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Abstract

The research about the concept of influence on Twitter is still underdeveloped. This work is a theoretical
and empirical approach on how politicians are engaging with citizens and/or journalists, and how these
social conversations are framed under specific topics and users. The idea of new /nfluentials on political
communication in the new media ecosystem, as some studies found (Dang-Xuan et al, 2013), can offer
empirical pursuit of the suggested ‘two-step flow model’ as applied to the agenda-setting process
(Weimann et al., 2007) in the case of the microblogging for campaigning online.

Following the recent research about how politicians try to reach their potential audience (Vaccari and
Valeriani, 2013; 2013a), this paper analyses the social conversations on Twitter driven by politicians,
the main topics in these political conversations and the kind of flows of communication (direct or
indirect) between politicians, journalists and citizens. This research explores the differences and
similarities about influence on Twitter during European elections in two countries with similar political
and economic contexts: Portugal and Spain.
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Introduction

The decentralized network structure of the Internet has changed the diffusion of information and its effects of
communication. While one-sided (from the media to the audience) and direct effects dominate in the context of
mass media, indirect effects and multistep flow of communication in all directions are more common on the
Internet. In this sense, the process of influence is assumed to be more complex that a single group of opinion
leaders listening to the mass media, and then feeding their opinions to a group of passive followers. Instead, in
the context of social media, people who influence others are themselves influenced by others in the same topic
area, resulting in an exchange. Opinion leaders are, thereby, both disseminators and recipients of influence.
With this in mind, a more accurate portrayal of the communication flow would be a multi-step process, rather
than simply two-step process (Weimann, 1982). In fact, Twitter literature supports the thesis that gatekeepers

have become increasingly atomized and fragmented, as users receive and pass on information without the
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mediation of media outlets, and with new gatekeepers (Jiirgens et al., 2011). In fact, only a small portion of
tweets received by ordinary users comes from media outlets.

If gatekeeping was previously identified with mass media channels, it is now shared among a number of
unidentified “elites” who ensure that information flows have not become egalitarian. Clearly, ordinary users on
Twitter are receiving their information from many thousands of distinct sources, most of which are not traditional
media organizations. Thus, while attention that was formerly restricted to mass media channels is now shared
amongst other ‘elites’, information flows have not become egalitarian by any means. ‘Elites’ can be defined as
the new influentials — users who may take over as new gatekeepers with the power to influence and direct
access to the media and the audience. Some are ordinary users, but most are corporate and/or specialized.
Social networks are important social thermometers, either for national or local audiences. Its appropriation by
the various actors involved in the network and induces even if involuntarily to the receiver, the transmission of
content/opinions mediated. The distortion of reality is common. Disseminate mass content with misleading or
false messages are regular practices on the Internet. These ‘elites’ have access to many users via a profitable
use of digital tools. Among their audience are the media.

In that sense, Twitter has revealed a new class of individuals who often become more prominent than traditional
public figures, such as entertainers or official gatekeepers, whose function is neither of broadcasting nor
narrowcasting, but rather a form of directed-casting (Toledo et al, 2013). But who are these new /nfluentials on
Twitter and how can they be identified? Can politicians be new influential by the appropriation of the tools of
the new media ecosystem? This study is analysing /nfluence in terms of creation of flows of conversation and

tacit support to some messages with native actions of Twitter such as retweets (RT).

New actors, New influentials?

The theoretical framework of this paper is based on the assumption that there are new ‘influentials’ on political
communication in the new media ecosystem (Dang-Xuang et al, 2013). Our aim is to analyze direct influence of
Portuguese and Spanish candidates on Twitter in order to examine their flows of communication, activity, agenda
issues, social interactions (direct and indirect conversation), influence in Twitter sphere, engagement with
audience and social authority. Does Spanish and Portuguese politicians running for European Elections in 2014
became real opinion leaders on Twitter during the campaign by assuming the characteristics of the new
‘influentials?

Decades of social science research have demonstrated that there is a group of people in any community to
whom others look to help them to form opinions on several issues and matters (Weimann, 1994). Whether they
are called ‘opinion leaders’ or ‘influentials’, these people literally lead the formation of attitudes, public knowledge
and opinions. Such opinion leaders also referred to as the ‘influentials’ that often provide information and advice
to ‘followers’. Therefore, they are more likely to influence purchasing behaviour through word-of-mouth

communication.
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Thinking about ‘influence’ in public communication means the ability of a media outlet or a single communicator
as a node in the communication network to steer the diffusion of innovations, issues, information, and words
(memes) or to achieve certain effects within the audience (Dang-Xuan et. al, 2013). According to the traditional
understanding, influence means the ability or qualities of someone to spread ideas to others (Rogers, 1962) and
change their opinions (Katz and Lazarsfeld 1955).

The Twitter ecosystem is well suited to studying the role of influencers (Bakshy et al., 2011). In general,
influencers are thought to be ‘special’ individuals who disproportionately impact the likelihood that information
will spread broadly (Weimann, 1994; Keller and Berry, 2003) From this broad perspective definition, ordinary
individuals communicating with their friends, at the same time that experts, journalists, and other semi-public
figures, as may highly visible public figures like media representatives, celebrities, and government officials are
capable of influencing very different numbers of people, but may also exert quite different types of influence on
them, and even transmitting hence via different media. That all of these sorts of individuals can be and have
been referred to as ‘influencers’ means only that the label itself is not terribly meaningful absent further
refinement (Bakshy et al., 2011).

Typical characteristics of ‘influentials’ are being informed, respected, and (strategically) well connected (Schenk
et al. 2009; Cha et al. 2010). There are more specific terms related to influence ranging from ‘opinion leaders’
(Lazarsfeld et al., 1948; Katz and Lazarsfeld, 1955) over ‘innovators’ in the diffusion of innovations theory
(Rogers, 1962) to ‘hubs’ or ‘connectors’ in other works (Gladwell, 2000). Overall, opinion leaders can be
described by their social rather than personal characteristics; they influence people with similar socio-
demographic characteristics in particular (Schenk et al. 2009).

Nevertheless, so-called political ‘influentials’ or opinion-makers exist who are said to have an impact on the
political opinion making and agenda-setting processes as well as on communication behaviour of other users.
However, little research has been devoted to address the measurement of influence on Twitter (Cha et al., 2010;
Kwak et al., 2010; Weng et al., 2010; Bakshy et al., 2011).

Influence on Twitter is connected to network topology. As Dang-Xuan et al. (2013) recently pointed out, there
are basically three different approaches which the notion of influence is based upon: (1) followership influence,
(2) retweet influence, and (3) mention influence.

The first approach refers to the quantity of followers of a user. Beyond the mere number of followers, recent
studies have proposed other followership-based measurements based on PageRank and TwitterRank algorithms
which take into account both the topical similarity between users and the followership structure (Kwak et al.,
2010; Weng et al., 2010; Krishnamurthy et al., 2008).

The second approach is based on retweeting, which indicates the ability of that user to generate content with
pass-along value. Alternatively, some other studies have proposed influence in terms of the size of the entire
diffusion tree associated with each event which is more directly associated with the diffusion and dissemination
of information (Kwak et al., 2010; Bakshy et al., 2011).

The final approach for influence emphasizes mentioning as an indicator the ability of a user to engage others in

a conversation. Here, the number of mentions a user receives may serve as measure of influence.
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Most of the studies about the influence on Twitter have combined a mixed measure of these three parameters.
For example, Kwak et al. (2010) compared three different measures of influence — number of followers, page-
rank and number of retweets — and they found that the ranking of the most users differed depending on the
measure. Cha et al. (2010) also compared three different measures of influence — number of followers, number
of retweets, and number of mentions — and also found that the most followed users did not necessarily score
highest on the other measures. Weng et al. (2010) compared number of followers and page-rank with a modified
page-rank measure that accounted for topic, again finding that ranking depended on the influence measure.
Finally, Bakshy et al. (2011) studied the distribution of retweet cascades on Twitter, finding that although users
with large follower counts and past success in triggering cascades were on average more likely to trigger large
cascades in the future, these features are in general poor predictors of future cascade size.

However, broader understanding of influence on Twitter should thus not be limited to the audiences that one
can address directly, but also those that can be reached indirectly through one’s direct audience (Vaccari and
Valeriani, 2013; 2013a). In this regard we should consider not only the specific activity of politicians, but also
their followers’ activity and numbers of followers. Consequently, these followers’ personal networks on social
media could highly expand the reach of the campaign beyond the candidate or the party’s direct audiences. In
this sense, the potential for indirect communication depends on how active, engaged, and connected are the
people who follow that politician. The task is, therefore, to identify who are these “power followers” (Vaccari
and Valeriani, 2013) that become into powerful channels of indirect communication for politicians.

In this research we analyze direct influence on Twitter driven from candidates to their followers with a
comparative perspective. And indirect influence is included with the attempt to identify with whom candidates
indirectly interact more through the practice of retweeting. However, in a second phase of the research, we will
also include a deep analysis of the social network of those ‘power followers’ that can better explain the indirect
influence of main candidates. Results will respond to the research question related in what extend politicians are
using the technology for social dialogue or, by contrary, they continue considering social networks as a one-way
communication tool, so that they are missing an opportunity to enchance democracy.

Methodology

The research question of this paper is to answer who is talking about what and with whom in Twitter in the case
of the Spanish and Portuguese politicians running for EU 2014 elections. The European Elections is a suitable
scenario for a comparative approach for two countries with a similar political and media landscape. Portugal and
Spain are two culturally similar countries, with political and media traditions very similar. A study of André Freire
(2006) demonstrates that, in European politics, Portugal and Spain share similar values both to politicians as
their voters. In this sense, the author presents the findings of a study that concludes that the two countries
populations have a lower degree of positioning in the ideological scale and a strong resemblance to the argument
that the ideological positioning of the individual depends on the political, parties’ sympathies and positioning in

the socio-cultural structure. In both countries, two parties have always dominated the European elections: PP
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and PSOE in Spain and PSD and PS in Portugal. However, the tendency to the end of bipartisanship is
substantially identified on the Iberian Peninsula with the appearance of new parties, the strengthening of smaller
parties and a strong substantially of citizens' movements. Therefore, we consider that the comparison between
the campaigns for the European elections on Twitter by candidates from Portugal and Spain is a contribution to
analyze the online political strategies in both countries and its repercussions. We also emphasize that this study
is developed in a specific moment where the internal politics of each country are facing similar changes.

Our main hypothesis is exploring the idea that political candidates still do not reach the microblogging to become
a real influential or opinion leader in the Twittersphera. Other actors like ordinary citizens, journalists and political
activist are more prominent and active in Twitter to lead the public discussion, even during electoral times. This
hypothesis comes from studies that are underlining the role of Twitter as venue for politicians to connect with
journalists and politically engaged citizens (Grant et al., 2010). It is important to study politicians as influentia/
for a better understanding of the nature of diffusion of political issues on Twitter (Dang-Xuan et al., 2013).
The sample of this paper has been the main candidates of each political party running for EU 2014 Elections.
The Spanish sample is made with the Twitter accounts of the five main candidates who obtained representation
in the last European elections (May 25, 2014). They were Arias Canete (PP, @Canete2014_), Elena Valenciano
(PSOE, @ElenaValenciano), Willy Meyer (IU, @WillyMeyerIU), Pablo Iglesias (Podemos, @Pablo_Iglesias_) and
Ramoén Tremosa (CIU, @ramontremosa). The Portuguese sample consists of four Twitter accounts of the five
parties that were elected to represent Portugal at the European Parliament in the last European elections. The
Twitter accounts are from Carlos Zorrinho (PS — left wing party, @czorrinho — the 3 on the party list of
candidates), Alianga Portugal (account created by the coalition of PSD and CDS — right wing parties — to represent
them on Twitter during the elections, @AliancaPT2014), Marisa Matias (BE — left wing party, @mmatias_) and
MPT (the account of this left wing party was used to communicate with the voters through Twitter).

The empirical design is based, firstly, on a quantitative content analysis of each candidate tweet feeding for data
collection. Data were recorded and downloaded with the social tool Facepager, during the period May 10 — May
26 2014 (a total of 17 days), collecting of the tweets during the two weeks before elections day, the day itself
and the day after. Following the literature suggestions about the opportunity of Twitter for framing the campaign
strategy (Capella & Jamieson, 1997; Parmelee & Bichard, 2012) we also looked to what type of frame are more
used on the candidates Twitter accounts — considering strategic, issue and personal frames. Concretely, we
compared number or tweets, retweets, replies and mentions of each candidate Twitter account. We also pay
attention to type of topics they mostly used and how they where framed (what they were talking about? in what
terms?) and people that where mentioned on the replies (with who they were talking about?). The use of an
integrated methodology (including both quantitative and qualitative approaches) helped us make a
characterisation of each Twitter account and discern what the strategy behind.
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Findings and Discussion

a) Candidates activity in Twitter sphere

Table 1. Candidates numbers on Twitter within the period May 10 — May 26 2014

Candidate/Party Party Eu;:pﬂ;an Country | Twitter Account | Tweets RT @
Alianca Portugal ESD‘LCD EPP pT @aliancapt2014 | 170 4 83
Carlos Zorrinho PS S&D PT @czorrinho 57 15 17
Elena Valenciano PSOE S&D ES @ElenaValenciano | 255 92 75
Miguel A. Cafiete PP EPP ES @MAC_Europa 42 9 3

Marisa Matias BE GUE/NGL PT @mmatias_ 35 0 0

MPT MPT EPP PT @mpteuropa2014 | 25 0 0

Pablo Iglésias Podemos | GUE/NGL ES @pablo_iglesias_ | 300 84 45
Ramon Tremosa CDC GUE/NGL ES @ramontremosa 275 és 49
Willy Meyer 1 GUE/NGL | ES @willymeyeriu 486 >0 10

Twitter was a tool mainly used as a unidirectional channel by the Spanish candidates to offer information more
than an interactive way to interact with other politicians, journalists or regular citizens in an authentic culture of
participation. There are significant differences among the five main Spanish candidates regarding the quantity
of tweets used for this purpose (in this regard, the IU candidate Willy Mayor is the one who used more frequently
Twitter in comparison with the PP candidate Arias Cafiete, who barely used this tool). However, they all have in
common the lack of used of this tool as a full communicative way taking into account the responds of other to
these messages. During the period of analysis, the Twitter account of Miguel Arias Cafiete (@MAC_Europa) only
wrote 42 tweets, followed by Elena Valenciano (@ElenaValenciano) with 255 tweets, Pablo Iglesias (Podemos,
@Pablo_Iglesias) with 300, Ramdn Tremosa (CIU, @ramontremosa) with 275 tweets and Willy Meyer (IU,
@WillyMeyerIU) with 486 tweets. As there is a lack of direct conversation, the data reveals that indirect
conversation (retweets) was a very intense activity for almost Spanish candidates (except Arias Canete).

The accounts analysed reveal specificities of online communication of Portuguese politicians, including the fact
that some parties do not have any representation on Twitter (like PCP - left wing party) or others that create
accounts for specific elections. It was also found that the main opposition party (Socialist Party - left wing party)
has an official account without practically address to the European elections and only the 3rd candidate on the
list have a Twitter account. An aspect to be highlighted from this analysis is that the candidate of BE, Marisa
Matias, never wrote directly on Twitter. During the analysed period, her account has been a repository of feeds

from Facebook and YouTube. Another interesting aspect to emphasize was that the MPT initially have a specific
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account for the European elections but deleted it without any warning to the users who followed them. The
account of the party began to be used for communication on the European elections. Yet another fact to be
noted is that the main opposition party (Socialist Party) has not considered the European elections in their official
account. The Socialist candidate who we followed in this study, Carlos Zorrinho, has an account where he
publishes political content and personal content.

Portuguese candidates used Twitter primarily as a tool for disseminating information in a unidirectional
perspective and, in most cases, without consistency. There are significant differences among the accounts
regarding the quantity of tweets and the kind of messages, however it is absolutely clear the reduced number
of publications from the four accounts. During the period of analysis, Twitter account of MPT wrote 25 tweets,
Marisa Matias have tweeted 35 times, followed by Carlos Zorrinho with 57 tweets and Alianca Portugal 2014
with 170. These numbers reveal the lack of used of Twitter as a tool for political communication, either through

direct or indirect conversation with the audience.

b) Candidates agenda of issues

Almost all the Spanish and Portuguese candidates prioritize metacampaign issues as main topic framing their
content on Twitter. For instance, the 80% of the content published by Alianca Portugal (@Aliancapt2014) on
this social media was related directly to metacampaign issues such as information about rallies or meetings. In
Pablo Iglesias’ case, 70,3% of his tweets were about this issue, followed by Ramon Tremosa with 67,8%, Elena
Valenciano with 65,5% and Marisa Matias with 45,7%. Regarding the second topic addressed, there are
significant differences between Spanish and Portuguese candidates, as long as between left wing parties and
right wing ones. Spanish candidates focused more on social politics and corruption than the Portuguese. In
Portugal, just Marisa Matias talked on social issues such as education or health-care (31,1% of her tweets). In
Spain, Willy Mayer (20,4%) and Elena Valenciano (16,5%) are the candidates who spoke the most on these
issues. Pablo Iglesias focused more on the deep crisis of the Spanish political system talking mainly about issues
linked to corruption, fraud or political disaffection (20,7%).

European Elections were framed within a national debate by the running candidates taking into account specific
national problems and challenges more than European ones. Pablo Iglesias framed his discourse on Twitter in
national issues (96,7%), followed by Elena Valenciano (82%) and Alianga Portugal (63,5%). Willy Meyer
(61,3%), Ramon Tremosa (55,7%) and Marisa Matias (54,3%) framed their discourse in an European
perspective. Despite the possibilities offered by Twitter, the personal frame barely had presence in any of the
candidates. Only Carlos Zorrinho shows significant numbers on this (54,4%). The others candidates used mainly
a generic frame based on a strategic horse race.

¢) Candidates social interaction in Twitter sphere
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There are meaningful disparities among the four accounts from the Portuguese candidates regarding the
interaction with other citizens, politicians or journalists and a lack of direct conversation with other social agents.
Alianga Portugal 2014 was the account that has published more mentions to others to contextualize information
or referencing content, people or events. However, never interacted directly in conversation with anyone. MPT
and Marisa Matias have no replies at all during all the analysed period. Carlos Zorrinho is the only candidate who
used Twitter to interact in a more productive way, answering to questions or mentioning other users in a political
and personal context.

In order to see with whom the candidates interact to in a direct conversation on Twitter, we analysed the people
mentioned in the replies and the direct conversation conducted from their own Twitter accounts. Only Carlos
Zorrinho talked to journalists, citizens and other politicians. Alianca Portugal mentioned journalists, citizens,
other politicians and social agents but just to contextualized information.

As stressed before, Twitter has been not used by Spanish candidates to build a direct conversation on their own
political ideas with other social agents such as journalists or media, citizens, social stakeholders like civic
association or just other politicians. The number of tweets with direct replies is significantly low, illustrating the
lack of direct conversation with other social agents. Elena Valenciano is the exception with 28 direct replies
within 75 tweets of direct conversation.

All the Spanish candidates mentioned journalists, other politicians and political parties to contextualize their
tweets. Mainly Willy Meyer mentioned citizens. Elena Valenciano, Pablo Iglesias and Ramon Tremosa also
referred Twitter accounts from citizens but in a small proportion. With the exception of Arias Caiete, all the
Spanish candidates use direct conversation through mentions of other social agents also in order to referencing
content, people or events. Political parties, politicians and media (journalists and media outlets accounts) were
referred more often. Willy Meyer and Elena Valenciano were the most active candidates, mentioning several

accounts in each tweet.

Table 2. Social interaction: direct conversation of candidates on Twitter within the period May 10 — May 26

2014
Tweets
Tweets with Accounts with Direct Self-
Twi mentions (@) | mentioned in | mentio .
witter Account | Tweets Direct the tweets ns * conversation | referral
conversation % Kok in the replies | tweets
M-
22
M-11 P-
P-3 19
@aliancapt2014 170 83 PP-8 PP — 0 43
SS-6 22
C-0 SS -
6
c-0
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M _
24
P —_
M-7 18
P-2 PP -
@czorrinho 57 17 PP-0 12 1
0
SS-0 SS -
c-8 0
C —
42
M —
23
M-19 P-
P -48 90
@ElenaValenciano | 255 75 PP - 26 PP — 28 0
SS-2 39
C-4 SS -
2
C-5
M-2
M-2 P-1
P-1 PP —
@MAC_Europa 42 3 PP-0 0 0 0
SS-0 SS -
c-0 0
C-0
@mmatias_ 35 0 N/A 0 0 0
@mpteuropa2014 | 25 0 N/A 0 0 0
M —
21
M-9 P-
P-11 23
@pablo_iglesias_ 300 45 PP -5 PP — 2 0
SS-3 7
C-6 SS -
3
C-6
M —
31
M-21 P-
P-12 15
@ramontremosa 275 49 PP -5 PP — 0 3
SS-2 11
c-7 SS -
2
C-8
M —_
24
M- 16 P~
57
P-23 PP —
@willymeyeriu 486 102 PP-10 68 0 0
SS-4 P
c-19 1
C —
23

* Inside a single mention we can find answers to several people at the same time.

** Journalist or Media / Citizen / Social Stakeholders / other Politicians / Political Parties
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*** Tweets from Media / Tweets from other Politicians / Tweets from Political Parties / Tweets from Social
Stakeholders / Tweets from Citizens

Spanish candidates often used indirect conversation, as it can be seen in table 3. Tweets from political parties
other politicians and media were more often retweeted. From the Portuguese candidates, only AliancaPT2014
and Carlos Zorrinho did retweets.

More than half of tweets published by Willy Meyer and Ramon Tremosa were retweets (300 and 155,
respectively). Pablo Iglesias and Elena Valenciano also had an intense activity of indirect conversation.

The most central players in retweets network are accounts of political parties, politicians and media. We found
that they are user accounts with recognized influence (online and/or offline). Few ordinary users fit this profile.
We noted that usually these users receive more referrals than they do and have more followers than follow.

As media accounts were often refweeted to referencing an event or data from polls, retweets from other
politicians from the same party (or European party) and political parties (essentially regional accounts of the
parties) intended to validate and give credibility to the candidate's political messages as well as refer political

events (rallies and debates in the media).

Table 3. Social Interaction: indirect conversation of candidates on Twitter within the period May 10 — May 26

2014
Tweets with Retweets t Cor::ttzn: Accounts
Twitter Account Tweets (RT) ':t;: ‘:zscour:tl: mentioned in the
Indirect conversation Kk retweets *
M-6 M-5
P-7 P-3
@aliancapt2014 170 42 PP —22 PP - 10
SS-6 SS-3
C-1 C-1
M-6 M-5
P-3 P-3
@czorrinho 57 15 PP-1 PP-1
SS-0 SS-0
C-6 C-4
M-7 M-7
P-34 P-28
@ElenaValenciano 255 92 PP —-32 PP —-23
SS-0 SS-0
Cc-19 c-17
M-4 M-4
P-0 P-0
@MAC_Europa 42 9 PP-1 PP -6
SS-0 SS-0
Cc-0 Cc-0
@mmatias_ 35 0 N/A 0
@mpteuropa2014 25 0 N/A 0
M-15 M-11
P-13 P-11
@pablo_iglesias_ 300 84 PP - 52 PP-10
SS-0 SS-0
C-4 C-4
M - 105 M-35
@ramontremosa 275 155 P27 P_17
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PP -6 PP -6
SS-4 SS-4
CcC-13 c-10
M-43 M-26
P-71 P-41
@willymeyeriu 486 300 PP -117 PP —-40
SS-8 SS-8
C-61 C-47

* Journalist or Media / Citizen / Social Stakeholders / other Politicians / Political Parties
** Tweets from Media / Tweets from other Politicians / Tweets from Political Parties / Tweets from Social

Stakeholders / Tweets from Citizens

d) Candidates influence in Twitter sphere

In order to analyze the influence of the candidates in the Twitter Sphere, we applied two scales of influence that
allow us to understand the main features of the profiles. Klout assesses the sphere of influence of users in a
scale of 1 to 100, which is based on 35 variables and evaluates range, likely audience and amplification by the
authorities multiplication network. The PeerIndex scale measures the user authority making an assessment of
the impact of the activities and the social and relational capital built by examining authority (confidence
measure), audience (user range) and activity (quantification of shares) to establish results of representations
between 1 and 100.

Both scales weigh factors such as the following, mutual followers, friends, total refweets, ratio
followers/followed, percentage of followers to reciprocate the bond, total mentions, references to lists,
references in lists of followers, number of users that have made retweets of messages, number of messages
that received retweets, percentage of retweets by followers, number of users that reference profile, percentage
of followers who mentioned the user, total messages posted, influence of followers, influence of users that make
retweet and users that mention the profile.

Table 4. Candidates influence in the Twitter sphere measured by PeerIndex and Klout scales

PeerIndex
Klout
User Activity | Audience | Authority Influbenced Influencing I::!l:( Score
y Score
@aliancapt2014 17 25 20 18 users 32 users 30 22
@czorrinho 48 66 56 110 users 435 users 60 54
@ElenaValenciano 31 69 56 132 users 15945 users | 71 70
@MCA_Europa 18 65 64 8 users 9052 users 67 63
@mmatias_ 26 54 46 2 users 190 users 43 50
@mpteuropa2014 N/A N/A N/A N/A N/A N/A N/A
@pablo_iglesias_ 45 84 86 317 users 66441 users | 89 78
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@ramontremosa

41

76

65

352 users

9866 users

76

65

@willymeyeriu

29

57

49

90 users

2803 users

61

45

Sources: Twitalyzer! and PeerIndex?

There are significant differences in the three analytical levels scores of the PeerIndex scale (activity, audience
and authority) in almost candidates. Users with higher confidence levels can overcome lower activity records. In
terms of audience, the levels are relatively consistent. These inconsistencies can be explained by the elements
of the assessments. PeerIndex examines the social and relational capital on the basis of the activities, which
may explain that accounts as less interaction with other users have reduced scores compared with the results
of Klout scale (@aliancapt2014, @willymeyeriu, @ramontremosa, @pablo_iglesias_). Users with more followers
have higher results, with a higher correspondence between the scores on the two scales. In most cases, high
levels of audience and authority allow to infer social and relational capital with a significant dimension in the
Twitter network users in terms of influence.

All the Spanish candidates score above 50 points in both scales, with the exception of Willy Meyer on Klout scale
(45 points). Portuguese candidates, only Carlos Zorrinho is consistent in both scales. Marisa Matias has 50 points
in Klout scale and have high scores audience and authority, but despite scoring 43 points in PeerIndex scale has
a reduced level of direct influence (190 users).

The number of users directly influenced by the candidates is very significant in the case of Elena Valenciano,
Arias Canete, Pablo Iglesias and Ramon Tremosa. Willy Meyer and Carlos Zorrinho have lower numbers, although
significant in our sample (2803 and 435 users respectively). The other Portuguese candidates reveal lack of
direct influence of capacity on others users. There is no connection between the number of users that influence

the candidates and the number of users influenced by them.

Table 5. Candidates numbers, engagement with audience and social authority in the Twitter sphere

Twests | Folowing | olowers | DSt | wr | o | Emmement | sedel
@aliancapt2014 352 77 124 305 N/A N/A N/A 1
@czorrinho 11949 8620 17533 2132 57% 3.5% | 60.5% 47
@ElenaValenciano 3607 1874 22017 467 81% 7.5% | 88.5% 79
@MAC_Europa 340 217 23450 318 35.5% 1% 36.5% 62
@mmatias_ 1327 227 2386 830 N/A N/A N/A 45
@mpteuropa2014 N/A N/A N/A N/A N/A N/A N/A N/A
@pablo_iglesias_ 9228 1754 836324 1796 43.5% 3.5% | 47% 88

! Available in http://www.twitalyzer.com
2 Available in https://piq.peerindex.com
3 Referring to the date of February 23, 2015
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@ramontremosa 9907 555 44588 1865 61% 0% 61% 77

@willymeyeriu 969 157 5529 383 72% 4% 76% 46

Source: Followerwonk?*

Elena Valenciano is the candidate with a higher percentage concerning the direct conversation with other users.
However, amounts to only 7.5%. Willy Meyer has a percentage of 4% of direct conversations, while Carlos
Zorrinho and Pablo Iglesias have a proportion of 3.5%. Arias Cafiete has only 1% and Ramon Tremosa has 0%.
The remaining candidates have accounts with highly reduced activity, making it impossible to gauge the
percentage of retweets and direct replies through this tool.

All candidates (whose data was possible to measure) reveal interesting percentages in terms of retweets,
although Arias Canete and Pablo Iglesias are below 50%.

The engagement with the audience summarizes the sum of the percentages of engagement by retweeting
(indirect conversation) and replies (direct conversation). Again, only Arias Cafete and Pablo Iglesias are below
50%. Elena Valenciado is the candidate with the highest percentage, showing consistency with the data of
hearing and PeerIndex scale of authority and the scores on the two scales.

In table 5, social authority is composed of the retweet rate of users' in the last few hundred tweets, the recency
of those tweets and a retweet-based model design by Followerwonk on user profile data. All the candidates have
a score above 45 except AliangaPT2014, a Twitter account created for the campaign. The account from MPT
was deleted from Twitter just after the elections and it was also created for the campaign. Therefore, there is
no data concerning the influence of this user.

Conclusions

In this paper we have present a study about flows of communication from Portuguese and Spanish politicians
on Twitter. Our main goal was to identify in to what extend the Spanish and Portuguese politicians running for
European Elections in 2014 became real opinion leaders on Twitter during the campaign. The theoretical
framework was based on the idea of new ‘influentials’ on political communication in the new media ecosystem.
The paper is focused in the assumption that campaigning on Twitter ecosystem could reveal politicians as new
‘influentials’. Therefore, we conducted a study based on quantitative and qualitative measures to analyse the
influence of the most representative politicians, candidates in the European Elections, from Spain and Portugal
on Twitter.

We found that in the Spanish case there is significantly more content publishing on Twitter, although the reduced
direct interaction with other users. In the Spanish case, journalists and citizens are the social agents more

presence in the direct conversation. In the Portuguese case, the culture of social interaction is lower, almost

4 Available in http://www.followerwonk.com/
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residual. There is only one candidate that makes a direct conversation with journalists, politicians and other
citizens. There is another account that does more mentions, however all for contextualization of information. In
both case studies, we find out that the flow of conversation and interaction by direct replies with other social
agents is residual, being almost insignificant. There are no evidence, through this kind of direct conversation,
that the candidates have any social influence on voters due to their presence and activity on Twitter.

The results demonstrated that Twitter was not used to build a direct conversation with other social agents. Social
conversations of candidates on Twitter were mainly achieved through indirect interaction (retweets). There is
no evidence of direct influence through mentions and indirect conversation was often focused on social actors
like media, political parties and other politicians. Therefore, it is possible to infer that the flows of conversations
of Portuguese and Spanish candidates to 2014 European Election were essentially unidirectional channels to
disseminate information and capitalize social reputation through regular references to social actors recognized
in the sphere offline. So that, results showed that political candidates still do not reach the microblogging to
become a real influential or opinion leader in the Twittersphera.

Although the Internet has introduced a multistep flow of communication, political communication on Twitter
evidences that is still based in a one-way communication model for diffusion of information. The lack of
engagement through direct interaction reveals that politicians cannot be considered ‘new influentials’. Therefore,
measures of audience, authority and social authority are an almost direct transposition from their offline influence

to the online sphere.
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