaders defending the inviolability of the Spanish unity and criticising
the pro-independence leaders for breaking the law. PSC, Vox, and En Comu Podem are
the parties that most share their appearances in the media (12%) while emphasising
their participation in debates and interviews with journalists. Likewise, these formations
are the ones that most share messages from other social media (21.3%) and, therefore,

the ones that least exploit the specific potential of Telegram.

The data based on the position that the parties occupy within the government or
opposition present similar patterns to those described above because the government
was conformed by JxCat and ERC. Both parties are pro-independence parties. However,
we found a significant difference concerning the high volume of messages that refer to
social policies (11.3%) by opposition parties (Table 4). This is because the CUP and En
Comu Podem are the candidates that paid the most attention to these issues throughout
the campaign. Especially noteworthy are those messages from the CUP that deal with
energy poverty, and the high percentage of families that are affected by it, and the
proposals for the deprivatization of public health, as well as messages related to

feminism, public health, and the LGTBI + collective in the case of En Comu Podem.
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Finally, concerning the differentiation between old and new parties, the parties with a
long political history usually focus on democratic regeneration (1.7%), compared to the
new ones that do not mention the topic in any of their posts (Table 4). The party that
speaks the most about change and regeneration is the PSC, a party with a long history
and tradition. It also stands out that the established parties show the most concern for
the territorial model of the State (6.1%), the vote and electoral results (8.5%), with the
PSC and the proindependence parties being who they most try to mobilise their
electorate throughout the campaign. Emerging parties share numerous messages
focused on the organisation and operation of their campaign events (35.4%), indicating

to those who subscribe to their Telegram channel the place and date of the event.

3.4.4. The impact among the user community of messages shared on Telegram

To respond to RQ4, the impact of the messages on Telegram has been analysed
considering the views obtained by each of them depending on their subject. In addition,
the interaction has been analysed according to the ideological, the

government/opposition and the trajectory axis.

The results show a positive and strong correlation between the number of messages
shared on Telegram by the traditional pro-independence parties that are part of the
government and the number of views obtained for each of them (r = 0.703; p = 0.000).
In other words, the greater the number of messages shared by Junts x Catalunya and
ERC on their Telegram channels, the greater the number of views they get. Thus, the
more messages they share, the greater the impact they get. In the case of other political
parties, the incidence is more moderate, although the observed effect is the same (r =

0.307; p = 0.000).

In analysing the number of views obtained by the messages shared on Telegram
depending on the subject, we can observe two interesting trends. First, nine topics
achieve an average number of views per publication greater than the general average
(Table 2). Second, the users’ interest differs significantly from the thematic agenda

raised by the parties on Telegram. In this context, we observe how the interests of
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parties and users differ. Thus, while the parties analysed in Telegram prioritise those
messages related to the organisation and operation of the campaign or the political rally,
users focus their attention on messages about the election results and the territorial
model of the State, which on average obtained the highest visualization by message

(Table 2).

Users also pay more attention to those messages related to corruption, democratic
regeneration, or justice, which on average obtain a higher volume of views (Table 2).
However, the parties post a small number of messages about these issues on Telegram.
The same occurs with those messages that deal with economics or social policy, without
a high presence either, yet reaching a higher number of views per publication than
average. In this sense, it stands out that the most read message during the campaign
(8,800 views) was shared on voting day by the CUP Telegram channel. The message was
about social policies that the candidacy wanted to implement in the case of victory in

the elections, such as, committing to provide 100% public services.

3.5. Conclusions and discussion

Our findings enable inferring various relevant and original contributions on the use of
Telegram in the electoral campaign. The use of Telegram has become widespread
among political parties in the Catalan elections because the restrictions on physical
contact and mobility deriving from the C-19 pandemic. Thus, although the parties still
do not present a differentiated and distinctive strategy on this platform, they have
incorporated it as an additional information channel in their communication strategy.
Results show that the parties have used Telegram essentially for three purposes: to
inform users about their campaign actions, to repost the messages published in other
social media, and to mobilise the electorate to vote. The private environment that
characterises Telegram enables parties to present a more direct discourse with users. In
this sense, an ideological use of this platform is observed, something which could

increase the polarization of the electorate.

-104 -



La comunicacién politica en los servicios moviles de mensajeria instantdnea.

El uso estratégico de Telegram como herramienta digital de campaia electoral

About RQ], it has been detected that in general, political parties use Telegram as an
information channel, especially to share their agenda of campaign events. Although in a
complementary way, the parties also use this mobile messaging service to publicise their
electoral program, publicising their programmatic axes and showing users the policies
they would make in case of winning the elections. In line with previous research, it is
observed how Telegram works as a sort of bulletin board likewise other social platforms
such as Twitter (Lépez-Meri et al., 2017) or Facebook (Alonso-Mufioz et al., 2021). These
results also reveal that parties still lack a differentiated communication strategy on
Telegram, since they refuse to create ad-hoc content for this platform. However, on
many occasions, they share the same message with users that they have already
launched on another social media. In this sense, this instant messaging service is
configured as a channel for the re-dissemination of content to widen its reach among
citizens, as a secondary social media to the accounts that political parties have on

platforms such as Twitter and Facebook.

Regarding the thematic agenda raised in Telegram by the parties during the Catalan
electoral campaign (RQ2), the results show how the aspects related to the organization
and operation of the electoral campaign are a priority, paying less attention to the
proposals on issues like economics or social policy. The hybridisation occurring between
old and new media also stands out given that there is a notable percentage of messages
in which the presence of candidates in interviews or debates carried out in conventional
media are shared on Telegram. This type of messages seeks to expand the circulation
radius of these interventions to reach a larger audience, thus combining the digital

environment with the offline (Chadwick, 2017; Larsson, 2016).

About the agenda, the high volume of messages whose objective is to mobilize users to
vote also stands out. These are short and simple messages, similar to election slogans.
In this sense, we observe how the same patterns are reproduced in Telegram and
Twitter or Facebook, where parties are concerned with showing the opposite political
forces their electoral support rather than sharing their programmatic proposals on

matters of relevance and interest to the citizenship (Alonso-Mufioz et al., 2021; Lépez-
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Garcia, 2016). This fact may be due to the high polarization that occurred throughout
the campaign where the parties raised the vote as a kind of plebiscite between
advocates and opponents of the independence of Catalonia. A similar context happened
in the general elections of 2016 and the Catalan regional ones of 2017, when after the
negotiations failed, the parties divided the elections between those who wanted to

govern and those seeking misrule (Simdn, 2017; Pérez-Curiel & Garcia-Gordillo, 2018).

The third original contribution of this research refers to the factors that influence the
thematic agenda and the functions associated with Telegram during the campaign
(RQ3). Thus, the analysis results have proved that the party’s position regarding
independence, its position in the government/opposition axis, and its political trajectory
are determining factors in how they use this mobile messaging platform. In this sense,
it is relevant to observe how pro-independence parties that controlled the government
have committed their communication efforts to mobilize their electorate to go to the
polls to win the election and make independence increase. Conversely, the other parties
have not presented any determined communicative strategy, focusing more on form

than substance.

Finally, regarding the repercussion of the messages shared on Telegram (RQ4), it has
been possible to corroborate that the “more is more” effect occurs. In other words, the
more messages the parties publish, the greater the number of views they get. This data
is particularly relevant in the case of the traditional pro-independence parties that were
part of the government when the campaign took place. This shows a high correlation
between the number of messages published and the number of views obtained. These
data contradict the results obtained by previous research. In the analysis of the Spanish
case, Alonso-Mufioz et al. (2021) detected that the “more is less” effect was
predominant: the interest of users decreased when parties published a high volume of

messages. Thus, users prioritise quality over quantity of messages.

In addition, it is observed how the agenda proposed by the parties on Telegram is not in

line with the users’ interests, fact that proves the disconnection between the political
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parties’ online agenda and the interests of the citizenship (Pérez-Curiel & Garcia-
Gordillo, 2020). Thus, the issues that generate most of the attention among users, such
as corruption or social policies, scarcely appear in the Telegram messages of the parties
during the election campaign. This might be motivated by the lack of feedback given
that Telegram provides unidirectional communication, key subject that already occurred

on Twitter in the 21D Catalan elections (Pérez-Curiel & Garcia-Gordillo, 2018).

The main limitation of this research is the study of a single platform such as Telegram.
Even though this work presents results from a single campaign, several of its
contributions can be extended to other electoral contexts. The results obtained enable
us to know the main functions of Telegram, and the agenda proposed by the political
parties. These aspects are so far unexplored. In addition, this research enables us to
know what factors influence the use of this platform, demonstrating that the position
of the parties in the independence axis, the government/opposition axis, and the
trajectory axis are decisive. Consequently, Telegram is established within social
platforms as an informative channel, as a loudspeaker for other social media, and as a
medium to mobilize the electorate to go to the polls with highly ideologically branded

messages.

Future research should study the activity of political parties on Telegram out of the
election campaign. This will allow us to check whether the trends detected here follow
the same dynamics during ordinary political activity. In this sense, this research is a
starting point for understanding the political use of mobile instant messaging services in
campaigning, a tool that is likely to increase its importance in electoral communication

in the near future.

This work was supported by Universitat Jaume | de Castelld under the Research

Promotion Plan in the R&D project with reference UJI-B2020-14.
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Appendix

Table Al. Functions and issues defined in the analysis protocol used in this research

Function Description

Agenda and organization of political events  Information on campaign events (place, time, etc.).

Program / promises Date of the electoral program or proposals.

Political achievements of management / Praise the achievements of the party and / or leader.
opposition

Criticism of the adversary Direct attacks on the actions and / or ideology of other

formations or politicians.

Agenda / Media information Links to the media, for example, to share an interview.
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Interaction

Repost

Participation and mobilisation

Community Building: Values / Ideology

Community Building: Personal Life /

Backstage (Humanisation)

Community Building: Fun / Entertainment
(Humanization)

Humour

Courtesy / Protocol

Direct question to users

Full messages from other social media without added text
Explicit request for the vote, financial donations or the
mobilisation of voters or volunteers.

They worship and strengthen the values and ideology of
the party.

They show aspects of the private life of politicians
(hobbies, tastes, family, etc.) or elements of the backstage

of the campaign.

They aim to get closer to users through the use of
entertainment.

They include memes, jokes, or other humorous devices.

Thanks, condolences, ephemeris, etc.

Others Unclassifiable according to the previous categories.
Issues Description
Economy Messages about employment, unemployment, wages,

Social Politics

Culture and Sport

Science and technology

Environment

Infrastructures

deficit, public  spending, debt, crisis, taxes,
entrepreneurship, economic sectors, contracts, self-

employed, etc.

Messages about pensions, health, education, the welfare
state, social justice, equality / inequality, gender violence,

housing, immigration...

Messages related to cultural industries (cinema,

literature, art, MMCC, social media, etc.) and sports.

Messages on research and development, Network

infrastructure (optical fiber, Wi-Fi...).

Messages related to pollution, the protection of fauna and

flora, climate change...

Messages about services and infrastructures such as

roads, bridges, etc., as well as about transport services.
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Corruption

Democratic regeneration

Game and political strategy

Voting and electoral results

Territorial model of the State

Terrorism

Personal Issues

Organization and operation of the campaign

Relationship with MMCC

Foreign affairs

Justice

Political harangues

No subject

Other

Messages about corruption mentioning specific cases,

attitudes, behaviours, or concrete decisions.

Messages about democratic aspects that do not work at

present and need to be renewed / eliminated.

Messages talking about the intention to build a certain
type of government or about possible (or impossible)

future agreements.

Messages dealing with surveys, polls, analysis and
evaluation of electoral results or messages regarding the
act of voting.

Messages about the construction of a certain model of

State, nationalism, independence, etc.

Messages about legislation, attacks, victims...

Messages that refer to questions of the personal life of the
politicians.

Messages about the organization of campaign events,
such as meetings or the operation of the campaign.
Messages in which information about the appearance of a
politician in an MMCC is shared without specifying

anything else.

Messages about the European Union or international
affairs.
Messages related to a specific judicial resolution,

precautionary measure, ongoing judicial process, etc.

Messages in which the importance of the union is exalted,
and the supporters are harangued to join the party and
win. Like campaign slogans.

Messages about protocol issues, such as good morning or
condolences or that come entirely from other social
media.

Unclassifiable messages according to the previous

categories.

Source:

Own elaboration
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Telegram como canal de autopromocidn politica en campaiia: El caso de

las elecciones a la Comunidad de Madrid de 2021

Resumen

La aparicién de los servicios méviles de mensajeria instantanea ha supuesto una nueva
transformacién para la comunicacién impulsada por los actores politicos. Estos han
convertido a estas plataformas en un instrumento de difusidon de informacion para
captar nuevos votantes. El objetivo de esta investigacion es conocer el uso que hacen
de Telegram los principales partidos politicos que se presentaron a las elecciones a la
Comunidad de Madrid celebradas el 4 de mayo de 2021. Para ello, se opta por un estudio
exploratorio y se emplea un andlisis de contenido cuantitativo sobre una muestra de 710
mensajes publicados por el Partido Popular, Ciudadanos, Podemos, Mds Madrid y Vox
entre el 18 de abril y el 5 de mayo de 2021. Los resultados demuestran que los partidos
politicos han incorporado Telegram como una herramienta mas en sus estrategias
comunicativas de campana. Ademads, su uso estd condicionado por factores como la
ideologia, la trayectoria y la posicion en el eje gobierno/oposicién. La funcidn principal
que le otorgan a esta plataforma es de caracter informativo. Finalmente, la tematica
preferida por los partidos durante la campafia son las propuestas electorales. Este
aspecto revela que Telegram se configura, principalmente, como un canal de

autopromocién politica.

Palabras clave: Comunicacidn Politica; Servicios Méviles de Mensajeria Instantdnea;

Telegram; Autopromocién; Campana electoral; Comunidad de Madrid.
Abstract

The emergence of mobile instant messaging services has brought about a new
transformation in the communication driven by political actors. Such services have
turned these platforms into a tool for disseminating information to attract new voters.

The aim of this research is to find out how Telegram is used by the main political parties
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which stood for the elections to the Community of Madrid held on the 4th of May, 2021.
In order to do so, we choose an exploratory study and a quantitative content analysis
over a sample of 710 messages published by the Partido Popular, Ciudadanos, Podemos,
Mads Madrid and Vox between the 18th of April and the 5th of May is used. Results show
that political parties have incorporated Telegram as another tool in their campaign
communication strategies. Moreover, its use is conditioned by factors such as ideology,
trajectory and opposition on the government/opposition axis. The main function
assigned to this platform is of an informative nature. Finally, the theme preferred by the
parties during the campaign are the electoral proposals. This aspect reveals that

Telegram is primarily configured as a channel for political self-promotion.

Keywords: Political Communication; Mobile Instant Messaging Services; Self-

promotion; Electoral campaign; Community of Madrid.

Este trabajo estd vinculado al proyecto “El uso de los servicios mdviles de mensajeria
instantdnea por parte de los actores politicos: estrategias comunicativas e impacto sobre
la ciudadania” (UJI-B2020-14), financiado por la Universitat Jaume | (Plan de Promocion

de la Investigacion 2020).

4.1. Introduccion

Los recientes cambios que se han producido en la comunicacién politica estan
estrechamente ligados a los avances tecnoldgicos de las ultimas décadas. Los medios de
comunicacion tradicionales han perdido su centralidad y ya no son los Unicos emisores
de informacién (Gémez-Calderdn, Roses y Paniagua-Rojano, 2017). Partidos y lideres
politicos han ido adaptando sus estrategias comunicativas al entorno digital, espacio en
el que las redes sociales se han convertido en una de sus plataformas preferidas como
via de contacto directo con la ciudadania (Elishar-Malkaa, Ariel y Weimann, 2020). Los
actores politicos han visto en ellas la posibilidad de difundir sus mensajes sin ningln tipo

de filtro o limitacién (Casero-Ripollés, 2018; Chadwick, 2013), lo que les posibilita tener
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un contacto mas directo y cercano con los/as ciudadanos/as (Tumasjan y otros 2010;

Parmelee y Bichard, 2011).

En este escenario desmediatizado, si bien plataformas como Twitter, Facebook o
Instagram se habian posicionado como un elemento esencial para la comunicacién
politica (Plantin y Punathambekar, 2019; Giansante, 2015), ésta todavia ha ido un paso
mas alla. La aparicién de los servicios mdviles de mensajeria instantdnea ha supuesto
una nueva transformaciéon para la comunicacién llevada a cabo por estos actores,
qguienes han hecho de estas plataformas un instrumento de difusién de informacion,
captacion de nuevos miembros y busqueda de nuevos votos. Su uso resulta relevante,
sobre todo, durante periodos electorales. Estos, frente al uso de redes sociales como
Twitter o Facebook, permiten una comunicacién de caracter privado e inmediato,
factores que resultan atractivos a los partidos politicos para difundir informacion de
forma mas 4agil y a un volumen de publico mayor (Newman, Fletcher y Kalageropolos,

2018; Varona-Aramburu, Sdnchez-Martin y Arrocha, 2017).

Entre los servicios méviles de mensajeria instantanea existentes, Telegram es el que
irrumpe con mayor fuerza en el dmbito politico. Su crecimiento se debe, en parte, a la
necesidad de los actores politicos de buscar alternativas de comunicacidn mas privadas
ante la sobreexposicion publica a la que se someten los/as usuarios/as en el resto de las
redes sociales (Pifieiro-Otero y Martinez-Rolan, 2020; Terrasa, 2019). De esta forma se
evitan cualquier tipo de censura, gatekeeping (seleccion) o encuadres ideologizados por
parte de los medios y se blindan de posibles andlisis en profundidad, debates y criticas
(Santos, 2019). En este sentido, Telegram permite a las formaciones politicas mayor
conexion con la ciudadania gracias a una comunicacién mas personalizada y cercana para
el/la usuario/a (Gil, 2016). No obstante, la comunicacién que ofrece es de caracter
eminentemente unidireccional, dado que los/as suscriptores/as no tienen capacidad

para interactuar con los partidos en sus canales.

Las investigaciones realizadas hasta la fecha sobre el uso politico de los servicios méviles
de mensajeria instantdnea en campafia se centran en la plataforma WhatsApp (Zamora-

Medina y Losada-Diaz 2021; Gutiérrez-Rubi, 2015). Sin embargo, pese a las nuevas
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posibilidades que ofrece Telegram, el estudio de su incidencia en la comunicacién
politica permanece practicamente inexplorado (Casero-Ripollés, 2018; Sierra, Gonzalez-
Tosat y Rodriguez-Virgili, 2021). En consecuencia, este trabajo analiza Telegram ya que,
sumado a su reciente relevancia social, en las elecciones generales de abril de 2019,
WhatsApp bloqued la difusion masiva de contenido electoral a los partidos politicos
espafioles, eliminado su uso como herramienta de comunicacidn en campaiia. Por ello,
esta investigacion viene a llenar un vacio en la literatura previa aportando una vision
novedosa que contribuye a establecer un punto de partida para conocer el uso politico
de Telegram en campafa, una herramienta que es probable que incremente su

importancia en la comunicacion electoral en un futuro cercano.

4.1.1. El auge de los servicios méviles de mensajeria instantanea en la comunicacién

politica

Con la llegada de internet, el panorama informativo ha experimentado una
transformacién acelerada en todos sus niveles, tanto por parte de los/as emisores/as
como de los/as receptores/receptoras y de los medios (Jenkins, 2008; Chadwick, 2017,
Casero-Ripollés, Feenstra y Tormey, 2016). El progreso de las tecnologias digitales ha
provocado una importante diversificacién de las formas de acceso a la informacion por
parte de la ciudadania, factor que ha propiciado una tendencia a la complementariedad
en el consumo de medios a la hora de obtener informacién y enriquecer conocimientos

(Dutta-Bergman, 2004).

En este contexto comunicativo destaca significativamente el aumento de los teléfonos
moviles como dispositivo de acceso a internet y consulta de informacién (Varona-
Aramburu, Sanchez-Martin y Arrocha, 2017). Ante este cambio, servicios mdviles de
mensajeria instantdnea como WhatsApp o Telegram han tomado un especial
protagonismo como herramienta comunicativa. Tal y como apunta Casero-Ripollés
(2020), estas plataformas permiten abordar problemas sociales que afectan
directamente a la vida cotidiana de la ciudadania, lo que ha supuesto que el nimero de
usuarios/as crezca exponencialmente en los ultimos afios. Por un lado, WhatsApp cuenta

actualmente con 2.000 millones de usuarios/as activos en el mundo. En Espafia, el 83 %
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de los usuarios de WhatsApp lo usan diariamente y, de estos, el 35 % lo emplea para leer,
compartir o comentar noticias. Por su parte, Telegram es una de las plataformas que mas
popularidad ha ganado en los ultimos afios, pasando de los 300 millones de usuarios/as
activos/as en 2018 a los 500 millones en solo dos afios, convirtiéndose en la segunda
aplicacion de mensajeria instantdanea moévil mds utilizada en Espaia (Digital News

Report, 2020).

La posibilidad de acceder al espacio digital sin ningln tipo de limite, asi como de creary
compartir contenidos con un amplio nimero de usuarios/as ha hecho que los actores
politicos hayan visto en estas plataformas otra oportunidad para alcanzar la autonomia
comunicativa y prescindir de la mediacidn periodistica que hasta ahora controlaba la
transmision de sus mensajes (Casero-Ripollés, 2018; Chadwick, 2013). Esta potencialidad
facilita la creacién de conversaciones en entornos cerrados sin que otros/as puedan
acceder a estas (Vermeer, et al.,, 2021). Ademas, a diferencia de otras redes sociales
como Twitter, Facebook o Instagram, los servicios moviles de mensajeria instantdnea
permiten a los/as usuarios/as enviar y recibir mensajes directos de texto y multimedia

sin disponer de una conexién a Internet de gran velocidad (Fernandez, 2018).

Si bien hasta hace poco tiempo el uso politico de este tipo de servicios estaba mas
generalizado entre la sociedad que entre los partidos, son muchas las formaciones
politicas que ya las han empezado a utilizar como herramientas propias de propaganda
(Terrasa, 2019). Partidos y representantes politicos han incorporado los servicios moviles
de mensajeria instantdnea como herramientas imprescindibles en sus estrategias
comunicativas, principalmente, durante la campafa electoral, momento en el que
intensifican su presencia en los medios sociales (Elishar-Malka, Ariel y Weimann, 2020;
Stier et al., 2018; Vergeer, 2015). Estos han abierto nuevas posibilidades a la politica a la
hora de establecer una comunicacion mas directa con la ciudadania, factor que permite
a los partidos politicos acercarse mas a los/as votantes y conseguir una mayor
participacién (Jungherr, 2014). Ademas de las funcionalidades mencionadas, los partidos
politicos han detectado que la informacidn en estas aplicaciones llega a mas gente que

en las redes sociales y facilita su difusion sin control ni réplica, por lo que ahora su
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estrategia es atraer la audiencia hacia canales privados de comunicacion. De esta forma
se evitan cualquier tipo de censura, autocensura, gatekeeping (seleccidn) o encuadres
tendenciosos o ideologizados por parte de los medios y también se blindan de posibles

analisis en profundidad, debates y criticas (Santos, 2019).

Entre las aplicaciones que ofrecen un uso politico destaca el auge de Telegram. La
plataforma, de programacion libre y caracter gratuito, fue fundada en 2013 por los
hermanos Durov y permite a sus usuarios enviar y recibir mensajes sin restricciones de
forma libre y confidencial. En términos de comunicacion politica, la aplicacion permite
una comunicacion mas directa, sin intermediarios, eliminando asi el ruido informativo
propio de la saturacidon de publicaciones que se produce en redes como Facebook o
Twitter (Gil, 2016). No obstante, la comunicacién que permite Telegram es de caracter
eminentemente unidireccional, dado que los/as suscriptores no tienen capacidad para

interactuar con los partidos en sus canales.

En el marco politico espafiol, las formaciones utilizan los canales de la aplicaciéon de
mensajeria instantdanea para mantener a sus bases informadas y movilizadas
(Ballesteros-Herencia, 2017; Martos Moreno, 2018). A través de Telegram los partidos
consiguen mayor acceso a sus votantes a través de publicaciones con texto, imagenes y
videos. Estos pueden adoptar formatos muy diferentes dependiendo si buscan la funcidn
informativa, la movilizacion o el didlogo (Sierra, Gonzalez-Tosat y Rodriguez-Virgili,
2021). Asi, predominan las llamadas a otras redes sociales para reforzar su presencia en

momentos clave como los debates electorales y aumentar su repercusion social.

Pese al creciente nimero de usuarios/as de Telegram y a sus multiples potencialidades,
como la de crear canales y supergrupos de usuarios, la de enviar grandes archivos
multimedia o la posibilidad de usarse desde varios dispositivos a la vez, su estudio en la

comunicacion politica permanece practicamente inexplorado (Casero-Ripollés, 2018).
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4.2. Disefio y método

4.2.1. Objetivos

El objetivo principal de este estudio es conocer el uso de Telegram que realizan los
principales partidos politicos madrilefios (PP, Ciudadanos, Podemos, Mdas Madrid y Vox).
A través de las caracteristicas de los mensajes emitidos en Telegram por estas
formaciones, se pretende determinar qué tipo de estrategias comunicativas siguen y

examinar qué factores son capaces de condicionarlas.
De acuerdo con la literatura previa, se plantean las siguientes preguntas de investigacion:

PI1: ¢ Cuales son las funciones que atribuyen a Telegram los partidos durante la campana

electoral?

PI2: ¢Cudl es la agenda tematica planteada por los partidos politicos en su estrategia

comunicativa en Telegram durante la campafa electoral de 2019 en Espafia?

PI3: ¢Existen diferencias en los temas y las funciones asignadas a Telegram por los
partidos en funcion del factor ideolégico, de la posicidn en el eje gobierno-oposicion y

de su trayectoria?
4.2.2. Muestra

La investigacidn se centra en la campafa de las elecciones autondmicas celebradas el 4
de marzo de 2021 en la Comunidad de Madrid. En concreto, se analizan los 15 dias
oficiales de campafia, asi como el dia de reflexién, el dia de la votacién y el dia posterior
a esta. Estas elecciones fueron relevantes por diversos motivos. El primero es que se
trata de uno de los primeros comicios autondmicos marcados por el Covid-19, lo que
permite estudiar el nivel de incidencia de un contexto de crisis sanitaria en la campafa
electoral. Por otro lado, son unas elecciones que llegan tras meses de tensidn politica
entre el Gobierno regional y el ejecutivo de Pedro Sdnchez por la gestién del Covid-19
en la Comunidad de Madrid. Esto, sumado a que se trata de una convocatoria electoral

anticipada por la presidenta del Gobierno madrilefio, Isabel Diaz Ayuso, en vistas a una
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posible mocion de censura por parte de Ciudadanos y PSOE, la convierte en una

campafa marcada por un clima de polarizacién politica.

Durante este periodo se estudian todos los mensajes compartidos en los canales de
Telegram del Partido Popular (PP), Ciudadanos, Podemos, Mds Madrid y Vox, lo que
suma un total de 710 publicaciones (Tabla 1). La seleccidn de estos canales se debe a dos
motivos. El primero es que son las fuerzas politicas que obtuvieron representacion en la
Asamblea de Madrid y representan el 81,61 % de los sufragios. No obstante, cabe sefalar
qgue, aunque el Partido Socialista (PSOE) si que obtuvo representacion parlamentaria,
este ha sido descartado del analisis porque no publica ningin mensaje durante el
periodo analizado. El segundo es que permiten conocer las estrategias comunicativas
llevadas a cabo por actores politicos con una trayectoria diferenciada: mientras que PP,
Ciudadanos y Podemos, son tres partidos con representacién en esta comunidad
autéonoma, Mds Madrid y Vox concurren por primera vez a la presidencia de la

Comunidad de Madrid.

Tabla 1. Distribucion de la muestra

Uds de analisis
Partido

n2 %
Partido Popular C.Madrid 355 50
Ciudadanos C.Madrid 53 7,46
Podemos C.Madrid 40 5,63
VOX C.Madrid 171 24,08
Mds Madrid 91 12,82
TOTAL 710 100

Fuente: elaboracion propia
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4.2.3. Variables

La metodologia aplicada en esta investigacion se basa en el andlisis de contenido
cuantitativo (Igartua, 2006). Para ello se ha aplicado un modelo de anélisis basado en las
funciones y la agenda que plantean en Telegram los partidos politicos seleccionados.
Para el estudio de las funciones se han definido un total de 14 (Tabla 2) y 20 categorias
para la agenda tematica (Tabla 3). El modelo propuesto se adapta respectivamente a las
propuestas de Lopez-Meri, Marcos-Garcia y Casero-Ripollés (2017) y de Alonso-Mufioz y
Casero-Ripollés (2018) para el estudio de las estrategias comunicativas en las redes
sociales. Este trabajo es una investigacién exploratoria de tipo descriptivo dado que se
trata de una de las primeras aproximaciones al estudio de una plataforma de uso

incipiente en el ambito de la comunicacion politica digital.

Tabla 2. Resumen del modelo de analisis de funciones utilizado en esta investigacion

FUNCIONES

Agenda y organizacién de actos Actos de campainia (lugar, hora, etc.)

politicos

Programa/promesas Deseos, soluciones o valoraciones en conexidén con su proyecto
de Gobierno.

Logros politicos de la Alabanza gestion de la formacion o el lider.

gestion/oposicidn

Critica al adversario Ataques frontales a otras formaciones

Agenda/Informacion mediatica Enlaces a medios de comunicacidn (entrevistas, debates...).

Interaccién Pregunta directa a los usuarios.

Repost Mensajes importados integramente de otras redes sociales sin
afiadir texto.

Participacién y movilizacién Apelacién directa al voto o movilizacion de los votantes.
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Creacién de comunicad —

valores/ideologia

Fortalecimiento de la ideologia del partido.

Creacién de comunidad — vida

personal/backstage (humanizacidn)

Aspectos de la vida privada de los politicos.

Creacién de comunidad —
diversién/entretenimiento

(humanizacién)

Pretenden acercarse a los usuarios mediante el uso del

entretenimiento

Humor

Chistes o memes.

Cortesia/protocolo

Agradecimiento, pésame, efemérides.

Verificacidon o denuncia de fake news

Comprobacién de bulos o noticias falsas.

Otros

Inclasificables segln las anteriores categorias.

Fuente: Elaboracién propia

Tabla 3. Resumen del modelo de analisis de temas utilizado en esta investigacion

TEMAS

Economia

Mensajes sobre empleo, paro, salarios, déficit, gasto publico,
deuda, crisis, impuestos, emprendedurismo, sectores

econdmicos, contratos, autbnomos, etc.

Politica Social

Mensajes sobre pensiones, sanidad, educacion, el estado del
bienestar, justicia social, igualdad/desigualdad, vivienda,

inmigracion, natalidad...

Cultura y deporte

Mensajes sobre industrias culturales (cine, literatura, arte,

etc.) y deporte.

Ciencia y tecnologia

Mensajes sobre 1+D e infraestructura en la Red.
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Medioambiente

Mensajes sobre contaminacion, proteccién de la fauna y la

flora, cambio climatico...

Infraestructuras Mensajes sobre carreteras, parques, puentes y servicios de
transporte.
Corrupcién Mensajes relacionados con el mal uso o abuso de poder

publico en beneficio personal.

Regeneracién democratica

Mensajes sobre aspectos democrdticos que necesitan ser

renovados o eliminados.

Juego y estrategia politica

Mensajes sobre la formacion de gobierno y pactos futuros.

Votacidn y resultados electorales

Mensajes sobre la acciéon de votar, encuestas, sondeos y

valoracion de resultados electorales.

Modelo territorial del Estado

Mensajes sobre modelo de Estado, nacionalismo,

independentismo...

Terrorismo

Mensajes sobre legislacidn, atentados, victimas...

Temas personales

Mensajes sobre cuestiones privada de la vida de los politicos.

Organizacién y funcionamiento de la

campania

Mensajes sobre eventos de campafia y funcionamiento de

esta.

Relaciéon con los MMCC

Mensajes sobre aparicion de un politico en un medio de

comunicacion.

Asuntos exteriores

Mensajes que hagan referencia a la Uniéon Europea o

cuestiones internacionales.

Justicia

Mensajes sobre procesos judiciales y reacciones sociales ante

estos.
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Arenga politica Mensajes que exaltan la uniéon del partido y tratan de

convencer a los simpatizantes (esléganes de campania).

Sin tema Mensajes importados integramente de otras redes sociales.

Otros Mensajes inclasificables segln las anteriores categorias.

Fuente: Elaboracion propia
4.3. Trabajo de campo y analisis de datos

Los mensajes se han descargado de forma manual desde la aplicacion de Telegram
Desktop y ha sido codificada posteriormente. Cabe sefalar que los mensajes importados
integramente de otras redes sociales se han categorizado como repost dado que no

comprenden contenido original de la plataforma estudiada.

La fiabilidad de intercodificadores se ha calculado con la férmula Pi de Scott sobre 130
mensajes (18,31 % de la muestra), consiguiendo un nivel de 0,94 para las funciones y
0,92 para los temas. En total se han examinado 710 publicaciones (Tabla 1). Tras su
codificacién, el tratamiento estadistico se ha realizado con el programa SPSS (v.28). Para
estudiar la independencia entre las variables categéricas, se ha aplicado la prueba chi-

cuadrado. El valor de significacién establecido es <,05.

Los resultados obtenidos en el andlisis se han agrupado en base a tres variables. La
primera hace referencia a la ideologia politica, que viene determinada por las ideas de
cada partido en base a cdmo deberian funcionar las instituciones de un Estado, una
sociedad o una poblacién. Mientras que PP, Ciudadanos y Vox tienen una ideologia de
derechas o conservadora, Podemos y Mdas Madrid se caracterizan por situarse en la

izquierda del espectro politico.

La segunda es la posicidn de los partidos en el eje gobierno u oposicion. En el momento
de celebrarse las elecciones a la Comunidad de Madrid, estaba gobernando el Partido
Popular con Ciudadanos, por lo que se les ha considerado como gobierno y al resto de

fuerzas politicas analizadas como parte de la oposicidn.
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Finalmente se han clasificado los partidos segun su trayectoria, que viene determinada
su evolucién politica. En este caso, mientras que PP, Ciudadanos y Podemos, son tres
partidos que ya contaban con representacién parlamentaria en la Asamblea de Madrid,

Mas Madrid y Vox concurren por primera vez a la presidencia de esta Comunidad.

4.4. Resultados

En la campafa de las elecciones autondmicas de la Comunidad de Madrid de mayo de
2021 se constata que los principales partidos hacen un uso frecuente de Telegram
publicando mensajes dirigidos a su electorado. Sin embargo, el nivel de uso de este
servicio de mensajeria mévil se define en funcién del partido. Cabe destacar que el PP
publica el 50 % (Tabla 1) del total de mensajes analizados, con una media aproximada de
20 publicaciones diarias. Este dato nos permite demostrar la importancia que le otorga
el partido lider del gobierno autondmico madrilefio a Telegram como herramienta de
comunicacion durante la campaiia electoral. Entre los partidos que hacen un uso mas
frecuente de este canal también destaca la formacién ultraconservadora, Vox. Esta
fuerza politica suma casi el 25 % del total de mensajes analizados (Tabla 1). El resto de
los partidos del estudio (Ciudadanos, Podemos y Mas Madrid) presentan porcentajes

situados entre el 12 % y 5 % aproximadamente (Tabla 1).

4.4.1. Las funciones de Telegram en la campaiia electoral del 4M

El andlisis de las funciones otorgadas a Telegram por parte de los partidos politicos
madrilefios durante la campafia electoral del 4M permite identificar diversas evidencias.
La primera de ellas es que su empleo como herramienta de comunicacidn politica es
principalmente de caracter informativo. En este sentido, los partidos utilizan esta
plataforma como un folleto de la campaiia electoral en el que muestran algunas de sus
propuestas electorales (22 %) (Grafico 1), aspecto que reafirma el papel de Telegram
como medio de autopromocion electoral. El PP, como partido que ocupa el Gobierno, es
el partido que mas recurre a esta funcién y lo hace con mensajes sobre sus propuestas
pragmaticas o las soluciones que plantean en su proyecto de gobierno para solventar

ciertos problemas o conflictos en caso de ser reelegidos para gobernar (Imagen 1).
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Imagen 1. Ejemplo de mensaje con la funcién programa/promesas

@ PP Comunidad de Madrid 4

@ Potenciaremos la industria audiovisual para convertir
la regién en un referente mundial del sector.

Enrique Ossorio ha presentado hoy el programa
electoral en materia de cultura.

= https:/bit.ly/3eqGfxM
PP Madrid

ussrm\o
- A B

~ ;7‘ v

El PP potenciara la industria audiovisual de la Comunidad para
J convertir la regién en un referente mundial del sector - PP Madrid
» ) El candidato a la Asamblea, Enrique Ossorio, ha anunciado que si
p b | el Partido Popular continda en el Gobierno regional tras las

19 elecciones del 4 de mayo potenciara la industria audiovisual de la

| Comunidad de Madrid para convertir este sector en un referente...
% t.me/ppmadrid/5537 216 ® Apr 22,2021 at 22:59

b %z*—m,\ LSS |/ A——

Fuente: Telegram

La segunda de las funciones mas usadas en Telegram es la de la comunicacion de la
agenda y organizacion de actos politicos de campafia (21,3 %) (Grafico 1). Los partidos
politicos madrilefos, sobre todo el PP, Vox y Mas Madrid, consideran que Telegram es
un canal de comunicacién util para informar a la ciudadania de los actos que se van a
celebrar durante la campafia. En este sentido, lo utilizan como tablén de anuncios,
publicando mensajes en los que se especifica el lugar y la hora de estos. En algunos
casos, ademas, se facilita un enlace desde el que seguirlo en streaming con el objetivo
de que los/as usuarios/as no tengan que desplazarse debido a las restricciones

impuestas por la emergencia sanitaria del Covid-19.
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Grafico 1. Funciones de los mensajes publicados en Telegram por los partidos

madrilefios (%)

Funciones de Telegram en la campaiia electoral del 4M ( %)

mPP mCS Podemos VOX m Mas Madrid
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Fuente: Elaboracién propia

En un tercer nivel se encuentran los mensajes que contienen alguna critica a politicas o
ideologias adversas (19 %) (Grafico 1). El PP, de nuevo, es el partido que hace un uso mas
significativo de esta funcién. Lo hace mediante la personalizacion negativa,
generalmente para criticar al presidente del Gobierno nacional, Pedro Sanchez, con el
objetivo de debilitar su candidatura y desacreditar su figura. Esto hecho se debe a la
trascendencia a nivel nacional que acogid esta convocatoria electoral dado el
enfrentamiento politico manifiesto entre Isabel Diaz Ayuso, presidenta de la Asamblea
de Madrid, y Pedro Sanchez, presidente del Gobierno espafiol. Esto hizo que el PP de la
Comunidad de Madrid utilizara Telegram para criticar no solo a sus rivales autondmicos,
sino también como una via para atacar a la presidencia del gobierno espafiol liderado

por su principal partido opositor, el PSOE (Imagen 2).
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Imagen 2. Ejemplo de mensaje con la funcidn critica

PP Comunidad de Madrid |

@ Como el presidente del Gobierno se ha puesto al frente
de la campaiia como candidato, a lo mejor el estado de
alarma para él comienza el préximo 5 de mayo.

Isabel Diaz Ayuso
t.me/ppmadrid/5586 194 ® Apr 26,2021 at 22:06

N2 > A\ 7=

Fuente: Telegram

La cuarta de las funciones destacadas es la comunicacién de la agenda y la informacién
mediatica (16,9 %) (Grafico 1). Los partidos politicos utilizan Telegram como un altavoz
medidtico para viralizar las intervenciones de sus lideres en los medios de comunicacién
tradicionales. Esto demuestra que estos medios mainstreams tienen un rol significativo
en el uso politico de este servicio movil de mensajeria instantanea. Asi, los partidos
politicos llevan a cabo una estrategia de hibridacién para combinar el potencial del
entorno digital con la Iégica de los medios convencionales, difundiendo en Telegram la

participacidn de sus politicos/as en television, radio y diarios.

El resto de las funciones analizadas presentan niveles de uso muy bajos (Gréfico 1), como
es el caso de las publicaciones asociadas a la funcion Repost (6,8 %), que corresponde a
mensajes importados directamente de otras redes sociales, y las relacionadas con los
valores ideoldgicos del partido (6,8 %). Por su parte, las que tienen como objetivo la
participacién y movilizacién del electorado (2,4 %), cuestiones de cortesia y protocolo
(1,3 %), los mensajes humoristicos (0,1 %) o aquellas que verifican o denuncian bulos o
noticias falsas (0,1 %) (Grafico 1), registran valores practicamente residuales. Por ultimo,
destaca la ausencia de mensajes publicados con la funciéon de interactuar con el

electorado, orientando el uso de esta aplicacidn hacia una comunicacién unidireccional.
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4.4.2. La agenda de Telegram en la campaiia electoral del 4M

Los resultados permiten identificar los principales temas difundidos en la agenda de los

partidos en Telegram durante la campafia de las elecciones a la Comunidad de Madrid

de 2021. En un primer nivel, predominan los mensajes sobre el funcionamiento de la

campafia y sobre la organizacién de eventos como mitines (20,1 %) (Grafico 2). Los

partidos difunden este tipo de mensajes con la finalidad de respaldar y promocionar

todas las acciones de su campafia (Imagen 3).

Imagen 3. Ejemplo de mensaje sobre organizacidn y funcionamiento de campafia

Més Madrid & o |

e (AL
es nuestra
fortaleza W .
Con Médnica Garcia, Alex de la Croix, ”
Samantha Hudson, La Prohibida, V
streaming.masmadrid.org

M

Nerea Pérez de las Heras, Bea Blanco,
Més Mtss, , visoes
Madrid Vodid “+tave

Jimena Gonzalez y Edu Rubifio.

Lunes 26 de abril, a las 18.30 h

En media hora hablamos de la diversidad que nos hace
mas fuertes con Ménica Garcia, Eduardo Rubifio, Jimena
Gonzalez, Alex de la Croix, Samantha Hudson, La Prohibida,
Nerea Pérez de las Heras y Bea Blanco.

@ Puedes verlo en directo en streaming.masmadrid.org
t.me/MasMadridCM/730 1.6K @ Apr 26,2021 at 18:00

V)

Fuente: Telegram

La segunda de las temdticas dominantes en la agenda de los partidos madrilefios es la

relacién con los medios de comunicacion (17 %) (Grafico 2). Los partidos utilizan

Telegram para viralizar sus intervenciones en los medios convencionales.
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Grafico 2. Agenda tematica de los mensajes publicados en Telegram por los partidos

madrilefios (%)

Agenda de Telegram en la campaiia electoral del 4M ( %)
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Fuente: elaboracién propia

En tercer lugar, los temas relacionados con politica social también tienen una presencia
notable en la agenda de los partidos en Telegram (15,4 %) (Grafico 2). Los datos
demuestran que es el Partido Popular, formacion que lidera el Gobierno madrileno,
guien mas utiliza esta tematica en sus mensajes, en su mayoria, en publicaciones
relacionadas con el refuerzo de recursos en la sanidad publica y la campana de

vacunacion del Covid-19.

En un cuarto nivel destacan las publicaciones que exaltan la importancia de. la uniény
arengan a los/as simpatizantes a sumarse al partido para conseguir vencer (13,4 %)
(Gréfico 2). Se trata de mensajes muy parecidos a los esléganes de campafa. La quinta
temdtica dominante en la agenda de los partidos politicos madrilefios en Telegram es la
economia (8,3 %) (Grafico 2), con publicaciones que abordan cuestiones relacionadas

con el empleo, paro, déficit, crisis, impuestos, contratos, auténomos, etc....
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Aunque con menor presencia que los anteriores, cabe mencionar también los mensajes
gue abordan otras tematicas no recogidas en el modelo del analisis (7,3 %) (Grafico 2) y
temas importados directamente de otras redes sociales (7,0 %) (Grafico 2). Estos ultimos
provienen de las publicaciones reposteadas por los partidos, de forma que trasladan de

Twitter a Telegram parte de los temas de sus mensajes.

Por ultimo, hay temas que casi no han sido mencionados por los partidos durante la
campana electoral en Telegram. Es el caso cultura y deporte, ciencia, infraestructuras o
asuntos exteriores. Los temas personales de los lideres tampoco tienen cabida en la
agenda de los partidos madrilefios en Telegram. Estos centran su discurso en plantear
propuestas programaticas concretas en vez de difundir aspectos personales o privados

de sus candidatos u otros/as miembros/as del partido.

4.4.3. ¢{Qué factores condicionan las estrategias comunicativas de los partidos

politicos en Telegram?

Por ultimo, se han analizado los datos correspondientes a las funciones y temas
planteados en Telegram durante la campafia electoral del 4M en la Comunidad de
Madrid en base a tres factores de influencia: la ideologia, la trayectoria y la posicién en

el eje gobierno/oposicion de los partidos.

En relacidon con las funciones, si se analizan los datos pormenorizadamente en funcién
de los ejes de estudio, se ha comprobado que el componente ideoldgico esta relacionado
con el tipo de funcién que priman los partidos (x?(12) = 146.083; p < 0,001). Los partidos
de derechas (PP, Vox y Ciudadanos) centran sus esfuerzos en la comunicacion de su
programa electoral a través de Telegram (21 %) y en la critica al/la adversario/a (17,9 %),
especialmente dirigida hacia el Gobierno nacional del PSOE, en cuestiones relacionadas
con la gestidn sanitaria del Covid-19. Los partidos de corte izquierdista (Podemos y Mas
Madrid), por su parte, no les dan casi importancia a estas dos funciones (1,0 %y 1,1 %
respectivamente) y publican mayoritariamente mensajes relacionados centrados en su
agenda de campafa y la organizacion de los actos politicos enmarcados en su ruta de

campafia (7,2 %) (Tabla 4).
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En segundo lugar, los datos sefialan que el eje gobierno/oposicion también estd
relacionado con las funciones de los mensajes compartidos por los partidos politicos
madrilefios en Telegram (x?(12) = 179.605; p < 0,001). Los datos en funcidon de este eje
presentan patrones similares a los descritos anteriormente debido a que el gobierno
estaba formado por el PP y Ciudadanos, partidos de corte derechista. En este sentido,
los partidos en el gobierno (PP y Ciudadanos) emplean este canal principalmente como
un folleto informativo de sus propuestas electorales (16.9 %) y para criticar la gestién
politica de sus adversarios/as (13,7 %) (Tabla 4). Los partidos de la oposicién (Podemos,
Mds Madrid y Vox), sin embargo, no hacen, en su conjunto, un uso destacado del ataque
en Telegram, especialmente por lo que respecta a Podemos y Mdas Madrid. Esta
tendencia difiere de lo que sucedia en Twitter, donde el partido que gobierna se orienta
a ensalzar sus logros y la oposicidn prima las criticas al gobierno para desacreditar su
gestion (LOpez-Meri, Marcos-Garcia y Casero-Ripollés, 2017). Asimismo, estas
formaciones comparten en Telegram parte de los mensajes provenientes de otras redes

sociales (6,8 %) y son, por tanto, las que menos explotan el potencial de Telegram.

Tabla 4. Funciones de los mensajes de Telegram en base a los ejes analizados (%)

Eje Gobierno/
Eje ideologia Eje trayectoria
.. Oposicion
Funcion

Der. lzg. Gob. Op. Viejo Nuevo
Agenda y organizacién

141 7,2 9,3 12,0 12,0 9,3
de actos politicos
Programa/

21,0 1,0 16,9 51 17,0 4,9
promesas
Logros politicos de
gestion/ 5,2 0,0 5,1 0,1 51 0,1
oposicion
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Critica al adversario 17,9 1,1 13,7 5,4 14,2 4,8
Agenda/

13,2 3,7 6,2 10,7 7,2 9,7
Informacion mediatica
Interaccidn 0,0 0,0 0,0 0,0 0,0 0,0
Repost 2,4 4,4 0,0 6,8 0,7 6,1
Participacién y

1,5 0,8 1,0 1,4 1,5 0,8
movilizacion
CC: Valores/

4,2 0,1 4,1 0,3 4,1 0,3
Ideologia
CC: Vida personal/
Backstage 0,3 0,1 0,3 0,1 0,3 0,1
(Humanizacién)
CC: Diversion/
Entretenimiento 0,0 0,0 0,0 0,0 0,0 0,0
(Humanizacién)
Humor 0,1 0,0 0,0 0,1 0,0 0,1
Cortesia/

1,3 0,0 0,8 0,4 0,8 0,4
Protocolo
Verificacién/ Denuncia

0,1 0,0 0,0 0,1 0,0 0,1
Fake News
Otros 0,1 0,0 0,2 0,0 0,1 0,0

Fuente: elaboracion propia

Finalmente, en relacion con las funciones se advierten ciertas diferencias entre los datos

extraidos en funcién de la trayectoria de los partidos (x?(12) = 193,083; p < 0,001). Los
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partidos que concurren por primera vez a la presidencia de la Comunidad de Madrid,
(Mas Madrid y Vox) emplean Telegram principalmente para introducirse en el espectro
politico mediante la viralizacion de las intervenciones de sus lideres en los medios de
comunicacion convencionales (9.7 %), y para dar a conocer al electorado los actos
politicos que organizan (9.3 %) (Tabla 4). Aquellos que tienen una trayectoria mas
dilatada en el parlamento autonémico madrilefios (PP, Ciudadanos y Podemos) inclinan
el uso de Telegram hacia la autopromocion politica del programa electoral con el que se
presentan a las elecciones (17 %), ademads de utilizarlo como vehiculo para atacar

frontalmente a otras formaciones politicas (14,2 %) (Tabla 4).

Por lo que respecta a las tematicas planteadas durante la campafia, los datos analizados
demuestran que la agenda planteada por los partidos politicos en sus estrategias
comunicativas en Telegram se ven influenciadas por factores como son la ideologia
(x?(18) =137.833; p < 0,001), la posicién en el eje gobierno/oposicion (x*(18) = 178.976;
p < 0,001) y la trayectoria (x?(18) = 141,660; p < 0,001).

Asi, los partidos de ideologia conservadora (PP, Vox y Ciudadanos) centran su estrategia
en lanzar mensajes sobre asuntos de politica social (14,6 %) (Tabla 5). Este tipo de
mensajes son especialmente frecuentes en el PP, donde el partido suele compartir
publicaciones sobre el Covid-19 y las medidas sanitarias que proponen en relacion con
la gestion de este. Llama la atencién que, al contrario que sucedia en Twitter (Alonso-
Mufioz, Miquel-Segarra y Viounnikoff-Benet, 2021), los partidos de la izquierda
(Podemos y Mas Madrid) no hablan de este tema en su comunicacién electoral en
Telegram y optan por difundir mensajes sobre eventos organizados por el partido

durante la campafia electoral (0,7 %) (Tabla 5).
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Tabla 5. Tematica de los mensajes de Telegram en base a los ejes analizados (%)

Eje Gobierno/
Eje ideologia Eje trayectoria
Oposicié
Tema posicion

Der. lzg. Gob. Op. Viejo Nuevo
Economia 8,3 0,0 8,0 0,3 12,7 0,8
Politica Social 14,6 0,7 12,0 3,4 12,3 3,1
Cultura y deporte 0,6 0,4 0,6 0,4 0,8 0,1
Ciencia y tecnologia 0,6 0,4 0,3 0,3 0,3 0,3
Medioambiente 0,3 0,6 0,3 0,6 0,4 0,4
Infraestructuras 0,3 0,0 0,3 0,0 0,3 0,0
Corrupcién 0,6 0,3 0,3 0,6 0,4 0,4
Regeneracién

0,6 0,1 0,6 0,1 0,6 0,1
democrética
Juego y estrategia

2,5 0,0 2,1 0,4 2,1 0,4
politica
Votacidn y resultados

2,4 0,6 1,8 1,1 2,0 1,0
electorales
Modelo territorial

0,1 0,0 0,1 0,0 0,1 0,0
del Estado
Terrorismo 0,1 0,0 0,1 0,0 0,1 0,0
Temas personales 0,3 0,0 0,3 0,0 0,3 0,0
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Organizacion y
funcionamiento de 14,4 5,8 9,6 10,6 12,0 8,2
campania
Relacion con los

13,4 3,7 6,1 11,0 7,0 10,00
MMCC
Asuntos exteriores 0,0 0,0 0,0 0,0 0,0 0,0
Justicia 0,8 0,3 0,3 0,8 0,4 0,7
Arenga politica 13,0 0,4 10,6 2,8 10,6 2,8
Sin tema 2,7 4,4 0,3 6,8 1,0 6,1
Otros 6,3 1,0 3,9 3,4 4,4 3,0

Fuente: elaboracion propia

En segundo lugar, los datos sefialan que el eje gobierno/oposicion también estd
relacionado con la agenda de los partidos madrilefios en Telegram, si bien se repiten
parcialmente los patrones mencionados anteriormente ya que los partidos en el

gobierno eran las formaciones conservadoras PP y Ciudadanos.

Finalmente, por lo que respecta a la diferenciacion entre viejos y nuevos partidos, los
partidos mas establecidos (PP, Ciudadanos y Podemos) hablan de cuestiones econdmicas
(12,7 %) (Tabla 5), sobre todo el PP con mensajes sobre empleo y gasto publico, en la
mayoria de los casos centrado en la recuperacion econdmica de diversos sectores tras la
crisis sanitaria del Covid-19. Destaca el hecho que los partidos emergentes (Mas Madrid
y Vox) no hablan casi de cambio y regeneracion democratica (0,1 %) (Tabla 5). Estos han
optado por compartir multitud de mensajes centrados en la aparicién de sus politicos
en los medios de comunicacidn con el objetivo de darse a conocer como opcidn politica

y aumentar su popularidad.
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4.5. Discusion y conclusiones

Los resultados obtenidos en esta investigacion permiten extraer dos grandes
conclusiones. Por un lado, el analisis muestra que la principal funcién que los partidos
otorgan a Telegram durante la campafia electoral es la informativa, especialmente para
autopromocionar sus propuestas politicas. Por otro lado, se ha detectado que la
ideologia del partido, su posicidén en el eje gobierno/oposicidn y su trayectoria politica
son factores determinantes en el uso que realizan de este servicio movil de mensajeria

instantanea.

En relacién con la PlI1, se advierte que los partidos politicos emplean principalmente
Telegram como un canal estratégico a la hora de informar al electorado sobre todas las
cuestiones relativas a la campafia electoral. En este sentido, los partidos utilizan esta
plataforma como un noticiero o tabldn de anuncios, principalmente para difundir sus
propuestas electorales, aspecto que reafirma el papel de Telegram como medio de
autopromocion politica. Tal y como sucedia en Twitter y Facebook (Marcos-Garcia,
Viounnikoff-Benet, and Casero-Ripollés, 2020; Lépez-Meri, Marcos-Garcia, and Casero-
Ripollés 2017), los partidos divulgan a través de Telegram sus propias calidades con el
objetivo de alcanzar mas votantes potenciales. Esta dinamica marca una nueva
tendencia con respecto a la investigacién previa que apuntaba la movilizacién como la
principal funcion de Telegram en comunicacion politica en campaiia electoral (Sierra,

Gonzélez-Tosat y Rodriguez-Virgili, 2021).

Aunque de forma complementaria, otra de las funciones relevantes en el uso de
Telegram es la critica al adversario. Los partidos focalizan parte de su estrategia
comunicativa en lanzar mensajes donde atacan a sus rivales. Mas alld de criticar el
programa de sus oponentes, centran sus reproches en las acciones y errores cometidos
por el resto de los/las lideres (Marcos-Garcia, Alonso-Mufioz, and Casero-Ripollés 2021;
Lépez-Meri, Marcos-Garcia, and Casero-Ripollés 2017). En este caso, ademas, la critica
adquiere mayor trascendencia al estar dirigida a la presidencia del Gobierno nacional en

unas elecciones de ambito autondmico.
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Contrariamente a lo que se habia detectado hasta la fecha en el uso politico de Telegram
(Sierra, Gonzdlez-Tosat y Rodriguez-Virgili, 2021), las formaciones no usan esta
plataforma como una via de personalizacion de la politica a través de la cual acercar la
figura del/de la lider al electorado. Esto revela que se trata de un medio de baja
personalizacidn ya que los mensajes no muestran aspectos sobre la vida personal de
los/as politicos/as ni recurren al uso de las emociones. En consecuencia, Telegram no
fomenta la espectacularizacién y el infoentretenimiento de la politica, factor que si se
daba de forma potencial en el uso politico de nuevas redes como Instagram (Lépez-
Rabaddn y Doménech-Fabregat, 2018). Asimismo, los partidos tampoco fomentan el

didlogo con la ciudadania en Telegram, optando por una comunicacién unidireccional.

En relacidén con la agenda tematica en Telegram por parte de los partidos durante la
campafia electoral de la Comunidad de Madrid (PI2), en primer lugar, los hallazgos
demuestran que este servicio movil de mensajeria instantanea fomenta un elevado nivel
de fragmentacién de la agenda politica. Telegram promueve la diversificacion tematica
de los mensajes politicos, una dinamica diferente a lo que sucede en Twitter, donde la
agenda de temas es mas homogénea (Alonso-Mufioz and Casero-Ripollés 2018). Los
aspectos relacionados con la informacion sobre la campafia electoral son el tépico
preferente para los partidos en esta aplicacion. Esto revela el uso en clave electoral de

Telegram.

Otro de temas relevantes en la agenda politica de Telegram es la relacién de los partidos
politicos con los medios de comunicacion. Los partidos, especialmente los emergentes,
utilizan esta plataforma movil para visibilizar las intervenciones de sus lideres en
television, radio y prensa, combinando de esta forma el entorno digital con el offline
(Larsson, 2016). Esto confirma que los medios convencionales siguen teniendo un papel
relevante en la estrategia comunicativa de los partidos politicos ya que tienen una
presencia notable en este servicio mévil de mensajeria instantanea. Estos resultados se
sitian en consonancia con lo destacado por la literatura previa existente, que sefiala la

importancia de la hibridacidén entre nuevos y viejos medios ya detectada en otras redes
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sociales como Twitter y Facebook (Lépez-Meri, Marcos-Garcia, and Casero-Ripollés

2017; Casero- Ripollés, Feenstra and, Tormey 2016).

La tercera de las contribuciones relevantes de esta investigacion hace referencia a los
factores que influyen en la estrategia comunicativa de los partidos politicos Telegram
durante la campanfa electoral (PI13). En este sentido, los partidos conservadores hacen,
en general, un mayor uso de esta plataforma en cuanto a nivel de publicacidn respecta.
Los resultados demuestran que tanto las funciones como los temas que estos priorizan
estan determinados por la ideologia, la posicion del partido en el eje gobierno-oposicién
y la trayectoria de cada partido. Al respecto cabe destacar que los partidos de derecha
gue ocupaban el gobierno han dedicado sus esfuerzos comunicativos a la difusion de sus
promesas electorales, especialmente en el dmbito de la politica social, asi como a la
critica a las politicas ejecutadas por el presidente del Gobierno, Pedro Sanchez. El resto
de los partidos, de tendencia progresista, han centrado su comunicacién en Telegram al

propio desarrollo de la campana y a la repercusion mediatica de esta.

Pese a que este trabajo Unicamente presenta resultados de las elecciones de la
Comunidad de Madrid en una sola plataforma como es Telegram, el analisis revela
contribuciones originales sobre el uso politico de Telegram en campana electoral que
pueden extenderse a otros contextos electorales. Los resultados obtenidos permiten
conocer las funciones principales de Telegram, asi como la agenda que plantean los
partidos politicos, aspectos hasta el momento desconocidos y que resultan muy
relevantes en el avance del conocimiento de Telegram como canal de difusidon de
informacidn electoral. Otra de las limitaciones de esta investigacidn es que los resultados
estan fuertemente condicionados por el elevado nimero de mensajes que publica el PP
en comparacion al resto de los partidos y, por tanto, el porcentaje de muestra (N) entre
partidos varia mucho. Esto abre la puerta a futuras investigaciones en las que cabria
comprobar si existe correlacion entre el interés de los partidos en la campafia electoral
y los temas que promueven en Telegram. En este sentido, la presente investigacion es

un punto de partida para entender el uso incipiente de los servicios moviles de
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mensajeria instantdnea como herramientas de comunicacién politica en campana

electoral.
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The Negative Campaign on Telegram: The Political Use of Criticism during

the 2021 Community of Madrid Elections

Abstract

Mobile instant messaging services have become a standard tool for political actors in
communicating with citizens, especially during electoral campaigns. Telegram
predominates in this context of disintermediated communication with the electorate.
This platform enables parties to issue electoral information while taking advantage of
this private space to criticize their adversaries. They do it with messages linked to
negative emotions that generate a deeper impact on the audience, although they imply
risks such as political polarization. This research analyzes the use of criticism to the
adversary by political parties on Telegram during the electoral campaign. For this
purpose, a descriptive study with an exploratory purpose was chosen, and a quantitative
content analysis was carried out on 710 messages published on Telegram by the main
political parties that stood for the elections to the Community of Madrid held in 2021.
These parties are the PP, Ciudadanos, Podemos, Mds Madrid, and Vox. The PSOE has
been excluded as they did not make any publication during the analyzed period. The
results show that criticizing the adversary is an emerging communication strategy in
political parties on Telegram. Unlike other social media such as Facebook, the attacks on
rivals are used on this platform mainly by the parties in the government, who focus their
criticism on the president of the Spanish state. The attacks are mainly directed at the
professional trajectory of their rivals and question the credibility of any action carried

out by them.

Keywords: Political communication; Polarization; Criticism; Mobile instant messaging

services; Telegram; Community of Madrid
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5.1. Introduction

The technological changes that have occurred in recent decades have transformed
electoral campaigns. Currently, the digital environment is the primary stage for both
parties and leaders. Traditional media are no longer the exclusive issuers of information
because social media is capable of disseminating their messages without any type of
filter or limitation (Casero-Ripollés 2018; Chadwick 2013). Therefore, they have become
a preferential space for political actors to disseminate political information. Although the
relationship between politics and communication is not new, this phenomenon seems

to have sparked renewed academic interest in recent years (Rivas-de Roca et al. 2022).

Both parties and candidates have seen the need to incorporate these platforms as new
channels to share campaign information and political proposals and to mobilize the vote
to achieve the participation of their electorate (Alonso-Mufioz et al. 2021; Jungherr et
al. 2020; Pérez-Curiel and Garcia-Gordillo 2020; Baviera et al. 2019; Lépez-Meri et al.
2017). The use of these platforms is particularly accentuated during electoral campaign
periods, when parties intensify their presence on social media (Elishar-Malka et al. 2020;

Stier et al. 2018; Vergeer 2015).

Along with social media, the digital environment offers new tools for the communicative
activity of politicians. Smartphones have become the primary Internet access device
internationally and in Spain (Fundacion Telefénica 2020). The Life Mobile Style has led
to an increase in the consumption of political information through mobile devices
(Guzman and Medero 2016). In this scenario, mobile instant messaging platforms have
recently erupted with force and are currently a primary channel of political

communication between parties and citizens.

Mobile instant messaging platforms facilitate conversations in closed environments
since messages reach users’ devices through private conversations without others being
able to access them (Vermeer et al. 2021). They are built on a special encryption
technology designed specifically for this kind of application, which turns them into the

most secure messengers available on the market (Kazanin 2017). This feature makes
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users employ these platforms to create smaller and private social groups instead of more
inclusive and open social media (Valeriani and Vaccari 2018). In this sense, some authors
argue that in the coming years, the communication strategies of the parties will move to
Telegram to find a more direct discourse and discuss the possibility that citizens will act

as viralizing agents of this content (Bigas Formatjé 2019).

The disintermediated communication of mobile instant messaging platforms and the
effect of moving in an environment of trust also influence the type of content that
political actors share (Hernandez Escayola 2022). It enables political actors not only to
disseminate information but also to criticize their adversaries and to point out their
contradictions (Maier and Nai 2021) without public overexposure occurring in other
social media such as Twitter or Facebook. In addition, political actors have taken
advantage of the freedom of expression that characterizes mobile instant messaging
platforms (Shirky 2011) while adapting their communication strategies (Stromer-Galley
2014), incorporating standard dynamics of offline communication into the online
medium. Thus, elements such as a negative campaign or criticism to the adversary have
achieved prominence on platforms such as WhatsApp and Telegram. This type of
message linked to negative emotions generates a more resonant impact on the
audience, although it implies risks such as disaffection or political polarization (Berganza-

Conde 2008; Patterson 1993).

Of special interest is the study of criticism and the attack on the political use of Telegram.
This platform is breaking into the communication field with great force as the app that
grew the most during 2020 (IAB Spain 2021). It is a free service that allows users to send
and receive unrestricted messages freely and confidentially. Its recent boom in political
use is linked to the possibility of establishing a closer and more personal connection with
citizens (Gil 2016) and to the limitations to parties introduced by WhatsApp in 2019 in
sending mass messages during electoral campaigns (Alonso 2019). As a result of the
abusive use that some formations made of it during the electoral period, WhatsApp

prohibited the use of computer systems, programs, or software to automate messages
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and send them in masse to users, thus blocking the accounts that the formations had

activated in this service.

However, despite its high number of users, its growing use by parties, and its multiple
potentialities, Telegram remains little explored in political communication yet
(CaseroRipollés 2018), especially during campaign periods. Its use in this field has had
different effects that have been previously studied from the perspective of citizen
participation (Gil de Zuifiga and Goyanes 2021; Abdollahinezhad 2016; Herasimenka
2022), social movements (Su et al. 2022), and election journalism (Ameli Reza and
Molaei 2020), but despite its importance, this topic has still generated a low number of
research works in terms of its use as a tool of political communication by parties in
elections. Specifically, the use of Telegram for negative campaigns is still unexplored. In
this context, it is necessary to extend the research to analyzing the dynamics that
political actors use to activate negative campaigns on this platform, which remain
unexplored so far. Consequently, the study of Telegram from this perspective fills a gap
in the previous literature. Furthermore, this research analyzes Telegram since, in the
general elections of April 2019, WhatsApp blocked the mass dissemination of electoral
content to Spanish political parties, cancelling its use as a communication tool in the

campaign.

The main objective of this research is to know the degree and type of criticism used by
the parties in their Telegram channels. This study examines the role of criticism and
attacks on rivals in the communication on Telegram groups of the principal parties during
the campaign of the Community of Madrid elections held in 2021. The election of this
electoral period is relevant for three reasons: first, it enables knowing the
communication strategies carried out by political actors with a differentiated trajectory.
Second, it is one of the first regional elections affected by Covid-19, which enables
studying the level of incidence of a context of a health crisis in the electoral campaign.
Third, we are facing a campaign marked by a high climate of political polarization, a factor

that conditions the communication strategies of the different parties.
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5.2. Theoretical Framework

5.2.1. Negative Campaigning as a Political Communication Strategy

In recent years, a dynamic that has gained greater prominence in online political
communication is negative campaigning. Far from being a one-off phenomenon, it has
become a recurring resource in the communication strategies of political parties in
Western democracies (Schweitzer 2010). The most recent evidence in the US and other
international elections suggests that conservative parties are more likely to use negative
campaigning (Lau and Pomper 2004). It consists of any act that involves criticizing or
attacking political opponents (Garcia Beaudoux et al. 2005; Geer 2006), either at a
personal level focused on the opposite party’s leader or towards their political behavior
(Kaid 2003). Benoit (2014) already categorized this type of campaign message in their
Functional Theory, in which they differentiated ads that praised their own strengths,
those that attack the opposition to weaken the opponent, and those of defense, subject
to the previous ones, in which actors and politicians defend themselves to refute the
accusations of their rivals. Therefore, through arguments that can be true or false,
emotions such as fear, frustration, or anger are provoked in the electorate, causing a
context of high political polarization that leads to the creation of two antagonistic
positions. According to Casero-Ripollés (2022), the right to self-determination is used as

a source of misinformation to promote political conflict.

The recent proliferation of populist movements has contributed to the rise of negative
campaigning, as they use it as a civil resistance movement against traditional
governments. Populist parties show a more conflictive and aggressive personality (Nai
and MartinezComa 2019) and develop more negative and emotional campaigns (Nai
2021), to the point that some of them focus their communication strategy more on
negativity than on formulating programmatic proposals (Enli 2017). Populist rhetoric
tends to reflect a transgressive political style (Oliver and Rahn 2016) and emphasizes the
spectacularization of politics with a more antagonistic and hardened tone in debate

(Immerzeel and Pickup 2015).
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In negative campaigns, political actors focus their speeches on highlighting the
adversary’s mistakes and defects rather than valuing their virtues (D’Adamo and Garcia-
Beaudox 2016; Ceron and d’Adda 2016; Valera-Ordaz and Lépez-Garcia 2014). On many
occasions, they use warlike language to exaggerate the confrontation and gain firmer
support for their extremist policies (Lopez-Rabadan and Doménech-Fabregat 2021). In
this sense, the greater the social perception of competition between the candidate
parties is, the more attractive the campaign is. Therefore, more considerable amounts
of negative political information are disseminated. This type of campaign fosters
contexts of polarization that decide with a high level of simplification who are the

“good” and the “bad” in politics (Garcia Beaudoux and D’Adamo 2013).

In this context, previous research indicates that an attack policy is especially effective
for members of the electorate with a high level of involvement in social and political
conflicts (Maier and Faas 2015). This type of voter prone to reacting to political raids
tends to support, in general terms, extremist and anti-system parties (Nai 2021), so they
feel stimulated by campaign negativism. However, other studies suggest that political
messages with a negative emotional charge are especially attractive for those voters
who are not politically aligned or feel political disaffection, since perceiving political
messages as threats requires an immediate response (Garcia Beaudoux and D’Adamo

2013).

All in all, negative campaigning has a curvilinear effect whose main benefits include
citizen interest, the stimulation of public debate, and the simplification of the electoral
decision (Johnson-Cartee and Copeland 1991), although it entails certain risks such as
the saturation of voters, empathy with the politician victim of the attack, and political
intolerance, both of the attacker and the attacked (Garcia Beaudoux and D’Adamo

2013).

5.2.2. The Political Use of Criticism in the Online Environment

In the same way that it happened in the 1950s with the birth of television as a reference

communication medium, the use of negative campaigning has been boosted by the
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consolidation of digital social media as the main political communication channels of
parties (Greer and LaPointe 2004; Klotz 2004). In this sense, after Brexit in the United
Kingdom and the electoral triumph of Donald Trump in the United States in 2016, the
role of social media as a factor of polarization and destabilization of democratic systems

was observed with some concern (losifidis and Wheeler 2018).

Criticism has become an emerging mechanism in the online communication strategies
of political actors. Specifically on Facebook, criticism was present in a quarter of the
messages disseminated by political actors in the 2016 Spanish electoral campaign
(MarcosGarcia et al. 2021). The freedom of expression offered by the digital
environment, among other factors, has favored the tendency to publicly blame other
parties for problems (Shirky 2011) and to show disagreement with specific ideas
(Jungherr 2016; Dang-Xuan et al. 2013). In addition to criticizing the pragmatic proposals
of their rivals, their ideological line, or professional trajectory, parties also attack their
character traits or appearance (Maier and Nai 2021; Stevens 2012; Lau and Pomper
2004). Thus, they take advantage of the disintermediation and openness that
characterizes digital platforms to introduce political criticism and attack in their online

speeches.

Recent studies have shown that factors such as the ideology and the position on the
government—opposition axis of the parties have a decisive influence on the use of
criticism on social media such as Facebook (Marcos-Garcia et al. 2021). In general terms,
parties with extreme ideologies tend to criticize those who position themselves in the
center (Nai and Sciarini 2018; Lau and Pomper 2004). Additionally, those on the left
generally employ speeches to attack. Those political actors in the opposition introduce
numerous attacks in their messages, both to the party and the leader (Marcos-Garcia et
al. 2021). Along these lines, there is also a tendency for emerging parties to differentiate
themselves from their opponents by pointing out their mistakes or defects, while parties
with a more consolidated track record opt for positive campaigns to highlight their
achievements (Valli and Nai 2020). This dynamic differs in the Spanish case, where

currently, the traditional parties focus their messages on criticizing the adversary and
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those with a shorter trajectory that propose actions for democratic regeneration

(Marcos-Garcia et al. 2021).

Political parties generally focus their attacks on Facebook on the professional functions
conducted by their opponents—that is, on messages discrediting the decisions made by
their opponents during their political careers. However, there is a growing trend towards
the use of personal attacks, a fact that reduces political discourse to a confrontation
between personalities (Marcos-Garcia et al. 2021). This inclination is directly related to
the phenomenon of the spectacularization of the political message. To attract more
attention from users, they do so by appealing to emotions, mainly fear and enthusiasm,

for political change (Abejon-Mendoza and Mayoral-Sanchez 2017).

Although some investigations have warned of the weight that criticism has reached in
periods of electoral campaigns in the online environment, these studies focused on its
use in social media such as Facebook (Marcos-Garcia et al. 2021) or Twitter (Ceron and
d’Adda 2016). However, it is still unknown how parties articulate this type of message
on mobile instant messaging platforms. This dynamic leads to the following research

questions:

RQ1. What use do political parties make of criticism on Telegram and to who is it

addressed?

RQ2. What type of criticism do political parties use on Telegram and how do they do it?
5.3. Methodology

5.3.1. Sample and Data

The sample of this research concentrates on the campaign of the regional elections held
in the Community of Madrid on 4 March 2021. In particular, the 15 official days of the
campaign, the day before the election, the election day, and the day after the election
have been studied. During this period, all messages shared on the Telegram channels of

the Partido Popular (PP), Ciudadanos, Podemos, Mas Madrid, and Vox were analyzed.

-162 -



La comunicacién politica en los servicios moviles de mensajeria instantdnea.

El uso estratégico de Telegram como herramienta digital de campaia electoral

The PSOE made no publication during the period analyzed and has been excluded from

the sample. The sample comprises a total of 710 Telegram messages (Table 1).

Table 1. Distribution of the sample

Units of Analysis

Party
Ne % of the Total
Partido Popular C.Madrid 355 50

Ciudadanos C.Madrid 53 7.46
Podemos C.Madrid 40 5.63
Vox C.Madrid 171 24.08
Mas Madrid 91 12.82
TOTAL 710 100

Source: self-made

The elections to the Community of Madrid were relevant for various reasons. First, it is
an electoral campaign that enables knowing the communication strategies carried out
by political actors with differentiated trajectories; while the PP, Ciudadanos, and
Podemos are three parties that already had representation in this autonomous
community, Mdas Madrid and Vox ran for the first time for the presidency of the
Community of Madrid. Second, we are facing one of the first regional elections marked
by Covid-19, which enables us to study the level of incidence in the context of a health
crisis in the electoral campaign (AlonsoMufioz et al. 2022). This factor is especially
interesting in the Community of Madrid given the political tension between the regional
government and the executive Pedro Sanchez over the management of the pandemicin
this region. This, added to the fact that it is an early electoral call by the president of the
Madrid Government, Isabel Diaz Ayuso, given a vote of no coincidence by Ciudadanos
and the PSOE, makes this an electoral campaign characterized by a climate of high
political polarization. It is a context that, as recent studies have highlighted, is especially
interesting for the analysis of political criticism given the emergence of digital negativity

as a communication strategy (Moret-Soler et al. 2022).
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The selection of Telegram as an object of study is due to its growing social relevance and
recent rise in popularity in the field of political communication. For the analysis of
criticism, given the private nature that characterizes them, the study of mobile instant
messaging services is more original since there is no public overexposure of the political
actors in these applications as opposed to other social media such as Twitter or
Facebook. In addition, this research analyzes Telegram since, in the April 2019 general
elections, WhatsApp blocked the mass dissemination of electoral content from Spanish

political parties, thus eliminating its use as a campaign communication tool.

5.3.2. Analysis

The methodology applied in this research consists of a quantitative content analysis. The
objective is to analyze the presence of criticism in the communication strategy of
political parties on Telegram. For this, an analysis model composed of 6 variables and 20
study categories is proposed (Table 2) (Marcos-Garcia et al. 2021). In the case of the
variables related to the type of and reason for criticism, the model is adapted to the
proposal of Garcia Beaudoux and D’Adamo (2013) for the study of negative

campaigning.

Table 2. Summary of the analysis model used in this research

Use of criticism

Yes The message contains criticism or attack.

No The message does not contain criticism or attack.

Who is the criticism directed at?

Political party The criticism is directed at a certain political party.

Politician The criticism is directed at a certain politician.

Criticism is directed at a particular media outlet, program, or
Media or journalist

journalist.
Institution or public The criticism is directed at a specific institution or public
organization organization (government, autonomous community, town hall, etc.).

Business or businessman  The criticism is directed at a certain employer or company.
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The criticism is directed at another type of actor not mentioned in

Others

the previous categories.

Typology of criticism

The criticism or attack is directed at the personal characteristics or
Personal

qualities of a certain actor.

The criticism or attack is directed at the functions or positions
Biography

previously developed by a certain actor.

Political program

The criticism or attack is directed at the pragmatic proposals of a

certain actor in relation to a specific topic or issue.

Ideology

The criticism or attack focuses on the ideology and values of a

certain actor.

Intensity of criticism

Predominant

Messages in which a certain actor is directly criticized.

Messages in which a certain actor is criticized, but the attack

Collateral remains in the background. The main function of the message is not
criticism.
Critique structure
Simple Messages where only a certain actor is criticized.
Messages in which a certain actor is criticized while emphasizing and
Compared highlighting the positive aspects and merits of the person who
performs it.
Execution/reason for criticism
The criticism or attack is based on data or information, as well as on
Data-driven
statements that the criticized actor has previously made.
The criticism or attack is based on language that evokes negative
Emotional emotions or feelings such as fear, indignation, anger, or
disappointment.
Ethical The criticism or attack questions the credibility of a proposal or
ica

action conducted by a certain actor.

Humor/ridicule

The criticism or attack is delivered from a humorous perspective to

ridicule one or more actors.

Source: Marcos-Garcia et al. (2021)

The messages were downloaded manually from the Telegram Desktop application via

screenshot. The intercoder reliability was calculated using Scott’s pi formula on 130
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messages (18.31% of the sample), obtaining a level of 0.92. After its coding, statistical
treatment was conducted with the SPSS program (v.28). To study the independence
between the categorical variables, the chi-square test was applied. The significance

value that was established is <0.05.

5.4. Results

5.4.1. What Use of Criticism Do Political Parties Make on Telegram?

In the 2021 Community of Madrid election campaign, an emerging use of criticism was
detected in the communication strategies proposed by political parties on Telegram. Of
the total number of messages published, 27.2% contained criticism or political attacks
on the adversary (Figure 1). These data indicate that although it is not a major resource,
its presence to a greater or lesser extent in the publications of all political parties defines
anincipient trend in the use of Telegram as a tool for political communication. Generally
speaking, if we look at the results within each party, they reveal that the party of
Ciudadanos is, in proportion, the one that disseminated the most extensive number of
attacks within its communication strategy (37.7%), followed by the PP (34.9%) and Vox
(22.8%) (Figure 1). These parties dedicated a large part of their publications to criticizing

the mistakes or actions of their rival parties on Telegram.
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Figure 1. Presence of criticism in Telegram messages from political parties (% within

the user). Source: self-made

In this context, if we analyze the data in detail, we can verify that ideology is related to
the use that parties make of criticism on Telegram (x2(1) = 31,016; p < 0.001). It can be
seen how the right-wing parties (PP, Vox, and Ciudadanos) produced the most attacks
on their publications on this platform (25.8%) (Table 3). The left-wing parties (Podemos
and Mas Madrid) hardly resorted to this resource (1.4%) (Table 3).

Secondly, the data reveal that the government/opposition axis also influences the
management of political criticism (x2(1) =31,881; p < 0.001). The data based on this axis
present patterns similar to those described above, as the PP and Ciudadanos
represented the government, being parties with a conservative ideology. In this sense,
the parties that constitute the government of the Community of Madrid are the ones
that, in general terms, resorted more frequently to criticism in their messages. They
directed most of their attacks towards the Spanish president, Pedro Sdnchez, intending
to weaken his figure (20.3%) (Table 3). However, the opposition parties, especially
Podemos and Mas Madrid, did not make prominent use of attacking the adversary on

Telegram (6.9%) (Table 3).
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Ultimately, the analysis confirmed that the use of criticism on Telegram was conditioned
by the political trajectory of the parties (x2(1) = 22.642; p < 0.001). In this case, the
parties with the most extensive political experience in the Madrid Assembly, namely the
PP, Ciudadanos, and Podemos (21.0%) (Table 3), were the ones that criticized more
often than those who were running for the presidency of this community for the first
time, such as Mas Madrid and Vox (6.2%) (Table 3). These attacks were generally used

to differentiate themselves from new parties and demonstrate their political expertise.

Table 3. Presence of criticism in Telegram messages from political parties based on

axes (%)
Ideology Axis Government/Opposition Axis Biography Axis
Criticism
Right Left Government Opposition Old New
No 55.8 17 37.2 35.6 42.1 30.7
Yes 25.8 1.4 20.3 6.9 21 6.2

Source: self-made

Concerning the target of the attacks, the criticism was mainly pointed at another rival
political party (43.52%) (Figure 2). However, it is worth noting that the high number of
messages containing individualized criticism of a political actor revealed a tendency
towards negative personalization on Telegram. It is especially relevant in the case of Mas
Madrid, which devoted 40% of its publications to personal criticisms (Figure 2),
specifically to the president of the Community of Madrid, Isabel Diaz Ayuso. The PP and
Ciudadanos also stand out in this regard, having dedicated 28.13% and 25% of their
publications (Figure 2) to criticizing other political actors, respectively, positioning the
President of the Spanish Government, Pedro Sanchez, at the center of their attacks. It is
interesting to note that only 0.52% of the messages containing criticism were addressed

to the media and companies (Figure 2).
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Figure 2. Subjects of criticism in Telegram messages from political parties (% within

the user). Source: self-made
5.4.2. How Do Political Parties Criticize on Telegram?

Regarding how parties conducted their criticism on Telegram, the analysis shows that
attacking the biography of rivals was the type of mechanism most exploited by political
parties. Of all the messages containing any criticism, 68.39% did so by discrediting the
decisions and actions conducted by other parties (Figure 3). Mas Madrid and the PP

prioritized this strategy over other attacks (100% and 73.39%, respectively) (Figure 3).
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Figure 3. Typology of criticism in Telegram messages from political parties (% within

the user). Source: self-made
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The second type of criticism most used by the parties was attacks on ideological values
(18.65%) (Figure 3). The case of Ciudadanos stands out since 55% of its publications
containing any criticism did so by pointing out values and ideas of certain tendencies
contrary to its own, especially socialism (Figure 3). Although personal criticism was only
present in 8.81% of the messages that contained an attack (Figure 3), it was a notable
dynamic in Podemos’ Telegram strategy. Forty percent of their criticisms articulated the
attributes, traits, and other personal aspects of their rivals (Figure 3), specifically those
of the president of the Community of Madrid, Isabel Diaz Ayuso, and other members of

her match.

In the analysis of how political parties carry out their criticism on Telegram, the data
obtained revealed three significant trends: first, regarding the intensity of the attacks,
in 72.02% of the messages that contained some criticism, it remained in the foreground
of the publication (Table 4). This dynamic occurred at similar levels in the strategy of all
the parties analyzed, which means that criticism was used on Telegram to directly attack
their rivals. The left-wing parties Podemos and Mas Madrid stand out in this strategy. In
80% of their publications that contained some criticism (Table 4), the attack was the

predominant function in the message.

This dynamic complements how parties structured their criticism on Telegram. The
results revealed that they mostly used simple attacks. Along these lines, in 83.94% of
the critical messages, a certain actor was attacked without highlighting the positive
aspects and merits of the person (Table 4). That is to say, there was no comparison
between the criticized actor and the criticizer, but rather the attack was executed in only
one direction to emphasize the opponent’s mistakes. It is worth mentioning in this
regard the absolute priority that Vox gave to this form of structuring its criticism (100%)

(Table 4), thus proposing a totally destructive attack for their addressee.

Finally, the third strategy detected in the analysis referring to how parties make
criticisms on Telegram, their reason for existing. Parties generally questioned the

credibility of a proposal or action conducted by a specific political actor. That is, they
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attacked their rivals mainly based on ethical reasons (84.97%) (Table 4), focusing their
offensives on evaluating the party’s lack of honesty, a leader, an institution, or an action
carried out by some of these. All the parties analyzed prioritized this practice of making
their criticisms on this platform. However, Mas Madrid stands out for doing so in all the

messages they disseminated with attacks during the campaign (100%) (Table 4).

Table 4. How political parties criticize on Telegram (% within the user)

PP cs Podemos Vox Mas Madrid TOTAL
Predominant  72.58 55.0 80.0 76.92 80.0 72.02
Intensity
Collateral 27.42 45.0 20.0 23.08 20.0 27.98
Simple 80.65 85.0 60.0 94.87 100.0 83.94
Structure
Compared 19.35 15.0 40.0 5.13 0.0 16.06
Based on data 0.81 0.0 40.0 0 0.0 1.55
Emotional 12.1 15.0 0.0 5.13 0.0 10.36
Execution Ethical 83.06 85.0 60.0 92.31 100.0 84.97
Humorous/
4.03 0.0 0.0 2.56 0.0 3.11
ridicule

Source: self-made

In this context, it is interesting to highlight the percentages registered for the rest of the
categories analyzed in this variable. The second most common reason for political
parties to spread criticisms on Telegram was for emotional attacks (10.36%) (Table 4).
These messages contained expressions to evoke negative emotions such as anger or
rage. On the other hand, comical or funny attacks and criticisms based on empirical
information registered residual values. The political parties did not use criticism on
Telegram to ridicule other actors (3.11%) (Table 4), and they did not show a particular
interest in discrediting their rivals with credibility and legitimacy provided by data

(1.55%) (Table 4).
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5.5. Discussion and Conclusions

The research results permit us to establish relevant contributions on the role of criticism
in the communication strategies of political parties on Telegram. These original
contributions can be extrapolated to other electoral contexts outside the Spanish
sphere, particularly to those countries with similar political and media systems, such as

those of southern European countries (e.g., Portugal, Italy, Greece, and France).

The first finding reveals the presence of criticism as a strategic resource in party
communication on Telegram (PI1). Although it is still an emerging use, as detected on
Facebook in the Spanish electoral campaign of 2016 (Marcos-Garcia et al. 2021), the
parties have begun to introduce criticism and attacks in their messages on Telegram to
express disagreement with the actions of rivals or the proposals that they put forward
(Jungherr 2016; Dang-Xuan et al. 2013). Furthermore, the private environment that
characterizes Telegram enables parties to present a direct discourse condemning the
errors and contradictions that the rest of the parties may have made (D’Adamo and
Garcia-Beaudox 2016; Ceron and d’Adda 2016; Valera-Ordaz and Lépez-Garcia 2014)
without being exposed to the public overexposure to which they are subjected on other
social media (Pifieiro-Otero and Martinez-Rolan 2020; Terrasa 2019). An ideological use
of this platform was observed, a fact that could lead to an increase in the polarization of

the electorate (Alonso-Mufioz et al. 2022).

In this context, the analysis results have shown that the ideological inclination of a party,
its position on the government/opposition axis, and its political trajectory are
determining factors in its use of criticism on Telegram. This idea reveals another of the
relevant findings of this study, since the trends detected on Telegram in this regard are
opposite to those identified from other social media such as Facebook (Marcos-Garcia
et al. 2021). On the one hand, ideology is decisive in the political attacks on Telegram as
right-wing parties use it the most in their digital communication strategies, while left-
wing parties employ Facebook the most. Contrary to what the previous literature on

criticism indicates (Nai and Sciarini 2018; Lau and Pomper 2004), Telegram brings
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something distinct: it is not the parties located at the ideological extremes that criticize
the moderate parties with greater frequency and intensity. In this case, Ciudadanos and
the Partido Popular, both moderate conservative parties, were the most critical of the
PSOE, a moderate progressive party, especially against its actions connected to the

national political framework.

Contrary to what happened on Facebook, parties in governance presented the most
significant number of attacks in their Telegram messages, while the opposition parties
hardly resorted to this resource. It is interesting to note that most of the criticism
disseminated by these government parties was not directed at rival parties at the
regional level but concentrated on the state government, showing the national
significance of these regional elections given the evident political confrontation
between Isabel Diaz Ayuso, president of the Madrid Assembly, and Pedro Sanchez,
president of the Spanish government. This caused the PP of the Community of Madrid
to use Telegram to discredit the policies of the Spanish government led by its main

opposition party, the PSOE.

Lastly, political biography is also a parameter that conditions the use of political criticism
on Telegram. In this case, the patterns detected on Facebook at the national level were
repeated (Marcos-Garcia et al. 2021). Thus, parties with the most extensive political
experience in the Madrid Assembly tended to criticize most frequently on this platform.
This suggests that the attacks were a self-defense mechanism against the possible rise

of new parties that increased electoral competitiveness.

Another relevant contribution of the study is related to the addressees of the criticism
used by political parties on Telegram. These criticisms focused on discrediting rival
parties. Thus, during the electoral period, the parties converged their communication
efforts on exhibiting the weaknesses of their opponents, while other actors linked to
politics such as the media or public institutions received almost no criticism. Therefore,

the parties benefited from the direct and private communication that characterizes this
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mobile application to prioritize the electoral competition with the aim of obtaining more

votes at the polls.

Regarding the types of criticism used (PI2), the parties emphasized attacks on the
political history and biography of the rivals, focusing on the functions or positions
previously developed by them. They tried to discredit the behavior of the rest of the
parties in their professional activities. In contrast, they did not consider Telegram useful
to criticize the personality traits or image of rival leaders. This shows that it is a medium
with low personalization. In this respect, the parties articulated criticism in their
communication strategies on Telegram around ethical reasons and, contrary to what
was detected on Facebook (Abejon-Mendoza and Mayoral-Sanchez 2017), left emotions
in the background. The parties launched direct offensives at their opponents and did not
take advantage of the attacks to compare themselves and highlight their own positive

aspects and merits.

All in all, the research results show that criticism on Telegram is a strategic resource
beginning to manifest in the field of digital political communication. The use of it has
increased compared to the 2016 general elections on Facebook. Thus, a growing trend
may be the cause of political polarization. In this regard, it is worth mentioning that the
political attacks on Telegram present, in general terms, a more rational profile than

those registered on Facebook (Marcos-Garcia et al. 2021).

The main limitation of this research is that it is a single case study and lacks a comparison
with other electoral campaigns. Future lines of research must study this political
communication resource beyond the electoral period and thus verify whether the trends
detected follow the same dynamics during ordinary political activity or if it is a one-off
event. As recent studies point out (Moret-Soler et al. 2022), the advance of political
polarization and the attacks on rivals suggest that a change of cycle is taking place, and
these new trends will be consolidated in digital political communication. In this sense,

this exploratory research is a starting point to understand how political parties have
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benefited from the characteristics of mobile instant messaging services to introduce

criticism as a strategic resource for digital political communication.
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6.1. Telegram como herramienta de comunicacion politica electoral

Los resultados obtenidos en los diferentes capitulos de la presente tesis doctoral
demuestran que Telegram estd integrado en la estrategia comunicativa de los partidos
espafioles. Su uso se potencid durante la campana de las elecciones nacionales de
noviembre de 2019 y desde entonces ha adquirido una importante relevancia social en
periodos electorales. El auge de esta herramienta en términos politicos ha sido fruto de,
por una parte, las nuevas posibilidades comunicativas que ofrece a los partidos y, por
otra, del bloqueo que WhatsApp, aplicacidn de caracteristicas similares a Telegram,
impuso a la difusién masiva de contenido electoral a los partidos politicos espafioles en
abril de 2019. Ademas, las restricciones sanitarias impuestas durante la crisis del Covid-
19, las cuales impedian la celebracidon de mitines y eventos masivos, también fomenté
gue los partidos politicos buscaran nuevas formas de comunicacion directa con la

ciudadania.

El uso de Telegram como herramienta de comunicacion politica electoral ha sido
introducido por los partidos en el ambito espafol tanto a nivel nacional como
autondédmico. Ademads, su actividad se intensifica especialmente durante el periodo de
campafia electoral, tal y como ocurre con otras redes sociales (Maarek, 2011; Bruns y
Burgess, 2011; Parmelee y Bichard, 2012; Abejon-Mendoza, Sastre-Asensio y Linares
Rodriguez, 2012; Vergeer, Hermans y Sams, 2013; Jirgens y Jungherr, 2015; Lépez-
Garcia, 2016; Jungherr, Schoen y Jirgens, 2015). Prueba de estos dos aspectos es que,
tal y como se demuestra en el capitulo 2, en la campafia de los comicios nacionales de
noviembre de 2019, los partidos publicaron un total de 877 mensajes en Telegram. En
las elecciones al Parlamento de Cataluia de febrero de 2021, analizadas en el capitulo
3, los partidos catalanes alcanzaron las 600 publicaciones en esta plataforma. Por
ultimo, en el capitulo 4 se demuestra que los partidos autonémicos de la Comunidad de
Madrid difundieron 710 publicaciones durante la campafa electoral de marzo de 2021.
Aunque el nivel de actividad de los partidos en Telegram todavia no es equiparable al de
otras redes sociales de uso preferente en la comunicacion politica como Twitter, las

cifras indican un volumen de publicacion notable que posiciona a la plataforma mdvil de
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mensajeria instantdnea como un canal relevante en su estrategia de comunicacién

digital.

Pese a este nivel considerable de publicacién en Telegram por parte de los partidos, se
trata de una plataforma de reciente incorporacion a la comunicacién politica y estos, en
lineas generales, todavia no presentan una estrategia comunicativa totalmente definida
para ésta. Las formaciones politicas se encuentran en una fase de experimentacién en
busca de sus funciones mas eficaces y un estilo comunicativo definido que les permita
definir los patrones de uso de Telegram como herramienta de comunicacion politica,
por lo que actualmente la utilizan implementando practicas importadas de otras redes
sociales. No obstante, ya se empiezan a identificar ciertas tendencias identificativas
interesantes en el uso politico de la plataforma que permiten esbozar el modelo de uso

otorgado a esta plataforma por parte de los partidos politicos espafioles.

En este capitulo se recogen los hallazgos mas significativos de esta tesis doctoral en
cuanto al uso de la plataforma moévil de mensajeria instantdnea, Telegram, como
herramienta de comunicacion politica en campaia electoral. Estos han sido extraidos
del andlisis y explotacién de los datos, que nos permiten conocer las principales
funciones, la agenda tematica y los recursos multimedia utilizados por los partidos
politicos en Telegram durante periodos electorales. Las conclusiones estan organizadas
en ocho epigrafes que corresponden a las principales tendencias detectadas y
responden conjuntamente a los seis objetivos planteados al inicio del trabajo.

Finalmente, se proponen posibles lineas de investigacion futuras sobre la cuestion.

6.1.1. La comunicacion unidireccional y el efecto “mas es mas” en las estrategias

politicas en Telegram

El analisis realizado en esta tesis demuestra como los partidos politicos utilizan Telegram
de forma unidireccional, como un medio convencional mas. Esto significa que no
interactuan con la ciudadania a través de esta plataforma, sino que la dedican a difundir
sus propias publicaciones sin dialogar con el electorado. Este hallazgo va en consonancia

con una dindmica ya observada por la literatura previa en otras redes sociales como
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Twitter o Facebook en las cuales los partidos politicos tampoco se relacionan con la
ciudadania (Graham et al., 2013; Alonso-Mufioz, Miquel-Segarra y Casero-Ripollés,
2016; Alonso-Mufioz, Marcos-Garcia y Casero-Ripollés, 2016; Lépez-Garcia, 2016), de
forma que se convierten en una cadena de declaraciones indiscutibles que difiere

notablemente con la concepcidn pluralista de la democracia (Juhazs y Bene, 2022).

En este sentido, todos los partidos han incorporado Telegram a sus estrategias de
comunicacion digital mediante los canales publicos. Estos son un tipo de comunicacién
con la que difundir mensajes a audiencias masivas, en este caso configurados sin
posibilidad de réplica. De esta forma, el usuario se une al canal para recibir el contenido
gue publica el partido politico, pero no tiene la opcidn de responder o reaccionar a esa
informacién a través de este espacio. Este hecho nos hace intuir que los partidos
politicos no han integrado Telegram a sus estrategias comunicativas en campaia

pensando en su privacidad y su cercania como mecanismo potencial para la interaccién.

Si bien este aspecto ya demuestra la unidireccionalidad de los partidos en su
comunicacion en Telegram, otro dato que corrobora esta dindmica es la baja presencia
de la funcidn interaccion en las estrategias comunicativas de los partidos. Esta categoria
hace referencia a los mensajes en los que se pregunta directamente a los usuarios sobre
temas de interés para el partido y, en todos los casos estudiados, presenta valores
inferiores al 2%. En este sentido, resulta interesante destacar que, considerando el
escaso nivel de didlogo de los partidos en Telegram, son las viejas formaciones las que
protagonizan la mayoria de esas interacciones con la ciudadania mientras que los

partidos mas nuevos no incorporan esta funcidén en ninguna de sus publicaciones.

Siguiendo la linea de la comunicacidn unidireccional que practican los partidos en
Telegram durante la campafia electoral, cabe mencionar un hallazgo interesante
relacionado. Tal y como se muestra en el capitulo 3, el efecto “mds es mas” es una
tendencia diferencial para tener en cuenta en la comunicacion politica en esta
plataforma. Los partidos no se preocupan por interactuar con los seguidores y optan por

centrar sus esfuerzos comunicativos en generar el mdaximo volumen posible de
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contenido porque existe una fuerte correlacién positiva entre el nimero de mensajes
difundidos y el nimero de visualizaciones del canal que los publica. Al contrario de lo
que sucedia en Twitter y Facebook (Alonso-Muioz, Miquel-Segarra y Viunnikoff-Benet,
2021), los usuarios en Telegram priorizan la cantidad a la calidad de los mensajes y los
partidos aprovechan este comportamiento de la ciudadania para viralizar al maximo sus
mensajes. Las correlaciones de Pearson realizadas, cercanas en este caso a 1, reafirman
este efecto multiplicador que consiguen los mensajes compartidos en Telegram por los

partidos.

6.1.2. Telegram como altavoz de campaiia de otras redes sociales

Tal y como se ha plasmado en los diferentes capitulos, una de las principales funciones
que los partidos politicos otorgan a Telegram es la redifusién de publicaciones de
cuentas que los partidos tienen en otras redes sociales como Twitter o Facebook. Asi, a
través del repost, comparten mensajes importados directamente de otras plataformas
sin afiadir mas informacién a éstos, por lo que, al no ser contenido editado para su
difusidn en Telegram, la apariencia visual de estos es la propia de la red social de la que

proceden. Este aspecto supone una baja eficiencia en términos comunicativos.

Este uso que los partidos hacen de Telegram la sitia como un altavoz para ampliar el
radio de circulacién de sus contenidos y, asi, llegar a un publico mas amplio, si bien
revela que los partidos todavia no han definido una estrategia diferenciada para su
comunicacidn en Telegram. En este sentido, la plataforma adquiere un rol de apoyo a la
estrategia comunicativa desarrollada en el resto de sus redes sociales. Se trata de una
tendencia novedosa con respecto a lo que se habia analizado hasta la fecha en la
comunicacion politica digital donde esta practica era inexistente (LOpez-Meri, Marcos-
Garcia y Casero-Ripollés, 2017; Marcos-Garcia, Viounnikoff-Benet y Casero-Ripollés,
2020). Los partidos han visto en Telegram un canal util, entre otras funciones, para
maximizar el impacto de sus mensajes entre la ciudadania y, en este sentido, lo han
incorporado a sus estrategias de campafia con este rol dependiente de otras redes

sociales. De esta forma aprovechan las posibilidades comunicativas que ofrece la
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plataforma moévil de mensajeria instantanea para viralizar el alcance de un mismo

mensaje entre un publico mdas amplio.

Si bien la funcién de repost estd presente en las estrategias comunicativas de campafia
de la mayoria de los partidos politicos en Telegram, tal y como se ha demostrado en el
capitulo 2, esta adquiere mayor protagonismo en las de los partidos a nivel nacional.
Cabe tener en cuenta que esta campafia se da en un contexto de repeticidn electoral,
por lo que uno de los motivos de este uso significativo del repost puede deberse a la
necesidad de explorar el potencial de nuevos canales de comunicacion con el electorado

y a la busqueda de potenciales votantes entre otro sector del publico.

El PSOE, partido en el gobierno, es el que mas utiliza el repost durante el periodo de
campania electoral. La formacidn liderada por Pedro Sanchez recurre a esta funcién en
Telegram con la finalidad de dar mayor difusidn a la cobertura de los actos de campana
del partido o a las declaraciones de sus lideres en los medios de comunicacion. Sin
embargo, los capitulos 3 y 4 revelan que, en el ambito autondmico, son los partidos de
la oposicion los que, aunque a un nivel menor que en la campana nacional, recurren con

mas frecuencia a esta funcion.

Con respecto al origen de la mayoria de estos mensajes reposteados en los canales de
Telegram de los partidos, Twitter es la red social de procedencia de gran parte de estos,
seguida de Facebook. Instagram, por su parte, no tiene presencia en la muestra
analizada. Esto puede deberse, entre otros motivos, a las similitudes en la forma y
caracteristicas del mensaje entre Twitter y Telegram, factor que favorece la

transferencia de contenido entre ambas.

6.1.3. El uso de Telegram como tablén de anuncios para la autopromociéon de la

campaia electoral de los partidos

El analisis realizado en esta tesis revela como la autopromocién electoral es otra de las
funciones prioritarias en la comunicacidn estratégica de los partidos politicos en

Telegram, especialmente entre los partidos autondmicos. El rol que asume esta
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plataforma digital en este sentido durante la campafia es principalmente de caracter
informativo ya que los partidos la utilizan para divulgar sus propuestas electorales y para
comunicar sus actos de campana, si bien no la utilizan de forma preferente como un
canal para introducir nuevas cuestiones politicas. Nos encontramos, por tanto, ante otra
plataforma que tiende a ser utilizada por los partidos como mecanismo de

autorreferencialidad y automediacién (Marcos-Garcia, 2018).

Los resultados permiten observar cémo Telegram funciona a modo de noticiero o tablén
de anuncios de la campaiia electoral. Es decir, en linea con investigaciones previas sobre
lo que sucedia con otras redes sociales como Twitter o Facebook, los partidos lo utilizan
como un espacio de autopromocion (Golbeck, Grimes y Rogers, 2010; Jackson y Lilleker,
2011; Enli y Skogerbg, 2013; Jungherr, 2014; Lopez-Meri, Marcos-Garcia y Casero-
Ripollés, 2017; Alonso-Mufioz, Miguel-Segarra y Viounnikoff-Benet, 2021). Esta
tendencia importada de otras redes sociales hace de Telegram una modalidad de
agenda de la campafia y folleto del programa electoral. De esta forma consiguen, por un
lado, que los votantes conozcan casi en directo la actividad diaria del partido y la
participacién de sus lideres en actos de campaiia, mitines, visitas oficiales, encuentros
politicos... y, por otro lado, les permiten consultar el proyecto electoral del partido de

una forma mas directa y dindamica.

Destaca, como dato significativo, que la trayectoria del partido resulta un factor
determinante en el uso de esta funcién, dato que difiere de lo que sucedia en otras redes
sociales estudiadas por la literatura previa como Twitter (Marcos-Garcia, 2018). El
porcentaje de publicaciones destinadas a tal fin aumenta en las estrategias de los
partidos con una trayectoria politica mas dilatada. Si bien los partidos emergentes
también hacen uso de esa funcién, son las formaciones mas viejas las que optan por
explotarla en mayor medida con el objetivo de difundir su narrativa particular sin
necesidad de adaptarse a las logicas que imponen los medios de comunicacién
convencionales. En la mayoria de los casos, estos lo hacen con mensajes sobre las

propuestas programaticas que llevarian a cabo en caso de ser elegidos para gobernar.
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Otro hallazgo significativo demuestra que el uso de Telegram como espacio de
autopromocion politica se ha ido potenciando progresivamente, ya que en el momento
de la introduccién de esta plataforma en la comunicacién politica digital no era una de
las funciones mas explotadas por los partidos. Prueba de ello es que en las elecciones
generales de 2019 no estaba entre las tres funciones principales otorgadas por los
partidos a Telegram y en las dos autonémicas de 2021 pasa a ser la mas explotada. Este
aspecto revela que los partidos empiezan a disefar estrategias adaptadas a las
potencialidades comunicativas de Telegram y las aprovechan para poner en circulacién
sus propios temas y retroalimentar sus contenidos de campafia. No obstante, cabe ser
también muy cautelosos y sefialar la posible incidencia de las restricciones sanitarias
impuestas durante la crisis del Covid-19, las cuales impedian la celebracidon de mitines y
eventos masivos. Este se puede considerar un factor influyente en esta tendencia ya que
los partidos politicos tuvieron que buscar formas alternativas de comunicacién directa
con la ciudadania para promocionar sus propuestas al no poder hacerlo de forma

presencial.

6.1.4. El uso electoral de Telegram como instrumento movilizador para pedir el voto

Otro de los resultados significativos que presenta esta tesis doctoral demuestra que los
partidos utilizan la cercania y el caracter mas directo que caracteriza a la comunicacién
de Telegram para movilizar a su electorado durante la campafia electoral. A través de
estos mensajes apelan a la confianza de sus seguidores pidiéndoles explicitamente su
voto, los animan a participar en los diferentes actos politicos como mitines u otras
actividades del partido y a involucrarse en el desarrollo de la campana electoral, si bien

este Ultimo tipo de publicaciones es el menos frecuente.

En Telegram, la funcién de movilizacién es explotada en mayor medida por los partidos
en la campaiia de las elecciones generales. En este sentido, en sus mensajes se aprecia
mayor carga movilizadora que en los de los partidos a nivel autondmico. Estos otros, si
bien si que contemplan esta funcidén en sus estrategias comunicativas en Telegram, en

lineas generales no lo hacen de forma prioritaria. Sin embargo, cabe mencionar un dato

-195 -



La comunicacion politica en los servicios moviles de mensajeria instantdnea.

El uso estratégico de Telegram como herramienta digital de campana electoral

significativo al respecto, ya que, tal y como se demuestra en el capitulo 3, en las
elecciones autondmicas de Catalufia los partidos independentistas que controlaban el
Gobierno centraron su comunicacién en Telegram en movilizar a su electorado parair a
las urnas y, asi, ganar las elecciones y promocionar la independencia. Este aspecto

denota un notable uso ideoldgico de esta funcidén en Telegram.

En esta cuestidn destaca cdmo la trayectoria del partido resulta un factor influyente en
la finalidad movilizadora de los mensajes en Telegram. En consonancia con las dinamicas
gue se daban en Twitter y Facebook (Nielsen y Vaccari, 2013; Lépez-Meri, Marcos-Garcia
y Casero-Ripollés, 2017; Stier, et al., 2018), las viejas formaciones, el PSOE y el PP, son
los partidos que mas usan esta funcidn reclamando o pidiendo el voto en Telegram. El
resto la utilizan de forma menos frecuente y el tono de sus mensajes a la hora de pedir

el voto es mucho menos explicito.

Otro aspecto significativo en el uso de la movilizacion por parte de los partidos en
Telegram es que principalmente la orientan a la peticidn del voto. Esto significa que, a
diferencia de lo apuntado por Casero-Ripollés, Feenstra y Tormey (2016) o Ldpez-
Rabaddn y Doménech-Fabregat (2018) con respecto al uso politico de esta funcién en
otras redes sociales, en Telegram los partidos no la desempeiian también como una via
de personalizacién de la politica a través de la cual acercar la figura del lider al
electorado. Asi, la apelacion a los votantes en esta plataforma por parte de los partidos
se da de forma mads directa y los mensajes no muestran aspectos sobre la vida personal
de los politicos ni recurren al uso de las emociones. La llamada a la participaciéon del
electorado tiene, por tanto, un marcado sentido electoralista en el uso politico de

Telegram.

6.1.5. La critica en Telegram como mecanismo de la campaiia negativa

En la investigacion realizada para esta tesis se ha detectado una tendencia incipiente
por parte de los partidos a utilizar Telegram en campafia desde una perspectiva
negativa. Esto se traduce, entre otros aspectos, en invertir mayor esfuerzo en atacary

criticar a los adversarios que en destacar las virtudes propias (Garcia-Beaudoux,
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D’Adamo y Slavinsky, 2005; Geer, 2006; Garcia Beaudoux y D’Adamo, 2013; Valera-
Ordaz y Lopez-Garcia, 2014).

Tal y como se detalla en el capitulo 5, cabe destacar que la critica se ha introducido en
las campafias de comunicacidén de los partidos en Telegram recientemente, si bien
permite reafirmar el notable uso ideoldgico de la comunicacién politica en esta
plataforma. Su uso empezod registrando valores de en torno al 10% y recientemente ha
llegado al 27% en la campafia de las elecciones a la Comunidad de Madrid de 2021
(capitulo 5). Esto se debe, entre otras razones, a que los partidos han encontrado en
este tipo de aplicaciones como Telegram un entorno favorable no sélo para difundir
informacién electoral sino también para criticar a sus adversarios y sefalar sus

contradicciones (Maier y Nai, 2021).

La privacidad, desintermediacién y el efecto de confianza que lo caracterizan permite a
los partidos sefialar los errores y contradicciones de sus rivales sin la sobreexposicién
publica que caracteriza a otras redes sociales como Twitter o Facebook. En Telegram,
esta dindmica se cumple de forma relevante entre los partidos mas moderados. Sin
embargo, estudios previos indican que tradicionalmente son los partidos extremistas los
gue mas recurren a esta como recurso para la campafia negativa (Lau y Pomper 2004;
Nai y Sciarini, 2018), ya que produce un mayor impacto en la audiencia y fomenta la

desafeccidn y la polarizacién politica (Patterson, 1993; Berganza-Conde, 2008).

En este contexto, los resultados del analisis demuestran la incidencia de factores como
la ideologia, la posicion en el eje gobierno/oposicién y la trayectoria del partido en el
uso de la critica politica en Telegram. De hecho, se ha detectado que las tendencias de
uso de este mecanismo detectadas en la plataforma mévil de mensajeria instantanea
conforme esta va adquiriendo importancia son opuestas a las sefialadas por la literatura
previa con respecto a lo que ocurria con la critica en Facebook (Marcos-Garcia, Alonso-
Mufioz y Casero-Ripollés, 2021; Baranowski et al., 2022). Resulta interesante destacar
como en Telegram es la derecha la que mas recurre a la critica politica, mientras que los

partidos de la izquierda no muestran especial interés por esta funcion. En esta linea,
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ocurre lo mismo con los partidos que forman el Gobierno, si bien resulta significativo
gue las criticas de éstos no estdn dirigidas a sus rivales autondmicos, sino que estan
concentradas en el desprestigio del Gobierno estatal. De esta forma los partidos del
Gobierno utilizan la comunicacidon directa que caracteriza a Telegram para lanzar
mensajes potenciando la simplificacién entre quiénes son “los buenos” y “los malos” en

el terreno politico (Garcia-Beaudoux y D’Adamo, 2013).

Por ultimo, se demuestra como la critica en Telegram se dirige en la mayoria de las
ocasiones a la trayectoria o actuaciones de los lideres de los partidos rivales. Esto
significa que los partidos durante el periodo electoral centran sus ataque en la batalla
directa con sus contrincantes y no se preocupan por criticar la actividad de otros entes
no politicos como son medios de comunicacién o empresas, sino que optan por subrayar
las debilidades del partido oponente con la finalidad de ganar mas votos en las urnas. Al
contrario de lo que ocurria en Facebook (Marcos-Garcia, Alonso-Muioz y Casero-
Ripollés, 2021), la critica politica en Telegram tiene una connotacién marcadamente

racional y no es utilizada por los partidos con finalidad sensacionalista.

6.1.6. La heterogeneizacion de la agenda politica y la ausencia de personalizacién en

Telegram

El andlisis realizado sobre los temas que difunden los partidos en Telegram revela un
elevado nivel de fragmentacién de la agenda politica. Estos no articulan su comunicacién
en torno a una numero reducido de tematicas, sino que abordan multiples asuntos en
los mensajes publicados en esta plataforma durante la campafa. Cabe sefalar, como ya
se ha indicado, que los partidos en Telegram importan gran parte de sus temas de otras
redes sociales, especialmente de Twitter, si bien en esta red social la agenda que
plantean los partidos tiende a ser mas homogénea (Alonso-Muioz y Casero-Ripollés,

2018).

Telegram se posiciona en este sentido como un canal que promueve la
heterogeneizacion tematica. Los partidos hablan de todo y de nada. Prueba de ello es

qgue en las campafas electorales analizadas no hay ningun tema que cope mas del 30%

-198 -



La comunicacién politica en los servicios moviles de mensajeria instantdnea.

El uso estratégico de Telegram como herramienta digital de campaia electoral

de la agenda de los partidos, mientras que el 70% restante esta muy distribuido. Ni
siquiera cuestiones tan populares como la pandemia generada por el Covid-19 tienen
una presencia protagonista en el contenido transmitido por los partidos en las dos
campaias analizadas que estuvieron atravesadas por la crisis sanitaria. Entre los mas
explotados destacan la votacion y los resultados electorales, por un lado, y los aspectos
relacionados con el propio funcionamiento y organizacion de la campanfa electoral, por
otro. Otras de las cuestiones que también tienen cabida en la comunicacion de los
partidos en Telegram son la relacidon con los medios de comunicacién, la formacién de
Gobierno y pactos futuros, los mensajes sobre medidas de politica social y de economia,
y aquellos que hablan del juego y la estrategia politica de cara a posibles pactos futuros.
Esta tendencia a la priorizacién de lo que rodea a la campafia mas que a las propias
propuestas politicas es coincidente con investigaciones previas sobre redes sociales

(Chavero y Rodriguez-Diaz, 2021).

Segln el andlisis realizado, también se demuestra que, dependiendo de la ideologia, la
posicidn en el eje gobierno-oposicidn y la trayectoria, los partidos optan por publicar
sobre unos temas o sobre otros. Sin embargo, todos coinciden en difundir contenido
sobre tematicas que difieren del interés de los usuarios. Los temas preferidos por los
seguidores, es decir, aquellos que consiguen un nivel de visualizaciones superior a la
media, son los que menos atencion reciben en la agenda de los partidos en Telegram,

esto es, los que menos mensajes protagonizan.

Tal y como se explica en el capitulo 3, en base a la media de visualizaciones de los
mensajes analizados, se concluye que la ciudadania centra su atencién en Telegram en
los mensajes sobre resultados electorales, modelo territorial del Estado, corrupcién,
regeneracién democratica o justicia. Sin embargo, de entre estas tematicas, tan solo una
es prioritaria en la agenda de los partidos en Telegram durante la campafa electoral y
el resto no tienen casi presencia. Esta tendencia coincide con lo observado en Facebook
en el que la participacion de los usuarios no alienta a los partidos a desarrollar una

agenda de temas que se enfoque exclusivamente en temas muy destacados y propios,
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ya que los usuarios no se comprometen con estos temas mas que con otros (Baranowski

et al.,2022).

Paralelamente, otro de los resultados significativos que presenta la investigacidn
permite confirmar que los partidos, hasta la fecha, no utilizan Telegram como un espacio
para personalizar sus mensajes politicos. Esto consiste en articular la campana en torno
a la figura del candidato (McAllister, 2007) mediante el trasvase al espacio publico de
cuestiones personales (Holtz-Bacha, 2003). De acuerdo con el andlisis realizado, en
lineas generales, los partidos en esta plataforma no muestran las aficiones o gustos de

sus lideres politicos, asi como tampoco aspectos de su entorno mas intimo.

Los mensajes relacionados con la vida privada de los lideres presentan porcentajes
minimos en las campafas autondmicas (capitulo 3 y 4) y son inexistentes a nivel nacional
(capitulo 2). Estos datos revelan que se trata de un medio de baja personalizacidn. Esta
tendencia estd en consonancia con lo apuntado por Marcos-Garcia (2018) con respecto
a esta dindmica en analisis previos de otros partidos en redes como Twitter o Instagram.
Sin embargo, difiere de algunos hallazgos previos sefalados al respecto (Rahat y Sheafer,
2007; Van-Zoonen, 2010; Parmelee y Bichard, 2012; Enli y Skogerbg, 2013; Bentivegna,
2015; Karam, 2016; Pérez-Curiel, 2020; Chavero, 2021), los cuales defienden un intento
significativo de los partidos de humanizar al candidato y presentarse como un ciudadano

mas en este tipo de redes sociales.

6.1.7. La hibridacion de Telegram con los medios de comunicacidn convencionales

como estrategia para viralizar la campana electoral

Esta tesis doctoral pone en relieve el rol preferente que mantienen los medios de
comunicacion convencionales en el discurso de los partidos politicos en Telegram. En
este sentido, tanto las formaciones nacionales como las autonémicas dedican gran parte
de sus mensajes en esta plataforma movil a las intervenciones de sus politicos en los
espacios propios de los medios de comunicacién tradicionales. Optan asi por una
estrategia que combina el uso de viejos y nuevos medios basada en la hibridacién

(Chadwick, 2013).
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Este aspecto confirma que los medios convencionales siguen teniendo un papel
relevante en la estrategia comunicativa de los partidos politicos y mantienen su
influencia a la hora de fijar los temas de la agenda publica (Ceron, 2018). Estos tienen
una presencia notable en este servicio mévil de mensajeria instantanea que se suele
traducir en la difusién de contenido sobre la participacion de sus lideres y otros
miembros del partido en programas de television o radio, entrevistas, tertulias o
debates, reportajes en medios digitales, o, incluso, articulos de opinién en prensa
elaborados por ellos mismos, integrando de esta forma el entorno digital con el offline

(Larsson, 2016).

Esta tendencia a la hibridacidn en Telegram durante la campafiia es importada de otras
redes sociales como Twitter o Facebook (Lopez-Meri, Marcos-Garcia, and Casero-
Ripollés 2017; Casero- Ripollés, Feenstra and, Tormey 2016). Los partidos no se centran
unicamente en el potencial de las posibilidades que plantean los nuevos medios sociales,
sino que tratan de enriquecerlo con las tacticas comunicativas convencionales y
viceversa. Esta estrategia, segun ha sefialado la literatura previa (Alonso-Mufioz, 2018),
responde a dos motivos principales. Por un lado, se debe a la mayor facilidad de
viralizacién de sus mensajes en las plataformas digitales y, por otro, a su potencial a la
hora de aumentar el alcance de estos. De esta forma consiguen una mayor diseminacién

de sus campanas electorales.

Este tipo de practica, que da importancia a los temas relacionados con los medios de
comunicacion convencionales en el timeline de los partidos en Telegram, esta
condicionada por varios factores como la posicion del partido en el eje gobierno-
oposicion o su trayectoria. Destaca significativamente la incidencia de esta ultima, pues
son las formaciones emergentes las que explotan en mayor medida esta estrategia de
hibridacion mediatica. Estos ven en los medios de comunicacion tradicionales la
posibilidad de aprovecharlos como mecanismos de legitimacion ante la ciudadania,
presentdndose ante los ciudadanos como opciones politicas validas y fiables frente a los
partidos establecidos (Lépez-Meri, Marcos-Garcia y Casero- Ripollés, 2017). Por eso,

redifunden ese contenido a través de otros canales digitales como Telegram.
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6.1.8. Los recursos visuales y los elementos multimedia innovadores para

complementar al texto en Telegram

Finalmente, otro de los hallazgos relevantes apunta a que los partidos utilizan los
recursos multimedia para acompanar a sus mensajes de texto de Telegram en
aproximadamente el 40% de sus publicaciones, tal y como se demuestra en el capitulo
2. De estos, los de caracter visual tienen un rol preferente en la estrategia comunicativa
de los partidos, tanto el video como la imagen. El video se utiliza de forma prioritaria
para dar visibilidad a las intervenciones de los politicos en debates, tertulias o
entrevistas y para mostrar sus discursos en los actos del partido. Este recurso también
lo utilizan para sus spots de campaiia, mientras que la imagen la utilizan para presentar
sus propuestas en formato cartel y con fotografias cargadas de corporativismo a modo

de recapitulacién de sus mitines u otros eventos.

Este aspecto reafirma, por tanto, la tendencia hacia lo visual en el uso de las redes
sociales en el contexto de la comunicacién politica (Svensson y Russmann, 2017;
Zamora-Medina y Losada-Diaz, 2021). Esto se debe, principalmente, al impacto positivo
gue tiene el contenido visual en la viralizacién de las publicaciones (Svensson y
Russmann, 2017; Viounnikoff-Benet, 2018; Fenoll y Hassler, 2019) y a su mayor impacto

persuasivo y propagandistico (Bustos-Dias y Ruiz-del-Olmo, 2016).

Otra de las contribuciones originales observadas con respecto al uso politico que los
partidos realizan de Telegram es un intento por mostrarse mdas préximos ante su
electorado mediante el uso de recursos multimedia novedosos como los gifs, las
encuestas y los audios. Asi, aunque de forma muy puntual, comparten grabaciones de
voz de sus candidatos hablando sobre la campana y lanzan encuestas sobre alguna
cuestidon relativa a su actividad. Pese a que nos encontramos ante una tendencia
exploratoria y su nivel de uso todavia es muy limitado, supone una novedad importante
y una caracteristica resenable que diferencia a Telegram con respecto al uso politico de

otras redes sociales en campafia, donde estos elementos multimedia son inexistentes.
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Si bien las formaciones no aprovechan la privacidad de esta plataforma moévil de
mensajeria instantdnea para desarrollar un didlogo directo con la ciudadania ni
personalizar el mensaje politico, si que se detecta cierta intencidon de acercarse a los
usuarios compartiendo en sus canales elementos propios de los chats entre familiares o
amigos. De esta manera, tratan de desinstitucionalizar las relaciones con sus seguidores
y conocer sus opiniones con respecto a determinados asuntos a través de sus respuestas
en las encuestas. Cabe mencionar al respecto que son los partidos nuevos los que

comparten de forma incipiente este tipo de recursos innovadores.

6.2. Limitaciones de la tesis doctoral y lineas de investigacion futuras

La principal limitacion que presenta esta tesis doctoral es que el analisis se centra
unicamente en el uso que los partidos politicos hacen de Telegram. Si bien se trata de
una plataforma en auge en la comunicacién politica digital, su uso entre los partidos
todavia es limitado. Se trata, por tanto, de un primer estudio exploratorio sobre este
servicio movil de mensajeria instantanea. Esto la dota a su vez de un elevado grado de
originalidad y contribuye al avance en el conocimiento de este servicio movil de
mensajeria instantdnea que ocupa un lugar cada vez mas relevante en la comunicacién

politica, particularmente en periodo electoral.

Otra de las limitaciones de esta investigacion es que los resultados, si bien contemplan
el ambito autondmico y nacional, estan supeditados al contexto geografico espafiol,
aungue cabe destacar que estos son extensibles a otros paises con sistemas politicos y
mediaticos de caracteristicas similares como pueden ser Portugal, Italia, Grecia o
Francia. Lo mismo ocurre con el periodo temporal estudiado, ya que la campaia
electoral se trata de un momento excepcional en la esfera politica al despertar un gran
interés social y consumo informativo entre los ciudadanos y, en consecuencia, una
mayor preocupacion de los partidos por la comunicacion estratégica de su accién

politica.

También cabe mencionar, por otro lado, que esta tesis doctoral basa todo el trabajo

realizado en un andlisis de contenido cuantitativo. Este, si bien permite realizar una
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revision exhaustiva de las principales caracteristicas de uso que los partidos hacen de
Telegram, no permite conocer las motivaciones que los lleva a hacerlo. Por ultimo, el
trabajo realizado estudia el uso estratégico que los partidos politicos le otorgan a
Telegram, pero no presta especial atencion a la repercusidon que este tiene en los

usuarios y deja fuera del analisis la participacidn ciudadana en esta plataforma.

Por todo esto, a partir del trabajo presentado en esta tesis doctoral y derivado de las
limitaciones mencionadas, se abren nuevas lineas de investigacién que pueden
complementar los hallazgos expuestos. Estas ayudarian a conocer y entender mejor el

estudio de Telegram como herramienta de comunicacion politica.

En primer lugar, seria interesante ampliar la muestra de andlisis incorporando partidos
de otros paises para asi comparar el uso politico de Telegram en diferentes sistemas
politicos. El estudio de caso de los paises de Latinoamérica, Estados Unidos o Europa
proporcionarian aportaciones sugerentes al estudio. En relacion con la muestra, otra via
de investigacion interesante también seria aquella que permitiera comprobar si los
partidos analizados en esta tesis doctoral mantienen las mismas dindmicas en su
estrategia comunicativa de Telegram fuera del periodo electoral o si, por el contrario, la
modifican. Esto permitiria comprobar si, tal y como apunta la literatura previa, los
partidos en Telegram también cambian su forma de proceder durante la campaia

electoral.

Una segunda posibilidad de estudio futuro seria llevar a cabo un andlisis de contenido
cualitativo que contemplara las entrevistas en profundidad a expertos de la materia. El
desarrollo de esta linea de investigacion permitiria conocer las razones que determinan
las caracteristicas de uso de Telegram por parte de los partidos, asi como los métodos
gue tienen de trabajarlo y la comparativa con otros medios sociales en los que estos

tengan presencia.

Por ultimo, otra via de analisis que se plantea como punto de partida para préximas
investigaciones seria conocer el rol de la ciudadania en el uso politico de servicios

moviles de mensajeria instantdanea como Telegram. Mediante la encuesta se podria
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estudiar cuales son las actitudes y percepciones de la ciudadania con relacién a las
posibilidades que ofrece el entorno digital para participar en el debate politico a través
de este tipo de plataforma. Esto es, determinar la efectividad de la comunicacidn de los
partidos en Telegram, qué estrategias comunicativas en relacién con la politica emplean

los ciudadanos en este canal y cudles son los efectos democraticos de su uso.
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6.1. Telegram as an electoral political communication tool

The results obtained in the different chapters of the present doctoral thesis show that
Telegram is integrated into the communication strategy of Spanish parties. Its use was
boosted during the national election campaign of November 2019 and it has acquired
an important social relevance in election periods since then. The rise of this tool in
political terms has been the result of, on the one hand, the new communication
possibilities that it offers to parties and, on the other, the blocking imposed by
WhatsApp, an application with similar characteristics to Telegram, to Spanish political
parties on the mass spread of election content in April 2019. In addition, the health
restrictions imposed during the Covid-19 crisis, which prevented rallies and mass events
from being held, also encouraged political parties to seek new means of direct

communication with the citizenry.

The use of Telegram as an electoral political communication tool has been introduced by
the parties in Spain, both nationally and regionally. Moreover, its activity especially
intensifies during the election campaign period, as it occurs with other social media
platforms (Maarek, 2011; Bruns & Burgess, 2011; Parmelee & Bichard, 2011; Abejon-
Mendoza, Sastre-Asensio & Linares Rodriguez, 2012; Vergeer, Hermans & Sams, 2013;
Jurgens & Jungherr, 2015; Lépez-Garcia, 2016; Jungherr, Schoen & lJiirgens, 2016). A
proof of these two aspects is that, as demonstrated in Chapter 2, in the November 2019
national election campaign, the parties posted a total of 877 messages on Telegram. In
the elections to the Parliament of Catalonia in February 2021, analyzed in Chapter 3, the
Catalan parties reached 600 posts on this platform. Finally, in Chapter 4 it is shown that
the autonomous parties of the Community of Madrid spread 710 posts during the March
2021 election campaign. Although the level of activity of the parties on Telegram is not
yet comparable to that of other social media platforms which are preferentially used in
political communication such as Twitter, the figures denote a remarkable volume of
publication that positions the mobile instant messaging platform as a relevant channel

in their digital communication strategy.
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Despite this highlightable level of publication by the parties on Telegram, it is a platform
that has been recently incorporated into political communication and, in general terms,
the parties do not show a fully defined communication strategy in it yet. Political
formations are in an experimentation phase, looking for their most effective functions
and a defined communication style that allows them to define the patterns of use of
Telegram as a political communication tool, which is why they are currently using it by
implementing practices imported from other social media platforms. However, certain
interesting and incipient identifying trends in the political use of the platform can already
be recognized, which allow outlining the model of use granted to this platform by the

Spanish political parties.

This chapter contains the most significant findings of this doctoral thesis regarding the
use of the mobile instant messaging platform Telegram as a political communication tool
in election campaigns. These have been extracted from the data analysis and
exploitation, which makes possible to learn about the main functions, the thematic
agenda and the multimedia resources used by the political parties on Telegram during
electoral periods. The conclusions are organized under eight headings that correspond
to the main trends detected, and jointly respond to the six objectives set out at the
beginning of this thesis. Finally, possible future lines of research on the issue are

proposed.

6.1.1. One-way communication and the "more is more" effect in political strategies on

Telegram

The analysis carried out in this thesis shows how political parties use Telegram in a
unidirectional way, just as another conventional medium. This means that they do not
interact with the public through this platform, but use it to spread their own publications
without engaging in dialogue with the electorate. This finding is in line with the dynamics
already observed in previous literature on other social media platforms such as Twitter
or Facebook, in which political parties do not interact with the citizenry either (Graham

et al., 2013; Alonso-Mufioz, Miquel-Segarra & Casero-Ripollés, 2016; Alonso-Mufioz,
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Marcos-Garcia & Casero-Ripollés, 2016; Lopez-Garcia, 2016), in such a way that they
become a chain of indisputable statements that notably differs from the conception of

democracy (Juhdzs & Bene, 2022).

In this sense, all the parties have included Telegram in their digital communication
strategies through public channels. These are a type of communication with which to
spread messages to mass audiences, in this case configured without enabling the
possibility of replying. In this way, the user joins the channel aiming to receive the
content posted by the political party, but does not have the option of responding or
reacting to that information through this space. This makes us assume that political
parties have not integrated Telegram to their communication strategies in the campaign

thinking about their privacy and closeness as a potential mechanism for interaction.

Although this aspect already shows the parties’ unidirectional communication style on
Telegram, another fact that corroborates these dynamics is the low presence of an
interactive function in the communication strategies of the parties. This category refers
to messages in which users are directly asked about topics of interest to the party and,
in all the cases studied, it presents values below 2%. In this regard, it is interesting to
note that, considering the low level of dialogue between the parties on Telegram, it is
the old formations which are the protagonists of most of these interactions with the

citizenry, while the newer parties do not include this function in any of their posts.

Following the one-way communication line carried out by the parties on Telegram during
the election campaign, it is worth mentioning a related interesting finding. As shown in
Chapter 3, the "more is more" effect is a differential trend to consider within political
communication on this platform. The parties are not concerned about interacting with
followers and choose to focus their communication efforts on generating the maximum
volume of content possible, because there is a strong positive correlation between the
number of spread messages and the number of views of the channel which posts them.
Contrary to what happened on Twitter and Facebook (Alonso-Muioz, Miquel-Segarra &

Viunnikoff-Benet, 2021), Telegram users prioritize the quantity over the quality of the
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messages, and the parties take advantage of such behavior among citizens to make their
messages go viral to the fullest. The Pearson correlations carried out, close to 1 in this
case, reaffirm this multiplier effect achieved by the messages shared on Telegram by the

parties.

6.1.2. Telegram as a campaign loudspeaker for other social media

As has been shown in the different chapters, one of the main functions that political
parties grant to Telegram is the reposting of publications from accounts that the parties
have on other social media platforms such as Twitter or Facebook. Thus, through
reposting, they share messages directly imported from other platforms without adding
more information to them, therefore, since the content is not primarily aimed to be
shared on Telegram, its visual appearance corresponds to that of the social media

platform which it comes from. This implies a low efficiency in communicative terms.

This use that the parties make of Telegram places it as a loudspeaker to expand the range
circulation radius of their content and, thus, reach a broader audience, although it
reveals that the parties have not yet defined a differentiated strategy for their
communication on Telegram. In this sense, the platform acquires a supporting role to
the communication strategy developed in the rest of their social media platforms. This
is a novel trend compared to what had been analyzed to date in digital political
communication, where this practice was non-existent (Lopez-Meri, Marcos-Garcia &
Casero-Ripollés, 2017; Marcos-Garcia, Viounnikoff-Benet & Casero-Ripollés, 2020). The
parties have found Telegram as a useful channel, among other functions, to maximize
the impact of their messages among the citizenry and, in this sense, they have added it
into their campaign strategies with such role dependent on other social media platforms.
In this way, they take advantage of the communication possibilities offered by the mobile
instant messaging platform to make the reach of the same message go viral among a

wider audience.

Although the repost function is present in the campaign communication strategies of

most of the political parties on Telegram, as proven in Chapter 2, it acquires a greater
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role in the strategies of the parties at the national level. It should be noted that this
campaign takes place in a context of electoral reiteration, thus, one of the reasons for
such significant use of repost may be due to the need to explore the potential of new
communication channels towards the electorate and the search for potential voters

among other sectors of the public.

PSOE, the party in government, is the one which reposts the most during the election
campaign period. The formation led by Pedro Sdnchez resorts to this function on
Telegram to spread the coverage of the party's campaign events or the statements of its
leaders in the media. However, Chapters 3 and 4 reveal that, at the regional level, it is
the opposition parties which, although at a lower level than they did in the national

campaign, more frequently resort to this function.

Regarding the origin of most of these messages reposted on the parties' Telegram
channels, Twitter is where the greatest deal of them is first posted, followed by
Facebook. Instagram, on its side, has no presence in the analyzed sample. This may be
due, among other reasons, to the similarities in the message form and characteristics
between Twitter and Telegram, a factor that favors the transfer of content between

these two.

6.1.3. The use of Telegram as a bulletin board for the self-promotion of the electoral

campaign of the parties

The analysis carried out in this thesis reveals how electoral self-promotion is another of
the priority functions in the strategic communication of political parties on Telegram,
especially among regional parties. The role assumed by this digital platform during the
campaign in this sense is mainly informative in nature, since the parties use it to spread
their electoral proposals and to communicate their campaign events, although they do
not use it preferentially as a channel to introduce new political issues. Therefore, we are
faced with another platform that tends to be used by the parties as a self-referential and

self-mediation mechanism (Marcos-Garcia, 2018).
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The results allow us to observe how Telegram works as a newscast or bulletin board for
the electoral campaign. Thus, in line with previous research on what happened with
other social media such as Twitter or Facebook, the parties use it as a space for self-
promotion (Golbeck, Grimes & Rogers, 2010; Jackson & Lilleker, 2011; Enli & Skogerbg,
2013; Jungherr, 2014; Lopez-Meri, Marcos-Garcia & Casero-Ripollés, 2017; Alonso-
Mufioz, Miguel-Segarra & Viounnikoff-Benet, 2021). This trend imported from other
social media platforms makes Telegram a form of campaign agenda and electoral
program brochure. In this way, on the one hand, they get voters to know almost the daily
activity of the party and the participation of its leaders in campaign events, rallies, official
visits, political meetings, etc., and, on the other hand, they allow them to consult the

electoral project of the party in a more direct and dynamic way.

It stands out, as a significant fact, that the party's trajectory is a determining factor in
the use of this function, which differs from what happened in other social media
platforms studied by previous literature such as Twitter (Marcos-Garcia, 2018). The
percentage of publications intended for this purpose increases in the strategies of parties
with a more extensive political trajectory. Although the emerging parties also use this
function, it is the older formations that choose to exploit it to a greater extent with the
aim of spreading their particular narrative without having to adapt to the imposed by
the conventional media. In most cases, they do so with messages about the program

proposals they would carry out if they were elected to rule the Government.

Another significant finding shows that the use of Telegram as a space for political self-
promotion has been progressively enhanced, since when such platform was introduced
into digital political communication, it was not one of the most used by the parties. Proof
of this is that in the 2019 General Elections, it was not among the three main functions
granted to Telegram by the parties and in the two Regional Elections of 2021 it became
the mostly used. This aspect reveals that the parties are beginning to design strategies
adapted to the communication potential of Telegram and take advantage of them to
circulate their own issues and provide feedback on their campaign content. However, it

is also worth being very cautious and pointing out the possible incidence of the health
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restrictions imposed during the Covid-19 crisis, which prevented the holding of rallies
and mass events. This can be considered an influential factor in this trend since the
political parties had to seek alternative forms of direct communication with citizens to

promote their proposals as they were unable to do so in person.

6.1.4. The electoral use of Telegram as a mobilizing tool to request the vote

Another of the significant results presented in this doctoral thesis shows that the parties
use the closeness and more direct nature that characterizes Telegram communication to
mobilize their electorate during the electoral campaign. Through these messages they
appeal to the trust of their followers by explicitly asking them to vote for them, they
encourage them to participate in different political events such as rallies or other party
activities and to get involved in the development of the election campaign, although this

last type of publication is the least frequent.

On Telegram, the mobilization function is exploited to a greater extent by the parties in
the General Election campaign. In this sense, their messages show a greater mobilizing
force than those of the parties at the regional level. These others, although they do
consider this function in their communication strategies on Telegram, in general terms
they do not do so as a priority. However, it is worth mentioning a significant fact in this
regard, since, as shown in Chapter 3, in the Regional Elections in Catalonia the pro-
independence parties that controlled the Government focused their communication on
Telegram on mobilizing their electorate to go to the polls and, thus, win the elections
and promote independence. This denotes a notable ideological use of this function in

Telegram.

This question highlights how the trajectory of the party is an influential factor in the
mobilizing purpose of the messages on Telegram. In line with the dynamics that occurred
on Twitter and Facebook (Nielsen & Vaccari, 2013; Lopez-Meri, Marcos-Garcia & Casero-
Ripollés, 2017; Stier, et al., 2018), the old formations, PSOE and PP, are the parties which

use this function the most, claiming or asking for votes on Telegram. The rest of parties

-217 -



La comunicacion politica en los servicios moviles de mensajeria instantdnea.

El uso estratégico de Telegram como herramienta digital de campana electoral

use it less frequently and the tone of their messages when asking for votes is much less

explicit.

Another significant aspect in the use of mobilization by the parties on Telegram is that
they mainly direct it to request the vote. This means that, contrary what was pointed out
by Casero-Ripollés, Feenstra and Tormey (2016) or Lépez-Rabadan and Doménech-
Fabregat (2018) regarding the political use of this function on other social media
platforms, on Telegram, the parties do not also use it as a way of personalizing politics
to bring the figure of the leader closer to the electorate. Thus, appealing to voters on
this platform by the parties is more directly carried out and the messages do not show
aspects of the personal life of politicians or resort to the use of emotions. The call for
voter participation has, therefore, a marked electoral sense in the political use of

Telegram.

6.1.5. Criticism on Telegram as a mechanism of negative campaigning

In the research carried out for this thesis, an incipient tendency by parties to use
Telegram in their campaign from a negative perspective has been detected. This is
translated, among other aspects, into investing more effort in attacking and criticizing
opponents than in highlighting one's own virtues (Garcia-Beaudoux, D'Adamo &
Slavinsky, 2005; Geer, 2006; Garcia-Beaudoux & D'Adamo, 2013; Valera-Ordaz & Lépez-
Garcia, 2014).

As stated in Chapter 5, it is worth noting that criticism has been recently introduced into
the communication campaigns of the parties on Telegram, although it allows us to
reaffirm the remarkable ideological use of political communication on this platform. Its
use began registering values of around 10% and has recently reached 27% in the 2021
Community of Madrid election campaign (Chapter 5). This is due, among other reasons,
to the fact that the parties have found in this type of applications, such as Telegram, a
favorable environment not only to disseminate electoral information but also to criticize

their adversaries and point out their contradictions (Maier & Nai, 2021).
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The privacy, disintermediation and trust effect that typify it allow parties to point out the
mistakes and contradictions of their rivals without the public overexposure that
characterizes other social media such as Twitter or Facebook. On Telegram, these
dynamics are fulfilled in a relevant way among the most moderate parties. However,
previous studies indicate that traditionally it is the extremist parties that most resort to
this as a resource for negative campaigning (Lau & Pomper, 2004; Nai & Sciarini, 2018),
since it produces a greater impact on the audience and encourages disaffection and

political polarization (Patterson, 1993; Berganza-Conde, 2008).

In this context, the results of the analysis show the influence of factors such as ideology,
the position on the government/opposition axis and the party trajectory in the use of
political criticism on Telegram. In fact, it has been detected that the usage trends of such
mechanism detected in the mobile instant messaging service as it gains importance are
opposite to those pointed out by previous literature regarding what happened with
criticism on Facebook (Marcos-Garcia, Alonso-Mufioz and Casero-Ripollés, 2021;
Baranowski et al., 2022). It is interesting to note how it is the right-wing parties that most
resorts to political criticism on Telegram, while the left-wing parties do not show special
interest in this function. In this line, the same happens with the parties that make up the
Government, although it is significant that their criticism is not directed at their regional
rivals, but is focused on discrediting the State Government. In this way, the government
parties use the direct communication that is characteristic of Telegram to launch
messages promoting simplification between those who are "the good guys" and "the

bad guys" in the political arena (Garcia-Beaudoux & D'Adamo, 2013).

Finally, it is shown how the criticism on Telegram is directed in most cases to the
trajectory or actions of the leaders of the rival parties. This means that the parties focus
their attacks during the electoral period on the direct battle against their opponents and
are not concerned with criticizing the activity of other non-political entities such as the
media or companies, but rather choose to highlight the weaknesses of the opposing
party in order to win more votes at the polls. Contrary to what happened on Facebook

(Marcos-Garcia, Alonso-Mufioz & Casero-Ripollés, 2021), political criticism on Telegram
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has a markedly rational connotation and is not used by parties for sensationalist

purposes.

6.1.6. The heterogeneity of the political agenda and the absence of personalization on

Telegram

The analysis carried out on the topics spread by the parties on Telegram reveals a high
level of fragmentation of the political agenda. They do not construct their
communication around a small number of topics, but rather address multiple issues in
the messages published on this platform during the campaign. As already pointed out, it
should be noted that the parties on Telegram import a large part of their topics from
other social media, especially Twitter, although the agenda raised by the parties in this

social network tends to be more homogeneous (Alonso-Muiioz & Casero-Ripollés, 2018).

Telegram is positioned in this sense as a channel that promotes thematic heterogeneity.
The parties talk about everything and nothing. Proof of this is that, there is no issue that
covers more than 30% of the parties' agenda in the electoral campaigns analyzed, while
the remaining 70% is widely distributed. Not even issues as popular as the pandemic
generated by Covid-19 have a leading presence in the content transmitted by the parties
in the two campaigns analyzed that were affected by the health crisis. Among the mostly
foundissues are, on the one hand, voting and electoral results, and, on the other, aspects
related to the proper functioning and organization of the electoral campaign itself. Other
issues that also have a place in the communication strategy of the parties on Telegram
are the relationship with the media, the formation of the Government and future pacts,
messages about social and economic policy measures, and those which talk about the
political strategy and game without losing sight of the possible future pacts. This
tendency to prioritize what surrounds the campaign more than the political proposals
themselves is consistent with previous research on social media (Chavero & Rodriguez-

Diaz, 2021).

According to the analysis carried out, it can also be observed that, depending on the

ideology, the position in the government-opposition axis and their trajectory, the parties
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choose to post on some topics or on others. However, they all agree on spreading
content on topics that differ from the interest of users. The topics preferred by followers,
that is, those that achieve a higher-than-average level of views, are those that receive
the least attention in the agenda of the parties on Telegram, that is, the ones that feature

the fewest messages.

As explained in Chapter 3, based on the average number of views of the messages
analyzed, it is concluded that citizens focus their attention on Telegram on messages
about electoral results, the territorial model of the State, corruption, democratic
regeneration, or justice. However, among these topics, only one is a priority on the
agenda of the parties on Telegram during the electoral campaign and the rest have
almost no presence. This trend coincides with what was observed on Facebook, in which
user participation does not encourage parties to develop an agenda of issues that
focuses exclusively on very prominent and own issues, since users do not engage with

these issues more than with others (Baranowski et al.,2022).

At the same time, another of the significant results presented by the research confirms
that the parties, to date, do not use Telegram as a space to personalize their political
messages. This consists on constructing the campaign around the figure of the candidate
(McAllister, 2007) by transferring personal issues to the public space (Holtz-Bacha, 2003).
According to the analysis carried out, in general terms, the parties on this platform do
not post about the hobbies or tastes of their political leaders, nor do they show aspects

of their most intimate environment.

The messages related to the private life of the leaders present minimal percentages in
the Regional Campaigns (Chapters 3 and 4) and are non-existent at the national level
(Chapter 2). These data reveal that this is a medium with low personalization. This trend
is in line with what Marcos-Garcia (2019) pointed out regarding this dynamic in previous
analysis of other parties on social media such as Twitter or Instagram. However, it differs
from some previous findings noted in this regard (Rahat & Sheafer, 2007; Van-Zoonen,

2010; Parmelee & Bichard, 2012; Enli & Skogerbg, 2013; Bentivegna, 2015; Karam, 2016;
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Pérez-Curiel, 2020; Chavero, 2021), which defend a significant attempt by the parties to
humanize the candidate and present themselves as just another citizen on this type of

social media platform.

6.1.7. The hybridization of Telegram with conventional media as a strategy for making

the election campaign go viral

This doctoral thesis highlights the preferential role maintained by the conventional
media in the discourse of political parties on Telegram. In this sense, both the national
and regional formations devote a large part of their messages on this mobile platform to
the speeches of their politicians in the spaces of the traditional media. Thus, they opt
for a strategy that combines the use of old and new media based on hybridization

(Chadwick, 2013).

This aspect confirms that the conventional media continue to play a relevant role in the
communication strategy of political parties and maintain their influence when setting
the issues on the public agenda (Ceron, 2018). They have a highlightable presence in this
mobile instant messaging service that is usually translated into the spreading of content
on the participation of their leaders and other party members in television or radio
programs, interviews, talk shows or debates, reports in digital media, or even opinion
articles in the press prepared by themselves, thus integrating the digital environment

with the offline environment (Larsson, 2016).

This tendency to hybridize on Telegram during the campaign is imported from other
social media such as Twitter or Facebook (Lopez-Meri, Marcos-Garcia & Casero-Ripollés
2017; Casero- Ripollés, Feenstra & Tormey, 2016). The parties do not exclusively focus
on the potential of the possibilities that the new social media raise, but they try to enrich
it with the conventional communication tactics and vice versa. This strategy, as previous
literature has pointed out (Alonso-Mufioz, 2019), responds to two main reasons. On the
one hand, it is due to the greater ease of making their messages go viral on digital
platforms and, on the other, to their potential to increase their reach. In this way, they

achieve greater dissemination of their electoral campaigns.
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This kind of practice, which gives preeminence on the timeline of the parties on Telegram
to issues related to the conventional media, is conditioned by several factors such as the
position of the party in the government-opposition axis or its trajectory. The influence
of the latter significantly stands out, since it is the emerging formations that exploit this
media hybridization strategy to a greater extent. They see in the traditional media the
possibility of taking advantage of them as legitimization mechanisms towards the
citizenry, revealing themselves to the citizens as valid and reliable political options as
opposed to the established parties (Lopez-Meri, Marcos-Garcia & Casero- Ripollés,
2017). Therefore, they redistribute that content through other digital channels such as

Telegram.

6.1.8. Visual resources and innovative multimedia elements to complement text in

Telegram

Finally, another relevant finding points to the fact that the parties use multimedia
resources to pair with their Telegram text messages in approximately 40% of their
publications, as proven in Chapter 2. Of these, those of a visual nature have a preferential
role in the communication strategy of the parties, both video and image. Video is
preeminently used to give visibility to politicians' interventions in debates, talk shows or
interviews and to show their speeches at party events. Such resource is also used for
their campaign spots, while the image is used to present their proposals in poster format

and with photographs loaded with corporatism as a recap of their rallies or other events.

Therefore, this aspect restates the trend towards the visual in the use of social media in
the context of political communication (Svensson & Russmann, 2017; Zamora-Medina &
Losada-Diaz, 2021). This is mainly due to the positive impact that visual content has on
the viralization of publications (Svensson & Russmann, 2017; Viounnikoff-Benet, 2018;
Fenoll & Hassler, 2019) and its greater persuasive and propaganda impact (Bustos-Dias

& Ruiz-del-Olmo, 2016).

Another of the observed original contributions regarding the political use which the

parties make of Telegram is an attempt to show themselves closer to their electorate
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using innovative multimedia resources such as gifs, polls and audios. Thus, although very
occasionally, they share voice recordings of their candidates talking about the campaign
and launch surveys on issues related to their activity. Despite the fact that we are facing
an exploratory trend and its usage level is still very limited, it is an important novelty and
a noteworthy feature that sets Telegram apart from the political use of other social

media in campaigns, where these multimedia elements are non-existent.

Although the political parties do not take advantage of the privacy of this mobile instant
messaging platform to develop a direct dialogue with citizens or to personalize the
political message, there is a certain intention to get closer to users by sharing elements
that are typically found in chats between family or friends in their channels. In this way,
they try to deinstitutionalize relations with their followers and find out their opinions on
certain issues through their responses in surveys. In this regard, it is worth mentioning

that it is the new parties which are incipiently sharing this type of innovative resources.

6.2. Limitations of the doctoral thesis and future lines of research

The main limitation of this doctoral thesis is that the analysis solely focuses on the use
that political parties make of Telegram. Although it is a booming platform in digital
political communication, its use among the parties is still limited. Therefore, It is a first
exploratory study on this mobile instant messaging service. This, in turn, endows it with
a high degree of originality and contributes to the advancement of knowledge of this
mobile instant messaging service that occupies an increasingly important place in

political communication, particularly during election periods.

Another limitation of this research is that the results, although they consider the regional
and national scope, are subject to the Spanish geographical context, even though it
should be noted that they are extensible to other countries with similar political and
media systems, such as Portugal, Italy, Greece, or France. The same occurs with the
period of time under study, since the election campaign is an exceptional moment in the

political sphere as it arouses great social interest and information consumption among
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citizens and, consequently, a higher concern of the parties for the strategic

communication of their political action.

On the other hand, it is also worth mentioning that this doctoral thesis completely bases
on a quantitative content analysis. This, although it allows an exhaustive review of the
main characteristics of the use that the parties make of Telegram, does not make it
possible to know the reasons that lead them to do so. Finally, this thesis studies the
strategic use that political parties make of Telegram, but does not pay special attention
to the impact that it has on users and leaves citizen participation on this platform out of

the analysis.

For all these reasons, from the work presented in this doctoral thesis and derived from
the aforementioned limitations, new lines of research that can complement the expound
findings open up. These would help to better know and understand the study of

Telegram as a political communication tool.

Firstly, it would be interesting to expand the analysis sample by incorporating parties
from other countries in order to compare the political use of Telegram in different
political systems. Case studies from Latin American countries, the United States or
Europe would provide suggestive contributions to the study. In relation to the sample,
another interesting research path would also be one that would allow us to verify
whether the parties analyzed in this doctoral thesis keep the same dynamics in their
Telegram communication strategy outside the election period or if, on the contrary, they
modify it. This would make possible to check whether, as the previous literature points
out, the parties on Telegram also change their way of proceeding during the electoral

campaign.

A second possibility for future study would be to carry out a qualitative content analysis
that included in-depth interviews with experts in the field. The development of this line
of research would allow us to know the reasons that determine the characteristics of the
use of Telegram by the parties, as well as their usage of this platform and the comparison

with other social media in which they have a presence.
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Finally, another way of analysis which is considered as a starting point for future research
would be to gain awareness of the role of citizens in the political use of mobile instant
messaging services such as Telegram. The survey could study what are the attitudes and
perceptions of citizens in relation to the possibilities offered by the digital environment
to take part in the political debate through this type of platform. That is, to determine
the effectiveness of the communication of the parties on Telegram, what type of
communication strategies are used by citizens on this channel in relation to politics and

what are the democratic effects derived of its use.
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