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ABSTRACT

We analyzed the production routines of Cérdo-
ba’s most influential journalists on Twitter during
the municipal elections in Cérdoba, Argentina on
September 2011 in order to understand newswor-
thiness criteria, modes of gatekeeping and specific
characteristics that separate the non-professional
user from the journalists. By applying the virtual
ethnography method and a semi-structured survey
to a sample of 45 professionals, we concluded that
Twitter reflects some features of conventional media
information production routines, albeit within the
frame of distinctive appropriations, as behaviors of
self-promotion and self-reference, greater informal-
ity and also an interaction primarily implemented
between colleagues.

Keywords: journalism 3.0, social networks, infor-
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RESUMEN

Seanalizan las rutinas de produccion de los periodis-
tas cordobeses mas influyentes en Twitter durante
las elecciones municipales realizadas en Coérdoba,
Argentina, en septiembre de 2011, con el objeto de
comprender criterios de noticiabilidad, modos de
gatekeeping y ciertas caracteristicas identitarias que
distinguen al periodista del usuario no profesional.
Aplicando el método de la etnografia virtual y una
encuesta semiestructurada a una muestra integrada
por 45 profesionales, se advierte que en Twitter se
reflejan caracteristicas de las rutinas informativas
propias de los medios convencionales, aunque en el
marco de apropiaciones distintivas, como compor-
tamientos de autopromocion y autorrefencialidad,
mayor informalidad y una interaccion prioritaria-
mente desplegada entre colegas.

Palabras clave: periodismo 3.0, redes sociales, rutinas
informativas, Twitter, elecciones, noticiabilidad, gatekee-
ping, Argentina.
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INTRODUCTION

In the context of the information society, where the
processes of generation and transmission of informa-
tion become sources of productivity and power (Cas-
tells, 2005), there are two phenomena which study is
crucial in the understanding of the current conditions
of the exercise of journalism: the mediatization of soci-
ety and the new media ecosystem.

On the one hand, the mediatization of the processes
of social mediation has become a process through
which man internalizes culture, performing two func-
tions: the construction of the individuality and the
inclusion within society. In this sense, mediation is
made via information and communication technolo-
gies (ICTs) that “are, on the one hand, both physical
and psychological instruments, and on the other, tool
and interactive pair, thus becoming instrumental and
social meters” (Pardo Abril, 2009, p. 55), under which
mediation has been transformed into media coverage.
Insocieties where interaction usually occurs mediated
by technology, the reality is constituted and re-elabo-
rated from the mass communication media, while tech-
nological changes reconfigure their symbolic bases,
re-signifying institutions and practices in the social
change from one technology to another.

In the same vein, Hjarvard (2008) establishes that
the influence of mass media in the intersubjective expe-
rience encompasses not only their ability to be located
in the center of society and its institutional relation-
ships, but also its “range of interpretive positions that
give meaning to the social world” (Hjarvard, 28, p.
128). Mass media describe the world and provide cat-
egorical basic frameworks to apprehend it. And it is
in this context that mediatization emerges as a global
process, which includes but goes beyond the effects of
mass media (Paz Garcia, 2011). Thus appears the phe-
nomenon of hyper information in a de-massified social
media era, where information does not come only from
journalists; a multipoint-multipoint, multidirectional
and symmetrical model has emerged (Orihuela, 2002),
in which users have access to servers where lies the
information and communicate with each other using
the same system with which they access the media.

Asaconsequence of the above, the new media eco-
system is currently deployed as part of an internal
contradiction. Audiences have access to information
through unlimited channels and from around the world

Political Journalism on Twitter

via the Internet, a meta-media, but in turn segmenta-
tion powers to unsuspected limits, since it is the user
who creates its own media ecosystem. As stated by Cas-
tells (2005), “although media are interconnected on a
global scale and the programs and messages circulate
in the global network, we are not living in a global vil-
lage, but in individual chalets, globally produced and
distributed locally” (p. 374). In this context of medi-
atization and transformation of social communication,
the widespread use of social networks has expanded
as a new way of socializing, consuming information
and entertainment, becoming one of the main factors
of change, rupture, and evolution in the field of digi-
tal journalism. Considering online social networks as
“services based on the web that allow their users to
interact, share information, coordinate actions and,
in general, keep in touch” (Orihuela, 2008, p. 2), from
the perspective of the present work it is important to
distinguish the English term “social media” from the
term “social network”, a concept that in Spanish has a
polysemic character and greater sociological load. In
this field, social structure, connectivity and communi-
cation appear as concomitant issues with the possibility
of integrating virtual communities called “social net-
works”. Thus, “being in a technologically more devel-
oped social network but without the friends/contacts
means nothing, because the power in this case lies in
itsusers, in information, and not in the social network”
(Diaz Gandasegui, 2011, p. 8). Social networks are the
places where people build their identity (Cavallin,
2009), satistying needs of encounter and representing
spaces where they can share and distribute informa-
tion in different formats, and favoring the collective
construction of content. In thisregard, at least two jus-
tifications emerge on the motives to interact in them
(Bowman & Willis, 2003): on the one hand stands the
need to belong and be part, creating communities; on
the other hand, people also participate to obtain social
recognition and approval.

While social networks have so many utilities and
functions as the user gives them, for this research
the relevant fact is that today they operate signifi-
cantly as conveying channels of journalistic informa-
tion generated and obtained from other sources and
media, both traditional and digital. In this sense, we
can observe that currently “the media need to create
contexts where their audiences can interact with the
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environment and other users, where people feel the
space as theirs, as a place of belonging and of com-
munity and personal reference” (Said Hung, Serrano
Telleria, Garcia de Torres, Yezerska & Calderon, 2013,
p. 75). So much so that for Varela (2005), journalism
enters a stage marked by the socialization of informa-
tion, resembling a highly dynamic conversation during
which the message changes. In the same vein, Noguera
Vivo (2013) analyzes the ambient journalism around
social networks, understood as the social environment
where the news are a collective process rather than a
product, in the framework of activities of citizens and
journalists that today challenge the traditional expe-
rience of journalism.

POLITICS AND POLITICAL JOURNALISM IN SOCIAL
NETWORKS

As contemporary expansion of the Internet and new
information and communication technologies (NICTs)
challenge the modalities of existing knowledge, interac-
tion, and human agency, its gravitation in public space
necessarily leads to discuss its impact on the forms
that take both political power and social communica-
tion, in the framework of contemporary democracies.

On the one hand, social networks join the contempo-
rary media ecosystem more as a complementary circuit
to the news offered by mass media than an alternative
one. The social impact of the messages broadcasted on
these networks s effective when they are reproduced by
mass media, consideringat least three circumstances by
which traditional (conventional) media and their digital
versions continue to maintain their hegemony. In first
place, and considering that social networks face bar-
riers of technology access (educational and economic)
for a broad social penetration, the massive remains
an almost exclusive condition of television, radio and
printed or digital media with larger population reach.
Second, information posted on social networks in an
informal or custom mode precise a systematic check-up
and deep research, both professional journalism tools
that remain crucial to ensure their reliability. Third,
the quality of the contents published in mass media
would have a lower degree of fragmentation and its
editing process would ensure superior information
quality, with the possibility of bringing added value
within the framework of social processes of formation
of opinion and agenda.

Political Journalism on Twitter

Specifically in the case of Twitter, De la Torre and
Dillén (2012) note that this social network boom in
Argentina occurred on 2010, as “the support that had
more impact on journalistic and political fields” (p.
66). In a contemporary research based on semi-struc-
tured interviews to a dozen of Argentinean journalists
of the national’s largest-circulation media, specialized
in political issues, the authors include brevity, instan-
taneity, multiplicity of broadcasters and interactivity as
significant advantages of Twitter compared to another
popular social network like Facebook, which —as said
by the interviewed professionals— “is not a source of
daily information”, as it is confined to more intimate
interpersonal ties, which respond to “another profile
of people” and other uses (p. 67). At the same time,
and as a strong criticism of the informative potential of
Twitter, they indicate the “unidirectional” condition in
which messages are reproduced within this network,
considering that “an ordinary citizen follows a politi-
cian orajournalist, but the politician and the journalist
do not follow ordinary citizens” (p. (67). This breaks
the illusions of horizontality and democratization of
communication between experts and amateurs, from
content that is often essentially propaganda.

On the other hand, and regarding the influence of
these new platforms of communication in the existing
forms of political participation, the concentrated use of
Twitter by a sector of high socioeconomic status in the
context of a lack of interest by the daily monitoring of
policy issues, would question the extent of its impact:
“access is not synonymous with use —point of De La
Torre & Dillon (2012)—: there are few users who use
social networks to participate politically” (p. 69). How-
ever, social networks “generate conversations and func-
tion as resonance boxes on various topics” and when
facing political processes such as an election, “interact,
share and promote various dynamics, according to the
type of voters and their level of participation in tradi-
tional public spaces”, say Meyer, Cortés, Ahuactzin and
Rios (2013, p. 93, note 1, referring toa 2012 Warkentin
column). Promptly in the case of Twitter, this network
brings public visibility to themes and political actors,
altering the condition of exclusivity that news scoops
had before its existence, although without challeng-
ing the vertical flow of social production of informa-
tion propitiated both from political discourse and the
journalistic field.
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However, in the same way that the journalist is not
a mere intermediary between information and the
audience, and must assume a professional interpreta-
tive position facing political reality, the phenomenon
of social communication exceeds the journalistic func-
tion. In the political field, never exempt from ideolog-
ical conflicts, social networks could play a “virtuous”
function of public broadcasting of issues relevant to
individuals or different social groups: regarding Twit-
terin particular, Fernandez Torres & Paniagua Rojano
(2014) observe how “aware of the viral ability of this
network, planetary leaders possess official accounts
and many social movements have profiles on that
net” (p. 9). However and from a critical perspective of
this virtual participation, social networks impose spe-
cific languages, formats and rhythms that inevitably
influence the expression of political ideas. Thus, Trejo
Delarbre (2012) warns how argument, a basic require-
ment of an ideas discussion, does not find adequate
space within the Twitter format, while the diffusion of
messages occurs in an unequal way: even when every
user has the same opportunity to post messages, the
amount of followers finally determines the possibility of
being read. In this disparity, the author acknowledges
astructural feature of mass media, equally manifestin
conventional media.

Finally, and turning specifically to the impact of
the expansion of social networks on contemporary
journalistic routines, it is also worth mentioning
the redefinition of codes, times and spaces of every-
day interaction spaces that involves the assumption
of these new communication formats. On the one
hand, the market demand is directed toward a pro-
file of journalist “with versatile technological spe-
cialization in multimedia” (Tariez Lopez, Martinez
Solana & Abejon Mendoza, 2010, p. 92), demanded
more than in the past to incorporate on a daily basis
participatory feedback offered by diverse audiences
(consumers, experts, competition, among others). On
the other hand, while the agenda topics are updated
inincreasingly shorter cycles, the journalist is forced
to produce messages at the same speed as his audi-
ences, while retaining the professional criteria to
decide what news is. In this selective task, political
editors are aware that nowadays “monitoring the con-
tents of social networks (especially Twitter) becomes
an essential part of the work routine” (Humanes
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Humanes, Martinez Nicolas & Saperas Lapiedra,
2013, p. 727). Thus, itis warned how transformations
enabled in consumers from the possibilities offered
by NICTs and social networks run in parallel to the
emerging professional changes in the field of jour-
nalism, being both spaces —altogether and in their
feedback relationship— which require an evolution
of the news content.

(@JOURNALISTS Y #NEWS: THE CHALLENGE
OF FORMING AUDIENCE BY INTEGRATING
COMMUNITIES

Nine years' afterits inception, Twitter has generated
a communicative model that responds to the param-
eters established by the web 2.0 and social networks,
which could be defined from four characteristics: sim-
plicity, speed, mobility and community. Simplicity
manifests itself, first, on the fact that the Twitter site is
simple and intuitive to use, with few functions: writ-
ing messages, including the possibility of responding
to tweets, retweet® others content and follow users.
In addition, this simplicity translates into concision.
Users have amaximum of 140 characters® to synthesize
the idea, information or feeling they wish to commu-
nicate, but may extend this intervention through the
use of hashtags and links. A second feature that turned
Twitter into a powerful media is its speed, typical of
a fast culture (Cavallin, 2009) making its communi-
cative model synchronic, since it works under a tem-
porality where publication and reading times tend to
coincide. While this turns it into a viral environment
that facilitates rapid circulation and multiplication of
messages, it should be pointed out that these contents
are fleeting and, if not stored, their presence is lim-
ited to the followers’ timeline, which usually does not
exceed some seconds.

On the other hand, Twitter is a social network plat-
form, i.e. “an application with which you can interact
from messaging clients, email, SMS, web browsers
and their extensions, desktop computers, laptops,
netbooks, tablets, mobile phones and social networks”
(Orihuela, 2002, p. 33). Thus, the most faithful —and
consistent with the characteristics and the spirit of
this social network— use is the one performed from
the mobility both in production and consumption,
through the articulation between messaging and web-
site environment.
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Another feature of this network is its community
character, in which the form of communication is set
within the framework of “a set of communities and
relationships defined by each user” (Orihuela, 2002,
p- 33). Unlike most social networks, Twitter model is
asymmetric, since a user’s consent is not necessary to
be able to follow him. Also, and because of that, there
is no predetermination about content or publishable
genres, on Twitter each user understands its utility to
its own measure, according to the virtual world that
he creates. So, Twitter has become of strategic use in
the communication of news and information and jour-
nalists have appropriated it in the framework of the
routines of the media where they work.

While Twitter also represents a ludic platform and
that doubts about the reliability of the information place
inithave aroused, “more and more journalists are using
Twitter as part of their news gathering process (...) and
there are many people who embrace it because they
know that it connects them with their audience and
offers them clues and tips that often overtake wires”
(Brewer, 20009, cited in Cobos, 2010).

However, considering the characteristics that give
origin and structure to those social networks where
information and entertainment are permanently mixed
to the user’s desire, the participants of the network built
their own mechanism for following-up information
flows. So, it is the community that every user creates
which will determine the experience that he will get
from the social network: “the key to Twitter is not only
limited to achieve a large number of followers, but from
following the right people (...) with which information
comes to us” (Crucianelli, 2010, cited in Cobos, 2010,
p. 5-6). On the other hand, in this social network it is
possible to be in contact with multiple sources, find out
before traditional mass media of certain early alerts,
conduct interviews and consultations in a direct way
to different personalities and capture in real time mul-
tiple coverage. Also, its use by journalists transcends
the production and communication of information:
any professional can build his profile and public image,
create a brand and gain adherents, outside the scope of
the mediain which he works. As aresult, the journalist
can leverage Twitter as a platform to present informa-
tion or topics that cannot be treated where he works.

Within the social network, the journalist has the
challenge of generating a distinctive brand, beyond

Political Journalism on Twitter

“the global ability to post that anyone with connec-
tion to Internet has in the web 2.0 or literacy web”
(Lara Padilla, 2010, p. 98). In a “remix culture” users
“do things with things”, entering into dialogue with
the information they receive, and so, the opportunity
of “happen telling” produces a double phenomenon:
in addition to reporting, journalists open their pri-
vate life to social networks, while “not journalists” use
them both for telling details of their intimate life and
transmitting information. In this regard, Lara Padilla
observes “an effort within the personal self-represen-
tations to look professional, as happens in the field of
personal branding, while professional is disguised of
personal to look closer, more direct, more credible and
more independent” (p. (98). Within the new media
ecosystem, the journalist is forced to abandon his role
of equidistant mediator “to be an actor that oscillates
between the invisibility of the pit and the drama on
stage” (p. 87). As aresult, both their news production
routines and the editor or gatekeeper, among other
functions, accuse the impact of these transformations.

The extended use of networks in general, and of
Twitter in particular, leads to a reformulation of the
media landscape and the way of consuming informa-
tion. At the same time that social networks are incor-
porated into the information routine of an important
part of the population, that relies on the criterion of
selection of the community with which they identify,
the media are forced to acquire the logic of social net-
works not only by entering them, building profiles and
forming community, but also making their websites
friendly to them —the incorporation of Facebook and
Twitter buttons in every story of news websites clearly
illustrates this convergence to which the media were
compelled. Thus, the impact of social networks in the
information field would mark the beginning of a new
stage of “journalism 3.0 as a news production para-
digm, which will without doubt ma terialize both in
the introduction of new journalistic routines and in
the adjustment or reconfiguration of existing practices.

In the described contextand for this work, the theory
of newsmaking as a socio-communicative perspective
attentive to the conditions that make an event becomes
news recovers effectiveness, highlighting the impact of
factors both internal and external to the work of jour-
nalists, which operate by defining newsworthiness
values. Within news production routines, these crite-
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ria function as standards of professional reference and
commercial competition, in addition to become guides
for the selection of the available material and the way
of presenting it (Balbin, 2008). In the specific case of
Twitter, derivations of the newsmaking theory, such as
studies of gatekeeping, allow to recognize the perma-
nence of certain structures of hierarchy and authority
in the selection process that crosses both the search
and dissemination of news information. For example,
tracking hashtags and retweet of messages from the
users might be a second level of filtering, after jour-
nalists and media selection criteria (Canavilhas, 2011).
This way, users have a second gatekeeping based on
the content that their communities recommend, under
parameters that do not necessarily coincide with pre-
vious editorial criteria.

Finally, and agreeing with Orihuela (2002) that
if in the future Twitter disappeared its social impact
would remain, since “it has changed the way we
understand and practice the network communication”
(p. 22), the following question arises: How were the
municipal elections of September 18, 2011 covered
by the most influential journalists in the city of Cor-
doba via Twitter? Based on this question, two specific
objectives are set:

a) Identifying the characteristic of the cordovan jour-
nalistinfluential on Twitter and his/her news produc-
tion. Recognizing those professional identity features
that distinguish him/her from the amateur user.

b

=

Understanding the criteria of newsworthiness on
Twitter and how the process of gatekeeping within
this social network is produced, recognizing sim-
ilarities and differences regarding the traditional
journalistic production routines.

METHODOLOGY

Between existing social networks, Twitter was
chosen considering that its communicative model
entails important changes within the journalistic
world. As discussed previously, it is observed that
appropriation made by mass media, and particu-
larly by journalists, of Twitter is producing a radical
change in the communicative-informative industry.

First of all, Twitter is public, since anyone can
read posts by any user; you don’t need to follow
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someone to gain access to their information and, in
fact, it is not necessary to own a registered account
to be able to read what a user says. Second, studies
performed on journalists and media workers* have
concluded that these professionals prefer Twitter
over Facebook to perform tasks in their daily work,
such as contact sources, monitor trends, get quo-
tation of personalities or characters, interact with
the audience and publish content. Another reason
why Twitter was selected is that in this micro blog-
ging network were firstly announced many of the
most relevant news facts in the world®, providing
it with journalistic importance as source of scoops
and latest information.

On the other hand, it should be noted that this
research work is based on the production of Cor-
dovan journalists posted in their personal Twitter
accounts. This decision was taken since most of the
tweets published by the media that that use Twit-
ter are their news headlines with the link to their
website, which shows that their presence on Twitter
occurs mainly to pull traffic to their respective web
pages. In contrast, journalists on Twitter generate a
new way of doing journalism using it as a place to
contact sources, detect problems or trends, tell about
the development of a story, make real time cover-
age of various events, among other functions. So,
Twitter offers the possibility of integrating environ-
ments where “journalists and citizens who inform
and get informed coexist, in an eternal conflict
between the personal and the professional, and in
parallel, between the private and the public” (Lara
Padilla, 2010, p. 98).

THE POPULATION AND PRACTICES OBJECT OF STUDY

This research focused on the production of those
professionals who, during the period considered (Sep-
tember 2011), comply with certain specific criteria that
would make them subjects of the studied population. To
do this, we started with a total of 272 Twitter accounts
collected from different sources, such as public and
private rankings of Cérdoba users, Cérdoba media
lists, etc.; and on this initial group was neatly applied
asequence of cutbacks. Thus, to constitute the specific
subset of the more influential Cordovan journalists
on Twitter, the participants shared the following attri-
butes: self-identify as journalists, working in the city
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of Cordoba to local mass media in general or political
information and be influential in the social network.
Below is the specific content of each distinctive axis:

Self-identification as journalists: since Twitter
is home to journalists and people who have other
occupations, activities and communicative inter-
est, but which also share information, we selected
only those users who in their Twitter account bio®
self-define as such.

From Cordoba: Twitter is a global media, so jour-
nalists from all over the world can be found. To be
able to assess local routines we chose those accounts
of journalists whose location (within their account
profile) specified they lived in Cérdoba, Argentina,
or those whose bio expressed working for a mass
media of this city.

Working in local mass media: considering that
the case of analysis is the election coverage con-
ducted by local journalists on Twitter, aiming to
distinguish their professionalized activities of other
users during a political event of high visibility as
it is a municipal election, we selected accounts of
journalists who in their bio said to work to some
Cordobamass mediain order to observe how is the
performance on Twitter of professionals who carry
out similar activities in conventional media and
assess the impact of different institutional member-
ships in the news production within that network.

Dedicated to political or general information:
to meet this criterion, it was necessary to resort to
some indirect indicators, since not all journalists
specified in their Twitter profiles to work in these
areas (assuming them almost tacitly as natural-
ized objects of the profession), but they did delimit
other areas of professional intervention. Asaresult,
we adopted a supplementary criterion, discarding
those journalists who in their bios stated to work in
an informative area different from politics, general
interest, citizens or sections/segments of coverage
of the election campaign.

With influence: considering this social network
characteristics that determine who is influential and
who is not, those journalists who could be influ-
ential by exogenous criteria, such as, for example,
seniority in the profession, or the public or insti-
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tutional recognition of their local career do not
constitute subjects for this research. Thus, the cri-
terion of influence was determined strategically,
valuing together three criteria: first, a Klout index
score of approximated 40 points, to include a reli-
able measure and a lower degree of arbitrariness
which could be interpreted in a complementary
way with previously established criteria; second, a
historic volume of tweets registered at the time of
field work not less than 400; and third, over 200
followers, as parameters that would be evaluated
again in relation to the previous selection criteria.
It is important to point out that Klout is an exter-
nal application to Twitter that measures the influence
of each user in the network, through a scoring system
consisting of a scale that ranges from 1 to 100. Itis a
complex formula made up of a series of algorithms
that assess different parameters, such as the num-
ber of followers (and whether they are real or inactive
accounts or spam), the reciprocity with people that is
followed, the influence of those who retweet the mes-
sages, and so on. In this ranking, average users often
reach a value below 40 points, while public figures get
higher scores. Even though today there are alternative
tools (eg. Tweetgrader, Twitalyzer, Kred, among oth-
ers), attempting to overcome certain criticisms received
by Klout —focused on the relative effectiveness of any
attempt to measure a human and social phenomenon
such as “influence”™ at the time of fieldwork for this
research (2011) Klout was considered the most pres-
tigious and easily accessible free service of this type.
Among its advantages there is still the possibility of
obtaining a clear and well defined map of influence
along with the feasibility of integrating this service
with other web applications and a permanent search
for methodological evolution from new strategies of
evaluation of real extent, probability of amplification
and ability to motivate others to action.
Afterapplying the explained criteria, the target pop-
ulation was 45 journalists (16.54% of the total collected
Twitter accounts), belonging to different local media
companies, in order to provide certain heterogeneity
to this sample composition. Likewise and regarding
the two phases of the research process, that will be
explained in detail in the following section, during
the first stage of virtual ethnography it was possible to
reach 100% of this target population, complying with
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the analysis of the public Twitter profiles of the 45 listed
professionals, while during the second phase, corre-
sponding to the population survey, this rate decreased
t0 66.67%, considering that only 30 of the 45 selected
cases answered it.

PERIOD AND CORPUS OF ANALYSIS

The media coverage was retrieved from the tweets
published by the more influential Cordovan journal-
ists on Twitter, during the municipal elections in the
city of Cordoba, occurred in September 2011. In this
context, it should be noted that the different elec-
toral processes’ that occurred in the same year were
the first political events to reach massive coverage on
Twitter since this became a fairly massive social net-
work in Argentina®.

On the other hand, the work focused on munici-
pal elections’, with the idea of establishing an effec-
tive territorial basis for an in-depth analysis, since if
national or provincial processes were selected it would
have been necessary to identify journalists from all
regions, generating a corpus too extensive and com-
plex to approach. These municipal elections took place
on September 18, 2011, resulting winner the formula
Ramon Javier Mestre —Marcelo Cossar, of Union Civica
Radical, with 36% of the votes, beating Olga Ruitort
(Alianza Fuerza de la Gente) and Héctor Campana
(Union por Cordoba), which obtained the second and
third place, respectively.

As a temporary framework to observe elec-
toral press coverage we chose the weeks preceding
and following the day of the elections. This deci-
sion derived from previous studies (Paz Garcia &
Gonzdlez, 2011; Paz Garcia, 2013) where it is verified
that those fifteen days involve the greatest amount
of news related to this political event. Almost uni-
formly, in these studies was corroborated a corre-
spondence between this two weeks and editions
with the highest density in number of words used
in headlines, headings, and first paragraphs. Also,
whereas the present is an exploratory research,
we consider the possibility of finding differences
in the extent and pace of this intensive phase in
the case of Twitter, since in previous studies media
coverage was addressed based on the press, whose
media logic certainly presents particularities that
distinguish it from social networks.

Political Journalism on Twitter

COLLECTION TECHNIQUES AND DATA ANALYSIS

In this research we opted for the development of
an analytical triangulation strategy, using comple-
mentary more than one technique for the collection
and information analysis, in order to capture differ-
ent dimensions of the researched problem and pro-
vide the results obtained with precision and depth.
Thus, we decided on a mixed research design “mix-
ing simultaneous or parallel qualitative and quanti-
tative approaches throughout all phases” (Rodriguez
Sabiote, Pozo Llorente & Gutiérrez Pérez, 2006, p.
294). Based on a situational and descriptive study of
communicative routines and public profiles of selected
journalists, the analysis is then moved to the charac-
teristics of its coverage on Twitter during the electoral
process, incorporating their individual responses to
a survey applied to a deepening or second initiation
of the investigation.

Inafirststage, using the method of virtual ethnog-
raphy, we observed attributes and properties shared
by the selected group in quantitative terms, to then
delve into the interpretive analysis of the election
tweets produced by them, seeking to understand
how Twitter was used in a journalistic level, how
they interacted with other users and how they used
the tools provided by the network. Although tradi-
tionally the newsmaking studies used a participant
observation technique (Lopez, Blanco, Scandroglio
& Rasskin Gutman, 2010), it should be noted that,
in the case studied, the presence of the researcher in
anewsroom would have little use. Twitter is charac-
terized by the possibility they users have of carrying
out journalistic coverage and announce news at all
hours, added to the fact that most of the tweets that
are part of the corpus of this research often were per-
formed outside of the newsroom and regular work-
ing hours of the journalists. For this reason, virtual
ethnography as a specific scientific tool is adopted to
address web phenomena.

Ethnographyisamethod of research which, within
the framework of cultural anthropology, focuses on
the analytical description of scenery and cultural
groups. This technique, applied to the Internet, has
been used to study different types of communities
through the involvement of the researcher in them,
asa method whose “goal is not only to study the uses
of the Internet, but also social practices online and

CUADERNOS.INFO N° 34/ JUNIO 2014 / ISSN 0718-3661 / VERSION ELECTRONICA: WWW.CUADERNQS.INFO / ISSN 0718-367X

140



PAZ GARCIA, A. P.y SPINOSA, M. M.

how these practices are significant for the people”
(Ardevol, Bertran, Callén & Pérez, 2003, p. 73). Thus,
one of its main characteristics is that technological
mediation is present during the entire process, both
in participant observation and registration and con-
struction of the data, i.e., “there is no apparent dis-
tance or transformation between behavior and its
registration, as they both are made of textual inter-
action” (Ardevoletal. 2003, p. 76). In this regard, the
object of study of this work is neither in the text that
we see on screen, nor behind it, being drawn from a
heuristic feedback between the research experience
and the systematic recording of practices on Twitter
of the journalists studied during the stipulated period
of election coverage. In thisregard, there are not prior
categories that guide the observation of hypotheti-
cal-deductive mode, but on the contrary, a process
of inductive interpretive research and based in the
constant comparative method (Sarlé, 2005) used as
a strategy for recording and analysis in accordance
with the foundations of the theory founded on data
(Glaser & Strauss, 1967, in Soneira, 2006). Under
this logic of inquiry, we proceed to the identifica-
tion of substantive categories and to an open coding
of their fundamental properties, seeking for a “the-
oretical saturation” point as an indication of signifi-
cant regularities.

In a second phase we applied a population survey
built on the basis of the information accumulated
from the previous stage, in order to bring accuracy
to the analysis considering how journalists described
and interpreted individually their communication
on Twitter. The survey consisted of four sections —
personal data, information about connectivity and
Internet use, Twitter employment data and opinion
about the journalistic use of Twitter during a period
of election coverage—and consisted of a text file sent
directly to the email accounts of the selected journal-
ists, involving commitment to download it, complete
it and forward it by the participants, along with the
maintenance of their responses under conditions of
confidentiality and anonymity as the obligation of
the researcher. Thus, evaluating the individual per-
ceptions of 30 of the 45 members of the objective
population that responded to this instrument on the
journalistic-electoral using of Twitter, it was possible
to deepen the analysis of certain differences and sig-
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nificant similarities regarding traditional informa-
tion routines.

RESULTS

The following is a synthesis of the main results of
research on the profile and the evident routines on Twit-
ter of the studied journalists. In this regard and for a
more orderly reading of the collected data, we reversed
the chronological order of the fieldwork phases (eth-
nography-survey), beginning with a general description
of the socio-demographic profile of the participants in
the first section (“Profile of the cordovan journalist...”),
to then advance in the specifics of their way to interact
and communicate during election coverage within the
last two sections (“Criteria of newsworthiness...”, and
Gatekeeping in Twitter...).

PROFILE OF THE CORDOVAN JOURNALIST ON TWITTER
Regarding their socio-demographic profile, based
on the process of surveys we established that among
the studied Cordovan journalists dominate men, in
their thirty-something, with university studies, sin-
gles, who tend to remain online'® and work in only
one media, generally dominant or leader of the local
market, considering that —as it can be seen in chart 1-
66.64% works in companies corporately related to the
Clarin Group (such s the case of the newspaper La Voz
del Interior and Dia a Dia, the television signal Canal
12 and AM radio frequencies Cadena 3 and Mitre).
Considering that 75.55% of the most influential
on Twitter Cordovan journalists are men, two pos-
sible readings are imposed based on these data. In
the first place, it would be male journalists who to
a greater extent or more often turn over their work
in this social network, managing to achieve greater
influence. Second, this male predominance might
indicate that certain asymmetric structural patterns of
the journalism job market are reproduced on Twitter.
According to the project for monitoring global media
(Proyecto de Monitoreo Global de Medios, 2010), in
the year 2010 women journalists made 37% of the
news spread in the world and occupied 34.4% of the
jobsin the areas of production and newspaper design.
In the same direction', the global report on the sta-
tus of women in the media made by International
Women’s Media Foundation in 2011 says that men
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Chart 1. Local media companies where most influential on Twitter Cordovan journalists devoted to political

information work
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Source: Own elaboration.

occupy 74.1% of the senior management positions
and 71.3% of the intermediate hierarchy positions
in journalistic enterprises, while in the professional
technical area women have only 26.8% of the jobs.
In Argentina, the project for monitoring global media
2010, national report, stipulates that hard subjects
are presented or treated by men journalists: they are
in charge of 60% of the news of politics and govern-
ment, 71% of economy and 61% of those referring to
crimes and violence. Also, news sources are men in
65% of cases. On the proportion of gender in media,
the graphic format is the more egalitarian, by having
49% of women, while television is the most unequal,
with just 17%'2.

Also, expanding the analysis of the institutional
membership of the studied journalists and recall-
ing that three-quarters of them demonstrated to
perform work in only one media, it is interesting
to contextualize this data with the average time in
their work: between five and ten years for 48.28%
and more than one decade for 34.48%. This, in
principle, would indirectly indicate that these pro-

44

2,22 2,22 2,22 2,22 2,22 2,22 2,22 2,22 2,22 2,22 2,22

fessionals have journalistic production routines
already incorporated into their daily work, consid-
ering that the continuity of several years in their jobs
gives them the possibility to both apprehend them
and generate them in the context of their respective
roles and tasks.
On the other hand, even though none of the reporters was
defined as “digital”, there was a presence of characteristics
and professional routines where Internet is confirmed as a
fundamental and essential part of their journalistic work.
Thus 80% of the studied professional connects every day
to the Internet —both from their work as in their home- as
43.33% do so throughout the day, using the web as the main
tool of production and dissemination of information, mee-
ting the three phases of the news production theory (news-
gathering, newsmaking and newsreporting). Also, while half
of the professionals say that they have learned to use Twitter
withoutany course or aid —appropriating this social network
and other new technologies instinctively and self-taught—,
seven out of ten participated in the election coverage using
a smartphone and thus fulfilling one of the central featu-

res of this social network, “mobility” (Orihuela, 2002, w/p).
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Finally, and regarding the use of Twitter within
routines of work fulfilled on a daily basis, between
the conventions forming part of this negotiated order
corresponding to the production area in the journal-
istic field, it was possible to recognize the validity of
some guidelines adapted and incorporated as exter-
nal standards (Pereira, 2010). Thus, it is possible to
observe how, in the new construction or upgrading of
informational routines that occurs within the social
networks and because of its effect, this role is fulfilled
by some regulations for using Twitter set by tradi-
tional mass media, in relation to their Twitter active
journalists. In the case of Cérdoba, only three com-
paniesimposed this type of guidelines: Cadena 3, La
Voz del Interior and Dia a Dia, although only some of
the journalists working in these local media reported
so. Within the framework of these rules, there are
policies to engage with other Twitter users —as try-
ing to avoid confrontations— and behaviors related
to the news as substantial journalistic product —such
as the guideline that the scoops obtained in work-
ing hours should be communicated through official
media account rather than the personal. Regarding
this situation of regulation or attempt to control the
social performance of their journalists by some media
companies and the possible implications around the
involvement of personal rights, even though globally
this type of rules generates controversy, locally all
respondents Cordovan journalists who indicated that
their media stipulated rules for using Twitter were in
favor of their establishment.

In addition, and on the use of this social net-
work further than the journalistic field, journal-
ists considered that Twitter is insufficient to be of
great importance for the society in general, for dif-
ferent reasons. On the one hand, some respondents
referred that the use of this network would not be
sufficiently extended in our country, which contra-
dicts with 2011 previously referenced data: Argen-
tina is the third Latin American country with more
Twitter accounts and the seventh in the world with
greater scope of population online, even when this
access only affects 18% of population. On the other
hand, journalists pointed out that the usefulness of
Twitter in our country would be reserved to a profes-
sional medium or high class, consistent with local
investigations (Paz Garcia, 2011), which found that

Political Journalism on Twitter

the use of Internet for political information shows a
greater scope within the Latin American region as
the level of education or socio-economic level of the
audiences increases.

CRITERIA OF NEWSWORTHINESS: SELF-
REFERENTIAL SELECTIVITY

From the point of view of its influence on Twitter,
studied journalists presented a typically informer pro-
file, replicating the characteristic of the more traditional
or conventional mass media unidirectional model. In
this regard and on the basis of the data summarized
in table 1, we observed that 82.22% of these profes-
sionals have more followers than people they follow.
In this context, through the process of virtual ethnog-
raphy, we observe that they devote greater amount of
tweets to send information than to interact with other
users, answering more questions than asking them
and displaying themselves as resources or authority
over different issues.

Also, and particularly in the case of table 1, we
can see that in the operation of the selection criteria
set out in the previous methodological section, three
cases (28, 37 and 45) of Cordovan journalists not
amounting to a Klout score of 40 points were included,
although they did meet the remaining parameters:
amount of followers, tweets volume, self-definition,
institutional belonging to local mass media, etc. It
should be noted that simultaneous consideration of
this multiple set of criteria for selecting the sample
allowed to include very different cases of journalistic
behavior within Twitter: while some journalists with
most experience of intense use of the network and
possessors of the highest Kscore recorded a number
of followers lower than the average (for example, see
case 2), there were other professionals with a more
moderate trajectory, also with high Kscore, although
in the context of a much more significant number of
followers (such is the case of the user number 10,
which has a volume of followers six times higher
than the average).

Secondly and in connection with the multimedia
character tacitly assumed by nearly 50% of the sur-
veyed journalists (regarding the behavior of staying
connected all day and recognizing Internet as a main
tool of their work, issues mentioned in the previous
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Table 1. Twitter production data of journalists selected during the analyzed election coverage

N° User Entry Historical Klout Followers  Followed Tweets during the coverage
date tweets  Score Total Electoral
1 maximotell 28-10-2009 35980 69 2768 2182 624 5
2 gron 06-07-2007 15144 57 1353 346 380 2
3 DEMIANEDIAZ 02-04-2010 11514 60 893 739 836 6
4 jperotti 08-05-2008 7525 61 3698 1004 245 51
5 MjVillalobo 31-10-2010 7432 60 798 479 423 5
6 pablogvaldes 05-03-2010 7172 52 836 650 258 14
7 fcocenteno 23-09-2010 6902 51 930 325 273 56
8 MJimeD 22-05-2009 6545 49 899 318 167 1
9 canquismith 01-06-2010 6251 51 620 949 347 0
10 latessio 02-09-2010 6243 67 12466 355 305 0
11 robledodiego 23-09-2010 5924 51 1185 556 350 44
12 DiegoMarconetti 04-06-2009 5829 52 1475 550 175 59
13 elpepereyna 02-06-2010 5551 54 1374 1489 241 54
14 MaxDelupi 10-07-2007 4979 56 2605 1253 132 5
15 chatran 11-04-2007 4866 46 1499 604 63 4
16 pabloirossi 28-06-2009 4781 63 8695 661 90 1
17 Lisandrocordoba 20-02-2009 4407 45 1777 634 42 17
18 gdelupi 29-09-2008 4082 42 1302 625 116 3
19 JMGonzalez30 02-06-2010 4077 51 1049 253 185 74
20 vickyferreyra 20-06-2010 4047 49 989 199 152 3
21 Agustinavivanco 15-04-2010 3540 48 859 383 123 14
22 ftolchinsky 06-07-2009 3361 53 2526 226 133 43
23 GerardolLopez 16-09-2008 2999 57 4748 76 124 9
24 andres_oliva 28-05-2010 2953 47 729 933 213 3
25 JoseBusaniche 15-08-2007 2744 43 630 247 130 12
26 juancsimo 31-10-2008 2649 43 1339 724 39 2
27 danicurtino 15-10-2010 2628 39 325 89 11 0
28 MarianoNievas 17-09-2010 2256 47 802 716 67 8
29 FLAVIALOCUTORA 15-07-2010 1889 52 1966 361 151 4
30 silviaperezruiz 20-06-2010 1568 45 1207 307 70 6
31 ssuppo 05-06-2009 1486 54 2373 554 93 41
32 pamelamolero 14-01-2010 1421 44 280 459 200 0
33 battaglino 25-06-2009 1358 61 2719 530 34 19
34 JuanTurello 25-06-2009 1158 40 2433 323 38 2
35 mmcardarelli 15-04-2008 1109 42 641 478 52 0
36 chinososa 26-09-2008 1103 45 377 346 41 0
37 CaioLamberti 12-02-2011 1027 40 211 4486 46 15
38 juanpgcha 28-07-2010 887 39 414 89 48 1
39 plaulanmartinez 17-02-2011 832 54 795 919 93 36
40 VeronicaSuppo 21-05-2010 800 52 1516 573 207 88
41 PabloVottero 28-04-2011 730 40 76 168 91 1
42 fredybustos 07-12-2008 683 52 308 188 130 9
43 julicanias 04-10-2010 562 47 963 457 32 12
44 jpviola2000 25-07-2009 500 43 525 187 29 3
45 pablodlv 22-10-2008 412 32 216 335 16 0
Cantidades Totales 199906 7615 732
Cantidades Promedio 46,89 1693,09 539,67 169,22 16,27

Fuente: Elaboracion propia.
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Figure 1. Example of electoral Tweet with a photo taken by the journalist

Lisandro Guzman
LISand oDa

- [

#CBAvota El abrazo de Schiaretti y Mestre
retratado por José Hernandez fotografo de
@LAVOZcomar pic.twitter.com/FwsTOqlK

4 Reply T3 Retweet W Favorite  ®®® lore

Fuente: Corpus de tuits recolectado en fase intensiva de la cobertura electoral municipal.

section), within the corpus of tweets it is observed that
only 15.55% of the produced messages corresponded
with a ‘multimedia’ journalistic attitude, as it is taking
photographs of an event to instantly upload them to
the social network. While such messages represent a
minority within the corpus, this behavior stands asan
attitude of digital journalist's coverage, in the sense of
the example of treatment presented in figure 1.

Also and before beginning to describe what were
the criteria of newsworthiness retrieved from Twitter
by this research, is noteworthy that only 9.6% of the
messages (732 from a total of 7.615 according to data
reported in table 1) issued by journalists during the
intensive phase of coverage were “election tweets” in
the strict sense, i.e. tweets that made explicit, formal or
informal, reference to the electoral act, the campaign,
politicians, election coverage, voting, counting, among
other specific issues related to the theme of the 2011
municipal elections. This figure illustrates the reduced
space that this event had at the Twitter agenda, where
the prevailing criteria was the self-reference, shown in

the marked disposition of the media discourse to refer
toitself or to the competition, in a context of journalis-
tic production where transmitter and referent tend to
coincide on circular themes that even relegate to the
background the conventional media agenda issues, as
in the studied case. In this sense, media “adopt as a ref-
erence of communication communication itself, to the
point of setting up a media reality, artificial, autono-
mous and oversized, with broad resonance in the modes
of knowing, feel or imagine” (Barranquero Carretero,
2012, p. 244). This self-reference was observed at least
in three main ways.

First, this condition manifested in the operation of
anetwork of contacts among colleagues who know and
trust each other, allowing them to interact professional
and informally in simultaneous. Proof of this is that
47.10% of the mentions that studied actors performed
was to to other journalists, frequently aimed at add-
ing curious notes, relax and joke with colleagues, as
shown in the following example, where two journalists
are informally interacting in a relax way in Figure 2.
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Figure 2. Ejemplo de tuit autorreferente de caréacter informal

Chelo Meloni

chelomelonicba

Details

Julio Perotti i~

jperotti

@jperotti sumemos un #tirenalgoparalacalle jajaja

13 Sep 11

o Follow

@chelomelonicha Pasa por Avda. La Voz del

Interior 6080 #tirenalgoparalacalle
4 Reply T3 Retweet W Favorite  ®®® Lore

10:11 PM - 13 Sep 11 - Embed this Tweet

@jperotti @chelomelonicba

Source: Tweets corpus collected during the intensive phase of municipal election coverage.

Second, we detected that journalists in traditional
media were the main sources of information mentioned.
Inthisregard, it was observed that retweet was the most
common interaction between journalists —69.79% of
retweets was made to journalists, 21.48% to general
public and 8.72% to media accounts—, demonstrating
animportant level of trust in their colleagues informa-
tion or analysis, to the point of appropriating them by
using the formula “via @user” to quote a journalist,
media or program.

Third, it should be noted that nine out of every ten
links published by the journalists studied belonged to
alocal mass media, which shows that, like the average
user, journalists choose conventional media as a source
of priority information. In this context, newspapers
would continue being more effective agenda setters
in the field of political news, taking into account that
LaVoz.com.ar was the most referred website: of the 63
shared links, nine of the eleven that were replicated by
more than one journalist belonged to the online ver-
sion of that newspaper.

Finally, self-reference was also evident in the fact
that journalism and journalists themselves became
topics of agenda. The relieved corpus shows that
journalists speak constantly of journalists and jour-
nalism, both formally and informally: for example,
during election coverage journalists set as an import-
ant theme the backstage of their work, even adding

photographs. Le., they and their work became a sub-
ject worthy to share communally, in a most dedicated
way than the one given to political or electoral news
issues. This confirms that in social networks what
is important is to happen telling and that, in that
sense, journalism seeks to personalize the informa-
tion and introduced itself socially, showing what for-
merly was reserved to those who had access to the
news “kitchen”. Local access to Twitter keeps actors
and privileged relations between followers and fol-
lowed, although receiving some share of spontaneity
and immediacy in shared messages. L.e. the agenda
of themes opens while still keeping within an area
controlled by the journalistic and political elites, both
favorite users of this community, at least in Argen-
tina (De la Torre & Dillon, 2012).

On the other hand, regarding the content of the
news we can observe that, as happens with the press
election coverage (Paz Garcia & Gonzélez, 2011),
candidates most often mentioned in the corpus
match which were at the top of the polls and vot-
ing intention polls. In addition, we detected that
the other candidates were only named by a partic-
ular fact —such is the case of the curious interven-
tion of Jorge Aguiero" in the debate— in contrast to
characters and organizations that took over much
of the news, monopolizing the Twitter media agenda
of 2011 elections. It is seen how neophytes on the
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Figure 3. “Official” hashtag of the local election coverage on Twitter

" —
o

#CBAvota es el hashtag que se usara hoy en
las elecciones de Cordoba Capital

4 Reply t¥ Retweet W Favorite  ®®® Jiore

Lisandro Guzmaén

1

:i‘g

Source: Tweets corpus collected during the intensive phase of municipal election coverage.

political stage manage to become news (Valderrama,
20006) by making themselves noteworthy by a more
or less public act.

GATEKEEPING ON TWITTER: PERSONALISM AND
INSTITUTIONAL IDEOLOGY

Inrelation to gatekeeping, we can observe that even
though the journalist is the owner of what he publishes
inhis tweets, information also passes through the dis-
semination and publication of people’s different hier-
archical levels which play the role of gatekeepers. Such
is the case of those who tweet on behalf of the media
where they work and are governed by the guidelines
that they set regarding the use of the social network.
Inaccordance with 46.67% of respondents than in the
previous phase pointed out that they send messages on
their behalf or “on behalf of their media” depending
on what tweet it is, the use of hashtags during cover-
age as tweeting guidelines of the informational content
identified by the community as significant or import-
ant messages should be noted. The most commonly
used hashtag was #CBAVota, since 91.67% of profes-
sionals who used this tool opted to accompany their
tweets with it. It should be noted that most (77.27%)
used it only on the day of the election and none did so
the following days. The example below shows that one
journalist of the sample published a tweet indicating
that #CBAVota would be the “official” hashtag of elec-
tions, showing that there was some level of coordina-
tion among journalists to use the same hashtag, then
used by other members of the social network.

In addition to #CBAVota there was not another
hashtag repeated with the same intensity, although
it was possible to identify themes within which

other hashtags used by journalists, such as #Elec-
ciones, #Eleccionescba or #Cordoba can be included.
Some of these professionals also added hashtags to
their tweets to express anger, disapproval, or make a
claim, and to make ironic comments or jokes related
to the elections.

It should be noted that, in addition, in this research
we observed that journalists used Twitter developing
functions that they did not verbalize at the survey.
Among them, as shown in the examples below, are
self-promotion and advertising their journalistic pro-
duction and presence in programs or media, within
the framework of the same self-referential dynamics
referred to in the criteria of newsworthiness: self-ref-
erential selectivity section.

Both these tweets refer to the journalists work in
their media: the first says that the guest for a program
isalready on the studio, to be interviewed by the jour-
nalist, and the second is a link to the journalist’s col-
umn in his newspaper.

However, media professionals seem to not be aware
of this situation, given that on the results of the sur-
vey they did not recognize using this social network
to transmit data on their work or the backstage of
their own tasks. Also, the corpus analysis shows that
journalists broadcast analysis and opinions about the
campaign or the election results as a regular situation,
which wasnot explicitly warned by these professionals
when they were consulted on this aspect in the survey.
Another evident contradiction was that surveyed jour-
nalists reported that Twitter works as a useful media to
capture complaints from citizens about the electoral
process, but this could not be verified in the analysis
of their production during the coverage.
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Figure 4. Examples of formal self-promotion tweets

Francisco Centeno
fcocenteno

A
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f Rl Following

Ya esta en los estudios de @venimanana el

intendente @dgiacomino
4 Reply T3 Retweet W Favorite  #®® Kore

11:07 AM -1 p 11 - Embed this Tweet

e
9

=

Roberto Battaglino -

battaglino

' Follow

Mi columna en @ LAVOZcomar bit.ly/qqYJ7e

4 Reply T3 Retweet W Favorite  ®%® Lore

8:50 AM - 14 Sep 11 - Embed this Tv

(@battaglino @LAVOZcomar

Source: Tweets corpus collected during the intensive phase of municipal election coverage.

CONCLUSIONS (A NON-CLOSURE)

Asoutlined, in general terms, in the journalistic use
of Twitter at the local level we have seen a replica of the
journalistic model of traditional media for the coverage
of fundamental political events, such as electoral pro-
cesses. Applications and functions, both highlighted
by Cordovan journalists as observed in the messages
produced by them in that network, could be summa-
rized in the following:

a)
b)
V]
d

Communicate or find out about last minute themes.
Maintain contact and interaction with colleagues.
Work as a source of information network.

Perform live coverage and follow the minute-by-min-
ute of events (thanks to Twitter synchronic model
where time in which events happen coincides with
the publication and reading).

Transmit curious data of an event.

e)
f) Transmitspecificand changing data, function rep-
resented in the case of the elections by the evolution

of the voting results.

g) Capturing information and keep in touch with the
audience, being useful to monitor the climate of
public opinion during the elections.

h) To reproduce news from media they work at.

) Use hashtags to track specific topics.

Although many respondents envisioned Twitter
as a space to work freely without the fetters of tradi-
tional media, in contrast and as stated in the presented
results, there is an evident reproductive relationship
between coverage finally developed by Cordovan
journalists within the social network and the con-
ventional work within the framework of journalism
1.0. Even though most of the journalists consulted
considered that in that social network they could do
journalism from the moment of newsgathering to
newsreporting stage, they also warned that its cred-
ibility as a workspace depends on people followed
and, in this sense, they valued the check of circu-
lating information in the same way as professional
practices require it with any other provider of jour-
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nalistic information sources. Thus, in the framework
of the local case analyzed, it was possible to observe
that Twitter is part of the daily work of the journal-
ists, impacting on their production routines. While,
at a stage prior to the expansion of social networks,
certain journalistic routines corresponded with the
professionals of a particular media company, they
now seem to build and cement among profession-
als of different media, within a working space that
Twitter amplifies and reconfigures, introducing new
work patterns. An example of this is the agreement
that occurred around the hashtag used to commu-
nicate about the 2011 municipal elections in Cor-
doba (#CBAVota), which was used by nine of every
ten journalists tweeted about the development of the
local political event.

Finally, itis interesting to note that although Twitter
could be considered as a space where journalists can

FOOTNOTES

Political Journalism on Twitter

express themselves transposing censorship and ideo-
logical or commercial pressures from the media and
institutions they work for, it seems that such restrictions
are maintained in the routines of professional produc-
tion, with significant differences between what is pub-
lished in their personal tweets and the content of the
media links they post. It is not possible to establish if
this depends on an internalization of certain implied
rules or code-sharing of journalistic work that trans-
lates into the use of the social network, or whether it is
due to the existence of direct or indirect pressure from
hierarchical control of the corresponding media. How-
ever, it is a strategic issue to resume in future research
on the consequences that these practices of self-cen-
sorship could have in the field of professional ethics.

1. The first tweet was published in March 20086, as the social network says on its page. See https:about.Twitter.

commilestones.

2. To retweet means to publish the message made by another user in ones profile.

3. In 2011, this feature incorporated Twitter into the micro blogging social network category, being the most important
of this kind, with 100 million active users. In this regard, cfr. “The new figures behind Twitter”, 25-10-2011, available in
http://www.clasesdeperiodismo.com [consulted 08/12/2013].

4. See “Un 639% de periodistas usa Twitter para reportear”, 21/11/2011 and “Twitter es mds usado que Facebook por periodistas y
bloggers”, 20/01/2012, journalistic reports available online: http://www.clasesdeperiodismo.com

5. Significant examples are the notice given by a passenger on a ferry on the plane accident in the Hudson River in New
York, or the man who unknowingly tweeted the step by step of the detention and murder of 0sama Bin Laden.

6. Every Twitter account has a section called profile. Each user can add there: name, picture (called avatar), city and
country of location, and write a bio (biography or description about who he/she is) of up to 160 characters.

7. Four instances of vote were attended by Cordovans that year (2011): simultaneous and mandatory open primaries,
provincial elections, municipal elections and national elections.

8. During 2011, in Argentina grew 80 use of smartphones (smart cell phones that have Internet access). Approximately
3.3 million units of these phones have data plan that allows them to access to the web (Cfr. “80 grew the number of
smartphones in the country last year,” Infobae, 17-10-2011, available at http:www. infobae. com). In 2012, Argentina is
firstin the world ranking of use of social netwaorks (Cfr. “Argentina is the country where most commonly used social
netwaorks”, Clarin, 26-12-12, available at http:.www. Clarin. com) and seventh in the ranking of the ten countries where
Twitter has the greatest reach among the population in line, with a penetration of the 18 (“Los 10 paises més adictos a
Twitter en el mundo”, 29-04-2011, disponible en http:alt1040.com201104los-10-paises-mas-adictos-a-twitter).

9. According to the Electoral Code of Argentina (Law No. 19945), the city of Cordoba, in its condition of capital
Department of the province, for electoral purposes constitutes a “section” within the national system.

10. Around the 64 studied journalists it had between 30 and 39 years old at the time of the study, had with University
studies, single marital status and possessed a middle (C1),-high socioeconomic level or protection (C2). In the section
of socio demographic information composed by questions of alternative fixed to the inside of the applied population
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survey, the socio-economic level was measured by an index that looks into the relationship between amount of people
contributing revenue and members of the household, the educational level of the main breadwinner of the household,
occupation, health coverage and indicators of poverty (cf. “NSE 2006. Background, conceptual framework, methodology
and fortresses”, 2006, Commission of link institutional AAM-SAIMO-CEIM, available online at http:.www.saimo.org.ar
11. Both reports can be consulted in http://bit.ly/RZkDft

12. The full report can be downloaded at http://bit.ly/1oPabpr

13. It is the candidate of the party Concentracion Popular. Journalists who mentioned him did it in an informal and
humoros way to allude to a comment he made during the debate organized by the National University of Cordoba (UNC),
when he called Cordovans to “make love before and after voting”. An example: Roberto Battaglino (La Voz del Interior)
issued the following tweet: “Agliero had 1.430 votes. Have they all fulfilled the candidate’s request of voting after sexual
intercourse”? (https://twitter.com/battaglino/status/115607934205042688).

REFERENCIAS

Ardévol, E., Bertran, M., Callén, B. & Pérez, C. (2003). Etnografia virtualizada: la observacion
participante y la entrevista semiestructurada en linea, Athenea Digital, 3. En http://www.ssoar.info/
ssoar/handle/document/6477

Balbin, C. (2008). La produccion de noticias. En M. T. Banquel de Riccitelli, (Ed.), Los medios ¢aliados o
enemigos del puiblico? Derivaciones de las teorias de la comunicacion surgidas en los setenta (pp. 239 a 277).
Buenos Aires: Editorial de la Universidad Catélica Argentina.

Barranquero Carretero, A. (2012). Teoria de la autorreferencia mediatica. Un balance critico de los
primeros estudios, Estudios sobre el Mensaje Periodistico, 18(1), 2012, 243-258. En http://revistas.ucm.
es/index.php/ESMP/article/view/39368

Bowman, S. & Willis, C. (2003). Nosotros, el medio. Como las audiencias estan moldeando el futuro de las
noticias y la informacion (Trad. por G. Franco) Arlington, VA: The Media Center at the American Press
Institute. En http://libros.metabiblioteca.org/bitstream/001/265/8/nosotroselmedio.pdf

Brewer, D. (2009, 28 de junio). Editorial ethics for Twitter journalists. Media Helping Media [online]. En
http://bit.ly/1pAyQxU

Canavilhas, J. (2011). Del gatekeeping al gatewatching: el papel de las redes sociales en el ecosistema
mediatico. En F. Irigaray, D. Ceballos & M. Manna, Periodismo digital: convergencia, redes y moviles.
Rosario: Universidad Nacional de Rosario/Fundacion La Capital. En http://www.fpdrosario.com.ar/
foro/2011/06/periodismo-digital-convergencia-redes-y-moviles/

Castells, M. (2005). La era de la informacion: Economia, sociedad y cultura. Vol. 1, La sociedad red. México, D.F: Siglo XXI.

CUADERNOS.INFO N° 34/ JUNIO 2014 / ISSN 0718-3661 / VERSION ELECTRONICA: WWW.CUADERNQS.INFO / ISSN 0718-367X

150



PAZ GARCIA, A. P.y SPINOSA, M. M, Political Journalism on Twitter

Cavallin, C. (2009). Del Twitter como plaza o como se configuran los nuevos espacios para el periodismo
cultural. Disertaciones. Anuario Electronico de Estudios de Comunicacion Social, 2(2), 89-103. En http:/
erevistas.saber.ula.ve/index.php/Disertaciones/article/view/132/162

Cobos, T. (2010). Twitter como fuente para periodistas latinoamericanos, Razon y Palabra, 73. En http://
www.razonypalabra.org.mx/N/N73/Varia73/33Cobos_V73.pdf

Crucianelli, S. (2010). Herramientas digitales para periodistas. [Online]. Austin, TX: Centro Knight para el
Periodismo en las Américas de la Universidad de Texas. En https:/knightcenter.utexas.edu/books/
HDPP.pdf

De la Torre, L. & Dillon, A. (2012). Comunicacion, redes sociales y democracia en la mirada de
periodistas argentinos. Cuadernos de Informacion, 30, 61-72. doi: 10.7764/cdi.30.423

Diaz Gandasegui, V. (2011). Mitos y realidades de las redes sociales. Informacién y comunicacion en la
Sociedad de la Informacion, Prisma Social, 6, 1-26. En http://bit.ly/lwVypAA

Fernandez Torres, M. & Paniagua Rojano, F. (2014). El poder de las redes sociales en la politica y en
los movimientos sociales. Ponencia presentada en el III Congreso Internacional de ALICE (Asociacion
Latinoamericana de Investigadores en Campanas Electorales), septiembre de 2014, Santiago de
Compostela,Espana. En http://bit.ly/QZowkU.

Glaser, B. G. & Strauss, A. L. (1967). The discovery of grounded theory. Strategies for qualitative research.
Chicago, II: Aldine.

Hjarvard, S. (2008). The mediatization of society. A theory of the media as agents of social and cultural
change. Nordicom Review, 29(2), 105-134.

Humanes Humanes, M., Martinez Nicolas, M. & Saperas Lapiedra, E. (2013). Political Journalism in
Spain. Practice, Roles and Attitudes, Estudios sobre el Mensaje Periodistico, 19(2), 715-731. En http:/
revistas.ucm.es/index.php/ESMP/article/viewFile/43467/41115

Lara Padilla, T. (2010). Personismo de portada en la fragmentacion del ecosistema mediatico, Sphera
Publica. Revista de Ciencias Sociales y de la Comunicacion, 10, 87-100. En http://bit.ly/1pMVSit

Lopez, J., Blanco, F., Scandroglio, B. & Rasskin Gutman, I. (2010). Una aproximacion a las practicas
cualitativas en psicologia desde una perspectiva integradora. Papeles del Psicologo, 31(1), 131-142. En
http://www.redalyc.org/articulo.oa?id=77812441013

Meyer, J., Cortés, J., Ahuactzin, C. & Rios, C. (2013). Comunicacion electoral y estudio del spot
politico en México. Derecho a Comunicar. Revista Cientifica de la Asociacion Mexicana de Derecho a la
Informacion, 7, 90-106. En http://www.derechoacomunicar.amedi.org. mx/pdf/num7/07_dac_7.pdf

Noguera Vivo, J. M. (2013). How open are journalists on Twitter? Trends towards the end-user
journalism. Communication&Society/Comunicacion y Sociedad, 26(1), 93-114. En http:/www.unav.es/
fcom/comunicacionysociedad/es/articulo.php?art_id=438

Orihuela, J. L. (2002). Internet: nuevos paradigmas de la comunicacion. Revista Latinoamericana de
Comunicacion CHASQUI, 077. En http://www.redalyc.org/pdf/160/16007702.pdf

Orihuela, J. L (2008). Internet: la hora de las redes sociales. Nueva Revista de Politica, Cultura y Arte, 119,
57-62. En http://dspace.unav.es/dspace/bitstream/10171/2962/1/nueva_revista_08.pdf

Pardo Abril, N. (2009). Los bordes de la significacion discursiva y la mediacion mediatizada.
Comunicacion y Ciudadania, 1, 54-73. En dialnet.unirioja.es/descarga/articulo/3707921.pdf

Paz Garcia, A. P. (2011). Tensiones interpretativas en torno al fenémeno de la “mediatizacion” ;La
sociedad de los medios masivos o los medios masivos de la sociedad?, Perspectivas de la comunicacion,
4(1), 106-122. En http://bit.ly/1rHy6t3

Paz Garcia, A. P. (2013). La politica en los miedos de los medios y el refuerzo periodistico de estereotipos
sociales: tratamiento electoral de la Izquierda en diarios cordobeses y argentinos (1999-2005),
Athenea Digital, 13(2), 3-33. En http://dialnet.unirioja.es/servlet/articulo?codigo=4654654

Paz Garcia, A. P. & Gonzalez, L. M. (2011). La prensa de las elecciones presidenciales en Argentina y el
contexto social interpretado: lectura critica de la cobertura noticiosa 1999/2003 en diarios locales
y nacionales. En J. Ruiz Celis (Comp.), Aproximaciones interdisciplinares al estado de los Estudios del
Discurso (pp. 311-358). Bogota: Universidad Nacional de Colombia / Grupo Colombiano de Analisis
del Discurso Mediatico, 311-358. Articulo en http:/bit.ly/ludRprL

CUADERNOS.INFO N° 34/ JUNIO 2014 / ISSN 0719-3661 / VERSION ELECTRONICA: WWW.CUADERNOS.INFO / ISSN 0718-367X

151



PAZ GARCIA, A. P. y SPINOSA, M. M. Political Journalism on Twitter

Pereira, F. (2010). El mundo de los periodistas: aspectos teéricos y metodologicos. Comunicacion y
Sociedad Nueva época, 13, 101-124. En http://www.redalyc.org/articulo.oa?id=34612253005

Proyecto de Monitoreo Global de Medios 2010. (2010). ¢Quién figura en las noticias? Informe GMMP.
Coordinado y publicado por la Asociacion Mundial para la Comunicacion Cristiana (WACC), y
apoyado por Unifem y Media Monitoring Africa. En http:/bit.ly/Thwh5h5

Rodriguez Sabiote, C., Pozo Llorente, T. & Gutiérrez Pérez, J. (2006). La triangulacion analitica
como recurso para la validacion de estudios de encuestas recurrentes e investigaciones de
réplica en Educacion Superior. RELIEVE, 12(2), 289-305. En http://www.uv.es/relieve/v12n2/
RELIEVEvI2n2_6.htm

Said Hung, E., Serrano Telleria, A., Garcia de Torres, E., Yezers'ka, L. & Calderin, M. (2013). La
gestion de los Social Media en los medios informativos iberoamericanos. Communication&Society/
Comunicacion y Sociedad, 26(1), 67-92. En http://bit.ly/1kmkuPP

Sarlé, P. (2005). El andlisis cualitativo: un ejemplo de empleo del MCC. Documento de trabajo disponible en
http://www.educared.org.ar/infanciaenred/margarita/etapa2/PDF/010.pdf

Soneira, A. (2006): La “Teorfa fundamentada en los datos” (Grounded Theory) de Glaser y Strauss. En L.
Vasilachis de Gialdino (Coord.), Estrategias de investigacion cualitativa. Barcelona: Gedisa. En http://
bit.ly/1iMIplS

Trejo Delarbre, R. (2012, 30 de marzo). Twitter: politicos despistados, seguidores fatigados. Zdcalo. En
http:/lared.wordpress.com/2012/06/04/265/.

Turiez Lopez, M., Martinez Solana, Y. & Abejon Mendoza, P. (2010). Nuevos entornos, nuevas demandas,
nuevos periodistas. Estudios sobre el Mensaje Periodistico, 16, 79-94. En http://revistas.ucm.es/index.
php/ESMP/article/view/ESMP1010110079A

Valderrama, J. (2006). Medios masivos y funcion orientadora en las campanas electorales. Palabra Clave,
9(2). En http://palabraclave unisabana.edu.co/index.php/palabraclave/article/view/1239

Varela, J. (2005). Blogs vs. MSM. Periodismo 3.0, la socializacion de la informacién. TELOS Segunda
Epoca, 65. En http://bit.ly/1udV3Ip

Warkentin, G. (2012, 4 de marzo). Elecciones y redes sociales. El Universal-mx Editoriales. [Edicion
digital]. En http://www.eluniversalmas.com.mx/editoriales/2012/03/57372 php

ABOUT THE AUTHORS:

Ana Pamela Paz Garcia, Magister en Sociologia y Doctora en Estudios Sociales de América Latina por la
Universidad Nacional de Cérdoba (UNC). Como investigadora del Consejo Nacional de Investigaciones
Cientificas y Técnicas de Argentina (CONICET), se desempefia en el Centro de Investigaciones y Estudios
en Cultura y Sociedad (CIECS) e integra el Equipo de Psicologia Politica (Laboratorio de Psicologia
Cognitiva, UNC). Sus lineas de trabajo incluyen tanto los procesos mediatizados de informacion palitica
y los consumos ideolégicos de la opinién pablica, como las practicas comunicativas de politicos y
periodistas durante procesos electorales.

Maria Mercedes Spinosa, Licenciada en Comunicacion Social y Periodismo por el Colegio Universitario de
Periodismo, Universidad Catélica de Santiago del Estero. Trabaja como periodista en el sitio web del diario

Dia a Dia de la ciudad de Cérdoba, Argentina. Sus intereses de investigacion se centran en el uso que
realizan los periodistas y los medios de comunicacion de las redes saociales.

CUADERNOS.INFO N° 34/ JUNIO 2014 / ISSN 0718-3661 / VERSION ELECTRONICA: WWW.CUADERNQS.INFO / ISSN 0719-367X

152





