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ABSTRACT

Socialmediahastransformedelectioncampaignsaroundtheworld.Whileitisdifficulttodetermine
towhatextentsocialmediainfluencevoters’decisions,thereisnodoubtthatsocialmediaplatforms
impactoncandidateadvertisingandpublicdebateduringelections.Thisresearch,themethodological
formulationofwhichisbasedonacasestudy,seekstoinvestigatetheuseofsocialmediaduring
politicalcampaignstocollectsignaturesofsupport.Intheelectionsof2018,aspiringcandidatesfor
presidentialelectionrequiredacertainnumberofsignaturesofsupportinordertoregisterasofficial
candidates.WecollectedsocialmediadataonaweeklybasisfromtheTwitter,Facebook,andYouTube
accountsofsevencandidatesandcontrastedthisdatawiththenumberofsignaturesvalidatedbythe
electoralauthority.Wefoundnorelationshipbetweenthelevelofsupportreceivedandtheuseof
socialmediainthecaseofanyofthecandidates.However,weobservedcandidateswhodidachieve
therequirednumberofsignaturesandwhodidreceiveofficialpresidentialcandidatestatusasaresult
oftheirhighlevelofvisibility.Thisresearchcontributesmethodologicallytothecurrentliterature
andprovidesempiricalevidenceregardingindependentcandidatesinMexico.
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INTRodUCTIoN

Socialmediahavebeenusedas low-cost communicationchannelsbyvarious social,publicand
privateorganizationstocommunicatewithcitizens,customersand/orvoters.Inthisregard,there
isdiversescientificevidencethatdescribestheprocessesandresultsobtainedthroughtheuseof
socialmedia.Thisevidencespansaperiodwhichbeginswiththefirstsocialmobilizationsandends
withtheirimpactonelectoralcampaignsandthemeasurementofthelevelofcommitmentshown
bypoliticiansandinstitutions.

InWeb2.0,politicalpartieshavefoundawiderangeofcommunicativepossibilitiesviaTwitter,
Facebook,YouTube,andInstagram.Additionally,othersocialmediahavebeenincreasinglyusedas
platformsfortheengagementofcitizensupportinelectioncampaigns(Babaoglu,&Akman,2018).

There are many examples of the use of social media as a powerful tool for politics, social
movementsandelections.Thishappenswhentechnologyiscombinedwiththephysicalcoexistence
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betweencommunitiesandindividuals.Thisgeneratesdigitalandsocialcapitalthroughthecooperation
orcomplementationofmeaningswhichthedifferentactorsdevelop(Ruelas,2016).

IndependentcandidatesinMexicohavealonghistoryofconsolidation(Olivos,2018).Until
2015,citizenscouldnotstandasindependentcandidatesforelectionatthelocallevelofgovernment
without thebackingof apolitical party (Cárdenas, 2015).At this levelofgovernment, only six
independentcandidateswereelectedand,atthestatelevel,oneofthemwaselectedgovernorofthe
stateofNuevoLeón.However,theconditionsforcompetitionareextremelyunequal.Inthewords
ofLagunesandArellanes(2016):

The electoral reforms of 2012 (article 35), 2013 (article 116) and 2014 (article 41) prevent independent 
candidates from competing on an equal footing with political parties. The legal locks strategically 
placed by the Federal and State Legislatures violate the principle of equity that should normally be 
applied to electoral processes. The independents have less financing than the traditional parties, 
scarce access to radio and television time, and in order to stand for election they, require a large 
number of signatures from voters. (p. 71)

This was the prevailing status quo for independent candidates in Mexico during the 2018
presidentialelections.InthescarceresearchonthissubjectinMexico,researcherspointoutthatthis
newpoliticalpositionhasnotincreasedcitizenparticipation(LagunesandArellanes,2016).Nor
hastheuseofnewtechnologiessuchastheInternetservedtopromotecriticalthinkingintermsof
elections(Cárdenas,2015).However,itiscertainlyindicativeofprogressinMexicoasitopensthe
doortoagreaterlevelofequalitybetweencitizensandtheirauthorities(Olivos,2018).

Independentcandidatesfornationalpresidentialelectionwereanoveltyinthe2018election
campaign.NeverbeforehadacitizenbeenabletorunforPresidentoftheRepublicwithoutthebacking
ofapoliticalparty.However,thegraduallossoflegitimacyofpreviousMexicanpresidents,aswell
asthedecompositionoftheMexicanpoliticalsystemhaveresultedintheoverarchingprotagonism
ofthepoliticalparties(partidocracy).Thisgeneratedenoughdiscomforttopromotethelegalchanges
thatwouldallowforindependentpresidentialcandidatesinMexico.

Aspiring independent presidential candidates are required to obtain the support of 866,593
Mexicans.Thissupportismanifestedbywayofasignaturesupportingthecandidatealongwitha
validMexicanvotingID.Thisistheprincipalrequirementinordertobeabletostandforelectionas
anindependentcandidate.GiventhattheelectoralauthorityinMexicogivesnofundingtoindependent
candidates,socialmedia,thecostofwhichisminimalorevenfree,isasuitabletoolwhichallows
independentcandidatetoachievethenecessarysupport.Thequestionthatguidesthisstudyis:do
socialmediahaveanyimpactonthecollectionoftherequirednumberofsignaturestorunasan
independentcandidate?Theobjectiveofthisresearchistostudytheexistingrelationshipsbetween
thevariablesofsocialmediaandthelevelofcitizensupportreceivedbycandidates.Acertainlevel
ofcitizensupportwasarequirementforaspiringcandidatesforthe2018presidentialelection.

Intotal,theNationalElectoralInstitute(INE,Spanishinitials)received87applicationsfrom
bothwomenandmentorunasindependentcandidatesforthePresidencyoftheRepublicduring
the2018federalelections.OnOctober16,2017,theINEpublishedtheofficiallistofindependent
candidatesforthePresidencyoftheRepublic.Onlythosewhometthestipulatedrequirementswere
includedonthelist.48applicationswereapprovedbytheINE;sixwomen(12.5%)and42men
(87.5%),andonlytwoofthemwererecognizedasindependentcandidates:MargaritaZavalaand
JaimeRodríguezCalderon.

Theremainderofthispaperisdividedintofivesections.Theforegoingintroductionisthefirst
section;thesecondsectionisareviewoftheliteratureontheroleofsocialnetworksinMexican
elections;thethirdsectiondescribesthemethodologywhichthisresearchfollowed;thefourthsection
presentsourfindings;andthefifthsectiondealswithconclusionsandfuturediscussion.



 

 

18 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/article/citizen-engagement-and-social-

media/251891

Related Content

Cultural and International Aspects of Social Media
Thomas Mandl (2011). Social Computing Theory and Practice: Interdisciplinary

Approaches  (pp. 54-66).

www.irma-international.org/chapter/cultural-international-aspects-social-media/48850

“From Where Should We Work?”: Analyzing American Twitter Sentiment of

Work Arrangement Preferences
Bryan Ji Yang Leongand Zareef Mohammed (2023). International Journal of Social

Media and Online Communities (pp. 1-20).

www.irma-international.org/article/from-where-should-we-work/330754

Social Media Usage and Adoption: Are People Ready?
Line L. Olsenand Tor W. Andreassen (2014). Harnessing the Power of Social Media

and Web Analytics (pp. 161-180).

www.irma-international.org/chapter/social-media-usage-and-adoption/102503

The Invisible Hand Guiding Technology: Crossing the Boundary of Humanity
Nada K. Kakabadse, Andrew Kakabadse, Reeves Knyghtand Linda Lee-Davies

(2011). International Journal of E-Politics (pp. 1-15).

www.irma-international.org/article/invisible-hand-guiding-technology/58927

My Desired Self, Avatar: The Impact of Avatar Creation on Persuasion
Youjeong Kim (2015). International Journal of Virtual Communities and Social

Networking (pp. 1-13).

www.irma-international.org/article/my-desired-self-avatar/135286

http://www.igi-global.com/article/citizen-engagement-and-social-media/251891
http://www.igi-global.com/article/citizen-engagement-and-social-media/251891
http://www.igi-global.com/article/citizen-engagement-and-social-media/251891
http://www.irma-international.org/chapter/cultural-international-aspects-social-media/48850
http://www.irma-international.org/article/from-where-should-we-work/330754
http://www.irma-international.org/chapter/social-media-usage-and-adoption/102503
http://www.irma-international.org/article/invisible-hand-guiding-technology/58927
http://www.irma-international.org/article/my-desired-self-avatar/135286

