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ABSTRACT | The political use of social networking sites is a well-established field
of research in media studies. Currently, Instagram is one of the fastest growing
social networks and as a result of the importance it gives to images, it is a potential
propaganda tool for the personalization of politics. This article performs a content
analysis of 504 posts on Instagram by the leaders of the four main Spanish
political parties (PSOE, PP, Ciudadanos and Podemos), focusing especially on the
frequency of publication, and the content of the images and videos. The study
covers from September 2 to December 2, 2018, including a non-electoral period and
aregional electoral period. In general, results reveal a more frequent use of Instagram
by traditional parties. Inaddition, there is also a predominance of the right-wingin
terms of frequency of publication on Instagram. As to the content of the posts, on
the one hand a pronounced individualization predominates (since party corporate
symbols acquires a secondary role); on the other, there is a notorious absence of
privatization, since leaders hardly appear in personal and private contexts. We
conclude that there are no significant differences between the non-electoral and
the electoral periods, although in the latter there is an increase of personalization
and propaganda of affirmation.
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RESUMEN | Eluso politico delas redes sociales es un campo deinvestigacion bien establecido en
los estudios sobre comunicacion. Actualmente, Instagrames una delas redes sociales de mayor
crecimientoy gracias a larelevancia que concede a laimagen, esuna potencial herramienta
propagandistica para la personalizacién de la politica. Este articulo lleva a cabo un andlisis
de contenido de 504 publicaciones realizadas en Instagram por los lideres de los cuatro
principales partidos politicos espafioles (PSOE, PP, Ciudadanos y Podemos), centrdndose
especialmente en la frecuencia de publicacién y en el contenido de las imdgenes y videos. El
estudio comprende desde el 2 de septiembre hasta el 2 de diciembre de 2018, incluyendo un
periodono-electoraly un periodo electoral autonémico en Esparia. En general, los resultados
revelan unmayor uso de Instagram por parte de los partidos tradicionales. Ademds, también
se constata un predomino de la derecha en cuanto a frecuencia de publicacién. Respecto del
contenido de las publicaciones, predomina, por unlado, una acusada individualizacién (con
la simbologia partidista adquiriendo un cardcter secundario) y, por otro, una ausencia de
contextos personales y privados en la aparicion de los lideres. La investigacion concluye
que no existen diferencias significativas entre el periodo no-electoral y el electoral en el uso
politico de Instagram, aunque en este tiltimo se da un aumento de la personalizacién y de
la propaganda de afirmacion.

PALABRAS CLAVE: comunicacién politica; propaganda; redes sociales; Instagram;
Esparia; elecciones.

RESUMO | O uso dasredes sociais na politica é uma drea de pesquisa bem estabelecida
nos estudos sobre a comunicacdo. Na atualidade, o Instagram é uma das redes sociais
que apresenta o maior crescimento, e devido a importéncia que d4 aimagem, torna-
se uma potente ferramenta de propaganda para a personalizaco da politica. Este
artigorealiza umaanalise de contetido de 504 publicac¢des feitas no Instagram pelos
lideres dos quatro principais partidos politicos espanhéis (PSOE, PP, Ciudadanos e
Podemos), centrando-se especialmente na frequéncia de publicacfo e no contetido
das imagens e videos. O trabalho abrange desde o dia 2 de setembro até o dia 2
de dezembro de 2018, incluindo um periodo ndo eleitoral e um periodo eleitoral
estadual na Espanha. De modo geral, os resultados revelam o maioruso do Instagram
pelos partidos tradicionais. Também, verifica-se uma predominéncia da direita na
frequéncia de publica¢es. Com relacdo ao contetido das publicac¢@es, prevalece, por
um lado, uma acentuada individualizacio (com o simbolismo partidério adquirindo
um cardcter secundério), e por outro lado, uma falta de contextos pessoais e privados
naaparicdo doslideres. A pesquisa conclui que ndo existem diferencas significativas
entre o perfodo ndo eleitoral e o eleitoral no uso politico do Instagram, ainda que
nesse tltimo nota-se um aumento da personalizac¢fo e da propaganda de afirmacgo.

PALAVRAS-CHAVE: comunicacdo politica; propaganda; redes sociais; Instagram;
Espanha; elei¢cGes.
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INTRODUCTION

The political use of social networks is a consolidated field of study in the domain
of communication. Spain, with its leaders and parties strongly utilizing the Internet,
is currently immersed in what Davis, Baumgartner, France, and Morris (2009)
conceptualized as a third post-maturation phase in Internet campaigns. This phase
follows an initial period of discovery (1992-1999) and a second where maturation
is reached with the 2000 US campaign. In this third post-maturation phase, as
of 2006, the use of sophisticated websites is normalized, and attention is directed
to social networking sites or social networks. Anticipated by the Howard Dean
campaign in 2004 (Wolf, 2004), the use of social networks became a relevant -even
essential- resource, starting with Barack Obama’s 2007-2008 campaign (Towner &
Dulio, 2012). This campaign was the preamble to the radical importance acquired by
networks such as Facebook, YouTube, or Twitter, which have since been integrated
into the usual arsenal of political communication at a global level. One example
of the above is the systematic use that Donald Trump made of Twitter in his 2016
presidential campaign, that has continued during his mandate. In this regard,
this work focuses on the propaganda use that Spanish political leaders make of
social networks, specifically Instagram, one of the most used platforms currently,
which has had a constant growth ever since it was launched. The research studies
the profiles of the four main Spanish national leaders, both during a non-electoral
period and during a regional electoral period: the elections to the Andalusian
Parliament on December 2, 2018.

The analysis focuses on the type of context in which individual leaders are
shown, the degree to which the political rival is represented, the link between
the leaders’ communication with the corporate elements of their parties, and the
extent to which the leaders of the new politics make a more relevant quantitative
use of Instagram than those of traditional parties. This approach is related to some
relevant issues in the state of the art of current online political communication,
defined by the growing relevance of privatization and individualization (Van
Aelst, Sheafer, & Stanyer, 2012), and by the evidence that the candidates’ figure
are increasingly rooted in Instagram, although not their private contexts, not
in the Spanish sphere (Lépez-Rabaddn & Doménech-Fabregat, 2018; Marcos
Garcia & Alonso Mufloz, 2017; Selva-Ruiz & Caro-Castafio, 2017; Verén Lassa &
Pallarés Navarro, 2017), nor outside of it (Filimonov, Russmann, & Svensson, 2016;
Ekman & Widholm, 2017).

To conduct the study, we analyzed three months of activity on Instagram by
the following leaders: Pedro Sdnchez (Partido Socialista Obrero Espafiol), Pablo
Casado (Partido Popular), Pablo Iglesias (Podemos) and Albert Rivera (Ciudadanos).
This sampling results in a total of 504 posts, to which we applied a content analysis.
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As we will see, the main results are in the same vein than previous research:
Spanish leaders follow an individualization strategy on Instagram, but they are
shown in predominantly professional contexts. This individualization is marked
by the absence of corporate elements, as well as by the secondary importance
given to political rivals. On the other hand, we found that traditional parties are
the most active on Instagram.

Thus, this paper aims to contribute to the accumulated knowledge about the use
of social networks in Spanish political communication, in a context of convulsion
and rearticulation of the electoral map and, additionally, alleviate the scarcity of
research on the use of Instagram in online Spanish political campaigns.

THEORETICAL FRAMEWORK
Social networks have been linked to phenomena such as the personalization
of politics (Filimonov et al., 2016) and are, at the same time, a useful tool to create
political propaganda oriented to politainment and the creation of celebrities (Enli
& Skogerbg, 2013; Pérez-Curiel & Limén Naharro, 2019). Considering the voter’s
participation in these platforms, social networks become important when it
comes to be close to the electorate, establishing an emotional connection. In
this context, the candidate’s celebrification and the star-politicians are linked to
the consideration of these as individuals (Oliva, Pérez-Latorre, & Besald, 2015)
and, consequently, with personalization. Personalization has become an element
related to the de-ideologization of politics in the field of infotainment programs
(McAllister, 2007; Campus, 2010; Bennett, 2012; Adam & Maier, 2016), and it is
present in mediated politics in social networks (Lépez-Meri, Marcos-Garcia, &
Casero-Ripollés, 2017). Van Aelst et al. distinguish two forms of personalization: on
the one hand, individualization, which implies “a focus on individual politicians as
central actors in the political arena, including their ideas, capacities and policies”
(2012, p. 204), leaving the party on the background; on the other hand, privatization,
which means shifting the focus “from the politician as occupier of a public role to
the politician as a private individual, as a person distinct from their public role”
(2012, p. 205). This private quality can be understood as a non-political personal
feature or information from their private life (Van Aelst et al., 2012). Beyond the
personalization factor, in Spain social networks have been welcomed as a key
electoral tool (Caldevilla Dominguez, 2009). Particularly, the political use of Twitter
-the network that has attracted the most attention from the academic community
(Filimonov et al., 2016)- has been happening at least since 2010 (Congosto, 2015),
and was established with the general elections in November 2011 (Garcia Ortega &
Zugasti Azagra, 2014), also being studied in the context of the European elections
of 2014 (Ramos-Serrano, Ferndndez Gémez, & Pineda, 2018), the general elections
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of 2015 (Lépez-Garcia, 2016; Said-Hung, Prati, & Cancino-Borbén, 2017), or those
of 2016 (Lépez-Meri et al., 2017), among other contexts (Ferndndez-Gémez,
Hernandez-Santaolalla, & Sanz-Marcos, 2018). Previous research on Twitter has
dealt with aspects such as the role of ideology when determining the degree of
activity in this network; some authors have find a more or less similar activity
between the Partido Socialista Obrero Espafiol (PSOE) and the Partido Popular
(PP) (Criado, Martinez-Fuentes, & Silvén, 2013), while others find greater activity
on the part of the PSOE (Abején, Sastre, & Linares 2012) and leftist forces (Ramos-
Serrano etal., 2018), or lower activity by the PP (Cebridn Guinovart, VAzquez Barrio,
& Olabarrieta Vallejo, 2013). Beyond Twitter, the literature offers data on the use
of YouTube in Spain and the US in 2008 (Pineda, Garrido, & Ramos, 2013), or on
Facebook and Spanish candidates in the 2016 elections (Puentes-Rivera, Rtias-
Aratjo, & Dapena-Gonzdlez, 2017). In summary, the Spanish panorama shows
that “social networks [...| have become an essential axis of political communication
towards citizens that is becoming more influential every day” (Ruiz del Olmo &
Bustos Diaz, 2016, p. 120).

Nevertheless, Instagram must be added to the aforementioned networks, since
itis becoming a relevant platform for the study of electoral campaigns (Filimonov
etal., 2016). There is already some research on political strategies in this network
(Ekman & Widholm, 2017; Lalancette & Raynauld, 2017; Liebhart & Bernhardt, 2017,
Mufioz & Towner, 2017; Selva-Ruiz & Caro-Castafio, 2017; Russmann & Svensson,
2017, Verén Lassa & Pallarés Navarro, 2017; Lopez-Rabaddn & Doménech-Fabregat,
2018), as well as a study on agenda-setting effects between posts on Instagram and
press articles (Towner & Lego Mufioz, 2017). In any case, research on Instagram is
still scarce compared to that focused on Facebook and Twitter -and publications
on the political use of Instagram in Spain are particularly rare (Selva-Ruiz and
Caro-Castafio, 2017).

In general, the results of these researches point towards a growing relevance
of the figure of the candidate on Instagram, although this does not necessarily
entail a clear humanization strategy. Thus, despite the interaction opportunities
offered by Instagram, candidates use this network to convey their image as political
professionals. At the same time, there is a certain interest in associating their ideal
candidate image with family and personal traits, as demonstrated by an analysis
focused on the United States (Mufioz & Towner, 2017). In Austria, Liebhart and
Bernhardt (2017) highlighted the content related to the biography of Alexander Van
der Bellen as a key visual strategy to be considered as a legitimate candidate. On
the other hand, Lalancette and Raynauld’s (2017) study of Canadian Prime Minister
Justin Trudeau found that the politician’s images were part of a growing campaign
of personalization. In Sweden, Filimonov et al. (2016) stated that the candidates had
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a strong visual presence, but without showing themselves significantly in private
contexts, but rather in professional settings, although apparently spontaneously.
In the same vein, a study by Ekman and Widholm (2017) applied to the sixteen
Swedish political Instagram profiles with the most followers also showed a lack
of personal images, which stood out more within the Democratic sector.

The case of Spain: Instagram and the new politics

In the Spanish case, Quevedo-Redondo and Portalés Oliva (2017) consider
Instagram in terms of permanent campaign strategy: as the 2016 Spanish elections
approached, the candidates increased the number of publications, but did not differ
in the form or content of messages; they also indicate that the pictures’ primary
objective is to humanize political celebrities. According to Lépez-Rabadan and
Doménech-Fabregat, the image projected by the leaders on Instagram during the
conflict in Catalonia responded, among others, to an “intense personalization
dynamic” and a “positive emotional appeal”; however, the leaders did not take
advantage of the network to humanize their image by publishing pictures from the
private sphere (2018, p. 1026). Also in relation to Catalonia, Cartes Barroso (2018)
studied the official accounts of the Catalan parliament in September-October 2017,
finding that pro-independence groups use Instagram more than those against it.
Selva-Ruiz and Caro-Castafio (2017) showed that 26.22% of the publications of
Spanish deputies on Instagram belonged to unofficial contexts, although politicians
are mostly represented in a scenario where they are shown developing activities
linked to their professional roles. The authors also state that the new parties, such
as Podemos and Ciudadanos, make a more humanized use of Instagram than the
traditional parties, although “even if there are numerous publications marked by
proximity and ease, a certain constraint typical of other media survives” (2017, p.
913). In a similar vein, in their study on the leader of Ciudadanos, Albert Rivera,
Verén Lassa and Pallarés Navarro (2017) pointed out that most of the publications
referred to his work as a politician, with 20% dedicated to showing the personal
aspect. Studying the 2016 general elections, Marcos Garcia and Alonso Mufioz
(2017) found that content in private or personal contexts is practically non-existent
in the accounts of the main national parties and their respective leaders, although
the humanization of politics is at the same time a priority. More recently, Carrasco-
Polanco, Sdnchez-de-la-Nieta-Herndndez, and Trelles-Villanueva (2020) have
analyzed Instagram posts during the 2018 Andalusian regional elections, focusing
on the quantity and frequency of publication.

We must consider that these researches are contextualized at a time of upheaval
in the Spanish political system. Traditionally characterized by a scheme of two
predominant parties -the aforementioned PSOE and PP- that have alternated in
power at the state level and in most of the autonomous communities since 1982,
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the system began to break down after the 2014 European Parliament elections.
Previously, in 2007, the Unién Progreso y Democracia party had emerged with
the intention of occupying the political center; although far from unseating the
traditional parties, it did reach more than one million votes in the 2011 general
elections. In the 2014 European elections, the predominant parties lost substantial
support, while emerging parties like Podemos -a leftist coalition formed just 129
days before the elections- entered the political map with impetus. The irruption of
Podemos -which included some of the proposals of the Spanish indignados movement
(known as the 15-M of 2011)- was the preamble to the momentum experienced by
another emerging party, Ciudadanos, aliberal coalition originally circumscribed
to Catalonia that ended up becoming another competitor for bipartisanship and
that, at times, has tried to occupy the political center. Thus, after the 2015, 2016
and 2019 general elections, Ciudadanos and Podemos became part of the main
national parliamentary political forces. At the same time, in Catalonia, a republican
and separatist movement was gaining strength, especially as of 2017, polarizing
Catalan politics into pro and anti-independence sectors. Because of the reaction
against the Catalan independence movement, at the end of 2018 the nationalist and
far-right coalition VOX (Ferreira, 2019) obtained representation in the Andalusian
Parliament and began to influence the national agenda, obtaining 52 seats in
Congress after the 2019 general election. These elections positioned VOX as the
third political force in the country, as well as one of the main ones in the opposition
to the current leftist coalition government formed by PSOE and Podemos, in the
context of a multiparty political situation.

In the midst of this unprecedented situation, the term new politics became a
common reference in Spanish media and political discourse; a concept not exempt
from ambiguity, usually identified with a different way of understanding and
exercising politics, as opposed to the so-called old politics, and that allows a new form
of communication, a new type of leadership and greater citizenship involvement
(Dominguez Benavente, 2017). Applied to parties such as Podemos and Ciudadanos,
new politics seems to encompass all those actions that seek to “bring politics closer
to the citizen” (Civieta, 2015, par. 4), including the use of tools and technologies
that allow greater visibility of the efforts of the parties; thus, the new politics is
connected with the use of social networks, to the point that the differentiation
between new and old leaderships has become a variable considered in the analysis
of the political use of these networks (Lépez-Garcia, 2016; Lépez-Meri et al.,
2017). Beyond Ciudadanos y Podemos, the use of technologies has been decisively
incorporated into the process of multiparty fragmentation of the political spectrum,
as evidenced by the use of social networks made by VOX, that has been the object
of studies that show a communication strategy focused on new technologies, and
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whose dissemination capacity is supported by short and clear messages (Garcia
Herrero, 2019). Its success, therefore, is due to the participation of “prescribing
profiles, that is, accounts with a high level of followers and activity” (Cea Esteruelas,
2019, p. 51). In this context, this research analyzes the use that the main Spanish
political leaders make of Instagram in a context of crisis of bipartisanship and the
multiplication of communication options. As we will see, the findings indicate that
new politics does not necessarily imply a new or different use of technological tools.

OBJECTIVES, RESEARCH QUESTIONS, HYPOTHESES, AND CASE STUDY

As stated before, in this work we study the use that the main leaders make of
Instagram, a social network owned by Facebook Inc., based on the publication of
pictures and videos, and that allows comments and likes by users. Specifically,
our specific objectives (SO) are:

SOL. Analyze the representation of the leaders of the main Spanish political
parties on Instagram.

SO2. Specify the propaganda functions fulfilled by Instagram in the
representation of these leaders and in relation to their political rivals.

We chose Instagram as an object of study firstly due to its extraordinary
popularity, since with 500 million active users per day (Instagram, 2018) it
represents an audience of undoubted interest for the political class. Second,
Instagram is the network that has experienced the largest growth inside and
outside of political communication. According to the Navegantes en la Red research
(AIMC, 2019), it ranks as the second most consulted network in Spain, with 51.2%,
and it is also the social network that grew the most in Spain in 2018 (Instagram,
la red social..., 2019). Third, it is a young social network that in 2017 had 90% of
users under the age of 35 (Selva-Ruiz & Caro-Castafio, 2017) and that, according
to the data available at the time of the study, in Spain two thirds of its users
(65%) were between the ages of 18 and 39 (The Social Media Family, 2018). Since
the youth factor is linked to the parties of the new politics, it is interesting
to study a platform where young people abound. A fourth factor that makes
Instagram an object of interest is of a semiotic in nature, since its fundamental
feature is the predominance of image over text, which deepens its ability to
personalize the politician and give more space to the communication’s emotional
plot. From the point of view of the propaganda image, another interesting feature
of Instagram is that the leader and his team decide the type of images to be
published, when traditionally the politician’s photographs were chosen by the
media (Filimonov et al., 2016).
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Our analysis focuses on messages published between September and December
2018; three months of activity that conclude with the regional elections that took
place in Andalusia on December 2 of that year. This context is interesting since, as
of 2014, Spain has been in a state of permanent offline campaign, as well asin a
period of political tension characterized by the end of bipartisanship, the separatist
movement in Catalonia, and the emergence of populist forces from the left and
right. In this convulsion scenario -which, on the other hand, is not exclusive to
Spain, since it impacts the international scene-we consider it relevant to analyze
the representation of top-level leaders in such a popular network. Considering this
and based on the specific objectives stipulated above, our analysis is articulated
through the following research questions (RQ):

RQl.To what extent and in which context is the political leader
represented on Instagram?

RQ2. Is the representation of the political rival on Instagram relevant?

RQ3.Is the leaders’ communication in line with the corporate
elements of their parties?

Regarding RQl, we can derive the following hypothesis (H1) from the
accumulated knowledge about politicians on Instagram:

H1. Leadersarerepresented onInstagramin predominantly professional contexts.

Second, RQ2 can give rise to an additional hypothesis if we consider previous
literature on social networks that indicates the presence of a negative campaign and
criticism of the adversary in an autonomous electoral context (Lépez Meri, 2016):

H2. The representation of the political rival is relevant in the communication
of the Spanish leaders on Instagram.

As for RQ3, the theoretical framework also provides us with a basis to derive a
third hypothesis -specifically, the scarce appearance of party identity elements
(Selva-Ruiz & Caro-Castafio, 2017):

H3. The communication of the Spanish leaders on Instagram is not in line with
the corporate elements of their parties.

On the other hand, the new/old policy variable allows us to formulate a RQ4:

PI4. Are there differences in the use of Instagram between the traditional
parties and the new politics parties?

Based on the assumption that new parties tend to focus on social networks -
which allow to conduct campaigns with low budgets (Gueorguieva, 2008)- and,
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specifically, from the research of Selva-Ruiz and Caro-Castafio that indicates a
most relevant use of Instagram among the new Spanish parties (2017), another
hypothesis can be derived:

H4. The new politics’ leaders make a more relevant quantitative use of Instagram
than the leaders of traditional parties.

The study of electoral periods has the advantage that the research focuses on
“times when political communication is at its most strategic, pre-planned, and
intense” moment (Enli & Moe, 2013, p. 638), providing optimal material to analyze
the parties’ intentions and behavior. Nevertheless, the use of social networks
implies a continuous communication effort on the part of the political forces.
From here arises RQ5:

RQ5. Are there differences in the political use of Instagram in electoral and
non-electoral periods?

The empirical evidence shows differences in the electoral and non-electoral
use of social networks in Spanish politics (Herrera Damas, 2015), leading us to
the last hypothesis:

H5.The political use of Instagram in Spain differs in electoral and
non-electoral periods.

METHODOLOGY

This research is based on a quantitative content analysis (Krippendorff, 2004)
of the Instagram posts published in the official profiles of the leaders of the four
national Spanish political coalitions that obtained parliamentary representation in
the 2016 elections: Pedro Sdnchez (PSOE), Pablo Casado (PP), Albert Rivera (Citizens),
and Pablo Iglesias (Unidos Podemos). With this multiparty selection of leaders, we
have tried to avoid traditional bipartisanship, including in the sample coalitions
of the new and old politics at 50%. The ideological variety of the sample should
also be highlighted: options originally located on the anti-capitalist left (Podemos),
conservative (PP), social democrats (PSOE), and liberal center-right (Ciudadanos).

The sampled period covers from September 2 to December 2, 2018, i.e., three
months that conclude with the Andalusian regional elections on December 2.
Thus, the sample provides evidence of behavior on Instagram both in the non-
electoral period (September 2-November 15) and during the electoral campaign
(November 16-December 2). The Andalusian online campaign was selected as a
context for four reasons: first, it was the prelude to a long electoral cycle in Spain
in 2018-2019 that included general, European, regional and municipal elections;
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second, national leaders such as Casado or Rivera became intensely involved in
the campaign, so that the results in Andalusia ended up being interpreted with
a national optic; third, it was the moment when the current Spanish multiparty
system crystallized, since after the 2015 and 2016 national elections, which had
forged a structure of four major national parties (precisely, the four analyzed in
this work), the Andalusian elections of 2018 would be, retrospectively, the moment
when the current puzzle of five major national parties was completed, with the
entry of VOX into parliamentary life; fourth, and as the most important factor, these
are the first elections that occurred in a context, in 2018, where Instagram had
already become a more influential network than Twitter -in fact, 2018 was called
the year of Instagram (2018, el afio de Instagram, 2018)- so the Andalusian elections
represent an optimal context to analyze the use of this emerging network.

In total, the number of Instagram posts analyzed amounts to 504 units of
analysis: 135 from the electoral period and 369 from the non-electoral period. No
additional sampling was carried out from the initial 504 units, since these make
up the total universe of messages published during the months studied.

A frequency analysis was applied to these posts, which starts from the following
operationalization of variables and categories: in addition to quantifying the number
of posts made by each leader and the average daily frequency, we also analyzed
formal elements such as content (image, video, text, or a combination of image
and text); visual format of the content (photography, collage, illustration, montage,
etc.), and presence of a linguistic message that accompanies the post. To this are
added two variables referring to the representation of the leader: appearance or not
in the post (either visually or mentioned), and image context (situation in which
the leader appears: professional, media, personal context, etc.). This last variable
is related to the performance scenarios (media, professional, private...) that have
already been applied to the study of the political image on Instagram (Lalancette
& Raynauld, 2017). Since in Spain the parties still have a leading role, as or more
relevant than that of individual candidates, the coding sheet also includes two
variables referring to continuity regarding party propaganda: presence of symbols
(such as flags or logos) and presence of the party’s corporate color, i.e., elements
related to the idea of staging previously studied (Lalancette & Raynauld, 2017). To
consider the representation of political rivals, we added a variable referring to
the type of propaganda in which each post can be placed, based on the tripartite
classification of affirmative propaganda (messages focused exclusively on propagating
the leader, party or institution, without mentioning the political rival), denial
propaganda (focused on the rival’s negative or pejorative representation) and reaction
propaganda (which presents the leader or own party as palliative or corrective
in the face of a threatening situation posed by the rival) (Pineda Cachero, 2006).
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Dimension Variable Categories
Visual content of the  Image only / Video / Text only / Combined image and
post text
Formal Photography / Collage / Illustration / Montage /
analysis Content format Meme / Indeterminate / Other
Linguistic message
accompanying the post Yes/No
Appearance of the v .
es /No / Indeterminate
Content leader
analysis : .
Professional context / Media context / Personal
Image context context / Public way / Other / Undetermined
Party symbology Flag / Logo / Other
Corporate
image Dominant corporate Red / Blue / Purple / Orange / Other / No
color predominant color
Affirmation propaganda / Denial propaganda /
Type of propaganda Reaction propaganda / Indeterminate
Propaganda PP/ PSOE / Podemos / Izquierda Unida /
References to political Ciudadanos / VOX / Esquerra Republicana de
rival Catalunya / PDeCat / Partido Nacionalista Vasco /

Bildu / Others / None

Table 1. Summary of variables analyzed

Source: Own elaboration.

Regarding this, the coding sheet quantifies which references are made to a rival
political party (both linguistically and via image), and which rival is it. Table-
summary 1 synthesizes these variables.

The intercoder reliability index was calculated in two phases: first, a reliability
pre-test using the Holsti formula yielded an initial 0.80 agreement and served
to refine the variables and categories used. Subsequently, a two-coder test, using
Krippendorff's alpha, yielded an index of 0.88, which can be considered acceptable
in terms of reliability.

RESULTS

Regarding the formal aspects, most Instagram posts consist of images without
text, i.e., publications with images within which there is no text, which should not be
confused with the linguistic message that usually accompanies the posts. In relative
terms, the percentage of this type of images is 88.6% of the total in the non-electoral
period, and 90.4% in the period corresponding to the Andalusian elections. At this
point there are no differences between the political leaders, since they all use mostly
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images without text and, far less, videos. As for the format of the images, the vast
majority of leaders use pictures, both during the electoral and non-electoral periods:
of the 504 posts, 440 are photographs, while the montages and collages are secondary
or practically non-existent. An interesting fact is that, during the electoral period,
all the leaders, except Pablo Casado (leader of the PP), include in every publication a
linguistic message thataccompanies the visual post. This is the case of a post by Pablo
Iglesias (Podemos) on September 4, where the linguistic comment clarifies that the
picture of the leader is about an interview on television. Beyond the formal aspects,
it is interesting to check in detail the frequency of publication by the leaders (table 2).

These data show that the leaders of the traditional parties (Sdnchez, of the
PSOE and, above all, Casado, of the PP) have a much higher activity than that of
the leaders of the new politics, Rivera (Ciudadanos) and Iglesias (Podemos). The
latter, specifically, has a practically insignificant activity, especially during the
elections. It is worth noting that Casado is the most active leader on Instagram
in both electoral and non-electoral periods. The publication frequencies, on the
other hand, can be complemented with the average daily publication frequencies
for each candidate and period (table 3).

The data in table 3 show, once again, that Casado turns out to be the one who
publishes the most on Instagram daily in both periods, which contrasts sharply
with the average publication frequencies of Iglesias, lower than one post per day.
On the other hand, if the electoral period is compared with the one prior to the
elections, it should be noted thatall the candidates accelerated their daily frequency
of publication, especially the two right-wing candidates (Casado and Rivera).

Table 4 shows interesting results about the propaganda function of Instagram,
the with an almost absolute predominance of affirmation propaganda in the case
of the PSOE leader and Prime Minister Pedro Sdnchez, both in non-electoral and
electoral periods, in the latter case with frequencies close to 100%. An example
of Sdnchez’s abundant use of self-affirmation can be seen in a post (image 1) that
frames the leader in a personal-family context.

Regarding affirmation propaganda, it should also be noted that it is the type
of communication most used by all the candidates (see the example in image
2, which shows a propaganda focused on Iglesias and free from rivals), and
invariably in both contexts.

Also noteworthy is the low weight of denial propaganda, which is not used even
once during the Andalusian online campaign, and which achieves poor results
in the non-electoral period -the most notorious case is that of the conservative
Casado, with 13.4%. In summary, quantitatively, the appeal to the political rival
is a very secondary fact on Instagram (table 5).
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Non-electoral period  Electoral period Total
N % N % N %
Pablo Casado (PP) 137 37.1 63 46.7 200 39.7
Pedro Sénchez (PSOE) 133 36.1 33 24.4 166 329
Albert Rivera* (Ciudadanos) 72 19.5 31 23 103 20.4
Pablo Iglesias (Podemos)* 27 7.3 8 5.9 35 7
Total 369 100 135 100 504 100

* Leaders of the so-called new politics.

Table 2. Instagram posts (frequencies and percentages)

Source: Own elaboration.

Non-electoral period Electoral period Media total
Pablo Casado (PP) 1.83 3.71 2.77
Pedro Sanchez (PSOE) 1.77 1.94 1.85
Albert Rivera* (Ciudadanos) 0.96 1.82 1.39
Pablo Iglesias* (Podemos) 0.36 0.47 0.41
Media total de candidatos 1.23 1.98 1.6

*Leaders of the so-called new politics.

Table 3. Average daily publication frequency

Source: Own elaboration.

Non-electoral period Electoral period
Q [J)
® ®
S S < < £ £ < £
22 E cEOE 2 B OE
- S v — b .2 W 5 - S o0 — B0 5 -
] Ewm © © s ® ot x € © et =
] - Q. E Q. v a [T} - - Q. E [=% Q -
s E 2 o 2 32 ] o £ 2 o 2 o o
9 < a oo x a £ - < a o a £ =
Pabl‘(’PCP"jS""“ 54 | 131 321 07 | 100 | 825 159 | 16 | 100
PedEgégE)CheZ 93.2 i 15 | 53 100 | 97 i 3 100
f *
’zlgﬁggg'a"negg) 264 | 28 | 181 528 100 | 645 = 65 | 29 | 100
fox
Pa(t;lg d'egrlﬁgss 556 | 37 | 111 | 296 100 | 625 | 25 | 125 | 100

*Leaders of the so-called new politics.

Table 4. Type of political propaganda (percentages)

Source: Own elaboration.
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£ sanchezcastejon : %' iglesiasturrionpablo
' Bilbao

1 LeMoncloa

Qv A
S Leogusta o anaibarragan y 10.333 persohas @ Q ?

mads 5.109 Me gusta

sanchezcastejon Esta mafiana, en la mesa del
Consejo de Ministros, me he encontrado una
sorpresa... j0s quiera!

#Detalles #Familia #Carifio #Sorpresa

iglesiasturtianpablo Gracias por &l carifio

Image 1. Post by Pedro Sanchez. Image 2. Post de Pablo Iglesias
Source: Sdnchez Castején (2018). Source: Iglesias Turrién (2018).
o
2 £
[J)
L ] < # o o =
o .= 3 o 3 c s
g g & S o £ 2 2
N % N % N % N % N % N % N % N %
Pabl‘fpcpzisa“ . - 43314 - - 2 15 2 15 19 139 71 518 137 100
Pedzgssggfhez 323 - - 2 15 - - | - - 1 08 127955 133 100
f *
/-(\leiLejgltaS;Vnegg) 1 14 5 69 - - | - - 1 14 6 83 59 8.9 72 100
H *
Pa(*g,fd'egrlﬁggs 1 378 296 - - - - | - - - - 18667 27 100
Total 5 14 56 152 2 054 2 05 3 08 26 71 275745 369 100

#Esquerra Republicana de Catalunya.
*Leaders of the so-called new politics.

Table 5. Appearance of the political rival in the non-electoral period

Source: Own elaboration.
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These results are interesting for two reasons. In the first place, they are in line
with the logic of affirmation propaganda: the mention of the rival is either secondary
-as in the cases of Podemos, Ciudadanos and, above all, the PSOE, where it does
not reach 5%- or non-predominant, as in the case of the PP where, although the
mentions of different rivals appear in a considerable percentage of its publications,
it is still behind the posts where Casado does not mention any political rival. On
the other hand, in terms of the data that reflect mentions of rivals, there is a trend
where the PSOE is configured as the antagonist most mentioned by the rest of the
leaders, and especially by the leader of the PP, who mentions the socialists on many
occasions. An example can be seen in a post by Casado on October 17, 2018 that
states: “It is not the first time that the PSOE has presented budgets manipulating
expenses and income, raising taxes and the deficit: ultimately, ruining Spain”
(Casado Blanco, 2018). Another noteworthy fact is the mentions made by the right-
wing leaders Casado and Rivera of the Catalan nationalist party ERC, their political
rival; in addition, the leaders of Podemos and Ciudadanos -of the new politics- do
not mention each other as rivals despite their pronounced ideological differences.

Some trends observed in table 5 are radicalized in the Andalusian elections (table
6). On the one hand, we find a clear strategy of invisibilization of the competitors,
once again extreme in the case of Sdnchez (who does not mention any rival in
the entire campaign), but also very pronounced in the cases of Rivera (93.6%),
Iglesias (75%) and even Casado (84.13%). On the other hand, the only rival party
that is clearly cited as such is the PSOE (especially by Casado, but also by Rivera).

Beyond the tendency to make rivals invisible, the prevalence of affirmation
propaganda can also be related to the leader’s appearance frequency,
as shown in table 7.

In both electoral and non-electoral periods, all leaders tend to appear
continuously -either visually or mentioned- in their publications. Pablo Iglesias
stands out especially in this regard, as he is shown or mentioned in 100% of his
posts (see image 2 as an example). Casado stands out at the other extreme, since
he does not appear in almost 20% of his electoral publications. On the other hand,
overall, it is striking that the percentage of appearance of leaders is higher in the
non-electoral period (94.6%) than in the electoral one (84.4%).

Asfortheleader’s representation, the context in which it is shown is interesting.
Starting from the September-November period (table 8), the representation of the
leaders is mainly professional, especially Sdnchez (89.5%) and Casado (72.3%). The
leader who appears the least in a professional context in relative terms is Iglesias
(33.3%); however, he is shown on a public space (29.6%) proportionally more times
than the other candidates and in a media context (25.9%).
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PSOE Indeterminate None Total
N % N % N % N %
Pabl‘zpcp‘jsado 9 14.3 1 16 53 841 | 63 100
PedESSSgE)CheZ i . - - 33 100 33 100
?ﬁ?jggﬁgﬁﬁgf 2 6.5 : : 29 936 31 100
P?%%ggfggs* : : 2 25 6 75 8 100
Total 11 8,2 3 22 121 896 135 100

*Leaders of the so-called new politics.

Table 6. Appearance of the political rival in the electoral period

Leader

Source: Own elaboration.

Non-electoral period

Appears
in the Daoeser;:t Total
post PP

N % N % N %

Electoral period

Appears
in the Daoeser::t Total
post PP

N % N % N %

Pablo Casado (PP)

Pedro Sanchez
(PSOE)

Albert Rivera*®
(Ciudadanos)

Pablo Iglesias™®
(Podemos)

Total

134 978 | 3 2.2 | 137 100
128 96.2| 5 3.8 | 133 100
60 833| 12 167 72 100
27 100 - - 27 100
349 946 20 54 369 100

51 809 | 12 191 63 100
32 97 1 3 33 100
23 742 8 258 31 100
8 100 - - 8 100
114 844 21 156 135 100

*Leaders of the so-called new politics.

Table 7. Appearance of the leader

Source: Own elaboration.

"“The appearance of the leader in a personal context, on the other hand, is a
very secondary category in almost all cases, except for the liberal Rivera (12.5%).

The preeminence of the professional context persists in the electoral period
(table 9). Once again, Sanchez is the most represented in a work context
(91%), far behind the rest of the leaders, who are around 50% in this category.
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N
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51 2 15 137 100

Pedro Sanchez

(PSOE) 119 895 7 53 1 08 3 23 3 23 - - 133 100

Albert Rivera*

(Ciudadanos) 43 597 4 56 9 125 8 111 3 42 5 69 72 100

P
P"‘(E,lc‘)’d'grlﬁgg’js 9 333 7 259 2 74 8 296 - - | 1 37 27 100
Total 270 732 32 87 15 41 31 84 13 35 8 21 369 100

*Leaders of the so-called new politics.

Table 8. Context of representation of the leader in non-electoral period

Source: Own elaboration.

Given the importance of the professional context, it is worth mentioning, from
a more qualitative perspective, the ways in which this variable can be broken
down based on the information provided by the pictures: thus, the representation
of official activities of the leader includes (a) the leader’s work in his office, (b)
campaign rally, (c) party act, (d) intervention of the leader in Congress, (e) official
visits, (f) official acts, and (g) pictures with people attending the leader’s activities.
The public space context is the second most frequent category, especially in the
cases of Iglesias (37.5%) and Casado (14.2%). The personal (except for Rivera) and
media contexts are very secondary.

The data on leader representation make more sense when they are related
to the presence of partisan propaganda elements (table 10). These data indicate
that the reference to the party’s symbolism is an irrelevant factor. Except for
Casado, who uses PP logos in 19% in the non-electoral period, the absence of flags
or logos is a constant, with relative values around 90%, or even higher. In fact, if
we consider the totals, the corporate image of the parties seems more overlooked
even in electoral periods than in non-electoral months.
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*Leaders of the so-called new politics.

Table 9. Context of representation of the leader in electoral period

Source: Own elaboration.

Non-electoral period Electoral period
L w o 2 B | w g 5 ¥ 3
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3 = 3 2 2 = 3 5 2 £
N % N % N % N %|N % N % N % N % N %
Pabl‘(’PCPéisadO . - 26 19111 81 137100| - - 4 63 1 1.6 58 921 63 100
Pedro Sadnchez
(beo"™® | 107 7 53125 94 133100[1 3 2 6 - - 30 91 33 100
. *
’Egﬁgggg’ne;g) . -8 11164889 72 100 - - 2 64 - - |29 936 31 100
P
Pa(glc‘)’d'gr‘]fgf)s . -1 372693 271001125 - - - - |7 875 8 100
Total 1 03 42114 326883369100|2 15 8 6 1 07 124 92 135 100

*Leaders of the so-called new politics.

Table 10. Presence of political party symbols (frequencies and percentages)

Source: Own elaboration.
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*Leaders of the so-called new politics.

Table 11. Predominant color

Source: Own elaboration.

Along with symbols, the corporate color (table 11) of each party is a relevant
element of'its visual identity. In this work, we have coded to what extent the posts
were chromatically dominated by the color of each coalition: red (in the case of
the PSOE), blue (PP), orange (Ciudadanos) or purple (Iglesias).

Considering this data, it cannot be said that the corporate color is especially
taken care of in a fundamentally visual medium, such as Instagram. In non-
electoral months, the posts characterized by the colors of the respective parties do
not even reach 20% in relative terms, while the proportion of publications where
a certain color does not predominate is very close to 70% (in the case of Iglesias,
100%). The only leader who seems to pay some attention to the color of his party
is Casado, who uses PP’s blue 38.7% of the time in the non-electoral period. In
any case, the indifference towards colors is radicalized in electoral times, where
messages that predominantly use corporate colors are reduced to 3%, the general
trend being the absence of predominant colors. The lack of strategic use of color
reaches its highest point with Iglesias (100%), and finds its exception in Casado,
who uses corporate colors, although it is not the case of blue, which in this case
does not even reach 5%.
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DISCUSSION AND CONCLUSIONS

In line with the specific objectives proposed, and to specify the way in which
politicalleaders are represented on Instagram, we will focus the discussion on three
aspects: the leaders’ degree of activity on Instagram according to the ideological
variable and the old/new politics distinction; the degree of personalization of the
leader and the levels of attack on the rival, and the continuity or not of the leaders’
communication regarding party propaganda.

Although there are authors who consider that the propaganda of a candidate
on Instagram refers only to those images related to their political agenda (Verén
Lassa & Pallarés Navarro, 2017), all the images published by the leaders in this
and other networks serve by definition for the purposes of propaganda: either of
political or personal content, they are guided by the attempt to achieve, maintain or
reinforce a position of power, trying to project a certain image. Thus, the pictures
used in the leaders’ profiles can be understood a priori as photographic propaganda
(Barragdn-Romero, 2017).

Based on the previous premise, the first empirical finding of our study has to
do with the considerable activity shown by the leaders of the traditional parties,
PP and PSOE, which is in line with previous data indicating greater activity on
Instagram by them in the 2016 elections (Marcos Garcia & Alonso Mufioz, 2017). If
we examine the regional electoral contexts, the results of this work would also be
inline with data that indicate, for example, that the parties that published the most
tweets in the 2015 elections to the Community of Madrid were the PSOE and the PP
(Marin Duefias and Diaz Guerra, 2016), or that among the parties that concentrated
most of the publications on Twitter during the 2015 Catalonian elections are the
Partido Socialista de Catalufia or the PP (Lépez Meri, 2016). This could be explained
by the relationship of traditional parties with electoral machines endowed with
greater resources than those of other parties. In this regard, our data contradicts
the idea that emerging parties use social networks to a greater extent, so that H4
(the new politics’ leaders make a more relevant quantitative use of Instagram than the
leaders of traditional parties) is not verified; in fact, in some cases, there is practically
a marginal use, as shown by the few messages from the Podemos leader in the
context of the Andalusian campaign. Nevertheless, it is necessary to be cautious
when extrapolating Pablo Iglesias’ results to the national context, since part of
the data comes from elections where he was not a candidate, so the conclusions
should not be generalized to the communicative behavior of Podemos.

Considering the ideological variable as a discriminating element in the use of
networks, our analysis can be added to the dissimilar results found in previous
research on Twitter, where some authors find a similar activity between the PSOE
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and the PP (Criado et al., 2013), while others find a greater activity on the part of
the first (Abején et al., 2012), or a lower activity on the part of the latter (Cebridn
Guinovart et al., 2013). Our data indicate that although there is not too much
difference in terms of frequency of publication between the PP and the PSOE in
non-electoral times, the activity on Instagram does depend on ideology, and with
a clear predominance of the right-wing: the conservative Casado always publishes
more than the social-democrat Sdnchez, and the liberal Rivera always makes more
posts than the leftist Iglesias. This is in line with the data from Carrasco-Polanco
etal. (2020) on the Andalusian elections on Instagram, that show that the PP was
one of the parties that published the most, and at the same time contradicts the
trend on Twitter, where it seems that activity is higher among left-wing political
forces (Vergeer, Hermans, & Sams, 2011; Ramos-Serrano et al., 2018).

Our first research question asked to what extent and context the political leader
is represented. In this regard, the data is in line with the research by Selva-Ruiz &
Caro-Castafio on the use of Instagram by Spanish deputies (2017). It is also in the
same vein with the data regarding the use of Instagram by Swedish parties, also
with a personalization strategy (Filimonov etal., 2016). However, if we compare our
data on regional elections with research conducted in the same context, we find
that a network such as Twitter is used to a large extent as an information board or a
campaign speaker, as shown by studies on the 2015 regional elections in Madrid and
Catalonia (Lépez Meri, 2016; Marin Duefias & Diaz Guerra 2016), or that, as stated
by aresearch on the elections in the Valencian Community of that same year, issues
of a personal nature are very secondary compared to the campaign as a theme itself
(Lépez Garcia, Cano Orén, & Argilés Martinez, 2016). This may indicate that, in the
regional electoral arena, Instagram is more prone to personalization than Twitter.

Our data, in any case, offer ambivalent results regarding how politics is
personalized in social networks. In terms of Van Aelst et al. (2012), the propaganda
of Spanish leaders on Instagram would show, on the one hand, a marked
individualization -reflected in the secondary nature of the party symbology- and,
on the other, a notorious absence of privatization, reflected in the scarce quantitative
weight personal and private contexts have. Thus, it could be said that personalization
on Instagram occurs by individualizing the leader, but without paying much
attention to his private life. The relevance of the representation of leaders in
professional contexts in this research -which confirms our first hypothesis- is
also in line with the data that indicate that it is “mostly a stage from which they
are shown developing the activities linked to their roles as politicians” (Selva-Ruiz
& Caro-Castafio, 2017, p. 908), which is also in the same vein as similar research
conducted in other countries (Filimonov et al., 2016; Ekman & Widholm, 2017;
Lalancette & Raynauld, 2017; Liebhart & Bernhardt, 2017; Mufioz & Towner, 2017).
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The second research question (Is the representation of the political rival on Instagram
relevant?) must be answered negatively; the same happens with the hypothesis
linked to it (H2), which is not verified: Instagram is essentially configured as a
field of affirmation propaganda, with the denial campaign strategy reduced to
secondary dimensions or, in the case of the electoral period studied, practically
irrelevant. This contrasts with the electoral use of other social networks in regional
elections, such as Twitter, which seems more oriented to the denial campaign,
as indicated by the study on the 2015 Catalan elections that shows the PP and
Ciudadanos criticizing the adversary, especially based on the independence issue
(Lépez Meri, 2016). In any case, we should consider, once more, that the sampling
conditions and the nature of the campaign may have influenced the irrelevance
of denial propaganda, which in a national context could yield different results.

The answer to the third research question (Is the leaders’ communication in line
with the corporate elements of their parties?) is also negative: the use of elements
such as symbols or color is practically irrelevant -except for Pablo Casado. In
this regard, the hypothesis (H3) posited is verified, and our data is in line with
previous findings on the scarce appearance of identity elements of the Spanish
parties (Selva-Ruiz and Caro-Castafio, 2017).

Concerning the fifth research question (regarding the differences in the use of
Instagram in electoral and non-electoral periods), it is also negatively answered,
as there are no relevant differences, so that HI5 would not be verified. Overall, the
non-electoral period is characterized by affirmative propaganda, the secondary
presence of political rivalry, the predominance of the professional context to the
detriment of the private-family context, and very little corporatism in terms
of colors and symbols. The electoral period does not differ, with even a greater
predominance of affirmation propaganda than in non-electoral months, and a
more irrelevant use of corporate elements. Thus, it could be stated, in terms of Van
Aelst et al. (2012), that the trend towards personalization is clear in both periods,
but privatization occupies a very small part in the leader’s representation.

Finally, it must be stated that this research has a series of limitations. One
of them is the regional electoral context in which part of the data is framed,;
another derives from the fact that the results refer to the propaganda behavior
of Spanish leaders and may not be representative of the behavior of leaders from
other countries. National differences are in line with Enli and Moe when they
state that “the impact of social media on election campaigns is fairly diverse across
different regions and countries, depending on media environments, cultural
practices, and political systems” (2013, p. 641). From these limitations, additional
lines of research emerge: on the one hand, analyzing the propaganda on Instagram
of Spanish leaders in different electoral contexts (local, national, etc.) and, on the
other, studying the use of this network transnationally.

102



PINEDA, A., BARRAGAN-ROMERO, A. I., & BELLIDO-PEREZ, E. Representation of the main political leaders

REFERENCES
2018, el afio de Instagram (2018, the year of Instagram). (2018, December 23). CepymeNews.
Retrieved from https://cepymenews.es/2018-ano-instagram/

Abején, P., Sastre, A., & Linares, V. (2012). Facebook y Twitter en campafias electorales
en Espafia (Facebook and Twitter in Election Campaigns in Spain). Anuario Electrénico
de Estudios en Comunicacién Social Disertaciones, 5(1), 129-159. Retrieved from
https://revistas.urosario.edu.co/index.php/disertaciones/article/view/3887

Adam, S. & Maier, M. (2010). Personalization of Politics A Critical Review and Agenda for
Research. Annals of the International Communication Association, 34(1), 213-257.
https://doi.org/10.1080/23808985.2010.11679101

AIMC (2019). Navegantes en la Red- Encuesta AIMC a usuarios de Internet (Internet Surfers- AIMC
Survey to Internet users). Retrieved from http://download.aimc.es/aimc/NoPU2G5Tt/

macro2018/#page=4

Barragdn-Romero, A. 1. (2017). Propaganda fotogrdfica. La imagen al servicio del poder
(Photographic Propaganda. Images in the Service of Power). Sevilla, Spain: Advook.

Bennett, W. L. (2012). The Personalization of Politics: Political Identity, Social Media, and
Changing Patterns of Participation. The ANNALS of the American Academy of Political and
Social Science, 644(1), 20-39. https://doi.org/10.1177/0002716212451428

Campus, D. (2010). Mediatization and Personalization of Politics in Italy and France: The
Cases of Berlusconi and Sarkozy. The International Journal of Press/Politics, 15(2), 219-235.
https://doi.org/10.1177/1940161209358762

Caldevilla Dominguez, D. (2009). Democracia 2.0: la politica se introduce en las redes sociales
(Democracy 2.0: politics inside social networks). Pensar la Publicidad, 3(2), 31-48. Retrieved
from https://revistas.ucm.es/index.php/PEPU/article/view/PEPU0909220031A

Casado Blanco, P. (@pablocasadoblanco). (2018, October 17). Sdnchez se ha convertido en un
plagio de Zapatero. No es la primera vez que el PSOE presenta unos Presupuestos manipulando
gastos e ingresos, subiendo impuestos y el déficit; en definitiva, arruinando a Esparia. ;Y ahora
nos habla de patriotismo el Gobierno que vendid Espafia a los independentistas por unos votos
en la mocién de censura, el que manda a Iglesias a negociar con un preso golpista o a Zapatero
a negociar los #PGE2019 supuestamente con Otegi? (Sénchez has become a plagiarism
of Zapatero. It is not the first time that the PSOE presents budgets manipulating
expenses and income, raising taxes and the deficit; in short, ruining Spain. And now
the Government that sold Spain to the independentists for a few votes in the motion
of censure, the one that sends Iglesias to negotiate with a coup prisoner or Zapatero
to negotiate the # PGE2019 supposedly with Otegi, is now talking about patriotism?)
(Photograph). Instagram. https://www.instagram.com/p/BpCMBfLgaQG/

Carrasco-Polanco, R., Sinchez-de-la-Nieta-Hernandez, M.A., & Trelles-Villanueva, A. (2020).
Laseleccionesal parlamento andaluz de 2018 en Instagram: partidos politicos, periodismo
profesional y memes (The 2018 Andalusian elections on Instagram: political parties, professional
journalism and memes). Revista Mediterrdnea de Comunicacién/Mediterranean Journal of
Communication, 11(1), 75-85. https://www.doi.org/10.14198/MEDCOM2020.11.1.19

103


https://revistas.urosario.edu.co/index.php/disertaciones/article/view/3887
https://doi.org/10.1080/23808985.2010.11679101
https://doi.org/10.1177/0002716212451428
https://doi.org/10.1177/1940161209358762
https://revistas.ucm.es/index.php/PEPU/article/view/PEPU0909220031A
https://www.instagram.com/p/BpCMBfLgaQG/
https://www.doi.org/10.14198/MEDCOM2020.11.1.19

PINEDA, A., BARRAGAN-ROMERO, A. I., & BELLIDO-PEREZ, E. Representation of the main political leaders

Cartes Barroso, M. J. (2018). El uso de Instagram por los partidos politicos catalanes durante
el referéndum del 1-O (The use of Instagram by Catalan political parties during the
referéndum of 1 October). Revista de Comunicacién de la SEECI, (47), 17-36.
https://doi.org/10.15198/seeci.2018.0.17-36

Cea Esteruelas, N. (2019). Nivel de interaccién de la comunicacién de los partidos politicos
espafioles en redes sociales (Interaction level of Spanish political parties’ social media
communication). Marco: revista de mdrketing y comunicacién politica, 5, 41-57.
https://doi.org/10.15304/marco.5.6332

Cebridn Guinovart, E., Vdzquez Barrio, T., & Olabarrieta Vallejo, A. (2013). ;Participacién
y democracia en los medios sociales?: El caso de Twitter en las elecciones vascas de
2012 (Democratic Participation on Social Media?: The use of Twitter along the
2012 Basque Election). adComunica. Revista de Estrategias, Tendencias e Innovacién en
Comunicacién, (6), 39-63. https://doi.org/10.6035/2174-0992.2013.6.4

Civieta, O. F. (2015, October 11). ;Existe realmente una ‘nueva politica’? (Is there really
a “new politics”?). eldiario.es. Retrieved from http://www.eldiario.es/aragon/politica/

Existe-realmente-nueva-politica_0_439906242.html

Congosto, M. L. (2015). Elecciones Europeas 2014: Viralidad de los mensajes en Twitter (2014
European elections. Virality in Twitter messages). REDES- Revista hispana para el andlisis
de redes sociales, 26(1), 23-52. https://doi.org/10.5565/rev/redes.529

Criado, J. 1., Martinez-Fuentes, G., & Silvén, A. (2013). Twitter en campafia: las elecciones
municipales espafiolas de 2011 (Twitter in campaign: Spanish local elections). RIPS,
Revista de Investigaciones Politicas y Sociolégicas, 12(1), 93-113. Retrieved from
https://www.redalyc.org/articulo.oa?id=38028441009

Davis, R., Baumgartner, J. C., Francia, P. L., & Morris, J. S. (2009). The internet in U.S.
election campaigns. In A. Chadwick & Ph. N. Howard (Eds.), Routledge Handbook of
Internet Politics (pp. 13-24). Abingdon, UK: Routledge.

Dominguez Benavente, P. (2017). Explorando la identidad de las nuevas élites politicas espafiolas:
Ciudadanosy Podemos (Exploring the identity of the new Spanish political elites: Ciudadanos
and Podemos). Politica y Gobernanza. Revista de Investigaciones y Andlisis Politico, (1), 53-78.
Retrieved from http://revistaseug.ugr.es/downloads/polygob_1_completo.pdf#page=53

Ekman, M. & Widholm, A. (2017). Political communication in an age of visual connectivity:
Exploraing Instagram practices among Swedish politicians. Northern Lights: Film &
Media Studies Yearbook, 15(1), 15-32. https://doi.org/10.1386/nl.15.1.15_1

Enli, G. & Moe, H. (2013). Introduction to Special Issue. Social media and election campaigns -
key tendencies and ways forward. Information, Communication & Society, 16(5), 637-645.
https://doi.org/10.1080/1369118X.2013.784795

Enli, G. S. & Skogerbg, E. (2013). Personalized campaigns in party-centred politics. Information,
Communication & Society, 16(5), 757-774. https://doi.org/10.1080/1369118X.2013.782330

Fernindez Gémez, J. D., Hernidndez-Santaolalla, V., & Sanz-Marcos, P. (2018). Influencers,
marca personal e ideologfa politica en Twitter (Influencers, personal branding and political
ideology on Twitter). Cuadernos.info, (42), 19-37. https://doi.org/10.7764/cdi.42.1348

104


https://doi.org/10.15198/seeci.2018.0.17-36
https://doi.org/10.15304/marco.5.6332
https://doi.org/10.6035/2174-0992.2013.6.4
https://doi.org/10.5565/rev/redes.529
https://www.redalyc.org/articulo.oa?id=38028441009
https://doi.org/10.1386/nl.15.1.15_1
https://doi.org/10.1080/1369118X.2013.784795
https://doi.org/10.1080/1369118X.2013.782330
https://doi.org/10.7764/cdi.42.1348

PINEDA, A., BARRAGAN-ROMERO, A. I., & BELLIDO-PEREZ, E. Representation of the main political leaders

Ferreira, C. (2019). Vox como representante de la derecha radical en Espafia: un estudio sobre su
ideologfa (Vox as representative of the radical right in Spain: A study of its ideology). Revista
Espafiola de Ciencia Politica, (51), 73-98. https://doi.org/10.21308/recp.51.03

Filimonov, K., Russmann, U., & Svensson, J. (2016). Picturing the Party: Instagram and Party
Campaigning in the 2014 Swedish Elections. Social Media + Society, 2(3), 1-11.
https://doi.org/10.1177/2056305116662179

Garcia Herrero, F.J. (2019). La nueva politica como anunciantes en la Derecha Espafiola: VOX y
las elecciones de 2018 y 2019 (The new politics as advertisers in the Spanish right-wing:
VOX and elections of 2018 and 2019).Redmarka. Revista de Marketing Aplicado,23(3), 65-82.
Retrieved from http://hdl.handle.net/2183/24656

Garcia Ortega, C. & Zugasti Azagra, R. (2014). La campafia virtual en Twitter: anélisis de las
cuentas de Rajoy y de Rubalcaba en las elecciones generales de 2011 (The virtual campaign:
Analysis of the Twitter accounts of Rajoy and Rubalcaba in the 2011 Spanish general elections).
Historia y Comunicacién Social, 19, 299-311. https://doi.org/10.5209/rev_HICS.2014.v19.45029

Gueorguieva, V. (2008). Voters, MySpace, and YouTube. The Impact of Alternative
Communication Channels on the 2006 Election Cycle and Beyond. Social Science
Computer Review, 26(3), 288-300. https://doi.org/10.1177/0894439307305636

Herrera Damas, L. (2015). Andlisis de la comunicacién de los partidos politicos espafioles en
Twitter: evaluacién y buenas prdcticas (Analysis of the communication of Spanish political
parties on Twitter: evaluation and good practices) (Doctoral dissertation). Retrieved
from https://e-archivo.uc3m.es/handle/10016/22373

Iglesias Turrién, P. (@iglesiasturrionpablo) (2018, October 22). Gracias por el carifio. Foto
de: Podemos Euskadi (Photograph) (Thank you for your affection. Picture from: Podemos
Euskadi). Instagram. https://www.instagram.com/p/BpPd Xok BR6t/

Instagram. (2018). Instagram Statistics. Retrieved from https://instagram-press.com/our-story/

Instagram, la red social que més crece en Espafia en 2018 (Instagram, the most growing
social network in Spain in 2018). (2019, February 21). elEconomista.es. Retrieved from
https://www.eleconomista.es/tecnologia/noticias/9716282/02/19/Instagram-la-red-

social-que-mas-crece-en-Espana-en-2018.html

Krippendorff, K. (2004). Content Analysis: An Introduction to Its Methodology. London, UK: Sage.

Lalancette, M. & Raynauld, V. (2017). The Power of Political Image: Justin Trudeau, Instagram,
and Celebrity Politics. American Behavioral Scientist, 63(7), 888-994.
https://doi.org/10.1177/0002764217744838

Liebhart, K. & Bernhardt, P. (2017). Political Storytelling on Instagram: Key Aspects of
Alexander Van der Bellen’s Successful 2016 Presidential Election Campaign. Media and
Communication, 5(4), 15-25. https://doi.org/10.17645/mac.v5i4.1062

Lépez-Garcia, G. (2016). ‘Nuevos’ y ‘viejos’ liderazgos: la campafia de las elecciones generales
espafiolas de 2015 en Twitter ("New" vs "old" leaderships: the campaign of Spanish
general elections 2015 on Twitter). Communication & Society, 29(3), 149-167.
https://doi.org/10.15581/003.29.3.149-168

105


https://doi.org/10.21308/recp.51.03
https://doi.org/10.1177/2056305116662179
http://hdl.handle.net/2183/24656
https://doi.org/10.5209/rev_HICS.2014.v19.45029
https://doi.org/10.1177/0894439307305636
https://e-archivo.uc3m.es/handle/10016/22373
https://www.instagram.com/p/BpPdXokBR6t/
https://instagram-press.com/our-story/
https://doi.org/10.1177/0002764217744838
https://doi.org/10.17645/mac.v5i4.1062
https://doi.org/10.15581/003.29.3.149-168

PINEDA, A., BARRAGAN-ROMERO, A. I., & BELLIDO-PEREZ, E. Representation of the main political leaders

Lépez-Meri, A., Marcos-Garcia, S., & Casero-Ripollés, A. (2017). ;Qué hacen los politicos en
Twitter? Funciones y estrategias comunicativas en la campafia electoral espafiola de 2016
(What do politicians do on Twitter? Functions and communication strategies in the Spanish
electoral campaign of 2016). El profesional de la informacién, 26(5), 795-804. Retrieved from
http://www.elprofesionaldelainformacion.com/contenidos/2017/sep/02_esp.pdf

Lépez-Rabadén, P. & Doménech-Fabregat, H. (2018). Instagram y la espectacularizacién
de las crisis politicas. Las 5W de la imagen digital en el proceso independentista de
Catalufia (Instagram and the spectacularization of political crises. The 5W of the digital
image in the independence process in Catalonia). El profesional de la informacién, 27(5),
1013-1029. https://doi.org/10.3145/epi.2018.sep.06

Lépez Garcia, G., Cano Orén, L., & Argilés Martinez, L. (2016). Circulacién de los mensajes y
establecimiento de la agenda en Twitter: el caso de las elecciones autonémicas de 2015 en
la Comunidad Valenciana (Message Circulation and Agenda Setting on Twitter: the Case of
the 2015 Regional Elections in the Valencia Region). Tripodos, (39), 163-183. Retrieved from
http://www.tripodos.com/index.php/Facultat_Comunicacio_Blanquerna/article/view/387

Lépez Meri, A. (2016). Twitter-retérica para captar votos en campafia electoral. El caso
de las elecciones de Catalufia de 2015 (Twitter-rhetoric to reach votes in electoral
campaigns. The case of the 2015 election in Catalonia). Comunicacién y Hombre, (12), 97-
118. Retrieved from https://comunicacionyhombre.com/article/twitter-retorica-captar-

votos-campana-electoral-caso-las-elecciones-cataluna-2015/

Marcos Garcfa, S. & Alonso Mufioz, L. (2017). La gestién de la imagen en campafia electoral.
Eluso de Instagram por parte de los partidos y lideres espafioles en el 26] (Image
management in election campaigns. The use of Instagram by Spanish parties and leaders
in 26]). In]. Sierra-Sdnchez & S. Liberal-Ormaechea (Eds.), Uso y aplicacién de las redes
sociales en el mundo audiovisual y publicitario (Use and application of social networks in
the audiovisual and advertising world) (pp. 107-118). Madrid, Spain: McGraw-Hill.

Marin Duefias, P. P. & Diaz Guerra, A. (2016). Uso de Twitter por los partidos y candidatos
politicos en las elecciones autonémicas de Madrid 2015 (Twitter using by the political
parties and candidates in the 2015 regional elections of Madrid). Ambitos, 32, 1-15.
Retrieved from https://revistascientificas.us.es/index.php/Ambitos/article/view/10436

McAllister, I. (2007). The personalization of politics. In R. ]. Dalton & H. Klingemann (Eds.),
Oxford Handbook of Political Behavior (pp. 571-588). Oxford, UK: Oxford University Press.

Mufioz, C. L. & Towner, T. L. (2017). The Image is the Message: Instagram Marketing and
the 2016 Presidential Primary Season. Journal of Political Marketing, 16(3-4), 290-318.
httpsi//doi.ol"g/lo.1080/15377857.2017.1334254

Oliva, M., Pérez-Latorre, O., & Besalt, R. (2015). Celebrificacién del candidato. Cultura de la fama,
marketing electoral y construccién de la imagen publica del politico (The celebrification
of political candidates. Celebrity culture, electoral marketing and the construction of
politicians’ public image). Arbor, 191(775), a270. https://doi.org/10.3989/arbor.2015.775n5009

Pineda Cachero, A. (2006). Elementos para una teoria comunicacional de la propaganda
(Elements for a Communicational Theory of Propaganda). Sevilla, Spain: Alfar.

Pineda, A., Garrido, M., & Ramos, M. (2013). An4lisis comparativo de la publicidad politica en
las elecciones de 2008 de Estados Unidos y Espafia (A Comparative Analysis of American
and Spanish Political Advertising in 2008 Presidential Elections). Zer, 18(34), 73-91.
Retrieved from https://idus.us.es/handle/11441/26586

106


http://www.elprofesionaldelainformacion.com/contenidos/2017/sep/02_esp.pdf
https://doi.org/10.3145/epi.2018.sep.06
http://www.tripodos.com/index.php/Facultat_Comunicacio_Blanquerna/article/view/387
https://comunicacionyhombre.com/article/twitter-retorica-captar-votos-campana-electoral-caso-las-elecciones-cataluna-2015/
https://comunicacionyhombre.com/article/twitter-retorica-captar-votos-campana-electoral-caso-las-elecciones-cataluna-2015/
https://revistascientificas.us.es/index.php/Ambitos/article/view/10436
https://doi.org/10.1080/15377857.2017.1334254
https://doi.org/10.3989/arbor.2015.775n5009
https://idus.us.es/handle/11441/26586

PINEDA, A., BARRAGAN-ROMERO, A. I., & BELLIDO-PEREZ, E. Representation of the main political leaders

Pérez-Curiel, C. & Limén Naharro, P. (2019). Political influencers. A study of Donald Trump’s
personal brand on Twitter and its impact on the media and users. Communication &
Society, 32(1), 57-75. https://doi.org/10.15581/003.32.1.57-75

Puentes-Rivera, I., Rias-Aratjo, J., & Dapena-Gonzélez, B. (2017). Candidatos en Facebook:
del texto a la imagen. Andlisis de actividad y atencién visual (Candidates on Facebook:
from text to image. Activity and visual attention analysis). Digitos, 1(3), 53-94. Retrieved
from https://revistadigitos.com/index.php/digitos/article/view/81

Quevedo-Redondo, R. & Portalés-Oliva, M. (2017). Imagen y comunicacién politica en Instagram.
Celebrificacién de los candidatos a la presidencia del Gobierno (Image and political
communication on Instagram. Celebrification of the candidates to the presidency of the
Government). El profesional de la informacién, 26(5), 916-927. https://doi.org/10.3145/epi.2017.sep.13

Ramos-Serrano, M., Ferndndez Gémez, J. D., & Pineda, A. (2018). ‘Follow the closing of the
campaign on streaming: The use of Twitter by Spanish political parties during the 2014
European elections. New Media & Society, 20(1), 122-140. https://doi.org/10.1177/146144 4816660730

Ruiz del Olmo, F.J. & Bustos Diaz, J. (2016). Del tweet a la fotografia, la evolucién de la
comunicacion politica en Twitter hacia la imagen. El caso del debate de estado de la nacién

en Espafia (2015) (From tweet to photography, the evolution of political communication on
Twitter to the image. The case of the debate on the State of the nation in Spain (2015)). Revista
Latina de Comunicacién Social, (71), 108-123. https://doi.org/10.4185/RLCS-2016-1086

Russmann, U. & Svensson, J. (2017). Interaction on Instagram? Glimpses from the 2014 Swedish
Elections. InternationalJournal of E-Politics, 8(1), 50-66. https://doi.org/10.4018/1JEP.2017010104

Sénchez Castején, P. (@sanchezcastejon). (2018, September 14). Esta mafiana, en la mesa del
Consejo de Ministros, me he encontrado una sorpresa... jOs quiero! #Detalles #Familia #Carifio
#Sorpresa #orgullodepadre #CMin (Photograph) (This morning, at the table of the Council of
Ministers, I found a surprise... I love you! #Details #Family #Love #Surprise #parentpride
#CMin). Instagram. https://www.instagram.com/p/Bns-ucbnWYi/?utm_source=ig_embed

Said-Hung, E. M., Prati, R. C., & Cancino-Borbén, A. (2017). La orientacién ideolégica de los
mensajes publicados en Twitter durante el 24M en Espafia (The Ideological Orientation
of Messages Posted on Twitter during the 24M in Spain). Palabra Clave, 20(1), 213- 238.
https://doi.org/10.5294/pacla.2017.20.1.10

Selva-Ruiz, D. & Caro-Castafio, L. (2017). Uso de Instagram como medio de comunicacién
politica por parte de los diputados espafioles: la estrategia de humanizacién en la “vieja”
y la “nueva” politica (The use of Instagram as a political communication channel by
Spanish deputies: The humanization strategy in the “old” and the “new” politics). El
profesional de la informacién, 26(5), 903-915. https://doi.org/10.3145/epi.2017.sep.12

The Social Media Family (2018). IV Estudio sobre los usuarios de Facebook, Twitter e
Instagram en Espafia (IV Study on Facebook, Twitter and Instagram users in Spain).
Madrid, Spain: Telefénica.

Towner, T. L. & Dulio, D. A. (2012). New Media and Political Marketing in the United States:
2012 and Beyond. Journal of Political Marketing, 11(1-2), 95-119.
httpSZ//dOi.org/lo.1080/15377857.2012.642748

107


https://doi.org/10.15581/003.32.1.57-75
https://revistadigitos.com/index.php/digitos/article/view/81
https://doi.org/10.3145/epi.2017.sep.13
https://doi.org/10.1177/1461444816660730
https://doi.org/10.4185/RLCS-2016-1086
https://doi.org/10.4018/IJEP.2017010104
https://www.instagram.com/p/Bns-ucbnWYi/?utm_source=ig_embed
https://doi.org/10.5294/pacla.2017.20.1.10
https://doi.org/10.3145/epi.2017.sep.12
https://doi.org/10.1080/15377857.2012.642748

PINEDA, A., BARRAGAN-ROMERO, A. I., & BELLIDO-PEREZ, E. Representation of the main political leaders

Towner, T. L. & Lego Mufioz, C. (2017). Picture Perfect? The Role of Instagram in Issue Agenda
Setting during the 2016 Presidental Primary Campaign. In]. C. Baumgartner & T. L.
Towner (Eds.), The Internet and the 2016 Presidential Campaign (pp. 263-283). Lanham,
MD: Lexington Books.

Van Aelst, P., Sheafer, T., & Stanyer, J. (2012). The personalization of mediated political
communication: A review of concepts, operationalizations and key findings. Journalism, 13(2),
203-220. https://doi.org/10.1177/1464884911427802

Vergeer, M., Hermans, L., & Sams, S. (2011). Online social networks and micro-blogging in
political campaigning: The exploration of a new campaign tool and a new campaign style.
Party Politics, 19(3), 477-501. https://doi.org/10.1177/1354068811407580

Verén Lassa, J. . & Pallarés Navarro, S. (2017). La imagen del politico como estrategia
electoral: el caso de Albert Rivera en Instagram (The politician image as electoral
strategy:the case of Albert Rivera on Instagram). Mediatika, (16), 195-217. Retrieved from
http://www.eusko-ikaskuntza.eus/PDFAnlt/mediatika/16/Mediatika_16_195-217.pdf

Wolf, G. (2004, January 1). How the Internet Invented Howard Dean. Wired. Retrieved from
https://www.wired.com

AGRADECIMIENTO
Esta investigacién se ha realizado en el contexto del Grupo de

Investigacién en Comunicacién Politica, Ideologia y Propaganda
IDECO (cédigo SEJ-539).

108


https://doi.org/10.1177/1464884911427802
https://doi.org/10.1177/1354068811407580
http://www.eusko-ikaskuntza.eus/PDFAnlt/mediatika/16/Mediatika_16_195-217.pdf
https://www.wired.com/2004/01/dean/

PINEDA, A., BARRAGAN-ROMERO, A. I., & BELLIDO-PEREZ, E. Representation of the main political leaders

SOBRE LOS AUTORES:

ANTONIO PINEDA, profesor titular en el Departamento de Comunicacién Audiovisual y Publicidad de
la Universidad de Sevilla. Sus principales lineas de investigacion son el estudio tedrico y empirico de la

propaganda, las relaciones entre medios de comunicacién e ideologia y la semiética de la publicidad.

https://orcid.org/0000-0002-0249-1881

ANAI. BARRAGAN-ROMERO, doctoraen Comunicacién porla Universidad de Sevillay profesora sustituta
interina en el Departamento de Comunicacién Audiovisual y Publicidad de la misma universidad.
Graduada en Publicidad y Relaciones y en Antropologia Social y Cultural. Sus lineas de investigacion
principales se centran en el uso propagandistico de laimagen fotografica, la historia de la propaganda

y la comunicacién politica.

https://orcid.org/0000-0002-4285-9038

ELENA BELLIDO-PEREZ, doctora en Comunicacién por la Universidad de Sevilla. Se gradué en Publicidad
y Relaciones Pablicas (con premio extraordinario fin de estudios) y posee un master en Comunicaciény
Culturadedicha universidad. Beneficiaria de un contrato predoctoral de cuatro afios en el Departamento
de Comunicacién Audiovisual y Publicidad de la Universidad de Sevilla, actualmente es profesora en

el Centro Universitario EUSA.

https://orcid.org/0000-0002-3107-5481

109


https://orcid.org/0000-0002-0249-1881
https://orcid.org/0000-0002-4285-9038
https://orcid.org/0000-0002-3107-5481

