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Abstract

This thesis aims to analyse the use of digital networks as a tool for electoral
communication by new political organisations. Thus, the research study is focused
on Barcelona 2015 city council election and the political organisation Barcelona en
Comt, formed by six political parties.

Methodologically, it combines quantitative and qualitative technics through the
mixed-method approach. These methods are social network analysis, content
analysis, SEO analysis and semi-structured in-depth interviews.

Overall, the research identifies different opinion leaders and a hierarchical network
according to citizen's feedback, the type of message according to populism as a
style of political communication, and the design of the electoral strategies by the
political parties.
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Resumen

La presente tesis doctoral tiene como principal objetivo profundizar en el uso de
las redes digitales como herramienta de comunicacidn electoral por parte de nuevas
organizaciones politicas. Para ello, se toma como estudio de caso la campaiia
electoral en Twitter a las elecciones municipales de Barcelona en 2015 y la
organizacién politica Barcelona en Comii, formada por seis partidos politicos

La investigacién combina, mediante la triangulaciéon metodolégica, métodos
cuantitativos y cualitativos como son el andlisis de redes sociales, el anilisis de
contenido, andlisis SEO vy las entrevistas semi estructuradas en profundidad.

De su aplicacion, se infiere la presencia de diferentes perfiles que actian como
lideres de opinién y la heterogeneidad en el intercambio de informacién con los
usuarios al tratarse de una red jerdrquica, el tipo de mensaje electoral entendiendo
el populismo como un estilo de comunicacién politica y el disefio de todas estas
estrategias por parte de la organizacién politica.
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CHAPTER 1

Introduction






Chapter 1. Introduction

1.1. The topic of the research and the research problem

1.1.1. From economic crisis to social movements

Spanish economic crisis started between the end of 2007 and the beginning of 2008
(Carballo-Cruz, 2011; Orriols and Cordero, 2016), as in many other European
countries (Auriemma et al., 2015; Poulakidakos and Veneti, 2016; della Porta,
Fernindez, Kouki and Mosca, 2017). This situation of financial breakdown (Table
1) has produced a climate of distrust and political disaffection amongst deep layers
of the population, singularly the youngest ones (Calvo, Gémez-Pastrana and
Mena, 2011; Likki, 2012; Fernindez-Planells, Figueras-Maz and Feixa, 2014).
These are the essential characteristics for outbreaks of protests and riots (Castells,
2012; Alonso and Rovira, 2015; Gerbaudo and Screti, 2017). Also, the financial
breakdown generated a transversal and endemic crisis in Spain, where the political
system was deeply implicated (Feenstra, Tormey, Casero-Ripollés and Keane,

2017).

Table 1. Perception of the economic situation

2008 2011 2015
Excellent 2 0.1
Good 6.1 1.5 2.5
Average 37.0 16.5 25.6
Bad 36.7 40.8 42.9
Very bad 19.1 40.9 28.6
Do not know .8 3 4
Do not answer A1
N 2463 2472 2484

Source: CIS Barometer June 2008-2011-2015



Some of the main requirements of the Spanish social movements’ protest were
related to greater involvement of citizens in policies, the criticism to only vote
every four years, the struggle against the corruption, the will to change the Spanish
two-party system and the aim to recover of social rights (Sampedro and Sinchez-
Duarte, 2011). These kinds of participation in political life “emerging since the
15M prompted some core questions” (Feenstra et al., 2017: 7). These requests
(Table 2) are the result of the low degree of political participation and proactive
policy (Lobera and Sampedro, 2014), understanding participation not only as an
electoral process (Font and Fontcuberta, 1990), and the distance between political
parties and citizens due to the highly unrepresentativeness (Sanz and Mateos, 2014;

Torcal, 2014).

Table 2. Perception of the functioning of democracy

0-1 13.7
2-3 17.9
4-6 43.2
7-8 18.4
9-10 3.7
Do not know 2.6
Do not answer 0.4
N 2472
Source: CIS Barometer 2011 (O=completely dissatisfied; 10=completely
satisfied).

In words of Sebastiin Royo,

In terms of causal mechanisms between institutional degradation and
economic crisis, it shows (following Acemoglu and Robinson’s [2012]
terminology) that institutions across the country became more «extractive»
and concentrated power and opportunity in the hands of only a few. Indeed,
political and economic institutions came short in empowering and protecting
the full potential of Spanish citizens to innovate, develop, and invest (2014:
1570).



In May 2011, the Indignados movement (15M) capitalised the Spanish citizens’
discontent in the public space (Sampedro and Sianchez-Duarte, 2011) as a
consequence of a multi-dimensional crisis. Also, after the occupation of the public
space, this movement (7able 3) started a new demonstration cycle of specific social
rights and gave rise to several social organisations so-called Mareas (the Waves), an
example of the inequality rising (Roos and Oikonomakis, 2014). Also, the Platform
of Mortgage Victims (Plataforma de Afectados por la Hipoteca, PAH), whose
spokeswomen and activist was Ada Colau, also the Mayoress of Barcelona 2015-
2019. Therefore, the Indignados movement was a channel of opinions which the

previous conventional political organisations did not capitalise (Lobera and

Sampedro, 2014).

Table 3. The Indignados’ movement people rating

Excellent 26.3
Positive 44.0

Neither positive or negative 12.5
Negative 10.4

Very negative 2.3

Do not know 4.1

Do not answer 0.5
N 1901

Source: CIS Barometer 2011

According to John Markoff (1996), in general terms, social movements appeared in
the eighteen century. However, as they are known today, social movements began
to develop in England at the end of this century and took root in Europe, the
United States, and other places during the nineteenth century (Tilly and Wood,
2009). In this process, mass media share the responsibility because the widespread
literacy and the emergence of new media generated the connexion between

different groups of people (Markoff, 1996).

In Spain, after Spanish Civil War (1936-1939) and Francisco Franco’s dictatorship
(1939-1975), the Culture of the Transition (Cultura de la Transicion) made the



deactivation of a critical culture and generated a hegemonic cultural paradigm
(Martinez, 2012). Moreover, this cycle of mobilisations as a consequence of multi-
dimensional crisis “have also contributed to change in the Spanish political system”
(della Porta et al., 2017: 46) and given roots for new political parties (Bosi, Giugni
and Uba, 2016; Lopez-Garcia, 2017). The crisis of the political system and
mainstream political parties, and the disillusionment with democracy radicalised

voting patterns to extremist, nationalistic, and xenophobic parties (Berman, 2013).

These social movements broke “the social and political consensus established in the
political transition” and led the political opportunity (della Porta er al., 2017: 45).
As a consequence, “processes of movements' institutionalisation have taken place
with democratization waves throughout the world” (Doowon, 2006, in Piccio,

2016: 265).

Focusing on the twenty-first century in Spain, there are some relevant cases of
organised civil disobedience before Indignados movement such us the liability
claim at The Prestige Case (2002), the claim of non-Spanish intervention in the Iraq
War (No a la Guerra) (2003) and the protests against terrorist attack 77-M in
Madrid (2004) (Sampedro, 2005). These examples briefly illustrate the local nature
or local-making culture of Spanish protests and the ability to enrich the trust

networks of social and political life (Calle, 2014).

During the last years, not only the Spanish Indignados movement appeared.
Meanwhile, massive protest and social movements took place in the international
arena. For example, the Greek anti-austerity riots, the Pots and Pans Revolution in
Iceland, the Jasmine Revolution in Tunisia and the occupation of Tahrir Square in
Egipt (Castells, 2012; Pérez-Altable, 2016). One of the most popular social
movements of these years was Occupy Wall Street, which had a close background

as Indignados (Linares, 2017). As Sasha Costanza-Chock affirms:



On 17 September 2011, a small group of activists took New York City’s
(NYC) Zuccotti Park and sparked a movement that, in three short months,
would spread across the country and around the world. Occupy Wall Street
(OWS) was inspired by the global protest wave that began in Tunisia with the
self-immolation of Mohamed Bouazizi, spread across the Middle East and
North Africa in what is now broadly referred to as the Arab Spring, and
continued through the Israeli ‘Social Justice Summer’, Spanish ‘Indignados’

mobilizations and Greek anti-austerity uprisings (2012: 376).

These social movements incorporate a repertory of actions and internal
organisation which have ten chronological stages such as (1) call-outs without the
traditional intermediaries (media), (2) acampadas (camping) and assemblies, (3) the
aim to change political and media agendas, (4) the use of ‘new’ platforms and
citizens monitoring, (5) stopped evictions, (6) popular legislative initiative
(Iniciativa Legislativa Popular, ILP), (7) the Waves (Mareas), (8) escraches and
sieges of institutions and (9) the occupation of these institutions, and finally, the

most critical consequence of this research: the emergence of new political parties

(Feenstra et al., 2017).

From 2011 onwards, new political organisations have born out in the Spanish and
Catalan context as the political parties Equo, Podemos (We Can) and Guanyem
Barcelona (Let’s Win Barcelona). These political parties take part in the post-15M
context whereby the social movement is present in the social reality, and it is part
of the collective imagination (Sanz and Mateos, 2014; Feenstra et al., 2017).
Moreover, the social movement has shown the ageing of Spanish cultural, political,
economic and social structures that are insufficient for the Spanish challenges
(Schlozman and Verba, 1979; Sanz and Mateos, 2014). These social movements
have arisen consequences in different levels (della Porta and Pavan, 2017): on the
individuals (Giugni, 2014) and the political environment (Amenta, Caren,
Chiarello and Su, 2010). In brief, according to the authors, the most critical

consequence of 75M movement democratic experimentation was “related to the



feeling that parliamentary representation was not fulfilling its role as a solid

foundation” and “the proliferation of new parties” (Feenstra ez al., 2017: 93).

1.1.2. From social movements to political parties

The climate of distrust and political disaffection, institutional degradation, the
widening of inequalities and the decrease in government responsibility was made
manifest by social movements in Spain (Sampedro and Sinchez-Duarte, 2011; Roos
and Oikonomakis, 2014; Royo, 2014). The Spanish social movements were born
out of the economic crisis (della Porta and Mattoni, 2014; Casero-Ripollés, Sintés-
Olivella and Franch, 2017) such as The Platform of Mortgage Victims or
Indignados movement (Royo, 2014) introduced a different language and a variety
of actions into the public scene (Sampedro and Sinchez-Duarte, 2011; Flesher and
Montaniés, 2014; Casero-Ripollés et al., 2017). The social movements against
austerity (della Porta and Mattoni, 2014; Feenstra et al., 2017) also set a political
opportunity for new political parties both in a national and supranational level
(Mosca, 2014). “The political and economic crises have been major factors behind
the explosion of new political parties” (Feenstra et al., 2017: 30). In this context,
new left-winged political parties arose in the framework of Mediterranean Europe
as Movimento 5 Stelle in Italy, Syriza in Greece, or Podemos in Spain (Auriemma

et al., 2015; Poulakidakos and Veneti, 2016).

During the process of social movements institutionalisation, their actions “traverse
the official terrain of formal politics and engage with authoritative institutions such
as the legislature, the judiciary, the state, and political parties to enhance their
collective ability to achieve [their] goals” (Suh, 2011: 443). To some extent, this
process lies in the concept of co-optation (Meyer and Tarrow, 1998; Morgan, 2007).
Co-optation is defined as “the rejection of disruptive strategies, which closely
relates to routinization, whereby movement actors are brought into the realm of

routinized and established politics” (Morgan, 2007: 274). Social movements



institutionalisation could be an opportunity. It is an unrelenting evolution of social
movements (Morgan, 2007; Pavan, 2017). Nonetheless, the process is an
opportunity to redefine the political agenda and political, the political frames, and

the distribution of power (Giugni, 1998; Pavan, 2017).

Between 2014 and 2015, new political organisations burst into the Spanish two-
party system (Orriols and Cordero, 2016) because of social movements’ political
changes (Sanz and Mateos, 2014). Although, the two-parties system is not so
evident in the Spanish regions or Autonomous Communities', where some other
political forces appeared, and it dominated the institutions such as the Partit
Democrat Europen Catala (PDeCAT) in Catalonia and Euzko Alderd: Jeltzalea-
Partido Nacionalista (PNV) in Vasque Country. Spanish national party Podemos
(We can) and other local and regional organisations so-called “the commons”
crystallised the Spanish social protests in terms of political opportunities. For
instance, the political organisations emerged in 2015 such us Abhora Madrid (Now
Madrid) in Madrid, En Marea (En Masse) in Galicia or Barcelona en Comiu
(BComit, Barcelona in Common) in Barcelona (Lobera, 2015; della Porta er al.,

2017).

The Indignados movement has not disappeared but has been diluted, resulting in
these new political organisations (Casero-Ripollés, Feenstra and Tormey, 2016).
The relationship between social movements and parties can lead to a context where
movements join electoral parties or coalitions (McAdam and Tarrow, 2010). For
this reason, it is highly essential to figure out how the social media practices of
these organisations are more structured with organisational routines and formal
communication channels (Mattoni and Treré, 2014). In this line, the new political
parties not only include in their political programs new political demands but also
incorporate alternative organisational structures and digital channels for

organisation and communication strategies (Feenstra et al., 2017).

' Translation into English from the Spanish Comunidades Auténomas.



Thus, BComi is part of Sidney Tarrow’s (1995) political opportunity. This
political opportunity is based on the conditions that encourage or discourage
political and social actors from forming social movements or organisations
(Tarrow, 1995). However, the relationship between these social movements and
these recent political parties is not clear since they refuse to align with any political
or institutional organisation (Roos and Oikonomakis, 2014). Movements turn into
political parties as ‘movement states’ (McAdam and Tarrow, 2010) and Barcelona
en Comi and Podemos, among others, inherited the practices, the tools and most
of the leaders of the Indignados movement (Borge and Santamaria, 2015). As

Ramén Feenstra, Simon Tormey, Andreu Casero-Ripollés and John Keane argue,

These new parties, such as Podemos, Partido X and various municipal council
platforms, were largely founded by activists who, having considered
alternative external channel of protest and pressure, switched strategies to
stand for election. In effect, they have taken the step into institutionalised

politics with all its structures, programmes and internal rules (2017: 15).

Hence, “research should consider the different ways in which social movements
and parties interact” (Piccio, 2015: 80). Nonetheless, the relevance of Spanish social
movements is not only their political opportunity (Mosca, 2014; della Porta et al.,
2017). Spanish social movements found in social media a complementary
organisation and a communication channel in addition to mass media coverage
(Linares and Pérez-Altable, 2015; Linares, 2017). Also, these new left-winged
political parties inherited communication practices and tools as digital networks

(Borge and Santamaria, 2015).

In this context, according to Sheri Berman, “the mainstream left parties have not
been able to put forward convincing, coherent, or effective responses to European
publics’ cultural fears” (2013: 17). The left-right dichotomy has been denied during
the first third of the twentieth century by the political parties and organisations

that defined themselves neither right nor left-ideology (Pérez-Ledesma, 2008). For

10



some authors, the main consequence of the left political parties’ crisis caused the
abandonment of the objectives of social transformation and the economic and
social organisation (Bertinotti, 2006; Polo, 2007). By contrast, Peter Glotz (1992)
affirms that the left-ideology has very well defined objectives and the crisis and is
an overestimate of Marxism-Leninism perception. In other words, it is an
evolutionary process of the left were social movements are the watchdog in a
context where socialist parties become a technocratic power and communist parties

have been diluted (Eley, 2003).

1.2. The context of the case study

As it has already been mentioned, the political party, Guanyem Barcelona, currently
Barcelona en Comii, appeared in June 2014 as a consequence of the social, political
and economic context of the crisis in Spain (Lobera y Sampedro, 2014; della Porta ez
al., 2017; Feenstra et al., 2017). After the process of approval and evaluation, a
coalition of six parties —BComii, Iniciativa per Catalunya Verds (ICV), Equo,
Podem, Esquerra Unida i Alternativa (EUIA) and Procés Constituent— was founded
under the same name. Barcelona en Comii is one of the movement parties against the
austerity born out of the economic crisis, and it conserves characteristics, claims and
activist/politicians from different social movements (della Porta, et al., 2017). This
party preserves the space autonomy of the urban and cyberspaces that Manuel
Castells (2012) attributed to social movements and it represents a high degree of
associationism of Barcelonese social capital and leads the alternative left forces (Solé,

2014).

Within the left political framework in Spain and Catalonia, BComi is a consequence
of the consolidation of catch-all parties and the emergence of Citizenship-parties
(Calle, 2014). Catch-all parties appeared after the II World War and are based on a

less ideological baggage, strong and charismatic leader, less identification with the
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class struggle —BComii case study is based on the “common people” and also based
on an ambiguous discourse (transversality) in order to reach as many voters as
possible (Kirchheimer, 1954). Citizenship-parties are characterised by continuous
participation on decision-making, the radicalisation of democracy and by the self-
management and co-management of common property (Calle, 2014). Barcelona en
Comii emerged in a context of transversal crisis (economic, political) where they
benefit the advances in digital media technologies and as a consequence of the
limitations of Catalan and Spanish political system to direct actions and to change
the agenda of traditional political parties and mass media (Feenstra ez al., 2017). As

the same authors summarise,

The political context in Spain can in no way be described as apathetic and
inactive as a result of a post-democratic drift (Crouch, 2004); indeed, it may be
considered as an exceptional political testing ground. Although Spain shares
symptoms of apathy with many other countries, such as declining numbers of
political party members, discontent with the political class and disaffection
with electoral processes, the Spanish political context is unique in its wealth of
incessant democratic experiments spawned by the political and economic

crisis” (Feenstra et al., 2017:61).

1.2.1. From Spanish Transition to postmodern politics: left-wing

political parties’ coalition/confluence

The categorical affirmation of the existence of a direct evolution between the Partit
Socialista Unificat de Catalunya (PSUC) and the Comuns (CatComu-Podem)
could be a long shot. However, candidates and political leaders of the Comuns

have referred to themselves as heirs to the PSUC on many occasions’.

? For instance, “Doménech (ECP) se compromete a construir ‘una esperanza posible’ ante los
miembros del PSUC” or “Catalunya en Comii-Podem pierde 3 escarios y logra su peor resultado
desde el fiasco de ICV en 1999”. The press articles are the object of a paper presented at the
Conference of Asociacién de Historiadores de la Comunicacion (2019).
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This section includes some relevant aspects that place, at least, a link between both
political organisations formed by a coalition of left-wing political organisations. In
the first place, the fact of the support to the CarComii-Podem’s (the Comuns in
Catalonia region) manifesto by part of the PSUC and members of the trade union
Comisiones Obreras (CCOO)’. The manifesto Una esperanca és possible. Venim de
lluny i anem més lluny encarca referrals to the relevance of the confluence, where
all the political organisations which form part of the organisation are relevant, and
where they should remember anti-Franco struggles and the connexion with the
PSUC and CCOO’. It had the support of political figures such as Joan Saura
(PSUC/IC/ICV), Francesc Baltasar (PSUC/IC/ICV), Eulalia Vintré (PSUC/ICV)
or, among others, Isidor Boix (CCOO/PSUC/PSC).

Secondly, we refer to the political and historical evolution of the left-wing political
forces such as they evolves from the PSUC to Iniciativa per Catalunya Verds, and
from Iniciativa per Catalunya Verds to the Comuns (Barcelona en Comii,
Catalunya en Comii-Podem)’. The PSUC is understood as the leading social and
political precedent of Barcelona en Comii. The PSUC was born out on 23rd April
1936 —at the very beginning of the Spanish Civil War— as a result of the four
parties’ union Federacié Catalana-PSOE —Catalan Federation and the Catalan
Socialist Party—, Partit Comunista de Catalunya —the Catalan Communist Party—,
Unié Socialista de Catalunya and Partit Catald Proletari —Socialist Union of
Catalonia and Proletarian Catalan Party— (Borja, 2016). After the Civil War, their
efforts were focused on the anti-Franco alliance (the 1950s) and the democracy
consolidation (1960s and 1970s) (Borja, 2016; Martin-Ramos, 2016). Also, the

PSUC was the greatest exponent of the left parties’ organisation in Catalonia and

>

> “Bl PSUC se reencuentra para apoyar el nuevo partido de los ‘Comunes”
https://elpais.com/ccaa/2017/03/02/catalunya/1488490213_517133.html

*“Domenech (ECP) se compromete a construir “una esperanza posible” ante los miembros del
pSucC» https://www.eldiario.es/politica/Domenech-ECP-compromete-construir-
PSUC_0_618389166.html

*“Catalunya en Comu-Podem pierde 3 escafios y logra su peor resultado desde el fiasco de ICV en
1999”  Available  https://www.europapress.es/nacional/noticia-catalunya-comu-podem-pierde-
escanos-logra-peor-resultado-fiasco-icv-1999-20171222004506.html
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across organisation against the fascism (Martin-Ramos, 2016). In this sense, as
Jordi Solé (1986) pointed out, the PSUC was the maximum exponent of diversity

in communist reality.

One of the most relevant aspects of the PSUC was its political culture based on the
militancy included in one left-wing party but with different ideological approaches
(Borja, 2016). That is the relationship between social movements and people, but
the social movement basis and culture were not enough to have an impact on
institutions (Borja, 2016). On that count, most of the political, social and cultural
movements under Franco’s dictatorship took the PSUC as an inspirational
reference (Solé, 1986). After its legalisation in April 1977, the PSUC obtained
electoral representation at Catalan Parliament elections in 1980 and 1984 (Table 4).
In the first one, with the Partit dels Socialistes de Catalunya (PSC), they made up
the majority electoral space as the most supported parties during the very

beginning of the Spanish democratic transition (Molas, 1980).

Table 4. From the PSUC to the Comuns electoral evolution

Catalan Parliament Election Party-Coalition
1980 PSUC
1984 PSUC
1988 IC
1992 IC
1995 IC
1999 IC-EV
2003 ICV-EUIA
2006 ICV-EUIA
2010 ICV-EUIA
2012 ICV-EUIA
2015 CSQP
2017 CC-P

Source: Own elaboration

The bad results obtained in 1984 election, as a consequence of the political division

between the PSUC and the Partit Comunista de Catalunya (PCC) (Ribera-
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Llorens, 2014), made the parties refunding on 23" February 1987 (Borja, 2016).
For that reason, “the electoral space of the Left has undergone an inner reordering

since 1982” (Colomer, 1996: 26).

La decadencia electoral fue la gota que colmé el vaso y que llevé al PSUC a
reconvertirse en lo que desde entonces se conoceria como Iniciativa per
Catalunya (IC), coalicién que surge con la intencién de recomponer el espacio
comunista cataldn, en crisis, y también de actualizarlo (Europapress, 2017)."

In 1987, the PSUC, the PCC, L’Entesa dels Nacionalistes d’Esquerra and social
movements founded the parties’ federation Iniciativa per Catalunya (IC) (Ribera-
Llorens, 2014). During those years, they focused on the role that each of the three
parties was going to play in /C, on the development of the new organisation with
the reluctance of the PCC —out of /C in 1989- and about the PSUC control
(Ribera-Llorens, 2014). In 1995, they formed the electoral coalition with the green
party Iniciativa per Catalunya els Verds (IC-V) and with the reintegration of PCC.
Iniciativa per Catalunya, Els Verds-Confederacié Ecologista de Catalunya, el
Partit Comunista de Catalunya and [’Espai Roig-Verd-Violeta formed that

electoral coalition. However, as Ricard Ribera-Llorens pointed out,

Les problematiques que porten a I’escissié —conflicte dins d’IC, conflicte entre
IC 1 IU i conflicte dins del PSUC- se solapen i en part es poden explicar pel
model de relacions i de funcionament pel que aposta cada sector, perd
’explicacié fonamental és el canvi ideologic i Pestrategia en politica d’aliances

d’Iniciativa 1 el seu acostament als socialistes (2014:13).

In 2003, with the party EUIA, they were giving raise to ICV-EUiA.

La mala experiencia llev6 a ICV y EUIA a volver a unirse y sellar una alianza
para las autondémicas de 2003 que ya no rompieron. En aquella cita, la
reeditada coalicion logrd 9 diputados, lo que les permitieron incluso integrarse
en el Gobierno del tripartito que presidiria Pasqual Maragall, del PSC y que
también sumarfa a ERC (europapress, 2017).!
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Nowadays, in Barcelona, these parties and electoral coalitions are part of BComii.
In 2015-2017, in Catalonia, /CV, EUIA and Podem —the Catalan group of new
Spanish party Podemos— formed the electoral coalition Catalunya Si que es Pot
(CSQP) and in 2017 born out Catalunya en Comiu Podem. CatComu-Podem, the
latter heir from the PSUC, is formed by Barcelona en Comii, Equo, EUIA, ICV
and Podem. In this sense, Xavier Domenech, talking about the relationship

between the PSUC and CatComii-Podem, said in an interview

That space would say that it is a complete expression of front-politics. In this
sense, it takes forces, the identities of each of the forces that make it, but it
goes beyond the identities of origin; In fact, almost a century later we know
very little about what those identities were, but instead, we know very well
what the PSUC was. [...] And I think that this is the success of En Comi
Podem. It is the idea of creating a space where everyone can feel recognised, to
which everyone can point, but that the conjunction of the space exceeds one of
the parts. Moreover, this PSUC of the thirteenth century must be able to be a
space that is more profoundly outlined this aspect of confluence, an area that

integrates us all and that strengthens all of us, but at the same time surpasses
6

us.
Thirdly, some organisational similarities have been found between the PSUC and
the Comuns, according to the bibliographical review carried out on the PSUC
(Solé, 1986; Colomer, 1996; Ribera-Llorens, 2014), and according to the
knowledge acquired during the research process of the case study BComii. In this
sense, “Barcelona has a tradition of civil society engagement in local governance
and local welfare” (Eizaguirre, Pradel-Miquel and Garcia, 2017: 3). The main
common characteristics are the organisational decentralisation and the relevance of
the activist network, the municipalism and the relevance of neighbourhoods. This
statement is based on the information gathered mainly by Giaime Pala (2015), in
his work El partido y la cindad. Modelos de organizacion y militancia del PSUC

clandestino (1963-1975), where the author resorts to original historical sources.

® Translate into English from Catalan.
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In the organisational decentralisation and the relevance of the activists' network,
the Estate of Emergency in 1969 in Spain had a key role. The Estate of Emergency
showed the limitations of the PSUC structure and the necessity of orientation,
dynamism and initiatives, a more horizontal structure and the confidence of its
support base (Pala, 2015). Through the PSUC’s policy of the organisation,
decentralisation led to the emergence or creation of neighbourhood committees
and, as a consequence, the militants became activists (Pala, 2015). Moreover, the
“so-called ‘Barcelona model” included strategies for economic growth in which the

citizenship participated” (Eizaguirre, Pradel-Miquel and Garcia, 2017).

The ‘new’ PSUC’s organisation in neighbourhood committees resulted in stopping
‘going to the neighbourhood’ to ‘being a neighbourhood’ to know and try to solve
the problems of each territory (Pala, 2015). The relevance of these neighbourhood
committees was not only the closeness to different population structures but also
its diversification of professional sectors with the common objective of the
‘globalisation of problems’ (Pala, 2015). This kind of organisation seeded the
subsequent emergence of neighbourhood associations and the neighbourhood
movement (Alabart, 1986). Notwithstanding, in this PhD dissertation, we do not

go in-depth on the emergence and evolution of neighbourhood movement.

The above reminds us of the structure of BComii since it appeared in 2014.
According to BComi own information, it is organised in neighbourhoods using
assemblies and with high relevance of the districts. As the neighbourhood groups’

definition remains,

Neighbourhood groups and district assemblies are the sectorial areas of
BComi's growth and consolidation, open to the participation of all, with the
autonomy of function and self-management. They are structured at two
complementary levels: neighbourhood groups and district assemblies. They

are sober on issues that affect only their territory. They have autonomy to

17



make decisions about their action and development. It is coordinated through

the territorial coordinator’

Even though CatComii-Podem and the Comuns is one of the essential left-wing
political organisations, they do not represent the entire heritage of the anti-Franco
Catalan struggle. Above all, it is taking into account an essential factor of Catalan

politics such as the nationalist axis.

In brief, (1) the participation of the neighbour in the different spaces —both the
neighbourhood committees (Assembleas) and the city sectorials (Eixos)—, (2) the
historical and political evolution of the left-wing Catalan political parties and (3)
the self-attribution of CatComii-Podem leaders as a heirs of PSUC are compelling
reasons to conclude that there is a particular relationship between the two political

subjects.

Lucia Garcia-Carretero (2019). De la transicién espafiola a la posmodernidad.
¢Son ‘Los Comunes’ herederos del PSUC? (September, 2019). La revolucion de
la comunicacion en perspectiva: Historia de los nuevos medios digitales, los nuevos
medios en la historia. XVI Congreso Internacional de la AEHC, Santiago de

Compostela.

1.2.2. Timeline: Barcelona en Comit 2015 council electoral coalition

The movement party (della Porta et al., 2017) Guanyem Barcelona was officially
introduced on 26th June 2014 (Figure 1). One of the promoters was the activist and
spokeswomen of PAH Ada Colau. On September 2014, a political manifesto was
validated to form an electoral coalition based on new party logic in order to stop

the inequalities and improve democracy.

7 | . .
Barcelona en Comu’s activists spaces. Neighbourhood groups.

https://barcelonaencomu.cat/ca/grups-als-barris

18



Figure 1. Guanyem Barcelona presentation

Barcelona en Comu @ @bcnencomu - 26 jun. 2014
Estem muntant a 'Escola Collaso i Gil. Sera aquesta sala i streaming al pati.
Us hi esperem! #GuanyemBarcelona

i
H'ir'a . 1"‘\:!1

Source: https://twitter.com/bcnencomu/status/482122223508287488

On October 2014, four parties more validated the ethics code in order to form this
left electoral bloc for 2015 Barcelona council election. The transparency is a
consequence of “its pillars are to stimulate new practices and to built a project
based on strict ethical criteria” (Feenstra et al. 2017: 27). In this sense, it is essential
to mention that although the six political parties formed an electoral coalition, they
are not a confluence of parties or “the Confluence”. Nonetheless, the mass media
and the political organisation called themselves confluence of parties. The term
“confluence” has a more positive symbolic background than coalition in the

Spanish and Catalan left ideology context.

Simultaneously, they started the process to validate BComi (Guanyem Barcelona)
as a political party. During this process, when they were trying to register
Guanyem Barcelona as a political party in all co-official Spanish languages, they

realised that Ganemos (Guanyem in Spanish) was registered before by someone
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out of the coalition. They had to change the name to Barcelona en Comit® (Figure
2) after two negative answers of Ministerio del Interior’. Nonetheless, the Spanish
Ministry finally recognised the name Guanyem Barcelona, but after that, they did

not change it because they had a new communication strategy.

The political party Iniciativa per Catalunya Verds is a Catalan left-ecologist party
being as a result of the fragmentation and reunification of the communist and
socialist left in Spain and Catalonia over the years. As it has been mentioned, in
1995, Iniciativa per Catalunya formed together with Els Verds-Confederacio
Ecologista de Catalunya the electoral coalition Iniciativa per Catalunya-Els Verds.
In 2003, Iniciativa per Catalunya-Els Verds and Esquerra Unida i Alternativa
started a new period of electoral and programmatic agreement according to the

institutional representation but being organically autonomous.

Equo is a Spanish ecologist party emerged in 2011. In the Catalan context, Equo
and Iniciativa per Catalunya Verds signed an association agreement'® respecting
the sovereignty and autonomy of each political party due to the prevailing
ideology about the green left and public ecology. The Spanish party Podemos (We
Can) was founded in January 2014. Podem Barcelona is Podemos’ territorial local
extension in Barcelona. Finally, the political organisation Procés Constituent was
formed in 2013 to promote a new anti-capitalism organisation based on Catalonia’s

self-determination.

¥ Guanyem estudia canviar de nom després del segon veto d’Interior. Recuperado 25 abril 2015,
desde http://cat.elpais.com/cat/2015/01/22/catalunya/1421936139_720089.html

? English translation: Spanish Ministry of Interior

"9 Equo-ICV: Acuerdo de Asociacion y Protocolo de Relaciones. Available in
https://web.archive.org/web/20120422083934/http://www.equova.org/download/4/
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Figure 2. From Guanyem Barcelona to Barcelona en Comii
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Source: Movimiento de Liberacion Grafica Barcelona (MLBG)

On February 2015, the negotiation period started in July 2014 was closed and the
political coalition for 2015 Barcelona election was defined. They started open

primaries to decide the electoral programme, which was officially presented in

April 2015.

One day before the 2015 electoral campaign, the Spanish Sociological Research
Centre (Centro de Investigaciones Sociolégicas, CIS) published a pre-electoral
election study where Barcelona en Comi was the potential main political force, in
the same line as METROSCOPIA. By contrast, the results of the pre-electoral
survey were different for SIGMA DOS, OBSERVATORIO and Gesop. They gave

the victory to the traditional party of the opposition Convergeéncia i Unié.
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On 24th May 2015, the left electoral coalition BComi won the Barcelona council
election with 11 council members of 41, so they needed to be agreed with other

political parties (Figure 3).

Figure 3. Barcelona 2015 council election results

Concejales
99,84% ESCRUTADO
ACTUALIZADO: 27/5/2015 16:37

ERC-MES-Bc... o

PSC-CP o

BARCELONA
EN COMU-E

A O

Mayorfa

Source: https://resultados.elpais.com/elecciones/2015/municipales/09/08/19.html

1.3. Research questions and objectives

This PhD dissertation relies on 15 objectives organised in four journal papers and
one international conference paper. The research study is a consequence of the
interaction between two essential elements. The first is a great deal of interest in
digital networks as political communication tools. The research interest in the use
of Twitter as an electoral communication tool has increased substantially in the last
years (Fenton and Barassi, 2011; Vaccari, 2013; Bor, 2014; Jungherr, 2016). It has
contributed to the debate on the potential of social networks as a communication
channel in a hybrid media system (Chadwick, 2013), where offline and online

forms of communication take place at the same time.

Secondly, it is a consequence of the choice of a case study, which emerged, and

evolution took place while this dissertation was done. This research study assumes
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that Barcelona en Comii is a representative example and a case study (Yin, 2009) of
movement parties against austerity in Europe and the Western World (della Porta
et al., 2017). These are “political parties that have particularly strong organizational
and external links with social movements” (della Porta et al., 2017: 4-5). The
research lies within the academic thinking which affirms that in times of crisis,
“issues of knowledge take center stage in the public debate” and these cases study
“push on a reflection on the ways in which different streams in the social sciences
have addressed the relations between social movements and knowledge” (della

Porta and Pavan, 2017: 297).

The main objective of this research study is to deepen the electoral communication
strategy on Twitter of the confluence BComi to better understand the way new
political forces which appeared in a digital environment using digital networks.
This dissertation analyses the electoral communication characteristics on Twitter
of the Barcelona en Comi coalition during 2015 Barcelona council election. Thus,
the behaviour on Twitter of the political parties BComii, ICV, EUiIA, Podem,
Procés Constituent and Equo from 8 to 22™ of May 2015. To be specific, the
research study has been organised into four research levels or stages. These four

levels are based on sub-objectives applying several methods of research (see

Chapter I11).

Level 1. Exploring Barcelona en Com#’s communication network on Twitter

(Macro level).

In this section (first paper), we explore the electoral communication strategies and
communication coordination among the six political parties that form the electoral
coalition BeC from 8 to 22°, 2015 (Garcia-Carretero and Pérez-Altable, 2017). In
order to answer the questions and further the research objectives, we have analysed
the 1253 tweets disseminated by the official Twitter accounts of BComi

(@bcnencomu), 1ICV (@iniciativaBen), EUIA (@EUIABCN), P (@podem_BCN),

23



PC (@pconstituentBCN) and E (@Equobcn) with Social Network Analysis (SNA)

method.

The first level of analysis is constructed around the following research questions

and objectives:

RQ1. What are the relationship and the flow of communication between the six

political parties of the confluence?

O1. Analyse the flow of communication and the relationship between the six

political parties of the confluence on Twitter during the electoral campaign.

RQ2. Do the political parties use the possibilities that Twitter enables to interact

with the users? Do they conduct a two-way process of communication?
O2. Study the multidirectional communication or the relationship among the
parties and users or citizens through the replies and comments in the tweets spread

by the six political parties.

RQ3. What are the main electoral issues disseminated by the political parties

according to the hashtag used?

O3. Identify the dominant issues proposed by political parties through the

hashtags used on Twitter.

Level 2. Identifying the electoral message (Micro level).

In this stage, we deepen on the electoral communication characteristics on Twitter.

Based on content analysis research method, the analysis is organised in two steps.
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Level 2.1. Barcelona en Comit’s electoral message on Twitter.

Firstly, we analyse the six political parties of the electoral coalition (Garcia-
Carretero and Diaz-Noci, 2018). That is, the analysis of the electoral message
spread by the Twitter accounts @bcnencomu, @iniciativaBen, @EUIABCN,
@podem_BCN, @pconstituentBCN and @Equobcn. The research questions and

objectives (second paper) of this part of the analysis are:

RQ4. What is the electoral message of the six political parties? Do they use the
same electoral issue for the six Twitter accounts? How are the frames of the

electoral themes and ideas during the electoral campaign?
O4. Inquire about the electoral communication strategy according to the message.
In other words, find out the thematic selection, the kind of message and, the

concordance between the text of the tweets and the hashtags.

RQs5. How do they use Twitter possibilities? Do they use the text but also images,

videos and link? In that case, which one they use?
Os5. Analyse the use of Twitter by the parties of the confluence. That is, know if
the parties took advantage of communication possibilities of Twitter such as

images, videos or links.

RQs. Do they have a fluent and an argued conversation? Do they debate election

campaign issues?

Oé6. According to the replies on parties’ tweets, deepen on the kind of conversation

among the six political parties of the electoral coalition and Twitter users.

Secondly, we analyse the tweets spread by other relevant actors, according to the
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results of the first level of this dissertation and the SNA. Among others, these users
are the politicians of the confluence @AdaColan, @GPisarello, @Laiaortiz and
@janetsanz; and other users who set the electoral message on Twitter during the

campaign such as @3eses.

RQ7. According to the SNA results, do the users who are not the political parties
introduce new electoral issues on Barcelona en Comii network on Twitter? Which

kind of message do they spread?

O7. Study the kind of message disseminated by the users, both politicians and
citizens, which set the political message of the confluence during the electoral

campaign.

Level 2.2. The “other campaign”: activism and decentralisation during the

election campaign (Micro-level).

Activists and sympathisers of BComi form the "other campaign”, and it is part of
the political fandom (Coleman, 2003; Erikson, 2008; Madore, 2009; Sandvoss, 2013;
Herndndez-Santaolalla and Rubio-Hernidndez, 2017). In other words, it is the
phenomenon that emerged around parties and leaders through which the distance
between citizenship and parties is increasingly smaller (Sandvoss, 2005). This
analysis corresponds to the third paper of the dissertation through a conference
presentation. We use the information obtained on the previous levels of study and
the results of the in-depth semi-structured interviews. The research questions and
objectives to analyse @somcomuns, the Movimiento de Liberacion Grifica de

Barcelona and the #guerrillacomunicativa are:
RQs. What or who are @somcomuns and MLGB? Are they part of Barcelona en

Comii electoral coalition? What kind of message do they disseminate during the

election campaign?
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Os8. Analyse the ‘informal’ communicative elements of the electoral campaign such
as @somcomuns and the Movimiento de Liberacion Grifica de Barcelona created
from ‘outside’, but incorporated into the institutional campaign of Barcelona en

Comau.

RQ9. What is the place of communicative activists within the communication

commission of Barcelona in Comu?

09. Deepen the internal structure of the communication group of Barcelona en
Comii and the #guerrilllacomunicativa to understand its internal and external

communicative structure.

Level 3. Communication on Twitter in a coordinated online strategy (Macro

level).

This third level of research is focused on the analysis of the use of social networks
not only as a source of political information but also as a potential intermediary
communication channel between the users/citizens and political parties’ websites
(conference two). For that, through Search Engine Optimisation analysis by
SEMrush tool, we analyse the political parties” website from October 8th to 15th
2017, according to the concept of the permanent campaign (Garcia-Carretero and

Codina, 2018).

RQ1o. How relevant are the digital networks as a visibility provider for the

websites of the six political parties’ in a coordinated online strategy?

O10. Ascertain the role of social networks as an online traffic provider of political

parties’ websites.

RQ11. Which are the most used words to search the information on parties'
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websites? Are they related to the central electoral issues? Have they something in

common with the electoral issues on Twitter?

O11. Study the keywords used for searching political parties’ websites.

RQ12. What are the differences between the political parties’ website visibility?

Does it relate to the use of digital networks?

O12. Analyse the visibility differences among the six political parties’ websites

according to online traffic.

RQ13. Are the SEO/SEM tools useful for the analysis of political information?

O13. Explore the possibilities of SEO/SEM tool for the analysis of political parties’

websites.

Level 4. Mixed-methods approach and conclusions (Macro-micro level)

To compare the results obtained by Social Network Analysis (Level 1), content
analysis (Level 2) and the Search Engine Optimization and coordinated strategy
(Level 4) this research study includes several interviews to the community
communication managers or communication commission or group members of the
coalition (Garcia-Carretero, 2018). Before the objectives were set, several research
questions and hence, research objectives arose. Combining different methods for

the analysis of the same data.

RQ14. How useful is the methodological triangulation or the mixed method
approach to this case study? Moreover, what level of information can we obtain
through the application through the quantitative-qualitative approach of the

Barcelona en Comu’s electoral campaign?
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O14: Deepen the design and application of the electoral communication strategies

of the coalition of parties.

RQ15. Is there an agreement between the results obtained from the analysis and the

response to the interviews?

O15: Compare the results obtained by the application of SNA and the content
analysis with the information obtained from the political parties by in-depth

interviews.

1.4. Structure of the dissertation

This PhD Dissertation is within the PhD Program in Communication at the
Communication Department of Pompeu Fabra University, and it is a paper
compendium modality (7able 5). According to the normative foundation, the

modality B of the PhD Program must include:

a) Two research papers indexed in Web of Science (WoS) or Scopus databases. At
least one of these papers must be written in English. Also, the PhD Candidate must

be the first author.

b) Other two items, whether book chapters, international conferences or academic
P

papers indexed in academic journals evaluated and accepted by the evaluation

agencies.

c) A report, which includes the theoretical approach, objectives and research

questions, the methodological approach and the research results and conclusions.
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Given the above, this PhD Dissertation starts with an Introduction (Chapter I),
which introduces the topic and the context of the case study and the objectives of
the research. Secondly, Chapter II presents the theoretical approach. Thirdly,
Chapter III includes the methodological approach. Part of the content analysis
method was presented at a conference. Followed, the findings of the dissertation
(Chapter IV), which are organised in several papers according to the PhD
Program modality. Finally, this dissertation includes the research discussion and

conclusions are presented in Chapter V.
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Chapter II. Theoretical Approach

2.1. Populism. Terms and definitions

Notwithstanding the difficulty to define what populism is because of the vaguely
of the concept (Laclau, 2005), populism is understood as the denial of the left-right
dichotomy, the multiclass approach and the participation of common people who
demand equal political rights against privileged groups (Germani, 2003). There is a
good deal in which political actors and which political phenomena are or not
populist, but this concept or category is not well defined (Canovan, 1999; Moffit
and Tormey, 2014). However, populism has an explicit political weapon focus on
the people against the elites, and it transforms the relationship between politicians

and people (Méry and Surel, 2002).

Until World War II the term populism was associated positively with the
categories “people” and “popular”, but after the Cold War period, this connotation
changed because of this new paradigm link “popular” and “populism” with the old
Soviet Block, and the concept of populism alluded to the other side of the Iron
Curtain (D’Eramo, 2013). Dissatisfaction with democratic institutions in
contemporary democracies carried out conventional and unconventional parties
and forms of political participation whose are directly related to the economic

performance (Méry and Surel, 2002).

Consequently, the left-right dichotomy and theory of ‘opposite ends’ have won
the war of positions of the political concepts and terms (Bourdieu, 1985; Gramsci,
2009). Theory of ‘opposite ends’ legitimises the political centre and excludes the
very left-right political positions, and that is one of the main reasons why left and
right populism parties are wunderstood as similar (D’Eramo, 2013).

Communist/anarchic ~ movement  parties on the Left and the

35



fascist/corporatist/authoritarian on the Right are considered ‘the outside’ and,
bridging the gap between them, and they have a new set of ideas and values (Méry

and Surel, 2002). Moreover, according to Paolo Gerbaudo,

the radical discourse of citizenship thus contains what could be described as a
democratic populist element, that frames the contemporary conflict as one
between the citizenry and the oligarchy, and sees the solution to the national
level, seen as the only available means to reassert collective control on the

economy and the society (2016: 12).

Authors talk about the ‘new populism’ or ‘new populist parties’ that critics the
over-representation of minorities and “attacks contemporary representative
politics together with a diffuse by a powerful sense of dissatisfaction with politics”

(Méry and Surel, 2002: 74). The reasons that promote this new populism are

Firstly, it creates greater complexity and therefore jars with the populist
aspiration for simple, direct politics. Complexity, opacity, and bureaucracy are
part and parcel of the politics of the new Europe but they are also bugbears for
populists. Secondly, the new forms of politics engendered in European
integration rely on very indirect representation and therefore emphasize the

distance between citizens and elites. (Méry and Surel, 2002: 75).

In this chapter, we review the concept of populism. This section attempts to define
what populism is according to different approaches. Thus, we define populism
concept as an ideology (Freeden, 1998; Canovan, 1999, 2002; Mudde, 2004; Abts
and Rummers, 2007; Stanley, 2008), populism as political logic (Laclau and Mouffe,
2001; Laclau, 2005; Abst and Rummers, 2007; Arditi, 2007, 2010), populism as
discourse (Mudde, 2004; Laclau, 2005; Hawkins, 2009; Arditi, 2010; De Smet,
2016) and populism as political communication style (Canovan, 1999, 2002; Mery
and Surel, 2002; Jagers and Walgrave, 2007; Cammaerts, 2015; De Smet, 2016).
Accordingly, it is especially significant that Benjamin Moffit and Simon Tormey’s
(2014) work to know better what populism is in each different approach. Even

though these approaches have in common the perception of the society in two
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main confronted groups, homogeneous and antagonistic, which are ‘the people’
and ‘the elite’ (Canovan, 1999, 2002; Laclau 2005, Mudde, 2004; Abts and
Rummers, 2007; Stanley, 2008), this research study, assumes that populism is a

political communication style, but it needs to be articulated as a political logic.

These populism’s conceptions also have in common the claim of the power to the
people and popular sovereignty (Abts and Rummers, 2007) and ‘the people’
understood as a homogeneous unity (Canovan, 1999; Taggart, 2000; Abts and

Rummers, 2007; Stanley, 2008). In this sense,

In modern society, the dominant conception of the subject is the individual
person. From legal perspective, in most countries, being part of the human
species is not sufficient condition to qualify for subjectness the capacity to act
as a subject. [...] The notion of the individual person is a modern form of
individuality. Modern individuality is that which the social science is
commonly referred to as ‘identify’: the conscious recognition of one’s own
composite individuality that is the result of one’s participation in diverse
cultural systems (De Smet, 2016: 4-5).

Populism has an instrumental ambivalence in electoral processes, public debates,
and public policy-making because it is a tool to put into the public and media
agenda issues to construct alternative means, radical grass-roots or, by contrast,

authoritarian relationship (Méry and Surel, 2002).

2.1.1. Populism as an Ideology

The first approach of populism concept is based on the association of the term as
an ideology (Freeden, 1998; Canovan, 1999, 2002; Mudde, 2004; Abts and
Rummers, 2007; Stanley, 2008). Over the past few years, this definition of
populism has become dominant, particularly among European political scientist
(Moffit and Tormey, 2014). Ideology is understood as a cultural framework that
provides convincing and useful ways for organisations to interpret ideas (Stanley,

2008). Populism “is an ideology that considers society ultimately separate in two
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homogeneous and antagonistic groups [...] which argue that politics should be an
expression of the volonté générale of the people” (Mudde, 2004: 543). The tension
between these two groups, ‘the people’ against ‘the elite’, invites to populist
mobilisation, where the power of democracy depends on its redemptive elements

(Canovan, 1999).

Populist ideology is not only a reaction against dominant power structures
(political and economical); it demands popular sovereignty, which goes beyond the
class struggle based on economic differences (Canovan, 1999). For that, populism
as an ideology can emerge from anywhere in a context-specific that permit them to

do so (Stanley, 2008). According to the author,

Populism, like nationalism, focused on the ‘who’ of politics; it is an ideology
dedicated to identifying the people as the privileged subject of politics and
justifying their place on pedestal (Stanley, 2008: 102).

There are two main visions to define populism, which are the liberal and radical
approaches (Mudde, 2004; Rovira, 2012). According to the former, from the liberal
approach, populism is a multi-class movement or political party and a passive
consequence of the socioeconomic development (Mudde, 2004; Rovira, 2012). By
contrast, agree with the radical point of view, populism is an integral part of
democracy and not only a pathological consequence of it (Rovira, 2012).
Nevertheless, nowadays, populism becomes ‘mainstream’ in Western democracies

due to the independence and commercialisation of popular media (Stanley, 2008).

Apart from liberal and radical categorisation, “populism should be regarded as a
distinct ideology in that it conveys a particular way of constructing the political in
the specific interaction of its concepts” (Stanley, 2008: 95). To identify populism as
a distinct ideology, we should mention the differences between “full’ and ‘thin’
ideologies, because authors define populist as a thin ideology based on a

combination or contrast with the ‘full’ ideologies (Stanley, 2008).
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‘Full’ ideology “contains particular interpretations and configurations of all the
major political concepts attached to a general plan of public policy that specific
society requires” (Freeden, 1998: 750). By contrast, ‘thin’ ideology and, therefore
populism, (Canovan, 2002; Abts and Rummers, 2007; Stanley, 2008) provides “a
reasonable broad, if not a comprehensive range of answers to the political
questions that society generates” (Freeden, 1998: 750). This ‘thin’ ideology needs
stronger of ‘full’ ideologies, as the neoliberalism (Hesmondhalgh, 2002;
McChesney, 2004) to be translated into a coherent policy (Stanley, 2008). It is not
possible to understand populism alone because “it lacks the capacity to put
forward a wide-ranging and coherent programme for the solution to crucial
political questions” (Stanley, 2008: 95). Bart Cammaerts (2015) points out that, in
the post-hegemony status, neoliberalism (full ideology or ‘the inside’) tries to
reduce the power of the state but there also plenty of alternatives (e.g. populism as

a thin ideology or ‘the outside’).
2.1.2. Populism as a Discourse

The second approach to populism is based on illustrating the discourse perception
of populism. Several authors tried to define the term populist agree to discursive
focus. Despite that, the discursive discussion also leads to the debate on the variety
of labels or categories. Thus, populism could be a political style (Knight, 1998), an
appeal (Canovan, 1999), a discourse (de la Torre, 2000; Laclau, 2005) or a language
(Kazin, 1998).

The typology of populism as discourse is based in a pragmatic approach, and the
acceptation or rejection of the democratic assumption and the role of citizens to
govern (Cannovan, 1999; Mudde, 2004) and it describe something cultural
(Hawkins, 2009). Nonetheless, based on Kirki A. Hawkins, “the convention of

much of this literature and use the problematic term discourse in its largely
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postmodernist sense, as something that combines elements of both ideology and

rhetoric” (Hawkins, 2009: 1045).

Populist is a Manichean discourse, a broad typology, that includes elitism and
pluralism, that identify God with the people and Evil with the elite (Hawkins,
2009). Empty and floating signifiers form the populist discourse to construct
popular identities and to draw the frontiers between identities (Laclau, 2005;
Arditi, 2010). These frontiers between hegemony, politics and populism are built
by conceptual groups or blocks (Arditi, 2010) based on the articulation of
hegemony of Ernesto Laclau (2005). The discourse is based on the intuitions of
how the world works and its interpretation in political terms and political parties

(Gerring, 1997; Knight, 2006). As a result,

populism is a latent set of ideas or a worldview that lacks significant exposition
and “contrast” with other discourses and is usually low on policy specifics. It
has a subconscious quality that manifests itself primarily in the language of

those who hold it (Hawkins, 2009: 1045).

Similarly, as the other approaches of populism, the discursive is refocus on the
concept of ‘people’ changing the relations of power, domination and alter-
globalization (Gerbaudo, 2014), the citizens as sovereign (Hawkins, 2009) and the

social demands as the minimal unit of analysis of populism (Arditi, 2010).
2.1.3. Populism as a Political Logic

The third approach is the assumption that populist is a democratic political logic
(Laclau and Mouffe, 2001; Laclau, 2005; Abst and Rummers, 2007; Arditi, 2007,
2010). Basing on the liberalism logic, the place of the power is widely disseminated
in favour of an anonymous rule of low (Abts and Rummers, 2007). In this context,

we “will call logic of populism, on the other hand, the empty place of power is
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closed by a substantive image of the people as a homogeneous unity” (Abts and

Rummers, 2007: 406).

On the opposite side, we find the neo-Gramscian or post-hegemonic point of view
to define what populism is as a political logic. In this sense, instead of “general
contradiction as a principle of explanation for oppression, rebellion and change,
they speak of articulation of a series of discrete struggles or, more precisely, that
generate relations of equivalence that make each struggle signify its own

particularity as well as supplementary meaning” (Arditi, 2007: 206).

For that, this approach does not understand populist as an inevitable consequence
of abstract logic, and it is an empirically and a relation of contingency between

concepts and their articulation (Stanley, 2008). Precisely,

Therefore, populists are no longer ordinary adversaries, but political enemies
who hold an incompatible view of the symbolic structure of the locus of
power itself. In these cases, the legitimation of populist by accepting them as
equal democratic adversaries or by allowing them to access to power
constitutes a disavowal of the democratic of the democratic logic and might as
a result, contribute to a corrosion of the democratic ethos of people (Abts and
Rummers, 2007: 422).

Even so, it is essential not to confuse the post-hegemony framework of populism
as a political logic with the transfer between macro and micro level of politics or
from the mainstream to alternative ways of political parties or organisations

(Arditi, 2007).

To better understand the hypothesis that affirms that populist is a logic, we need to
explain the articulation of this logic further, the differences between the
mainstream-institutional versus alternative political parties, and, ultimately,
hegemonic and counter-hegemonic political organisations (Laclau, 2001, Laclau

and Mouffe, 2005; Grasmci, 2009). Due to its complicated, we consider that a
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section it is needed (see 2.2.) after defining populism as a political communication

style.
2.1.4. Populism as a Political Style

Finally, in this research, we understand populism as a kind of political style or
political communication style. As the authors pointed out, the approaches
discussed previously are problematic and not very well delimitated between them,
so we think populism as a political style and it “offers a promising new perspective
on populism that helps to solve a number of issues raised above in relation to
existing literature” (Moffit and Tormey, 2014: 386-387). Populism is a strategy to
appeal to the vote, to mobilise citizen’s support —to win electoral processes—
through a standard communication technique that refers to the people (Jagers and
Walgrave, 2007). Political leaders and political parties continuously appeal to the
power of ‘the common people’ to change the symbolic legitimacy of the political
establishment (Abts and Rummers, 2007). “The external opposition between the
abstract and the real people becomes internal contradiction within the moments of
the protest: if the people are, in fact, a sovereign power they have rights, but their
demanding these rights of themselves in the shape of a state that represents them”

(De Smet, 2016: 10).

Populism can be a political style due to “the effect of the mediatisation of the
political equating to a simplification of political discourse, it’s the reduction to neat
us-against-them antagonisms and sound-bite solutions” (Moffitt and Tormey,
2014: 7). In words of Jan Jagers and Stefan Walgrave (2002) the communication

style of populism is based on:

a) A conspicuous exhibition of closeness to (ordinary) citizens. This self-
representation can make different guises —wing casual or colloquial language
or adopting an informal dress code— but the most important element of a
political style is the content of the discourse (2002: 322-323).
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b) By referring to the people, a political actor claims that he or she primarily
wants to defend the interest of the people, that he or she is not alienated from
the public but knows what the people really want (2002: 323).

¢) When political actors talk about the people and combine this with an
explicit anti-establishment position and an exclusion of certain population

categories, one can speak of thick populism (2002: 323-324).

d) Since the populism holds a very broad concept of politics; they are caused
by political incompetence, unwillingness and sabotage. This all-on-composing

vision of the politics corresponds to an equally broad definition of the elites

(2002: 324).

e) Hence, some specific population segments are stigmatized and excluded
from ‘the people’, they are defined as being a threat to and a burden on the
soclety (2002: 324).

This political communication style has a concrete vocabulary and the slogan “the
people want” shows the transfer from a passive population to an active people
(Méry and Surel, 2002; De Smet, 2016). The ‘people’ is not defining as ‘the
population’ (De Smet, 2016) and the elite or ‘the others’ are assimilating with
political elites, economic power, intellectuals, media and journalists and the State
(Jagers and Walgrave, 2007). The ambiguous term of ‘the people’, ‘the population’
and ‘popular identity’ can be (re)appropriate from different political parties, social
movements or political groups, so they have an effective content (De Smet, 2016).
The ambiguous and practical content of the populist style is useful in the trench-
war or the hegemony articulation of Antonio Gramsci (2009) because it situated in
a cultural level construct through educational and media system (Cammaerts,

2015).

In this regard, the importance of the language in a populist strategy style
determines concepts and notions (Gramsci, 2009) and politics adopt this style or
tactic intending to communicate as a ‘tabloid style’ (Canovan, 1999). That is, in

Yves Méry and Yves Surel words,
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populism invariably claims to speak in the name of the people (the heartland’s
population), there is a consequence between these types of claims and
demands of democracy that politics legitimized insofar as it embodies popular
sovereignty. This means that, although is, at best, a vague claim, it is a
powerful tool and has the effect of legitimizing populism claims the ambiguity
of terms means that it can be used to evoke some very particular constituencies
without explicitly excluding others. Populism benefits from of the people,

allowing it to imply the ‘unsayable’ without actually having to say it (2002:
77).

The populist framing is organised into two main groups with the aim to structure
the communication strategy, the debate and the political life in dichotomises issues,
in a dualism which is an intrinsic part of this political style (Méry and Surel, 2002)
and “a way to wrap up all kinds of issues” (Jagers and Walgrave, 2007: 322).
Despite this, in electoral processes, the articulation of the hegemonic could be
more mundane and straightforward “like the aggregation of disparate special
interests groups, the expression of the people’s disenchantment with ruling groups
and existing policies or simply a whim” (Arditi, 2007: 211). As a result, hegemonic
articulation through communication or populist style is reduced as a struggle of
particular interests where the ‘common good’ or the democracy idea is not
mentioned (Abst and Rummers, 2007). The common good is based “on the
community through the urban dimension in the municipalities or gravitating to the
community” (Garau, 2014: 28) and it is shared and linked to an intangible reality

(Nivarra, 2012). That s,

All populist movements speak and behave as if democracy meant the power of
the people. Indeed, this feature is probably the sole element shared by populist
movement parties. They have defied all attempts to have comprehensive
definition or adequate typologies both from a longitudinal and/or spatial

perspective (Méry and Surel, 2002: 9).

Compelling, populism as a political (communication) style is based on several

populist characteristics (Table 6) that allow counter-hegemonic or alternative/new
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political organisations become visible as the alternative to the dominant power in a

post-hegemonic stage (Cammaerts, 2015).

Table 6. Populism’s main characteristics

Populism as a political (communication) style
The people against the elite (economic, political)
The people as homogeneous part of the society (overcoming of class struggle)
The people as “the commons”, bottom-up
Internal/external ways of communication inherited from social movements
(PAH, Indignados)
Charismatic leadership
“Institutionalisation” of social movements

Communication strategy in mass media and social media at the same time

Source: Own elaboration from the authors

This communication style contributes to “the power game” (Mazzoleni, 2017: 142)
based on the articulation of hegemony and counter-hegemony relation (Laclau and
Mouffe, 2001; Laclau, 2005). Hegemony is a type of relationship or a political
form, with an open and incomplete nature constituted by the antagonisms
articulations and frontiers (Laclau and Mouffe, 2001). The constant redefinition of
the hegemony is based on democratic struggles and the difficulty to articulate the
system of relations (Laclau and Mouffe, 2001). In this context, political
communication articulates this system of relations. Two differentiated groups of
parties play the power of relationship in political communication. On the one
hand, the traditional parties which are considered the historical block (Gramsci,
2009) and the hegemonic formation (Laclau and Mouffe, 2001). On the other hand,

the minor or new parties are the counter-hegemonic (Laclau and Mouffe, 2001).
2.1.5. Populist leadership model
The new political parties we are referring to —Barcelona en Comii in Barcelona, and

Podemos in Spain— could not be as we know them without their leaders (Feenstra

et al., 2017). The charismatic leader is one of the bases of populism as a political
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communication style (McDonnell, 2015). The populist parties and movements —on
the left, on the right, old and new— have in common the charismatic leaders who
represent the ‘common people’ through in an unmediated and direct kind of
fashion (Tudoroiu, 2014). The leader of Barcelona en Com# Ada Colau, activists
and spokeswomen of the Spanish social movement Platform of Mortage Victims
(PAH), is a clear example of a charismatic leader because she “largely came to fame
for drawing attention to the shortcomings of the established political elite and of
the very democratic process itself” (Feenstra et al, 2017: 94). According to
Alexandros Kioupkiolis and Francisco Seoane, the Spanish political party Podemos
“has manufactured a ‘machine’ of political communication which ‘hacks’ public
opinion and reconstruct it [...]” and the leader Pablo Iglesias acts as a leader, as a

communicator and centralised the public image of the party (2018: 6).

Takis Pappas, based on Max Weber’s (1978) work, understands the charisma of the
populist politics as “the power of leaders (mostly of religious movements) to defy
prevailing worldviews, forging instead new collective identities [...]” (2016: 2).
These new identities are constructed through the media (Bracciate and Martella,
2017). Two of the characteristics of these charismatic leaders are, on one hand, the
‘personalism’ because they usually are the founders of the party and, on the other,
the ‘radicalism’ to break with the establishment (Weber, 1978; Pappas, 2016) or
hegemonic parties/policies (Laclau and Mouffe, 2001; Laclau, 2005). The charisma
should be understood as a model of exemplarity according to the actions and
values (Feenstra et al., 2017). Thus, “the personalised or charismatic leadership
runs counter to representative politics because it leads to a reversal of the
relationship between the masses and their representatives” (Méry and Surel, 2002:

73).
Assuming this political style, its leaders carry out a communicative performance

with a focus on the ‘form’ and the ‘content’ (Bracciale and Martella, 2017).

Although populism style is a charismatic model of ties and a discourse of the
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popular will (Hawkins, 2003), a charismatic or populist leader uses indicators or
labels to obtain media visibility (Cammaerts, 2015). These indicators are the
emotionalisation, the informality, instrumental actualisation (events), adverse
affects, simplification, storytelling, taboo broker and vulgarism (Bracciale and
Martella, 2017). As the author set, in this populist leadership style the leader
“influence their foreign policy actions” and its “serve their domestic agenda of

mass mobilization and power consolidation” (Tudoroiu, 2014: 164).

2.2. Articulating the Hegemony: mainstream and new political

forces

The political party, as a complex social organism is an expression of the collective,
which is supported and partially recognised in action (Gramsci, 2009). According
to this definition and the characteristics of the Spanish political system (Colomer
2004), Barcelona en Comii, and other new parties like Podemos, that have appeared
in recent years in Spain are within this conceptual framework. This is due to their
initial motivation is disrupt in the Spanish political system and show its limitations
and shortcomings (Feenstra et al., 2017). Podemos and the other local and regional
movement parties as Barcelona en Comi (della Porta et al. 2017) are based on
populist communication strategies (Lopez-Garcia, 2017), according to Antonio
Gramcsi’s (2009) and Ernesto Laclau’s (2005) work. In European populist
atmosphere, the Spanish left-wing populism is unusual in a context where right-
wing populism is dominant (Casero-Ripollés, Sintés-Olivella and Franch, 2017).
They take part in the framework of left populism, more common in Southern than
in Western European countries (Muis and Immerzeel, 2016) as a ‘counter

democracy’ parties (Rosanvallon, 2008). In that sense,

Populism is forced to articulate a sustained position through the competition
of representative politics, but the driving force behind it is bit necessarily a

sustained one, but is, at root (Méry and Surel, 2002: 72).
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The war of position between political parties in a democratic system is related to
two positions or kinds of political parties: the hegemonic parties and the counter-
hegemonic parties (Laclau and Mouffe, 2001; Laclau, 2005). Hegemony is a relation
or a political form susceptible to change, that is continually being redefined
because of its open and incomplete nature that is constituted by the antagonisms
articulations and frontiers (Laclau and Mouffe, 2001). According to Antonio
Gramsci, hegemony “connected to an implicit in practical life or ordinary people”
(2009: 330). The articulation of the hegemony is between the historical bloc or
hegemonic formations (Gramsci, 2009), like traditional Catalan and Spanish parties
and the counter-hegemonic parties (Laclau and Mouffe, 2001), such as new parties

like our case study.

The underlined hypothesis is that this trench-war or articulation (Laclau and
Mouffe, 2001; Laclau, 2005; Gramsci, 2009) takes place in (populist)
communication. It is a mediated communication conflict in a symbolic place
between invisibility (counter-hegemony) and visibility (hegemonic) (Cammaerts,
2015). The articulation of the hegemony (Méry and Surel, basing on Leca, 1996), in

short, is

an intrinsic tension between the power of the people on the one hand (the
popular/the populist will), and, on the other hand, the constitutionalist
provisions which protect the citizen from the government, and the arbitrary
exercise of power, even when this power derives from the political majority

responsible to government (2002: 7).

There are two kinds of political logic in the articulation of the hegemony based on
the hegemonic or mainstream parties or the counter-hegemonic new or alternative
parties (Robinson and Tormey, 2005, 2007; Flesher and Montaiiés, 2014, Freenstra
et al., 2017). The vertical logic

assumes that there is a ‘centre’ of power that can be occupied and, once taken

over, gives power holders the opportunity to mould society according to the
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principles they defend. Intrinsic to this perspective in the notion that there is

no other way ‘outside’ representation and representative politics” (Feenstra et
al., 2017: 8).

By contrast, the horizontal logic introduces alternative strategies as civil
disobedience and promotes the self-organisation in line to bring social
transformations rejecting the central institutions (Freenstra et al., 2017). The same

authors affirm that the horizontal logic

approaches advocate creating alternative spaces where people can interact to
mutual benefit. Defenders of horizontal logics seek to undermine the
hegemony of existing political forces while stimulating alternative social,

economic and political relationships (2017: 8).

According to Chantal Mouffe (Carpentier and Cammaerts, 2006), social is the
result of a hegemonic articulation, and it implies that there is always ‘an outside’.
Thus, in line with Bart Cammaerts and Nico Carpentier, “dominance and
hegemony are again being reproduced, also on the Internet, but there are also
counter-hegemonic spaces at the same time” (Carpentier and Cammaerts, 2006: 6).
Therefore, although online political communication research was initially positive
about the democratic possibilities “research has continuously demonstrated that
these more mundane and less demanding usage patterns are by far the most
prevalent” (Bechmann and Lomborg, 2013: 6) and that, to a large extent, social
media reproduces broadcasting and mass media logic (Graham, Broersma,

Hazelhoff and van’t Haar, 2013). Cammaerts affirms that

it is, however, also too simplistic to assume that those who are in the receiving
end of this post-hegemonic war of position between invisibility and visibility
as outline above are somehow drugged by media spectacles to such an extent
that they cannot see their own ‘real’ material interests anymore or only
consider self-interest rather than cultivate a sense of community and
collectivity (2015: 534).
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In the same line, although Twitter can be an instrument for political parties to
share information and connect to the people (Jackson and Lilleker, 2011), their
message 1s not out of the control of traditional communication. On that account,
Bart Cammaerts (2015) reaffirms the difficulty to the ‘counter-hegemonic’ to
compete or operate in the war of positions because of the mass media
representation, but they can play through self-mediations and networked

technologies of communication.

Followong this, we could be to differentiate two models according to the liberal
representative of democracy and Marxism/Neo- and Post- Marxism approach (see
2.1.1 Populism as an Ideology) (Cammaerts, 2015). On the one hand, the liberal
model represents the interests of a small part of the society versus the manys;
protect capitalism and property rights, and its crisis could be understood because
of the gap between ordinary citizens and the political elite (Norris, 2011;
Cammaerts, 2015). On the other, the Marxist ideology that legitimates the unequal
relationship between dominant and subordinate classes (Cammaerts, 2015). To
articulate the hegemony, to build ‘the people’ in the struggle of position between
hegemonic/counter-hegemonic or liberal/post-Marxist model, the contingency
relation is necessary (Lopez-Alds, 2017). Brecht De Smet (2016) perceives struggle
as a collective learning process that generates a social body based on new ideas and

practices.

The populist communication style would be useful in order to define which parties
are hegemonic because ‘the people’, or ‘the commons’ in the case of BComii, are
opened and empty concepts (Lopez-Alds, 2017). The contingent relation between
antagonisms is based on a confrontation where hegemony emerges in a field
crisscrossed by antagonisms and equivalences (Laclau and Mouffe, 1985). This
political style relies on upon debate around the ‘politics of simplicity’, the popular
sovereignty, the clarity, directness and simplicity (Méry and Surel, 2002).

However, in this debate, the duality visibility/invisibility is relevant because the
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“role of liberal mainstream media in perpetuating the post-hegemonic status and
the strategies of visibility of the counter-hegemonic to articulate the

communication struggle” (Cammaerts, 2015: 527).

2.3. Hypermediated electoral campaign: mediatisation and social

media logic

2.3.1. Political and electoral communication: Terms and evolution

The advances in political communication are a consequence of the quick
development of mass media and the emergence of ‘new media’ because of, in some
cases, the first one did not adapt themselves to the new political communication
possibilities, and they have been sifted by the social media (Maarek, 1997).
However, media development is not a complete change of political
communication, but it is an adjustment to the communication arena that the
Internet provides. Political communication on the Internet is adjusted to
preexisting patterns on a different communication channel, although the
application of previous theoretical approaches to analyses online communication is
deficient (Krueger, 2006). Some forms of online political participation and
communication have their homologous in the offline space; nevertheless, the
Internet has applied the spectrum of channels and the purpose of each of them
(Anduiza, Cantijoch, Colombo, Gallego and Salcedo, 2010). Several years ago,
Salomé Berrocal, Eva Campos-Dominguez and Marta Redondo (2012) remarked
the need to know the details of the application of new tools for the transmission

and collection of political information.
To go in deep to the innovations and synergies, hereunder a brief historical

approach to political communication evolution is presented. Philippe Maarek

(1997) places the origin of political marketing in the second half of the twentieth
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century in the United States even though kings and princes already made use of
these strategies based on a unidirectional co-communication. Gianpietro
Mazzoleni (2010) assures that it is not until this century when we can speak of
political communication in the full sense due to the appearance of the mass media.
In this sense, television is the primary source of political information during the

electoral campaign (Garcia-Beaudoux and D’Adamo, 2006).

According to the definitions of the authors collected by Maria José Canel (2006), in
her book Comunicacion Politica. Una guia para su estudio y prdctica, political
communication is the communicative activity whose present, and future
consequences have an impact on the functioning of the political system (Fagen,
1966); the role played by communication in the political process (Chaffee, 1975) or
the exchange of messages and different symbols that influence and are conditioned
by the political system (Meadow, 1980). Gianpietro Mazzoleni (2010) defines
political communication as the exchange of relevant content and public interest
between the political system the media system and citizens. Also, political
communication is understood as a set of strategies and techniques used by

politicians to seduce and manipulate (Gerstlé, 1992). In Annette M. Holba’s words,

Political communication is critical to the ongoing process of building society
and is considered an activator that permits two-way communication and
participation among members of a society and between different societies
(Lilleker, 2006) Political communication also involves persuading others to
your own perspective by shaping the ethos of people and circumstances,

negotiating differences, and seeking common ground (2010: 23).

Initially, political communication was conceived as the communicative process
between the government and the electorate; then, the exchange of discourses
between the government and the opposition and the role of the media as
intermediaries with society; now, political communication is understood as the
communicative process in political life in general terms (Baena, 2001). The main

three features of political communication are the informative-regulatory function,
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the answer-strategic function and the legitimating-dialogic function (Vizquez,

1998).

In essence, the evolution and integration of the market in societies’ everyday life
are also translated in a market sense of political communication and, as a
consequence, political marketing during an electoral campaign is one of the most
useful tools for political activity (Baena, 2001). Political marketing takes place in
the post-modern stage of political-electoral communication (Norris, 2000; Plasser
and Plasser, 2002). The design of proper communication strategies is one of the
main phases of political marketing. Political marketing is the definition of
objectives and political programs’ to influence citizens’ behaviour during the
electoral campaign (Maarek, 1997). Thus, during the electoral campaign, authors
briefly the political marketing such as the base of the election campaign because it
is formed by different strategies to better know the electoral context in order to

produce the campaign (communication) strategies (Kotler and Kotler, 1999).

Also, political marketing is understood as a kind of work philosophy which
contains, among others, electoral marketing (Barrientos, 2006). For electoral-
political marketing, previous knowledge of the characteristics of the media, to
adjust the political message to the different ways of communication is needed
(Maarek, 1997). Electoral marketing, in this case of study, is based on the
application of several communications strategies to get visibility of the candidate
and the political message, to persuade the electorate. Political marketing is “the
process by which the political candidates and ideas are directed at the voters in
order to satisfy their political needs and thus gain their support for the candidate
and ideas in question” (Shama, 1975: 793). Nonetheless, the assimilation of the
candidate as a product is not entirely true because the politics and government is a
service with unique characteristics (Cwalina, Falkowski and Newman, 2011).

According to these authors,
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The United States has been the leader county in the development of the
communicative strategies of the political, due to the early appearance of the mass
media first (60s of the twentieth century) —that supposed a turning point in the
electoral campaigns, also on Internet—, and promoting its development in Europe
(Turiera-Puigbo, 2009). These changes are understood as a consequence both of the

process of Americanisation and the Modernisation of political communication

political marketing is mainly concerned with people and their relationship
with each other, whereas mainstream marketing is often concerned with the
people’s interaction with products. Therefore, attitude and impression
formation in reference to political candidates also has a number of

characteristics distinguishing it from consumer brand (2011: 8).

(Xifra, 2011). In the words of the author,

Modernisation and Americanisation translated into the personalisation of parties in
a candidate, and the spectacularisation of politics is also part of Spanish and

Catalan parties (Xifra, 2011). According to Gerald Sussman and Lawrence Galizio:
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the hypothesis that we wish to put to the reader is that of the new modalities
of electoral campaigning that lie within a general framework of changes, which
can hardly be grouped around a single cause and which affect society overall
and its different subsystems—we are witnessing a modernization of electoral

campaigns instead of an Americanization or globalization (2011: 671).

Professionalization facilitates more direct influence of political action
committees and direct contributions from corporate interests, eliminates much
of the guesswork and horsetrading in politics, and rationalizes the best
electoral system that money can buy. Those without deep pockets, corporate
support, and the favourable attention of the mass media, however, are
excluded from serious political consideration. This is not as entrenched a
system elsewhere as it is in the United States. But it increasingly is becoming
the European reality, and foreign consultants are learning from their American

peers the modern means of «manufacturing consent» (Sussman and Galizio,

2003: 323).



During the electoral campaign, television has contributed that the image takes
precedence over the political program, the faces over the ideas (Paniagua, 2004). It
generated the simplification of the message, the staging, the personalisation, the
slogan or even the permanent campaign and, in short, the strategies of more
traditional electoral communication such as the posting of posters to be visible to
media coverage (Paniagua, 2004). Gianpietro Mazzoleni (2010) focused on three
variables of political communication and electoral campaigns: the secularisation of
politics, the multiplication of media resources and professionalisation.
Secularisation is the gradual loss of relevance of the ideologies and cultural aspects
in favour of commercial sense; the multiplication is the diversity of communication
channels (such as social media); and professionalisation refers to the design of

communication strategies and the creation of political communities (Mazzoleni,

2010).

Since the beginning of the twenty-first century, society is moving from
teledemocracy to cyberdemocracy, which has led a process of change in the
environment and political activity —such as new political parties and social
movements and organisations— of which only we know its first manifestations (Del
Rey, 2007). As Davis (1999, apud Rodriguez, 2011) describes, the Internet is a full
part of North American political communication since the 90s of the twentieth
century, and politicians attempt to be or participate in each new advance. Some of
these manifestations are collected by Teresa Turiera-Puigbo (2009) in her political
communication chronology where she includes the first communication strategies
on the Internet, such as the first campaign through emails in 1992 of Brown in the
Democratic primary of California. Nonetheless, in 1952, Eisenhower carried out
direct mail marketing to know in which topics his campaign should focus on
(Maarek, 1997) and in 1998 the Ventura —candidate from Minnesota— put into
practice the first interactive website (Turiera-Puigbo, 2009). Although, some years

ago, José Luis Dader (2003) affirmed that the messages through e-mail were not
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answered, so their possibilities were not fully used, and this was translated into the

discouragement of the citizenship’s expectations.

The qualitative leap of electoral campaigns took place at the beginning of the
twenty-first century (Turiera-Puigbo, 2009) with Barack Obama’s electoral
campaign. Following the example of the online strategies that the president of the
United States Barack Obama carried out during the pre-campaign and the electoral
battle to the presidential elections of 2008 and 2012, Spanish politicians try to
connect with their supporters and target audience through this new form of
propaganda action (Cdrcar, 2015). However, the ‘new’ communicative paradigm
mediated by the Internet does not exclude the characteristics of traditional political
communication. It is not about the displacement of old media by new media; it is
but about media convergence —Chadwick's (2013) hybrid media system— in the
field of political communication (Espino-Sinchez, 2014). One example is the
phenomenon of personalisation of the policy resulting from Americanization that,
according to Jests E. Cdrcar (2015), extends to the Internet through the interaction
although political communication can no longer continue to rely exclusively on the

quality of the message (David, 2012).

Taking into account the local level of our case study, and the study research based
on council electoral campaign, social media do not replace the communication
process or the information exchange that a reduce geographical space offers. Local
electoral campaigns —and by extension local political communication— allows
politicians to have more direct contact with a large part of the citizens who make
up the potential public of communication strategies (Maarek, 1997). Regardless of
the channel used in this communication, the quality of the message that is
transmitted is essential and, just as in traditional political communication, the
segmentation of the public must be carried out and a coherent message must be
produced with the consolidated opinion leaders, in this case on digital networks

(David, 2012).
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The primary objective of political work lies in achieving that the message is
perceived as a reality through proper communication strategies based on the
words’ selection and the argumentation regardless of the channel or tool (Del Rey,
2007). From Peter Dahlgren’s (2005) point of view, the communication on the
Internet has five forms related to the interaction and, for this work, is especially
relevant to the structure based on digital networks. In this sense, digital networks
are not exclusively intended for political communication, but much of its content is
—on one way or another— in this subject (Dahlgren, 2005). Digital networks,
particularly Twitter and Facebook, have an essential place in online political
communication strategies; because of they favour the political action and the
creation of consensus among citizens and politicians, and also it provides a space

for mobilisation as a vehicle towards a more direct democracy (David, 2012).

In traditional political communication, political parties’ messages are mainly
disseminated by mass media —in a unidirectional way of communication— where
the public is a passive actor (Castells, 2003). The use of digital networks has given
rise to more multidirectional communication among the parties, politicians,
citizens, media, and journalist (Rodriguez, 2011). However, the expectations
generated by social media are not always realistic (Fernindez, 2012). On social
networks, there is a low level of direct contact, visibility, ‘real’ debate and
horizontal communication (Tdfiez and Sixto, 2011). The digital networks are
indispensable for the public and media agenda’s dynamics (Ferndndez, 2012). For
instance, the analysis of #hashtags and trending topics (77) in a specific context
and time allow the researchers to make inferences about political issues and public

interests (Fernindez, 2012).

Once the changes and the evolution of political communication have been
presented, in this section we focus on the electoral campaign communication. This
research field is one of the most common areas of study in communication research

(Dader, 2008) based on mass media and social media.
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The General Electoral System Spanish Organic Act (Ley Orgdnica de Régimen
Electoral General, LOREG), in its Article 50.4, defines the electoral campaign as
the set of legal activities that political parties, federations, parties’ coalitions and
candidates carry out to obtain citizens votes. An electoral campaign is a period
when the candidate introduces himself, the ideas and he/she explains the way
he/she is going to represent the general will (Mazzoleni, 2010). During this time,
electoral communication comprehends the entire political communication field in a

symbolic moment (Biez, 2011).

Anne Johnston (1990) pointed out that the electoral communication as one of the
mains subjects of study related to political communication. Notably, she
highlighted the attention of researchers to media coverage of electoral processes,
advertisings, and television debates. Electoral communication is the part of the
political communication whose primary objective is the persuasion, in other
words, the way to convince through psychological and informative sources to
obtain votes and reach the power (Canel, 2006). Political marketing strategies
consist of the identification of the objectives or purposes of political groups and
the scheme through which this purpose will be achieved (Nielsen, 2012). For
Mazzoleni (2010), the link between communication and politics is so strong that

the electoral campaign has developed to extend that media have done so.

From the citizens’ point of view, the electoral campaign offers information about
the candidates and political programmes, and form the partisan point of view the
campaign allows the political parties to make known their candidates, explain
themselves and take advantages of the media coverage (Pallarés and Rodén, 2014).
However, there are different types of electoral campaigns. Each city or
municipality has its context and characteristic, and the relationship with the
electorate is diverse (Bdez, 2011). The council electoral campaign has greater

flexibility and diversity of communication channels, both traditional and
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postmodern, mass media, interpersonal and related to new technologies (Dader,

2008).

According to Pippa Norris’ (2000) classification, there are three stages in the
evolution of electoral campaigns: the pre-modern (1850-1950), the modern (1960-

1980) and the postmodern (1990-present) as Table 7 shows.

The last one, according to the author, is based on the professionalisation of
political communication and based on the use of new technologies and social
media. For Mazzoleni (2010), this classification shows that political campaigns are
phenomenons that are continually changing. The characteristics of electoral
campaigns (Norris, 2000) and the different stages of this communication varies
insofar the media channel do. Some authors affirm that a new phase or sub-stage in
the postmodern era of electoral communication appeared as a consequence of the
diversity of channels, primarily on the Internet (Lilleker, Tenscher and Stétka,
2015). In other words, the hypermedia campaign (Rémmele and Scheneidmesser,
2016) is based on the hybrid media system (Chadwick, 2013) (see the following

sections).
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Table 7. Electoral campaign stages

Stage Pre-modern Modern Post-modern

Political Campaign based on  Campaign based on ~ Campaign based on

communication  the parties the television multiple channels and

System media

Main political Partisan messages Sound-bites image Fragmentation

communication construction

style

Media party press, posters, Television Local or niche
newspaper information televisions,
advertising, radio programs (news, traditional mail and
programs special programs) email

Main advertising Propaganda printed, TV ads, large posters ~ Ads aimed at

media posters, leaflets, convincing,
rallies telemarketing,

Internet
Campaign Party leadership Internal management, Specialized units and
direction advisors and external  specialized advisers
experts

Dominant Political party logic  Mass media logic Marketing logic

paradigma

Duration Brief and ad hoc Long campaign Permanent campaign
campaign

Election Controlling Increasing Very high

spending

Electorate Stable behaviour Erosion of partisan Voting based on

related to social

differences

fidelity/identity and

growing volatility

issues and volatility

Source: Plasser and Plasser (2002: 6).

2.3.2. Mediatisation of political communication

According to the authors (Aalberg, Esser, Reinemann, Strombick and De Vreese,
2017; Block and Negrine, 2017), populism can be understood as a political
(communication) style due to “the effect of the mediatisation of the political
equating to a simplification of political discourse, it’s the reduction to neat us-

against-them antagonisms and sound-bite solutions” (Moffitt and Tormey, 2014:
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7). Many elements have defined a populist political communication style. For
instance, the construction of “the people”, the anti-elitism and “the people” against
“the elite” and, among others, the “crisis” is a central point in the shape of the
message (Jagers and Walgrave, 2007; Moffitt and Tormey, 2014; Rooduijn, 2014).
In words of Bart Cammaerts, “the post-hegemony war of positions is approached

here mainly as a mediated discursive war [...]” (2015: 534).

Besides, this kind of political communication is related to the theoretical concept of
mediatisation of politics (Strombick, 2008; Landerer, 2013; Mazzoleni, 2017).
Mediatisation is a “process of communicative construction of socio-cultural
reality” (Couldry and Hepp, 2013: 196) through the mainstream media as a
political source and the adoption of their logic by political parties and politicians
(Mazzoleni and Schulz, 1999). Hence, mass media are relevant because “they have
gained central position in most political routines, as election campaigns”
(Mazzoleni, 2008: 3048). The media have the power to influence political

communication in one direction, to the other social (Feenstra et al., 2017).

As Lance W. Bennett and Shanto Iyengar (2008) pointed out, media are a part of
the governing political process due to its macro-oriented or institutional approach
to communication and the variations in the organisation, regulation or structure of
the media can be an influence to the citizens and the elites. In a mediatisation
context, media have control in political life “where they play a leading role as
political actors defending their own values and interest, and where they play a key
role in articulating the public’s political knowledge” (Feenstra et al., 2017: 68-69).

Media, as a part of politics, take diverse forms (Stromback and Esser, 2014).

However, a review of the concept of mediatisation is necessary (Mazzoleni, 2008;
Couldry and Hepp, 2017; Treré and Barranguero, 2018) due to the researchers'
interest to explain how the political communication works based on this concept

or theoretical approach (Strombarck and Esser, 2014). The theoretical approach of
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mediatisation argues that, for political parties’ visibilities (Deacon and Stayer, 2014;
Cammearts, 2015), they inevitably require to adapt to media criteria (Stromback,

2008).

This process of communication “cannot be understood without considering the
larger context of a world of being integrated technologically, economically, and
culturally” (Landerer, 2013: 240). In this sense, social media and mass media have
some different characteristics that “makes them distinct engines of the digital
public sphere where players engage in dialogical tugs-of-war in the power game”
(Mazzoleni, 2017: 142). Mediatisation is not only exclusively on mainstream or

mass media, but also digital media (Jensen, 2013; Treré and Barranguero, 2018).

Political parties on social networks, particularly on Twitter, can spread and manage
their political programme without mass media even though the power of social
media remains at social networks too (Fenton and Barassi, 2011). The mass media
and social media mediatisation produce hypermedia electoral campaigns (Lilleker,
Tenscher and Stétka, 2015; Feenstra et al., 2017) so the mediatisation concept is
essential in the articulation of hegemony or war of positions (Cammaerts, 2015).
Concerning this, in electoral campaigns they “do not abandon their traditional
tactics and tools; they enrich them with the new logics and possibilities of digital
media” (Casero-Ripollés er al., 2016: 382). For that reason, political parties have to
combine old communication strategies and new tools to incorporate both media
logic in a hybrid media or hypermedia campaign (Feenstra et al., 2017). A clear
example of the two-stages strategies for political communication is the case of
Podemos. The ‘new’ political party used the mainstream media with their television
program as La Tuerka and the appearance of their leaders in other programs, and

also digital tools in a two-way mediatisation of politics (Feenstra et al., 2017).
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2.3.3. Hybrid media system: Mass media logic versus social media

logic

As it has been mentioned above, the mediated process of (political) reality
construction (Couldry and Hepp, 2015) takes place in mass and social media (or in
a hybrid media system) where boundaries between them are blurred. This process
of political reality construction also could be a so-called ‘political information
cycle’ (Chadwick, 2010). The mainstream or mass media and the digital media try
to influence the social representation of politics, and both can interact and

compete, generating the hybrid media system (Chadwick, 2013).

The institutional (new) political parties “adopt ways of working that combine
traditional mechanisms with the digital repertories associated with social
movements" (Feenstra er al, 2017: 6). As a consequence of this media system,
fourth or post-modern phase in the political campaign appears, the hypermedia
phase (Lilleker, Tenscher and Stétka, 2015). Besides, the hybridity maintains in the
political groups’ organisation. In other words, the organisational hybridity
(Chadwick, 2005, 2007) “exhibit quite diverse ways of organizing and mobilizing,
mashing together online and offline efforts [...]” (Chadwick, 2007: 286). The
fourth phase of political-electoral communication is based on a “mediatized
campaign to prominence stems from the citizen-media nexus, producing a reaction
from political actors to the changes in production and consumption of media”

(Rommele and von Scheneidmesser, 2016: 428).

The hypermedia campaign (Table 8) is based on the mediatised campaign
(Rommele and Scheneidmesser, 2016) and the use by political parties both social
and mass media (Lilleker, Tenscher and Stétka, 2015). In this sense, there are two
trends in the parties’ organisation and communication hybridisation. On the one
hand, the parties which adapt themselves to the hybridisation, and on the other

hand, the genuinely hybrid organisations (Chadwick, 2007). As Andrea Rémmele
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and Dirk von Scheneidmesser pointed out, in the hypermedia campaign “the

distinction between online and offline aspects has been subsumed by the large-scale

permeation of an all-hands-on-deck approach to the total campaign” (2016: 428).

Table 8. Election campaigning 4™ phase: the mediatised campaign

Arena of Change in Point of departure Identifying Characteristic
change/ of Mediatized Campaigns
Evolution
Citizens Role of citizens Duty-Based Citizen Enable Citizen
Media Politics Local Personal

Mediation Broadcast/Narrowcast Hybrid Media System

Communicatio Limited channels of

n mediums widespread use

Diverse channels with high

usership

Politics Governance Governing for ends
Knowledgebase Qualitative data,
Political style  available quantitative
Political style  data plus surveys

campaign Party/Ideology based

Centralized fewer tasks

Governing as a means
Integrated, quantitative
campaign specific databases
Person based

Centralized, more complex

spectrum of tasks

Source: Rommele and Scheneidmesser (2016: 429).

The mediatised or hypermedia campaign comes off in a multimodal system of

many mediums where the politicians/political parties can interact with voters in a

personal connection (Rommele and Scheneidmesser, 2016). In this hybrid media

system (Chadwick, 2013), despite the mainstream media play the central role in

political and electoral communication, they are opening the agenda to new civil

society actors (Feenstra et al., 2017). The transformation of the political sphere via

technopolitics and social media began and refiguring the political/media spaces,

especially for the new Spanish parties after the Indignados movement (Treré and

Barranguero, 2018). The communication is central to the political action and in the

hybrid campaigns stress the ‘two models’ or hypermedia communication of
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Podemos in mainstream media (television) and social networks (Feenstra et al.,

2017).

As some authors affirm, there is not only one media logic or channel in the
hypermedia political campaign due to political actors use the most appropriated
medium (online and offline) for a solid strategy (Rommele and Scheneidmesser,

2016). Nonetheless, in Ulrike Klinger and Jakob Svensson affirm,

the theory of media logics is different from mediatization in that the theory of
mediatiazation refers to a general tendency in which almost all parts of the
society are affected by the media, whereas, the theory of logics attempts to
uncover to what in media platforms, their organization and practices, the

institutions of society are adapting (2015: 1243).

Media logic is defined as a process, particular rules, codes or format for drawing up
a message to be disseminated by a specific medium (Altheide, 2004). So, to get the
political message out, politicians and political parties need to adapt their strategies

to media criteria or media logic for favourable new coverage (Feenstra et al., 2017).

The academic research on the new/social media in electoral campaigns has been
grown exponentially last years (Lilleker, Tenscher and Stétka, 2015). The
appearance of these alternative media understood in this research as a proper tool
to articulate the hegemony (Garcia-Carretero and Pérez-Altable, 2017), does not
mean that the new media do not have some restrictions or limitations such as the
media logic. Like mass media, social media access and content are in a limited

number of actors (Cammaerts, 2015).

Secondly, we refer to the cyber optimistic approach or the positive expectations
related to the technopolitics as “the tactical and strategic use of digital tools for

organization, communication, and collective action” (Toret, 2013: 20)"". Although

1 . . - . L. . ..
Translated into English. Original quote: “uso tictico y estratégico de las herramientas digitales
para la organizacién, comunicacién y accién col-lectiva” (Toret, 2013: 20).
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it is one of the central points of our research, the so-called alternative or new media
are also social spaces where “everyday space in the digital era is not just mediated
but ‘networked’, that is, its action-possibilities are structured by hierarchical and
differentiating work of informational networks” (Couldry and Hepp, 2017: 99).
The social media also have their logic. The network media logic (7Table 9), apart
from the differences among the media, politicians need to suit the message as well
(Klinger and Svensson, 2015). The fact that the political message’s articulation is
based on the kind of media makes us consider the Marshall McLuhan’s (1987)

asserts ‘the medium is the message’.

Table 9. Mass media logic and network media logic

Mass media logic Network media logic
Production  Expensive information selection  Inexpensive information selection and
and content generation by content generation by (lay) users
professional journalists according to their individual
according to news values preferences and attention maximizing
Distribution Content selected by expert/

professional gatekeepers — based on
established news values distributed to

a paying fixed audience of subscribers

Media usage Location bound mass audience with
limited selective exposure oriented
towards passive consumption of
information, based on professional

selection.

Source: Klinger and Svensson (2015: 1246).

2.3.4. Electoral campaign: Twitter as a communication tool

According to Estephanie E. Bor (2014), there are two ways to understand political,
and for instance, electoral communication in the digital network. On the one hand,

the communication related to mass messages diffusion and the mere presence in
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social media, and on the other hand, the communication based on the exchange,
participation, and feedback (Bor, 2014). In this line, scholars have pointed out the
relevance of Twitter as a fluid and opinionated channel of communication between
politicians and the audience or citizens, but the power of mass media remains at
digital network too (Lawrence, Molyneux, Coddington and Holton, 2014). The
expectations of bidirectional communication in social media are not always
completed (Fernindez, 2012) and also they are not a substitute for social or
political practices and other ways of political communication (Couldry, 2015).
Also, it is important to note that this study is about political parties that used
digital networks as the principal channel of communication when they appeared —
for the counter-hegemony— although it “is very different to conclude that the
natural balance of politics overall has been changed by these new communication

tools” (Couldry and Hepp, 2017: 209).

Manuel Castells (2003) explained the evolution of the concept of ‘mass
communication’ to ‘mass self-communication’, a new communicative process in
which the messages are from many to many, and where senders/receivers are the
creative audiences that manage its messages. Victor Sampedro (2005) referred to
how the demonstrations of 13-14 of March 2004 —in which the Spanish society
demanded the truth of terrorist attack in Madrid, where carry out through SMS
(Figure 4). Although the use of this tool was for citizens” demonstration, after that
the political parties incorporate this way to mobilisation for their organisations

(Sampedro, Sdnchez-Duarte and Polleti, 2013).
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Figure 4. Call for demonstration of March 14 through SMS

- "¢ Aznar de rositas? ;Lo llaman jornada de reflexion y Urdaci trabajando? Hoy 13M,

a las 18h. Sede PP, C/ Génova 13. Sin partidos. Silencio por la verdad. ;Pasalo!".
- A las 6. Sede PP, calle Génova, sin partidos. Silencio por la verdad

- Hoy a las 6, en Génova, exigiendo informacion veraz. Pasalo

- ¢Jornada de reflexion? Entonces, ;qué hace Urdaci?

- Conéctate a bloonberg.com y new york times, todo el mundo escandalizado x la

manipulacion y mentiras del pp. Pasalo

- Estdis saliendo en Euronews y en la CNN. En TVE: Cine de Barrio

- En la jornada de reflexion, Rajoy ha salido hablando en la primera

- Contra su manipulacion, nos estamos organizando a las 18:30h. en la Plaza

Catalunya.
- Se esta convocando una cacerolada para hoy (sabado 13 de marzo) por la noche a

las 22h. Contra el terrorismo, contra la guerra, por la libertad. Se ruega la mayor

difusion posible, gracias.
- A las 12 en Sol. Pasalo.
Fuentes: Indymedia, ediciones electrénicas de algunos diarios, especialmente E/ Pais y

de El Mundo; literatura secundaria, i.e. VV.AA (2004); y observacion participante.

Source: Sampedro (2005: 258).

Another example of the capitalisation of new tools from political parties after
social movements or civil protest was the use of Twitter by the 75M movement
(Figure 5). On May 15, 2011, when social movements have already started in Africa
and Europe, the Indignados movement internalised the ‘mass self-communication’
both for the call for demonstrations and organisation, deliberation and decision
making (Castells, 2012). As during the first social movements, the mass media were
relevant because the spread the message (Markoff, 1996), during Indignados
movement —among other international examples— the Internet was the tool to voice
the 75M claims (Masip, 2015; Linares, 2017). After this use by social movements,
Spanish political parties incorporate the digital tools for communication and
internal organisation. The social movement generated two different models of
online communication which had influenced the mass media issues, one for the
activist and another for new political parties such as Podemos (Feenstra et al., 2017)

and by extension for Barcelona en Comii.
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Figure 5. The 499 most influential Twitter accounts in #theSpanishrevolution

Source: Lucas (2012).

In the integration of social networks as a political communication tool (Jungherr,
2016), Barack Obama’s 2008 campaign is underscored (Hendricks and Denton,
2010; Nielsen, 2012) as it was mentioned earlier. Nevertheless, the United States
should not be understood as a typical case because of the distance and differences
between parties and the degree of sophistication (Vaccari, 2013). That said, cross-
national comparisons of the use of Twitter during electoral campaigns are useful
for understanding that tweeting behaviour depends on the political and media
conditions of each country (Graha