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ABSTRACT | Watching television and tweeting at the same time changes the nature of
the media experience; thus, this quantitative research applies a frequency analysis
and the seminality index to describe the evolution of this convergence between 2013
and 2017in Chilean political shows. The comparison showed anincrease in tweeting
rates in second screening, while TV shows stopped managing their official accounts.
This behavior shows a growing autonomy of both screens, consistent with Jenkins'
convergency concept: making connections among dispersed media contents.
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RESUMEN |[ Ver televisién y usar Twitter al mismo tiempo cambia la naturaleza de la
experiencia medidtica; por ello, esta investigacién cuantitativa utiliza un andlisis de
frecuencia y el indice de seminalidad para describir la evolucién de esta convergencia entre
2013 y 2017 en programas politicos chilenos. En la comparacion, se detecté un aumento
del second screening, o uso de sequnda pantalla, entre televisién y Twitter por parte de los
usuarios, mientras que los medios dejaron de gestionar sus cuentas oficiales. Esta conducta
denota una creciente autonomia de ambas pantallas, lo que es coherente con la convergencia
comprendida por Jenkins como la creacién de conexiones entre contenidos dispersos.

PALABRAS clave: convergencia; seminalidad; Twitter; television; sequnda pantalla.

RESUMO | Ver televis@o e usar Twitter ao mesmo tempo altera a natureza da
experiéncia medidtica. Porisso, estd investigacdo quantitativa utilizada andlise de
frequéncia o indice de “seminalidade” para descrevera evolugdo desta convergéncia
entre 3013 e 2017 em programas politicos chilenos. Em comparacgo, identificou-se
um aumento da second screening entre a televisdo e Twitter por parte dos usudrios,
ainda que os meios deixaram de administrar suas contas oficiais. Esta conduta
denota uma crescente autonomia de ambas ecrds, consoante com a convergéncia
compreendida por Jenkins como a criacéo de conexdes entre contetidos dispersos.

PALAVRAS-CHAVE: Convergéncia; Seminalidade; Twitter; Televisdo; Second
screening.
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INTRODUCTION

When Marty McFly traveled from 1985 to 2015 on the Back to the Future II time
machine, he foreshadowed a world of flying cars and self-drying clothes. Among
those anticipations, he proposed a large television screen subdivided into segments,
with different on-demand programs and audios that overlapped.

Although the technical feasibility for that has existed for years (at least since
the picture in picture was created), in general the consumer -and, therefore, the
market- has not sought a single shared screen, but the coexistence of many screens,
of different formats, that the user visits alternately: Smart TV LED screen, of at least
30 inches, added to another 15 inches of laptop, 10 of tablet and five of smartphone.

Within the same logic, rather than cannibalize the other supportsand tend toa
large integrated screen, digital media have managed to position content and media
experiences in different simultaneous formats, arranged as fragments, that the
user must join and relate mentally. Indeed, Jenkins (2008) argued against what
he called the black box fallacy or the tendency to concentrate different media on
a single screen: “(...) convergence represents a cultural shift as consumers are
encouraged to seek out new information and make connections among dispersed
media content” (p. 15).

Thus, he describes convergence not as a marvel of hardware or software,
but as a phenomenon that occurs in the mind, in the individual experience of
each user, caused by different media languages for the same content stimulus.
Subsequently, the individual, continues Jenkins, troubled (or enthusiastic, perhaps)
with these new meanings, tends to share them socially and, for this, returns
to digital platforms.

In this study, we will address the second screening media convergence, referred
in this case to the combination of the consumption of open television, as an old
media, taking the term of Manovich (2006), and Twitter, as a new one, a digital
platform and social media.

A mixture of media like that can transform television, until recently based on
aunidirectional process, into a digital discourse in which different points of view
converge or at least coexist in a multiplicity of deliberative discourses (Trilling,
2015). It is precisely the opening of this window that could lead to forming a
space of opinion and dialogue (Williams & Gonlin, 2017). Thus, co-viewing 2.0
and the discussion of media content with others, even if they are unknown and
geographically away, can improve the media experience and allow the acquisition
of new knowledge (Pires de S4, 2015, p. 55).
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Besides, second screening consumption erases the boundaries between the
users’ active and inactive behaviors. On the one hand, there is the relatively passive
attitude that involves viewers who receive information from a program on the
air. There is also the partially active behavior that computers connected to the
Internet allow when searching for specific data on the network. But there is also
the mixture of both:

Individuals can choose, to some extent, what to watch, read, post, and share,
even though the resources for these behaviors are derived from both social
media and mainstream media. In other words, while dual screening blurs
the lines between active and passive practices, the key point is that several
different combinations, or what we term “bundles” of practices, are possible
(Vaccari, Chadwick, & O'Laughlin, 2015, p. 1044).

Hence the importance of describing and dimensioning the multiple and
changing forms of these modes of consumption that, although partly individual,
crystallize in new collective ways of interacting with the media and building
social realities. Therefore, this work seeks to examine the evolution of this type
of media convergence in Chilean users, since in this country there are still no
systematic metrics on social audiences. Itis a descriptive exploratory study, which
aims to characterize the interaction between media and audiences, in a situation
of convergence between analogue television and Twitter. Therefore, we considered
as units of analysis the contents published by the media and users on the platform
before, during and after the broadcast of political Chilean television talk shows. This
research aims to compare these dynamics of media consumption in 2013 and 2017,
to see how the behavior of the open television channels and users has developed,
and outline how these new evolutionary adaptations have configured themselves
over the years, regarding the generation of networks, seminality and rating.

The above considering that, when new media appear, there are mediamorphosis
processes, in which the old media do not disappear, but continue to evolve (Fidler,
1998) and the user continues to look through the “rearview mirror” (McLuhan,
1967, p. 75 ) for a long time, while trying to maneuver the new media.

A way to make open television interactive

To generate convergence in the user, the second screening phenomenon
must be interactive. Otherwise, it will not trigger the participatory attitude that
allows it to create connections between content provided by different screens. For
Manovich (2006, p. 12), interactivity is based on the principle of variability: “A
new media object is not something fixed once and for all, but something that can
exist in different, potentially infinite versions”. Therefore, it not only adheres to
closed interactivity, which offers the user a menu with pre-set and finite options,

27



MIRANDA BUSTAMANTE, M. A. & FERNANDEZ MEDINA, F. . Adapting to convergence: Evolution of second screening

but the content can also lead to open interactivity, which allows unlimited
combinations and interventions, with unpredictable contents, which are largely
an occurrence of the user.

Based on this, open television, even in the digital age, usually only offers an
interactivity of the first type, as a programming guide. But the second screening
consumption of television added to Twitterincreases the possible contents to infinity.

Therefore, a platform or a media content can be transformed into a digital place
where narrative virtualities are developed that cross through both screens and
acquire meaning in the user experience.

Janet Murray (1999) states that one of the essential characteristics of digital
media is the possibility of the user to provoke certain peculiar behaviors, to which
the computer does not have fixed responses, but simply limits itself to grouping
all possible actions (and discourses) from users into categories.

In addition, Murray highlights the spatial quality of digital media. While analog
media make verbal or iconic descriptions of space, digital environments have the
power to represent a navigable space, within which we can move for the first time.
Thus, Murray defines cyberspace as “an environment with its own geography in
which we experience a change of documents on our screen as a visit to a distant
site on a worldwide web”.

Therefore, we can say that the switching between screens, which constitutes
a change of hardware and that strictly speaking occurs in the non-digital world,
also enables spatiality by visiting the same content from two media with different
natures, languages and audiences.

Thus, the alternate visit to Twitter and television, rather than a distraction,
represents a new form of media content. In fact, this ishow Kantar Media Audiences
-a company that compares traditional television rating data in Spain with the
measurements of the impact that a broadcast generates on social networks, but
mainly on Twitter- justifies the value of the so-called social audience:

Understanding that a tweet about a television program is still a content,
associated and originated by the program itself, gives us greater knowledge
aboutthe phenomenon of social television. Itis content that praises, criticizes,
entertains or simply communicates an opinion ora feeling about a television
program. A content that amplifies the enormous power of television as a
medium, and by which other users, spectators or not of that same program,
canbe influenced or conditioned. Because someone may be tempted to change
the channel due to the positive tweets they are reading on a program or they
may think otherwise due to the negative ones (Sinchez, 2015).
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This goes to show that cultural convergence is embodied in a specific experience,
leaving aside the idea that digital media will replace old ones altogether. It is rathera
coevolution of the old and the new media, which gives rise to new media experiences
(Finnemann, 2006), where the old media acquire new functions and purposes.

As Dwyer (2010) states, this change is experiential and characterized by
adaptations, connections and transitions. When the dams of the old media are
opened as watertight compartments, within the framework of digitalization, the
most typical of the new media appears: increasing the versatility of human action.

Hence the importance of describing the emergence and evolution of these
new phenomena that occur from convergence, which, far from a technological
determinism, are culturally available to promote an interactivity open to
thousands of possibilities.

Precisely because of this complexity of experiences made possible by the
interaction, media convergence generates often contradictory stimuli in the
user. On the one hand, there is the attractive diversity of the parts versus the
disappearing completeness of the whole (Johnson Barella & Miranda Bustamante,
2016), since he/she is exposed to modules of apparently finished meaning, which
in turn invite to explore new discrete fragments, more or less semantically related
to each other. Finally, an internal struggle is generated between the search for
more information and the desire for closure, satisfaction for finally apprehending
an issue, for the synthesis of textual activators (Jenkins, 2007) that motivated
him/her to initiate production, evaluation and data archiving actions, and that
could be transformed into a coherent whole, that takes the form of an experience
to remember, a social relationship or a learning or new knowledge.

In addition, the user experiences at the same time the singularity and
transmediality (Johnson & Miranda, 2016), because he/she receives similar stimuli
in different and specific languages, which contribute to the expansion of the content
and the media experience. It is not, as in cross-media, about gathering the necessary
pieces to understand a whole predetermined by the author, but an incessant search
for more stimuli and content (Pradanos, 2012), in combinations that can be unique.

Therefore, at the time of the synthesis, he/she incorporates only one content,
whose origin can be forgotten, but which, having been obtained by the more or
lesslaborious task of transmedia integration, has a particular status in memory. In
the case of the object of study of this research, open television is experienced as an
audiovisual media of sequential, non-interactive exhibition, which is combined with
adigital social one, composed of briefindividual fragments. These segments can be
considered statements, defined by Bajtin (1999) as the minimum units of a discourse,
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because they have conclusiveness, since, at the end, they imply the possibility of
alternation and of giving an answer (e.g., a Like, a retweet or a text as a replica).
This interaction is characteristic of digital media and, particularly, of social media.

Double screen, double commitment

It is interesting to note that studies on second screening have also evolved.
In a first stage, a large part of the research that addressed the combination of
Twitter and television moved away from media convergence as an object of study,
to focus only on the contents disseminated there. It is the case of Himelboim (2014),
who addressed the discussion of the tweeters around four television programs
of political conversation, to conclude that most users avoid exposing themselves
to content contrary to their own ideologies. Likewise, Greer and Ferguson (2011)
also did not aim at convergence, but rather to analyze the contents of the Twitter
accounts of television channels, to conclude that the stations are more interested
in publicizing the news to their audience through the platform that in using it as
a way to enrich the experience of live programming.

Instead, subsequent studies attempted to demonstrate the political effects of
this practice and its correlation with citizenry exercise. This is the case of the
investigation by Gil de Zufiiga, Garcia-Perdomo and McGregor (2015) that does
focus on the motivations and political effects of using second screening during
the transmission of news in the United States, on users who, while watch news or
political programs on television, search for associated content on the Internet or
on social networks. The results suggest that viewers, through this media behavior,
intend to discuss and obtain more data. In addition, they conclude that this behavior
is an effective tool for predicting political participation. In fact, the study of the
use of the second screening during a debate on parliamentary elections in the
United Kingdom shows that those who use this practice tend to be educated users
with great political commitment, especially if they have an active and productive
attitude on the platform (Vaccari, Chadwick, & O’Loughlin, 2015).

This idea is enriched later in the research of Barnidge, Gil de Zuiiiga and
Diehl (2017), which establishes a relationship between the practice of second
screening during television news program and the increased probability of
forming or changing political opinions: “This mix of news and social opinion
therefore makes people more open to the influence of other people’s opinions,
news recommendations, or conversations that they encounter in social media
environments” (p. 325).

Moreover, the study by Gil de Ztfiiga and Liu (2017), in 20 countries, estimates
that Chile ranks third in that group in the use of second screening during the
television broadcast of political debates, after Turkey and China. Besides, it suggests
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that young people practice second screening more than older people and that more
frequent users tend to express their political judgments on social networks, as
opposed to those who use it less.

More recently, this media behavior has been linked to an increase in social
capital, thanks to the practice of political discussion, which becomes more evident
in countries with greater indicators of freedom of expression (Huber, Gil de Zafiiga,
Diehl, & Liu, 2019).

Finally, it is pertinent to highlight how this form of consumption on double
screens has increased in the period under study in countries such as Spain. The
measurement of Tuitele gives an account of the “settlement of second screening”
in that country (2013, p. 13). From the review of the conversations on Twitter
on Spanish television, a 93.7% increase in Twitter comments about TV shows is
seen in a year. In December 2013, there were 6.9 million tweets about television
programs. Four years later, in December 2017, this figure increased to 11.5 million
in that month (Barlovento Comunicacién, 2017).

And, although it is clear that, given the changes that each of the media species
have undergone, it is mandatory to change the studies and metrics to address
the new social audience (Arrojo-Balifia, 2013), in Chile these figures are not yet
systematically collected.

METHODOLOGY

This is a descriptive study, which addresses all the political programs on the
air on open television broadcasted in Chile during the second half of 2013 and the
first half of 2017, to compare the state of media convergence between television
and Twitter in both periods. On the first date, the programs broadcasted were
Tolerancia Cero (Chilevisién), Protagonistas 13 (Canal 13) and El Informante (Televisién
Nacional de Chile (TVN)). In the second period, as the previous ones were no longer
broadcast, we considered Entrevista Verdadera (La Red) and Estado Nacional (TVN,
the only public channel).

Tolerancia Cero was a journalistic program from Chilevisién, in which a panel
composed in part by journalists interviewed political personalities. The television
station started in 1960 as the Universidad de Chile channel. Since 2010 it belongs to
the American group Turner Broadcasting System Latin America (Chilevisién, 2013).
Protagonistas 13, from Canal 13, was a political interview program conducted by
three female journalists on Sundays, after the central news. The channel emerged
in 1959 in the hands of the Pontificia Universidad Catélica de Chile. In 2010, two-
thirds of the property went to the private Luksic Group. In 2017, it was completely
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taken over by this holding company (La Universidad Catélica sale..., 2017; Grupo
Luksic entra..., 2010).

El Informante is a program of interviews and political reportages of the State
channel Televisién Nacional de Chile, an autonomous entity, which by law must
report objectively and be commanded by a pluralist board (Ministerio Secretaria
General de Gobierno, 2018).

Entrevista Verdadera is a journalistic program with a guest of the political field
that was broadcasted by La Red, a private television station owned by Albavision,
of businessman Angel Gonzalez (La Red, n.d.). Lastly, Estado Nacional is a Chilean
National Television program of journalistic interviews to politicians conducted
by a journalist and a group of panelists (TVN, n.d.).

We used a quantitative content analysis, frequency analysis type, highly
recommended for the study of web content (McMillan, 2000) and applied it to
the tweets collected in the two periods. For the analysis units of 2013, we chose
one edition of each program and the totality of tweets related to each of those
episodes was taken as a sample, using the Twitter Search application, which
had already been used in previous studies (Kwak, Lee , Park, & Moon, 2010;
Song, Li, & Zheng, 2010).

Although Twitter Search has alimitation because it yields a maximum of 1500
tweets per search, in this investigation, the results obtained for each query were
always below that amount, which assures us that there were no analysis units left
out of the sample because of this restriction. We considered the micro discourses
of the official accounts of each program and the keywords associated with the
content of the broadcast. As in the 2013 programs no hashtags suggestions were
used on the screen, tweets were tracked using the name of the programs, the last
names of the guests invited to the analyzed episodes and, if there were, the short
name that the program uses on Twitter (t0 in the case of Tolerancia Cero). Therefore,
we ended up with a corpus of 1826 units of analysis, considering the tweets, and
their possible answers, from the media and the followers.

In the 2017 phase, we considered the tweets of the official accounts, and those
that used the hashtag of the programs promoted by the television channels, a
practice that did not exist in 2013 in Chile. This time we used Twitter Archiver
(Agarwal, 2015), a tool created in 2015, which systematically collects tweets that use
acertain hashtag, and thathasbeen applied in other studies of this type (Greenhalgh,
Rosenberg, & Wolf, 2016 ; Saha, Yadav, & Ranjan, 2017; Twahirwa, 2017) because it
solves the limitations of Twitter Search. All tweets were considered under these
search criteria, which totaled 17,958 for both programs, with three editions of each.
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Year Program Channel Day Time slot tw::tls
Tolerancia Cero Chilevision August 25 10:32t0 0:08 534
2013 Protagonistas 13 Canal 13 September 8 21:45 to0 22:10 367
El Informante TVN November 26 23:20 to0 0:33 925
Estado Nacional TVN March 5 10:00 to 11:46 4782
Estado Nacional TVN March 12 10:00 to 11:46 4527
Estado Nacional TVN March 19 10:00 to 11:46 8220
207 Entrevista Verdadera LaRed March 7 21:00 t0 21:30 366
Entrevista Verdadera La Red March 14 21:00 to0 21:30 16
Entrevista Verdadera LaRed March 21 21:00 t0 21:30 47

Table 1. Synthesis of the analysis units

Source: Own elaboration.

Within the tweets, we distinguish what we call seminal tweets, i.e., publications
made directly by a Twitter user, and response tweets, which are the replicas to
another user’s publications (Miranda Bustamante & Ferndndez Medina, 2015).
Following the definition of UGC (user generated content) by Fernéandez Castrillo
(2014), “the final result can be both the invention of a new work or the adaptation
of previous proposals, always freely and voluntarily” (p. 60 ), which includes the
seminal tweets, as original discourses, motivated by political discussion in this case,
and response tweets, which generate a discursive connection with the previous ones.

Therefore, we seek to measure the ability of a television content to generate
interactivity and creation of new contents by users, which in turn can generate
responses from other tweeters. In the analysis, we will apply different indicators
constructed to characterize the convergence in second screening between social
and traditional media:

1. Network generation of networks: this indicator seeks to measure whether,
based on the contents of the media, the tweeters did not limit themselves
to replicating the contents, but instead generated their own and shared
them with their contacts, taking the idea proposed by Buendia, Ruano and
Gémez (2017). Thus, the media can act as an opinion leader, which in a
social network is defined as a user with a high degree of centrality (Oh &
Monge, 2016), i.e., that has a lot of connections and therefore tends to be
more likely to influence. Therefore, users begin to generate autonomous
seminal tweets, inspired and motivated by the content of the television
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program. These are comments on Twitter published at the initiative of users,
which include their own agendas and themes around the content proposed
on the screen. Hence, we have quantified the generation of networks based
on the proportion between the total tweets related to the program and the
seminal tweets issued by the audience that relate to it.

Total Tweets

Network generation =
Seminal tweets from the audience

2. Seminality: to characterize the interaction produced by the tweets in
the context of convergence with the broadcast of a political program, we
calculated the level of seminality of the tweet (Miranda Bustamante, 2018).
This concept suggests that the tweet (and, in general, any original publication
in a social environment) has the vocation to generate interactions, as a
characteristic inherent to digital media, and to act as a seed -hence the
name- of new content. Considering this, this calculation includes not only
the UGC reflected in the response tweets, but also the other interactions,
i.e., the retweet or marking one as favorite, valued according to the level of
creative effort of the user (Kaplan & Haenlein, 2010). Therefore, the formula
weighs better (0.3 factor) the action that represents a greater creative effort,
which corresponds to the answers, since they involve generating new content
from the stimulus of the seminal tweet. Then, retweets, which replicate
the content of the seminal tweet for the users’ network (0.2 factor), and,
finally, the Likes (called Favorites in 2013), which only represent an additive
conjunction connection (Renkema, 1999), showing a generic approval of the
text of the original tweet. Thus, the formula (Miranda Bustamante, 2018)
is expressed as follows:

(RP*0.3)+(RT*0.2)+(LK*0.1)

Seminality index =
0.6

RP: Responses
RT: Retweets
LK: Likes

3. Life cycle of the program on Twitter: corresponds to the diachronic line
of tweets generated on the platform and whose content is related to the
broadcast of a television program, which becomes the event that focuses
the conversation in this convergence environment. The life cycle on Twitter
(or other social media) of a television program begins when the first tweet
regarding that program is published, which can be made by the media itself
or by a user, before, during or even after of the broadcast by open television.
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It ends with the last tweet referring to that specific episode. Thus, the life
cycle has a certain duration and has more or less concentration of tweets
in that timeline, which dialogue with the beginning, development and end
of the program’s broadcast.

4. Relationship between the life cycle and rating: to establish a relationship
between Twitter audiences and the political program on television, we made
a comparison between the number of tweets reached by the programs and
the rating obtained according to official measurements.

RESULTS

Itisimportant to note that this comparative study considers different political
programs between both periods, because in the years 2013 and 2017 the TV
programming registered changes and some no longer existed. However, the
application of the indicators allows us to at least characterize the phenomenon of
second screening and the convergence between analog and digital media in the
context of journalistic content in Chile and to be able to detect some features in
its evolutionary changes and trends.

In 2013, the program with the highest number of total related tweets was
Protagonistas 13 (51%). Tolerancia Cero obtained 29% and El Informante, 20%. In 2017,
the proportion is even less equitable: Estado Nacional accounted for 98% of the
micro discourses, against only 2% of Entrevista Verdadera (considering the total
tweets in three episodes).

In general, we can observe a greater number of total tweets during the second
period studied, which could suggest a growth in the practice of second screening
at least for political programs.

Regarding the existence of seminal tweets, it is of interest to subdivide them
between those published by the program, since the beginning of the conversation
around the analyzed episode, and those generated by the audience. It is noteworthy
that, in the 2017 sample, the number of tweets of the programs had decreased
notoriously compared to 2013, which evidences a growing lack of content
management on Twitter by the journalistic team. Even in 2017, Estado Nacional
completely refrained from tweeting.

However, it is possible to observe that the 2017 programs included on the
screen the promotion of generic hashtags (#yoopinoev and #enacional), which
did notoccurin any of the three programs in 2013. This means that, over the years,
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2013 2017
Protagonistas Tolerancia El Estado Entrevista
13 Cero Informante | Nacional  Verdadera
Seminal tweets of
the program per 31 63 30 0* 9*
episode
Seminal tweets of
the audience per 434 72 97 1946* 21*
episode

*. On average for three episodes. In total, Estado Nacional added 5837 seminal tweets from the
audience and no own seminal tweet. Entrevista Verdadera collected 63 seminal tweets from the
audience and 28 from the program.

Table 2. Seminal tweets collected by the political programs

Source: Own elaboration.

convergence has been included in the routines of audiovisual production, as a
digital dynamic integrated into television support, not as an independent reality.

Network generation

In this case, the program that achieved a higher percentage of network
generation was Protagonistas 13, which obtained a greater number of related tweets
in 2013 (47%), compared to El Informante (26%) and Tolerancia Cero (13 %). In 2017, a
similar percentage is seen between both programs (Estado Nacional had 35% and
Entrevista Verdadera, 39%), which exceeds the average of this indicator among the
three formats of the previous period (28.6%). This suggests that the indicator has
improved over time, with users tending to comment autonomously on Twitter
about television content.

Seminality

In all cases, in 2013 and 2017, the tweets made by the programs had higher
seminality levels than for those made by the audience, which confirms the
centrality still in force in the network of media accounts (except Estado Nacional,
that did not generate seminal tweets as a program).

In addition, it is possible to say that there is a tendency towards dispersion in
the production of tweets; in both years studied, the programs that had more Twitter
publications per episode had lower seminality levels compared to their similes. This
is the case of Protagonistas 13, in 2013, and of Estado Nacional, in 2017. This means
that, although it was possible to generate discourses in the social network from
television content, there was no great tendency to generate conversations; this
implies a lack of semantic overlapping and probably also of connections between
the nodes that coincided in the television-Twitter convergence situation.
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2013 2017
Protagonistas Tolerancia El Estado  Entrevista
13 Cero Informante | Nacional Verdadera
Seminal tweets of
the program per 31 63 30 0 28
episode
Level of seminality
obtained by each
. . 21 4.01 NA 4.1
seminal tweet of the 3.05 8
program
Seminal tweets of
the audience per 434 72 97 5837 63
episode
Level of seminality
obtained by each
. . 2.01 3.19 0.5 4
seminal tweet of the 079 0
audience

We calculated the average level of seminality for tweets obtained in all episodes.
NA: Not applicable because the program did not have its own seminal tweets during the measurement.

Table 3. Seminality of the tweets of Chile’s political programs

Source: Own elaboration.

Program life cycle

Four years after the first measurement, it can be concluded that there are
no major changes in the length of the political programs’ Twitter life cycle. The
average of the three programs of 2013 reaches 113 hours, while the average of the
six episodes of both 2017 programs reaches 118 hours.

It was not possible to establish a correlation between the duration of the life
cycle and the seminality or the network generation, so we cannot attribute a drop
in these indicators only to a long-tail phenomenon, i.e., to the existence of many
nodes participating in the program content with low level of individual centrality.

On the other hand, it is possible to state that, in the three cases of 2013, the
life cycle was generated at the initiative of the media, which published, with a
different period of anticipation of the broadcast, a tweet announcing the contents
of the next episode. But in 2017 the six life cycles studied were initiated by a user
of the audience, which again indicates that there is an apparent lack of attention
in the administration of the Twitter community, but also a greater naturalness
in the production of content on the platform: the generation of networks is a
co-substantial process to the television broadcast, which occurs even without
the intervention of the media.
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Grafico 1. Generacion de tuits en relacion con la emision del programa politico

Fuente: Elaboracién propia.

In this same regard, we can interpret the tweets distribution throughout the
life cycle. In 2013, the program digitally motivated a preparation prior to the
television broadcast, which resulted in the publication of allusive tweets before
the program, announcing the content of the upcoming episode. That is why, for
example, the Tolerancia Cero account has a higher percentage of tweets than the
other two programs, since it published almost twice as many micro discourses
before the broadcast than the rest. Protagonistas 13 is the program that took longer to
announce the guests of the next episode, so its life cycle before the broadcast is the
smallest of the three. We also detected a greater concentration of the publications
during the broadcast, which decreased noticeably after its end.

This phenomenon changed in the programs studied in 2017, when the users’
publication before the program was almost non-existent, since the media did not
tweet before the television broadcast. The generation of tweets increased during the
program, to conclude with the publication of a large percentage of micro discourses
after the end of the episodes. This again demonstrates the increasing autonomy
of the users to refer to the contents not only in the moments of synchronous
convergence between Twitter and television, but also after the traditional media
has stopped broadcasting.

Relationship between Twitter and rating
After comparing the life cycle with the official measurement of television
audiences, it is possible to affirm that the broadcasts that obtained more tweets
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compared to the other programs of the period are precisely those that obtained the
highest rating, according to the figures collected on Chilean television by Kantar
IBOPE Media. This is the case of Protagonistas 13, which reached 50% of the tweets
analyzed in 2013 and the highest rating (3.6). The same happened in 2017, because
ElInformante, with the largest television audience of the programs studied (3.3 on
average), achieved 98% of the micro discourses of the period.

However, although rating can influence a greater proliferation of tweets around
the program, it does not necessarily affect the autonomous publication of tweets
alluding to the program by the users. Although Protagonistas 13 had the highest
rating and the highest percentage in this indicator, in 2017 Entrevista Verdadera
obtained a generation of networks greater than its simile, even when it had a very
low television audience.

Rating does not prove to be linked to a higher degree of seminality. For example,
although Tolerancia Cero had a lower rating than its peerin 2013, it reached a much
higher seminality. The opposite case can also be observed in Entrevista Verdadera,
which had a very low rating and very little tweet production but presented a high
seminality in relation to its peer.

These data contribute to confirm the idea that, in media convergence, although
there is confluence in some aspects of the phenomenon, audiences have different
behaviors in each of the platforms and, over time, the user could tend to become
independent of the big screen and impose his/her own logics on social networks.

CONCLUSIONS

Considering convergence as the user’s ability to establish mental connections
between dispersed content, and then share and exchange them socially, we must
consider that, from communication, we only access to the social phase of this
phenomenon, which is reflected in the UGC published in Twitter by users.

Due to changes in TV programming and technology, data collection methods
and programs were different in 2013 and 2017, which only allows us to suggest
that there has been an upward trend in viewers’ allusive tweet production. Since
the rating of political programs has maintained stable, we cannot attribute that
probable increase to a greater interest in political programs (nor for politics) or
to a higher quality of the audiovisual content, but to a growing tendency of users
to comment the contents of public interest through Twitter.

Despite this, both in 2013 and 2017, the tweets of the programs obtained greater
seminality than those generated by the audience, confirming that there is still a
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tendency towards verticality in the conversations with the media, which usually
motivate more interaction than the users’ micro discourses, probably because of
their centrality in the network.

Considering the latter, the notorious decrease in content management on the
platform by the programs’ community managers, comparing 2013 and 2017, is
striking. This has at least two clear consequences in the programs’ Twitter life cycle.
The firstis that the production of allusive tweets is completely canceled before the
program, which in the first period were motivated by the media’s Twitter accounts,
which announced the contents and the guests, immediately initiating the debate.
In 2017, life cycles were started by users and in parallel to the broadcast of the
program, never before.

The second is that, instead of announcing the television content on Twitter, the
invitation to participate in the discussion on the platform is made via the screen,
during the broadcast, through a hashtag, which did not happen in 2013.

DISCUSSION

Therefore, it can be said that there is, beyond the programs’ lack of management,
a growing autonomy of both screens, leaving Twitter increasingly in the hands
of users to engage in a free political debate. In fact, it is part of the hashtag’s
nature to be out of the control of a specific user, including its own creator. At the
same time, this resource promotes a collective action that, in addition to adding
statistics, gives a collaborative perspective to the common theme, contributing
with tweets and links or inviting others to participate, using mentions and retweets
(Bennett & Segerberg, 2013).

Therefore, by excluding themselves of the political discussion on Twitter,
political programs gain an apparent neutrality, still valued in Chilean journalism,
and at the same time open the discussion exclusively for the audience, without
moderating or giving an opinion. Thus, they allow the authentic UGC to emerge;
by definition, this content should be out of professional routines and practices
(Kaplan & Haenlein, 2010; Ferndndez Castrillo, 2014), so it would have to come
first and foremost from the user more than from the specialist. This invitation
has been received by users: in 2017 they increased the average generation of their
own networks in the discussion, compared to the 2013 measurement.

In addition, in both years we were able to establish a correlation between rating
and total number of micro discourses, since programs with a larger audience tend
to promote more interactions on Twitter. However, the relationship of the television
rating with the generation of networks and seminality is relative, because there
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are other factors that determine that an original tweet can really be the seed
of new interactions.

Based on these findings, it is possible to conclude that convergence seems to
evolve deepening the platforms’ autonomy, increasingly farther from Marty McFly’s
screen. It is in the head of the users where the media stimuli acquire new senses,
which are then shared through social media to promote new constructions of reality.

Future research could explore in detail the causes that stimulate greater
seminality, which may be related to the centrality of the users on the network, but
also with the content and especially with the narratives, i.e., with the discursive
strategies used. This would allow to promote best practices that stimulate seminality
and, therefore, the connections between multiple screens, to converge on a single
social screen.
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