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Contributions from an interdisciplinary perspective
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Abstract

The purpose of this research is to review the literature review on innovation, in the fields of business
management, creative innovation and media innovation to identify the elements that support innovation
studies in the journalistic field in aspects such as methodologies, conceptualizations and theories. The
aim of the article is to expand the potential of interdisciplinary work, which would make it possible to
enrich research on innovation, specifically in sports journalism, a field characterized by precariousness
and cyclical crises, where journalists and organizations need to take advantage of the opportunities
offered by both technological tools such as knowledge in innovation. The documentary research techni-
que is used as a methodology to identify the studies related to the aforementioned topics. A sample of 75
publications in innovation journals, located in quartiles 1 and 2, was analyzed. As a result, it was found
that the most researched areas include innovation and creativity, leadership, the role of members of an
organization to develop innovative ideas, the relationships between innovating and undertaking and the
development of entrepreneurial ecosystems. Finally, some proposals are made about future research.

Keywords
Innovation, digital journalism, social innovation, creative innovation, sports, innovation research, sta-
rups, sustainability.

Suggested citation: De La Paz, J. C. (2023). Innovate in sports journalism. Contributions from an in-
terdisciplinary perspective. Universitas-XXI, 38 pp. 17-39. https://doi.
org/10.17163/uni.n38.2023.01
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Resumen

El propésito de esta investigacion es revisar la bibliografia académica sobre innovacion, en los dmbi-
tos de gestion empresarial, innovacion creativa e innovacion medidtica. El objetivo es identificar los
elementos que contribuyen a los estudios sobre innovacion en el campo periodistico en aspectos como
metodologfas, conceptualizaciones y teorfas. La consideracion central del articulo es expandir el poten-
cial del trabajo interdisciplinario, lo cual posibilitarfa enriquecer las investigaciones sobre innovacion,
especificamente en el periodismo deportivo, un campo caracterizado por la precarizacion y las crisis
ciclicas, donde periodistas y organizaciones necesitan aprovechar las oportunidades que brindan tanto las
herramientas tecnoldgicas como los conocimientos en innovacién. Se utiliza la técnica de investigacién
documental como metodologia para identificar los estudios relacionados con los temas mencionados. Se
analiz6 una muestra de 75 publicaciones en revistas sobre innovacion, ubicadas en cuartiles 1 y 2. Como
resultados, se encontré que las dreas mds investigadas comprenden la innovacién y creatividad, el lide-
razgo, el papel de los miembros de una organizacién para desarrollar ideas innovadoras, las relaciones
entre innovar y emprender y el desarrollo de ecosistemas de emprendedores. Por tltimo, se plantean
algunas propuestas para futuras investigaciones.

Palabras clave
Innovacién, periodismo digital, innovacion social, innovacion creativa, deportes, investigacién de inno-
vacion, emprendimientos, sostenibilidad.

Introduction

What is innovation in journalism? For decades, this question has been de-
batable in the media industry and sports media. Even though the latter have
spearheaded major transformations in the sector, it still predominates throug-
hout journalism, as well as in academic studies, with concerns in technology
(Barnhurst, 2012), which dismisses complex and dynamic social processes
that exceed the control of individuals (Bleyen et al., 2014).

Year after year, journalists and sports media have faced unemployment,
precariousness and the impossibility of feeling fully professional. Also, the
feeling of depending on external factors. The crisis caused by the COVID-19
pandemic showed the structural deficiencies of sports journalism, which was
unable to cover news due to lack of competitions.

18



Jorge Carlos De La Paz. Innovate in sports journalism. Contributions from an interdisciplinary perspective

In this context, research and studies on innovation in journalism have
an important role and although these studies have experienced a remarkable
growth in recent years, theoretical, methodological and systematic contri-
butions have received little and fragmented attention (Garcia-Avilés, 2021).
Likewise, underlying this thematic range is an approach focused on the diffu-
sion, adoption and acceptance of the final technological result implemented
in a media (Domingo, 2008; Plesner, 2009; Schmitz-Weiss and Domingo,
2010; Spyridou et al., 2013).

Research on innovation in journalism -a concept that does not have a
precise definition- also reflects an optimistic vision perceived as a hopeful
response to the reduction of traditional journalism and its economic models.
The huge spectrum also includes the lack of resources in the newsroom, li-
mited deadlines and the need to get both print and multimedia content as well
as the impulses to capture digital audiences and increase digital advertising
revenue (Garcia-Avilés, 2021).

This optimistic and technocentric vision is also transferred to the profes-
sional field of journalism, where journalists understand innovation mainly
from the technical point of view using digital platforms, immersion in the
metaverse or the use of artificial intelligence.

More specifically in sports journalism, most of the research in the Ibero-
American context on innovation has been conducted by the Spanish resear-
cher José Luis Rojas Torrijos (Manfredi-Sanchez et al., 2015; Rojas-Torrijos
and Marin Sanchiz, 2016; Rojas Torrijos, 2016; Rojas-Torrijos et al., 2020),
who is a famous author in this category.

Rojas-Torrijos focuses on strategies for generating added value in sports
media (Rojas-Torrijos and Marin-Sanchiz, 2016), analyzing the lack of inno-
vation in sports news projects (Manfredi-Sanchez er al., 2015) and the pos-
sibilities of podcasting for the full exploitation of the narrative and innovati-
ve possibilities of this audio format (Rojas-Torrijos et al., 2020), almost all
studies are conducted in Spain.

In the Anglo-Saxon literature, Buzzelli ef al. (2020) stand out with their
article Poaching the News Producers: The Athletic’s Effect on Sports in Ho-
metown Newspapers, which analyzes the business model of The Athletic,
which was catalogued in its beginnings as a radical change in the journalism
industry. Another case study, in which a sports media is analyzed, is Revis-
tas nativas digitales in the area of sports in Spain: the case of Marca Plus by
Ignacio Labarga, Laura Gonzélez and Pedro Pérez-Cuadrado (2018).
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In this sense, there is a need for a broader methodological and conceptual
theoretical framework oriented to interdisciplinarity, where new lines of re-
search on innovation in the external and internal environments of sports me-
dia can be identified. The field of business studies offers some new clues as to
where further efforts can be directed to increase the knowledge and practice
of innovation development in sports journalism. Certainly, this may contri-
bute to increase the thematic dispersion of studies on innovation in journa-
lism, as well as to increase the uncertainty regarding what topics to address;
however, the intention is to be informative, stimulating and intellectually
challenging to open other doors that contribute to the knowledge and practi-
ce of innovation development in sports journalism.

Therefore, the aim of this research is to describe the academic production
on innovation in the business environment and the specific objective is to iden-
tify methodologies, conceptualizations and theories that contribute to adopt an
interdisciplinary perspective in research on innovation in sports journalism.

Materials and methods

Documentary research is a qualitative technique that consists of selecting
and collecting information by reading and analyzing documents and biblio-
graphic materials that contain interesting data to the researcher and that were
obtained in libraries, newspaper libraries, documentation and information cen-
ters, databases, internet, etc. (Hernandez-Sampieri et al., 2014). According to
these authors, what distinguishes this technique is that “...it is characterized
by the use of graphic and sound records as sources of information..., records
in manuscript and printed form”. This research method is ideal for analyzing
the academic production on innovation in the sample of 75 articles, selected
mainly from the following journals: Creative and Innovation Management,
Journal of Business Venturing, Journal of computer-mediated communica-
tion, Journal of Product Innovation Management, Journal of Innovation &
Knowledge, Journal of Entrepreneurship and Small Business, Journal of
Cleaner Production, The journal of media innovations, Innovation Policy
and the Economy, Journal of Business Research, Journal of Business Ventu-
ring, Research Policy, known by their high impact on issues related to inno-
vation in industries close to sports media such as creative industries and those
social innovations that occur in organizations with a high normative value.
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Steps in the methodological process

1) Selection of the field of study and the temporal space to be analyzed:
Selection of articles on innovation, entrepreneurship, social innovation, bu-
siness management and creativity, as well as innovation in sports journalism.
The period selected was 2015 and 2023.

2) Selection of sources: publications on innovation in business and sports
journalism belonging to quartile 1 and 2 journals indexed in EBSCO, DOAJ,
REDALYC and SCOPUS databases focused on innovation, business mana-
gement, industry and innovation, leadership and entrepreneurship.

3) Search in Web of Science, EBSCO, DOAJ, REDALYC and SCOPUS
and Google Scholar to obtain a first list of publication titles, abstracts of re-
search on innovation.

4) Review of abstracts for a first filter in which articles that did not fit
the purposes of this research were excluded. Articles on innovation in large
companies, innovation focused on the manufacture of industrial products,
and innovation linked to the use of technologies were discarded.

5) Design, structure and elaboration of the content of the article, following
the contributions and conceptual frameworks established from the analysis
of the publications.

Results

According to the sample of articles analyzed on the literature review,
the most recent articles on innovation in the business field are grouped into
various thematic areas that can contribute theoretically and methodologi-
cally to research on innovation in sports journalism. Some of these lines of
study address the changes caused by innovation in organizations, the links
between innovation and the development of creativity, leadership and em-
powerment, among others, which are expanded in the following points refe-
rring to creativity and innovation; leadership and empowerment to encourage
innovation; the role of team members in driving innovation; innovation and
entrepreneurship; entrepreneurship ecosystems and theories and conceptua-
lizations on innovation.
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Creativity and innovation

Innovation is considered a cornerstone of a firm’s success and competi-
tiveness and as such, creativity, a core component of innovation, is a funda-
mental asset for innovation (Amabile and Pratt, 2016). Studies on creativity
tend to remain within their discipline and focus, for example, organizational
characteristics that are relevant to creativity or the cognitive dimensions of
creativity (Pinkow, 2022).

Research has shown that individuals apply different strategies when wor-
king on similar creative tasks (Dorst and Cross, 2001 in Pinkow, 2022) but
these strategies are still not well understood in an organizational context.
This is an element that should be considered in research on innovation in
new ventures in sports journalism. Creativity to develop ideas that answer
the questions of what is my unique value proposition, what do I offer, why
do I offer it, what problem do I solve, how am I going to achieve it? issues
such as format, technology, distribution, equipment are often not understood
in an organization, as well as these ideas may respond to “emotional impul-
ses” or predetermined ideas rather than reasoned decisions.

Some clues on this last point are provided by Diaz-Portugal et al. (2023),
who hypothesize that “positive affect” influences entrepreneurs’ evaluation
of opportunities, mainly in cultural and creative entrepreneurs, where media
can be incorporated. Contrary to their hypothesis, their results revealed that
positive affect has a low influence on entrepreneurial selection in the sub-
group of cultural and creative entrepreneurs, suggesting that entrepreneurs
belonging to cultural and creative industries do not consider subjective per-
ceptions as objective truths and thus avoid biased perceptions of their entre-
preneurial opportunities promoted by their positive affect (Navis and Ozbek,
2016; Zhang and Cueto, 2017).

Investigating whether these results would be similar in sports media en-
trepreneurs could provide further clues in this regard.

Leadership and empowerment to foster innovation

Business leadership has a significant impact on employees’ innovative
behavior through the innovation climate and intellectual agility (Malibaria
and Bajab, 2022). According to these researchers, leaders must identify their
critical roles in fostering innovation in their businesses and establishing the
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ideal culture and climate for innovation. Leaders must create innovative en-
vironments to encourage employees to share ideas and concepts with confi-
dence to make strategic decisions at a time when sectors such as technology
and telecommunications companies are driving innovation (Kiing, 2013).
For research on sports journalism ventures, it is useful to know the rela-
tionships established between the leadership of a project with the innovative
ideas that are developed in them. Is there a centralized structure where only
the leader(s) decide the strategic actions of the project? Are there spaces that
encourage the development of ideas by all members of the group which are en-
couraged by the leader? Which of these variants is more effective? The latter if
understanding “effectiveness” as the economic sustainability of the environment.
On this regard, Amoroso et al. (2021) investigated how “empowering”
leadership correlates with team creativity, innovative orientation, and with
business model innovation. According to their results, surprisingly, neither
“empowering” leadership nor team creativity was related to business model
innovation. Empowering leadership and team creativity may be necessary
but insufficient factors to explain business model innovation. For this, other
elements are needed, including greater employee involvement in decisions.

The role of team members in driving innovation

The success of innovations depends on the support received by certain
individuals, team members who promote and defend innovations within their
organizations. This is the conclusion reached by researchers Stieler and He-
nike (2022) after analyzing for three years how innovative ideas from emplo-
yees of a German manufacturing plant were promoted. For them, engaging
employees to contribute to corporate innovation is vital to the future success
of companies, yet long-term jobs, highly specific organizational units, and
hierarchical management structures are designed to preserve the status quo
rather than promote transformative change.

The empirical results of Stieler and Henike (2022) support the proposi-
tion of Floco et al. (2022) that states, on the one hand, autonomy and inclu-
sion foster employee participation and community building, while, on the
other hand, says that control seems necessary to ensure innovative outcomes.
In addition to autonomy and inclusion, Van Essen et al. (2022) added other
variables that contribute to the development of innovative behavior at work:
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creativity, psychological empowerment, optimism and contextual work fac-
tors as space for autonomy, leadership and teamwork.

Van Essen et al. (2022) and Stieler and Henike (2022) agree that exter-
nal stimuli are necessary for team members to develop innovative proposals.
Van Essen et al. (2022) present the concept of “innovation energy”, which
transforms the innovative properties of employees into innovative work be-
havior. Stieler and Henike (2022) talk about “Innovation nudging” as a series
of strategies to drive innovative behavior within organizations.

Although these two concepts were developed for companies with a lar-
ge number of employees and highly hierarchical structures for research on
innovation in sports journalism, it is not an idle exercise to identify whether
“innovation energy” or “innovation nudging” actions are developed in jour-
nalism and sports projects or ventures as a way to create innovative solutions
that impact the sustainability of the organization.

Innovation and entrepreneurship

In colloquial language, the terms innovation and entrepreneurship seem
intrinsically linked. Startups, generally associated with technology companies,
are implicitly considered innovative, a logic of thought that is transferred to
new journalistic ventures, even sports ones. This leads to journalistic projects
being considered “innovative” just for being created on some digital platform.

Kenneth Kahn (2022) takes an institutional perspective on innovation and
entrepreneurship, arguing that the lack of differentiation between these two
terms results in a lack of entrepreneurship and innovation centers in univer-
sities. This leads to research and teaching activities in the areas that are not
clearly differentiated and thus generate suboptimal results (Holzle, 2022).

Considering this difference, Grilli (2022) established a correlation bet-
ween the age of 4000 Italian entrepreneurs and their “business acumen” with
the development of innovative new products. The research found that “youth
advantage” and “business acumen” do not necessarily lead to success in de-
veloping innovative products, but at the same time, it found that both cate-
gories significantly characterize the best among entrepreneurs involved in
new product development. For starting a new journalism project, the “youth
advantage” is also considered a relevant element mainly due to the belief
that young people adopt technology better, a view linked to the technologi-
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cal determinism that exists about entrepreneurship. Mapping demographic
elements among journalistic entrepreneurs (gender, age, region, city, etc.)
and correlating them with the innovative capacity of these media could offer
new clues as to which characteristics make the creation of a journalistic ini-
tiative more likely.

Another example of research that clearly delineates technology platforms,
entrepreneurship and innovation, in this case business model, is the study
by Hyunkyu et al. (2021), who examine how users use digital platforms to
become entrepreneurs who conduct business activities on the platforms; and
how platform providers can turn this user entrepreneurship into a source of
revenue. Korsgaard Andersen et al. (2022) are in a similar perspective by
analyzing how small and medium-sized enterprises (SMEs) apply innovati-
ve business models from data-driven decisions.

After reviewing research on the role of creativity in innovation, leaders-
hip, the role of constituents and the differences between innovation and en-
trepreneurship, it is necessary to add factors related to the environment and
context, since organizations do not operate alone but in correlation with others.

Entrepreneurial ecosystems

The idea that economic solutions to innovation and entrepreneurship pro-
blems should be “place-based” has its roots in Adam Smith’s (1776) observa-
tion that states that productivity and wages were higher in areas with larger,
denser populations (Johnson et al., 2022). Following this idea, these authors
offered a measurement framework that places collaborative relationships
between entrepreneurs, government agencies, and research institutions at the
center of the ecosystem concept and conceptualizes four roles of governments
as catalysts, coordinators, certifiers, and customers in shaping these relation-
ships. Entrepreneurs interact with government in different ways that influen-
ce the condition of the surrounding entrepreneurial ecosystem (Figure 1).

This raises new questions for research on innovation in independent sports
media. Is the social context a determining element? In the case of Latin Ame-
rica, for example, is it different to undertake a sports journalism project in
Chile, Argentina or Mexico, even in more regional geographic spaces such
as Monterrey or Guadalajara?
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Figure 1
Simple conceptual model of the entrepreneurial ecosystem
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In addition to the relationships of entrepreneurs with research institutions
and governments, studies on innovation focus on the links created among en-
trepreneurs to reduce the uncertainty caused by innovation. Cuntz and Peuc-
kert (2022) analyzed several hacker communities (hackerspaces) in Germany
and found a strong correlation between the establishment of hackerspaces
with the level of digital entrepreneurship in regions, particularly in agglo-
merations and urban contexts.

According to these authors, hackerspaces are excellent examples of in-
novation and provide an institutional solution to overcome collective action
problems related to innovation. The “fierce culture of sharing” and the im-
plicit understanding that “to participate you had to contribute” makes access
to these places valuable for their members. This collaborative environment
helps the community accumulate “information about innovation,” which
“enables people to overcome uncertainty about the nature of the market op-
portunity and thus become entrepreneurs” (Cuntz and Peuckert, 2022). This
type of research could help identify second-order innovators, “early adop-
ters” (Rogers, 2003) who fulfill the role of opinion leaders (Lazarsfeld ez al.,
1944) in a yet unresearched step of innovation adoption.
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Teorias y conceptualizaciones de la innovacion

Innovacion de modelos de negocio sostenible e Innovacion social

La innovacién de modelos de negocios sostenibles (SBMI, por sus si-
glas en inglés) ha atraido recientemente un gran interés entre la academia y
la préctica. (Bashir et al., 2022). Las ideas innovadoras que se enfocan en
problemas sociales insatisfechos o emergentes representan una oportunidad
para crear nuevos modelos de negocios, iniciar nuevas empresas y mejorar
la transferencia de conocimiento (Nicolopoulou et al., 2017). Los empren-
dimientos sociales pueden constituirse como posibles agentes de cambio, ya
que ofrecen soluciones innovadoras a problemas sociales complejos que las
organizaciones existentes pasan por alto o abordan sin éxito (Maiolini et al.,
2016 en Battistella et al. (2021) sustentando el crecimiento empresarial con
recursos oportunos, por ejemplo, las finanzas.

Sin embargo, las empresas emergentes, que poseen un alto valor norma-
tivo, se enfrentan a mayores riesgos y posibles tasas de fracaso debido a una
complejidad peculiar y las dimensiones contextuales de los desafios sociales
(Martinez et al., 2017). Las dificultades para acceder al financiamiento ex-
terno, o para unirse a redes y alianzas estratégicas, se deben principalmente
al escepticismo de los inversionistas y la falta de conocimiento compartido
para alinear los valores de las startups con varios stakeholders (Cacciolatti
et al., 2020).

Theories and conceptualizations of innovation

Innovation of sustainable business models and social innovation

Sustainable business model innovation (SBMI) has recently attracted great
interest among academia and practice (Bashir ez al., 2022). Innovative ideas
that focus on unmet or emerging social problems represent an opportunity
to create new business models, start new ventures, and enhance knowledge
transfer (Nicolopoulou et al.,2017). Social ventures can constitute potential
change agents, as they offer innovative solutions to complex social problems
that existing organizations overlook or unsuccessfully address (Maiolini et al.,
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2016 in Battistella et al., (2021) by sustaining business growth with timely
resources, €.g., finance.

However, start-ups, which possess a high normative value, face higher
risks and possible failure rates due to complex and contextual dimensions of
social challenges (Martinez et al., 2017). Difficulties in accessing external
funding or joining networks and strategic alliances are mainly due to inves-
tors’ skepticism and lack of shared knowledge to align startups’ values with
various stakeholders (Cacciolatti et al., 2020).

Sports media ventures are in this context, most of which are strongly com-
mitted to the development of high standards of the profession. According to
Negredo et al. (2020), one of the main motivations for journalists to start up
is to experiment with new forms of organization, work routines and content
in the face of the failure of old methods, linked to dependence on advertising,
government funding, loss of credibility among audiences, etc.

On the other hand, the theory of social innovation can be defined as the
development of innovative products, services or processes aimed at satisfying
a social need, with the opportunity to create new social relationships between
actors who collectively engage in purposeful actions to achieve positive and
systemic social change. In the ever-changing socioeconomic environment,
an analysis of the contextual dynamics of social innovation must include the
unique nature and structure of the participants, processes, and complexities
involved (Nicolopoulou et al., 2017).

Open innovation

Open innovation has attracted significant attention as firms respond to
increasing complexities by opening their organizational boundaries to inte-
ract with stakeholders along the innovation funnel (Chesbrough, 2003). In
a comprehensive review of the open innovation literature, Randhawa et al.
(2016) noted that studies of open innovation had been primarily concerned
with the roles of knowledge, technology, and R&D from a firm-centric pers-
pective. At the same time, the complexity of managing collaborative efforts
across organizational boundaries are more apparent (Pedersen et al., 2022).

According to Dogruel (2014), even though there is a wide range of pers-
pectives to address media innovation, it remains being an underdeveloped aca-
demic field due to weak theoretical frameworks (KlaB3, 2020). According to
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this author, approaches tend to focus on communication, journalism and other
humanistic disciplines lacking organizational, managerial and technological
perspectives. For Klaf (2020), the Open Innovation (OI) approach allows in-
tegrating different visions that embrace their complex communication organi-
zations, which are understood as “hybrid companies providing content, but at
the same time with a remarkable social impact” (Hess, 2014 in KlaB3, 2020).

Open innovation research is subdivided into “outside-in”, “inside-out”
and coupled open innovation processes.

Innovation in times of crisis? Theory of Creative Destruction

The concept of “Creative Destruction” created by Schumpeter (1942, in
Negredo et al., 2020) has been one of the most widely used to describe the
change processes in industries. The term describes innovation processes that
bring new products to the market, displacing or “destroying” those already
established. The media industry has been an example of this process (Negre-
do et al.,2020). For example, with the advent of television in the radio era,
or the Internet in the television era.

Under this theoretical approach, Negredo et al. (2020) attempt to eluci-
date whether the greatest explosion of digital native media in Spain, which
occurred paradoxically in the Great Recession (2008-2014), constituted a
process of Creative Destruction. At this stage, journalists created their own
independent projects, after traditional media cut staff in response to the eco-
nomic crisis, and unemployment rates in the media sector increased.

However, while the crisis was a boost for the creation of new ventures,
it was not so for the development of innovations, especially in the sustaina-
bility model. In their results, Negredo et al. (2020) show that only in 2015,
one fifth of the new media founded by journalists had closed or were inactive.

The biggest problem of these media was that the founders did not have a bu-
siness plan or a commercial approach. One third of their publications billed
less than 25,000 euros per year; almost 60 % generated between 25,000 and
50,000 euros. (Negredo et al., 2020)

Makridis and McGuire (2022) also indicate that crises are periods of rea-
llocation and disruption that generate new innovations that transform indus-
tries. According to these authors, the empirical evidence that research and
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development (R&D) and patent expenditures are procyclical, not counter-
cyclical, contradicts the theory of creative destruction in which firms invest
more resources in research during periods of lower demand.

Radical innovation

Traditional Schumpeterian literature categorizes innovations as either
“radical” or “incremental” according to the change they generate in the va-
lue creation of products or services (Krumsvik et al., 2019). Jarventie-Thes-
leff et al. (2014, in Garcia-Avilés, 2021) observe that management practices
in print media tend to be oriented to support incremental innovations, while
practices in digital media tend to pursue more radical innovations.

In their conceptualization, Freeman and Pérez (Badillo, 2013) argue that
radical innovations are quite distinct: they are large-scale, discontinuously
occurring events, such as the emergence of nylon, technological changes, and
such as the petrochemical boom, have an even greater impact. Finally, chan-
ges in technological paradigms affect economic and social life as a whole.

For Cuntz and Peuckert (2022), radical innovations transform existing
goods and services significantly. This type of innovation represents a ris-
ky departure from existing practice and can be disruptive or discontinuous
within firms. For these authors, radical innovation is more likely to occur in
firms that are able to integrate a wide variety of new and pre-existing, hete-
rogeneous but complementary knowledge.

Innovation Commons Theory

Contrary to the traditional producer- or company-centered innovation
model, users are an important source of innovation (‘user’ innovation or
‘free’ innovation). Users frequently modify existing products or create enti-
rely new solutions in response to their heterogeneous and non-standard ne-
eds (Von Hippel, 2017).

Notably, users exchanging knowledge in communities of practice may
also develop entrepreneurial aspirations and start to commercially exploit
community-based innovations (Ferdinand, 2017). Thus, user experimenta-
tion is not limited to product development and innovation, but sometimes
extends to the formation of new businesses.
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Innovation methodologies

Methodological approaches to study innovation are very varied and inclu-
de quantitative, qualitative and mixed methods. The selection of methodolo-
gies is very fragmented, and no patterns or traditions of study are identified,
responding to the wide range of research objects in the field of innovation.

The survey (Chirico et al., 2022; Miyao et al., 2022; Chi and Nan Lin,
2022; Bashir et al., 2022; Amoroso et al., 2021) constitute some of the most
widely used techniques by researchers seeking to analyze a broad popula-
tion, either within a company or in a geographical location. In addition, the
use of factor analysis, exploratory and confirmatory to assess the construct
validity of all items belonging the surveys.

On the other hand, Grilli (2022), applied a questionnaire to 4000 entrepreneurs
with the purpose of collecting information on Italian innovative start-ups along
a number of dimensions including the demographic characteristics of the entre-
preneurs, their human capital endowment and the innovation strategies pursued.

Jgnsson and Kihler (2022) conducted analyses of longitudinal question-
naire data, while Johnson et al. (2022) relied on relational database mana-
gement systems suitable for establishing metrics for entrepreneurial ecosys-
tems due to their ability to capture relationships between ecosystem actors
that emerge across many disparate data sources. Cuntz and Peuckert (2022),
developed a large panel of observations that merges annual counts of digital
startups with a set of conventional determinants of entrepreneurship as well
as local indicators of hackerspaces to determine the correlation between ha-
ckerspaces and digital entrepreneurship.

Hyunkyu ez al. (2021) and Korsgaard Andersen et al. (2022) relied on case
study and multiple case study, respectively, as did Battistella et al. (2022).
Stieler and Henike (2022) opted for participant observation over a three-year
period in a German company, while Van Essen et al. (2022), Floco et al.
(2022), (Alam, 2022) and (Mesabia, 2022) used semi-structured interviews.

Conclusions and discussion

An interdisciplinary perspective in research on innovation in sports jour-
nalism is the starting point for entering new paths away from the precarious-
ness, click dependency, lack of funding, and loss of credibility among au-
diences of traditional sports media. The field of business studies offers some
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new clues to increase the knowledge and practice of innovation development
in sports journalism.

Studies on innovation in sports journalism can build some of the thema-
tic lines most developed by articles focused on business. Understanding how
creativity processes work to develop innovative ideas would help to understand
why the founders of sports journalism ventures decide to launch a media outlet
with a certain value proposition and not another, why it addresses certain to-
pics and not others, etc. Likewise, studies on innovation offer clues to analyze
whether sports media entrepreneurs make these decisions based on affective
or reasonable criteria, which is a determining factor in the future of the project.

For research on sports journalism ventures, it is useful to know the rela-
tionships established between the leadership of a project and the innovative
ideas developed in them, which have a direct effect on the sustainability of
the media, if the creation of spaces that encourage the development of ideas
by all members of the group could contribute in this sense, and if actions
such as “innovation energy” or “innovation impulse” could contribute to the
generation of innovative proposals among the members of a venture.

Drawing lines between business and journalism studies will also make it
possible to outline a more holistic and tangible concept of innovation in the
media, away from the technocentric vision. In this way, it is avoided that sports
journalism projects are considered “innovative” just because they are created on
some digital platform or that only the youngest journalists can undertake new
projects. Regarding the latter, it would be interesting to propose studies that
map demographic elements among journalistic entrepreneurs (gender, age, re-
gion, city, etc.) and correlate them with the innovative capacity of sports media.

Another line of research could focus on determining whether sports jour-
nalism entrepreneurship ecosystems exist, or whether their creation would
help to reduce uncertainty in the decisions to be made by their members.

It is also necessary to renew the theoretical-methodological proposals in
future research and go beyond traditional methods such as case studies and
interviews to adopt mixed or quantitative methodologies.
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Abstract

Sports journalism has become one of the most innovative market niches, and the dynamic capabilities theo-
retical corpus allows us to describe the innovation processes in the business model of news companies.
Methodology. Through a comparative case study, this article analyses the current situation and evolution of
three media (ElDesmarque, Panenka, and 2Playbook) in six areas: value proposition, capabilities, positio-
ning, market, revenue model, and mission. Results and discussion. The three cases have a well-defined value
proposition that differentiates them from their competitors. This proposal is based on a series of operational
capabilities and competitive resources that generate competitive advantages that are difficult to imitate.
Conclusion. Business model innovation (BMI) through dynamic capabilities (exploration, exploitation, and
reconfiguration) is a key strategy to guarantee a company'’s sustainability in the sports journalism sector.

Keywords
Niche sports journalism, digital-native journalism, digital content production, journalistic digital con-
tent production, journalistic innovation, business models for digital journalism, dynamic capabilities.

Resumen

El periodismo deportivo se ha configurado en uno de los nichos de mercado mds innovadores y la teorfa
de las capacidades dindmicas permite describir los procesos para innovar en el modelo de negocio de
las empresas informativas. A través de una comparativa de estudios de caso, este articulo analiza la
situacion actual y la evolucién de tres medios de comunicacion (ElDesmarque, Panenka y 2Playbook)
en seis dreas: propuesta de valor, capacidades, posicionamiento, mercado, modelo de ingresos y mision.
Se observa que los tres casos disponen de una propuesta de valor bien definida y diferenciada de los
competidores. Esta propuesta se sustenta sobre la existencia de una serie de capacidades y recursos
competitivos que le otorgan ventajas competitivas dificilmente imitables, como el talento humano. La
innovacién en modelos de negocio a través de las capacidades dindmicas (exploracién, explotacion y
reconfiguracién) es un factor clave para garantizar la sostenibilidad de una empresa que opera en el
sector del periodismo deportivo.

Palabras clave
Periodismo deportivo de nicho, periodismo nativo digital, produccién de contenidos digitales, innova-
cion periodistica, modelos de negocio para el periodismo digital, capacidades dindmicas.

Introduction

Today’s journalism operates in a turbulent environment. Large social plat-
forms compete with newspaper companies for getting the users ‘attention in a
context of constant changes in consumer habits. In just 15 years, journalistic
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organizations faced a triple crisis - advertising, debt of large news corpora-
tions and the recession of 2008 (Ferris Forés, 2012)- adapted with greater or
lesser success to the emergence of social networks and permanent and itera-
tive alterations of the ecosystem (Anderson et al., 2015).

In this sense, one of the phenomena that has marked the evolution of sports
journalism has been entrepreneurial journalism, which was an alternative way
to practice the profession without relying on traditional routes (Valero-Pastor
and Gonzalez Alba, 2018). The decade between 2007 and 2017 was the most
fertile in terms of the creation of new media, thanks to the creation of more
than four hundred new initiatives in Spain and more than a thousand in Latin
America (Manfredi Sanchez and Lépez Cepeda, 2017, p. 59). It originated a
way to a regulation period in the market, in which many of the initiatives were
forced to close, having been unable to develop and validate their business mo-
del, and others consolidated to the point that, in 2018, there were 3065 active
digital media, out of which 141 (14.6 %) specialized in sports journalism, the
second most abundant branch after cultural journalism (Salaverria et al., 2018).

However, this discipline is more highly regarded in economic terms than
in professional terms, due to its relevant impact on the profit and loss account
of companies. Farrington et al. (2012, p. 1) claim that sports journalism has
ceased to be a “toy department” (Rowe, 2007) to become a financial area of the
newspaper industry, in general, and even of journalistic companies, in particular.

Boyle (2017) says that sports journalism was often “one of the most im-
portant parts of the industry in commercial terms”. Therefore, entrepreneu-
rial journalism does not turn its back on this specialization; rather, there are
initiatives that take advantage of its influence while overcoming its vices.
Hence, SportYou and Revista Panenka, sports media created in 2008 and
2011 respectively, were included among the 25 most innovative journalistic
initiatives in Spain (De Lara et al., 2015).

Besides the interest in journalistic entrepreneurship, sports journalism
and the economic situation of the media in Spain, innovation in the business
model is a scarcely explored field, both in journalism academia (Evens et al.,
2017) and in the field of strategic management. The following objectives are
proposed to cover this deficit in the academic literature.

O1. Examine the business model of companies specialized in sports journalism.
O2. Study the innovation process in the business model through dynamic
capabilities.
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03. Determine the role of the value proposition in the business model inno-
vation process.

This research poses the following research questions to meet these
objectives:

Q1. What are the characteristics of the components of the business models
analyzed?

Q2. Through what processes are dynamic capabilities developed?

Q3. What is the role of the value proposition in the development of dynamic
capabilities and, by extension, in business model innovation?

State of the art

The business model of the newspaper company

The business model is a structured representation of how a company crea-
tes, distributes and captures value (Osterwalder and Pigneur, 2010). Although
there is some lack of consensus on its definition and scope (Wirtz et al.,
2016), leading experts agree that it is an essential construct for the strategic
direction of companies because it contributes to the generation of competi-
tive advantages and, consequently, to the creation and sustainability of com-
panies (Afuah and Tucci, 2001; Broccardo et al., 2023; Ancillai et al., 2023).

Any business model is a system of activities (Zott and Amit, 2010) for-
med by components whose interdependencies have been explained in different
ontologies developed in the field of strategic business management (Gordijn
et al., 2011). In this field, one of the most consolidated theoretical referen-
ces is the research conducted by Morris et al. (2005), who conducted a lite-
rature review to integrate a vast field of scientific production in a framework
that considers the existence of six elements of the business model: the value
proposition, the market, competitive capabilities and resources, positioning,
the revenue model and the mission.

From the very definition of the business model, it is clear that value crea-
tion is an essential activity for the operation of any company (Chesbrough
and Rosenbloom, 2002; Silva and Meirelles, 2019). When designing and
analyzing a business model, this process is articulated as a value proposition
that defines the transactions with customers, as well as the deployment of re-
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sources managed by each organization for its offerings (Zott and Amit, 2001;
Demil and Lecocq, 2010). In the case of journalism, this value proposition
is often related to various content differentiation strategies, with a focus on
quality and exclusivity (Olsen and Solvoll, 2018, p. 181).

Ultimately, the value proposition “lays out the measurable value or tangi-
ble benefits that a product or service provides to consumers” (Camlek, 2010).
Payne et al. (2017) define sustainable value propositions as those that gene-
rate value for different interest groups, or stakeholders, in addition to aiming
for sustainability and resulting in a continuous process of product or service
improvement. According to Perkio (2020), there is “a clear deficit” of analy-
sis on sustainable value propositions in digital native media in the literature
on journalistic business models.

It is essential that the company has the necessary capabilities in order to
develop its value proposition: from the production of innovative content to
the use of agile methodologies for organizing teams, to the economic capaci-
ty to develop research that requires large resources, for example. In this sen-
se, those resources that generate competitive advantages over the competi-
tion are very important (Wernerfelt, 1989; Morris et al., 2005; Sylvie, 2008).

Competitive skills and resources also determine the positioning of the
company in each of the markets in which it operates (Morris et al., 2005),
thanks to the ability to differentiate its offer from those of its competitors.
Internet has fragmented content consumption, favoring the emergence of
new market in which newspaper companies can position themselves through
different editorial strategies, such as thematic specialization or attention to
market segments neglected by other companies (Machin and Niblock, 2010).

The revenue model, on the other hand, reflects the ways in which a com-
pany obtains economic value in the form of money, and generates profits if
revenues exceed costs (Morris et al., 2005). The main source of monetization
in communications is advertising. However, the fall in advertising investment
in the media, boosted by the emergence of platforms, has led to the media
currently tending towards models based on user payment (Barland, 2013).

Finally, the mission refers to the objective of the company. Most com-
panies look for subsistence, profit generation and growth, although there are
also firms with a markedly social, non-profit character. The latter alternative
1s more common in the news field than in other sectors, and the mission has
a special role in journalistic business models because it can affect the quali-
ty of information (Marin Sanchiz and Carvajal, 2019).
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From a more pragmatic point of view, Massa et al. (2017) state that this
system of activities refers to three realities related to the company. First, to
the characteristics of the organization, i.e., the form of the six components.
Second, the business model is an implicit image that the members of a com-
pany have about it. It is each person’s specific interpretation of the firm’s re-
ality. Finally, it is possible to represent the business model explicitly, gene-
rating tools that help to show how the company works.

Operational and dynamic capabilities

The Resource-Based View (RBV) of the firm interprets organizations as
a set of resources and capabilities that are valuable, difficult to imitate and
non-substitutable (Wernerfelt, 1989; Barney ez al., 2001). Their existence is
necessary for creating value and, consequently, generating competitive ad-
vantages, which is essential to guarantee the competitiveness of an informa-
tive company.

This theory evolved into the theory of dynamic capabilities, developed
by Teece et al. (1997) and further developed by Teece (2007, 2010, 2018).
From this approach, every organization is shaped by two types of capabili-
ties: operational, which enables a company to carry out its current activities
successfully and efficiently (Teece, 2012); and dynamic, defined by Wang
and Ahmed (2007) as “a company’s orientation towards integrating, recon-
figuring, renewing and recreating its resources and capabilities”. According
to these authors, the objective of the latter is to “enhance and rebuild its key
capabilities in response to a changing environment, so as to retain and sus-
tain competitive advantages”.

According to Wirtz (2020), a newspaper company operating in the digi-
tal environment has five operational capabilities: (1) content creation (e.g.
writing, infographics...); (2) information sourcing (relationship with sources,
documentation...); (3) content distribution (management of social networks,
distribution of physical copies through kiosks, etc.); (4) product manage-
ment (definition of an appropriate user experience, marketing, etc.); and (5)
technological capabilities (maintenance of Content Management Systems,
programming, etc.).

Teece (2007, 2010, 2018) reveals the existence of three main dynamic
capabilities. First, a company must constantly explore its competitive envi-
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ronment - changes in consumer habits, benchmark companies- with the aim
of detecting new business opportunities. The ability to exploit these business
opportunities effectively and efficiently is the second dynamic capability,
while the last is the constant reconfiguration of resources (changes in human
capital, modification of organizational culture, etc.).

Thus, these are high-level, highly complex competencies that are enabled
through microfoundations. This concept refers to skills, processes, procedu-
res, organizational structures, decision rules and disciplines, such as the stra-
tegic management of human resources or the ability to detect opportunities
in a research process (Teece, 2007).

Applying this theory to the field of media, Murschetz et al. (2020) con-
firm that knowledge about dynamic capabilities “‘could help companies and
managers respond to turbulent environments” and, consequently, “have im-
plications for both researchers and those working in the industry”. In addi-
tion, their study demonstrates that managers have a key role in developing
dynamic capabilities within organizations. For their part, Maijanen and Virta
(2017) assert that a greater focus on firm capabilities can be a useful way of
addressing the tensions in business model ambidexterity, i.e., the challenges
of exploiting current business opportunities and exploring new ways to en-
sure firm sustainability.

Innovation in the business model

Business model innovation consists of introducing designed, premedi-
tated and novel changes in the key elements of a company’s business model
or in these elements (Foss and Saebi, 2017). To understand this process, it is
necessary to bear in mind that it starts from a dynamic view of the business
model, i.e., it does not interpret it as a snapshot at a specific moment in the
company’s existence, but as changes in which a firm alters its processes to
continue creating, distributing and capturing value. For Lang (2020), chan-
ges in at least two components are necessary to consider that a business mo-
del innovation has occurred.

In this context, dynamic capabilities are seen as an enormously useful
tool for understanding business model innovation processes from a dyna-
mic point of view (Teece, 2018), since it is necessary to find new business
opportunities, take advantage of them and undergo a permanent reconfigu-
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ration process. Even though many initiatives fail, business model innova-
tion is key to the performance and sustainability of companies (Geissdoer-
fer et al., 2018).

Methodology

This study is based on the case study methodology, a research strategy
that provides in-depth knowledge of the reality of the companies analyzed.
Specifically, three organizations operating in the Spanish market (EIDesmar-
que, Panenka and 2Playbook) are studied in a comparative case study, sin-
ce this approach allows to obtain more solid internal and external evidence
(Yin, 1994).

The cases were selected through a panel of 17 experts in sports journalism
-both from academia and the professional field- who were asked to provide
a list of initiatives for analyzing the object of study. The list was filtered to
avoid generalist projects, such as El Pais, and also specific journalistic pro-
ducts (e.g. Carrusel Deportivo), corporate media and platforms (e.g. DAZN).

To analyze the organizations, 13 semi-structured interviews (Table 1)
were conducted with managers of the three firms, in addition to reviewing
corporate documents (presentations to clients, releases), studying the products
offered by the companies and drawing on academic contributions (e.g., Man-
fredi Sénchez et al., 2015), in order to provide context on the case studies.
The economic performance of the companies was also analyzed through the
Iberian Balance Sheet Analysis System (SABI).

The questionnaire consisted of 37 questions covering three blocks: bu-
siness model, dynamic capabilities and innovation in the business model.
They delved into specific processes, such as market exploration, as well as
the importance of specific resources, such as human capital. The conversa-
tions took place between the last quarter of 2021 and the first quarter of 2022.

The analysis of the interviews was carried out through a manual coding
process proposed by Hull (2013) in which the saturation of concepts and the
elements of consensus and dissent among the different participants in the stu-
dy were sought through successive readings of the transcripts.
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Table 1
Semi-structured interviews conducted
Responsible Media Charge

Federico Quintero El Desmarque Managing Director
Javier Padilla El Desmarque Product Manager
Alvaro Ramirez El Desmarque Director of content and audience
Jorge Liafio El Desmarque Multimedia Director
Carlos Tur ElDesmarque Social Media Manager
Roger Xuriach Panenka Coordinator
Marcel Beltran Panenka Director of social networks
Anna Blanco Panenka Art Director
Carlos Martin Rio Panenka Chief editor
Marc Menchén 2Playbook Director
Patricia Lopez 2Playbook Chief editor

Presentation of cases

ElDesmarque is a digital native media created in 2006 with the aim of
providing Real Betis Balompié and Sevilla F.C. fans coverage similar to
that available for Real Madrid and F.C. Barcelona fans in the most popular
newspapers in Spain (Marca, As, Mundo Deportivo and Sport). The success
of the formula enabled growth throughout the national territory -Valencia,
Vigo- and thematic sites in a growth process that got the interest of Media-
set, which acquired 100 % of the company for a figure exceeding ten million
euros (El Confidencial, 2018).

Panenka magazine originated in 2011, as heir of Don Bal6n, on the ini-
tiative of journalist Aitor Lagunas. This masthead operates in the field of soc-
cer journalism from a cultural and socio-political perspective, with a paper
edition as the cornerstone of its journalistic project. The publication has sur-
passed 100 issues published and has established as a benchmark in the sector
thanks to leading a trend of “super-specialized publications that have opted
for long formats, original design and quality content” (Rojas Torrijos, 2014)”.
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2Playbook is a journalistic project specialized in information about the
sports business. This idea was created in July 2020, when Marc Menchén,
alma mater of the project, decided to close his stage in Palco 23, another me-
dia that operates in the same sector and that stands as the main competitor
of 2Playbook in the Spanish-speaking world. Menchén’s ambition was to
create a community of industry professionals that would tend towards plat-
formization, i.e., to offer services that go beyond the product and that take
advantage of external resources (e.g., the existence of an active community)
to create value (Matzner et al., 2021).

Results

Business Model

ElDesmarque’s business model

The value proposition of ElDesmarque is to offer in-depth coverage of
the teams in which the media outlet has a delegation, while the value pro-
position for advertisers is to offer great advertising optimization (thanks to
the division by cities, among other factors) complemented, in turn, by offe-
ring alternative formats, such as branded content. These value propositions
are aimed at a highly segmented market of readers (but mainly composed of
men between 25 and 44 years old) and at a group of large companies, such
as Iberdrola, which are the main type of companies they work with.

Among the capabilities are the creation of content (taking advantage of
Mediaset’s audiovisual to provide it with multimedia), distribution through so-
cial networks and product management to create a close experience with users
through tools such as Twitter or Telegram. Thanks to these capabilities they
are positioned, from the point of view of the Product Manager, Javier Padilla,
as the “leading digital media in sports information in Spain” as far as agen-
cies and advertisers are concerned, while they are considered “the best or the
second best” to inform on the main teams of 80 % of the Spanish provinces.

Regarding the revenue model, although they have explored alternatives
such as subsidies, at present they have focused on advertising (branded con-
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tent and display), a formula that has allowed them to be profitable. Precisely,
the mission of this masthead is growth.

This business model gives rise to the existence of four competitive advan-
tages, according to the management team: local capillarity -the set of small
markets-, the ability to monetize content, a complementary management team
and the availability of competitive audiovisual resources (summaries, broad-
casting rights, etc.) to which they have access through Mediaset.

Panenka’s business model

Panenka’s value proposition consists of offering a high quality and diffe-
rentiated journalism in the Spanish market, both in terms of thematic agenda
(defined by managers as soccer culture) and formats, as well as in its com-
mitment to the paper edition as a collector’s item. In the case of advertisers,
Panenka offers advertising in a very well-defined and activist community, as
well as experiences that take advantage of the benefits of paper to enhance
the effectiveness of messages (for example, producing a cover with an iPho-
ne as part of a campaign for Apple).

The operational capabilities that currently stand out the most are the crea-
tion of content -premium journalism with a design far from the standard- and
the supply of information, since the brand, one of the great competitive resou-
rces they have because they have positioned themselves as a reference in the
sector, gives them access to important protagonists of current and historical
soccer. Another competitive resource is their wide network of collaborators,
something that allows them to tell these stories.

Their main market is made up of between 2,000 and 4,000 subscribers,
and their revenue model is highly diversified: in addition to advertising and
subscriptions, they sell copies directly (in newsstands and bookstores) and
have an online store. The objective is to achieve revenues that guarantee their
business mission: sustainability.

In summarys, it is possible to determine that Panenka has four competi-
tive advantages: the recognizable brand, the ability to offer journalism di-
fferent from that of its competitors, its network of collaborators and allian-
ces with international media (So Foot, 11Freunde...) that also talk about a
soccer culture.
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2Playbook’s business model

2Playbook offers a value to its readers that focuses on creating content
about the sports business with rigorous criteria, specialization and support
from relevant sources in the sector. In the business-to-business (B2B) seg-
ment, 2Playbook offers business intelligence services as well as hyper-spe-
cialized advertising. The revenue model goes along with this philosophy: in
addition to the subscription service, they sell business intelligence and ad-
vertising services and organize events.

Content creation, information sourcing (through contact with industry
sources) and product management, always with the platformization of their
offering in mind, are the main operational capabilities, enabling them to dis-
tribute value to a hyper-specialized market, mainly made up of managers of
companies in the sports sector.

After more than two years, 2Playbook has established itself as the refe-
rence platform for the sports industry, mainly due to its collaborations with
key players such as the newspaper As, LaLiga or Kosmos, the production
company driven by the former F.C. Barcelona player Gerard Piqué.

2Playbook has three competitive advantages. Firstly, the specialized
knowledge of its human team, with special relevance of the founder’s strategic
vision. Secondly, the existence of a specialized investment team, which not
only contributed capital but also other intangible elements, such as contacts
or strategic vision. Finally, the platformization of its offer because imitating
the products/services of 2Playbook is a difficult task.

Business model innovation processes

Exploration

The three cases studied show different market exploration initiatives. This
dynamic capacity is especially relevant in E]IDesmarque, an organization that
was one of the pioneers in the Spanish market in covering currently impor-
tant information, such as Fantasy sports or eSports. They have also acted as
testers (betatesters) of technological solutions devised by Israeli and U.S.
companies and maintain a permanent scan of other sectors adjacent to jour-
nalism, such as technology, thanks to its Product Manager, Javier Padilla. In
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addition, Jorge Liafio, the Director of Multimedia, keeps an eye on emerging
trends in communication, such as streamers.

As a basis for all this exploratory work, the interviews reveal a strong
interest in web analytics. Their ambition to optimize advertising processes
- allowing a greater capture of value through campaigns - in addition to a
clear mission of growth, has turned them into a data-based company, i.e.,
an organization that makes decisions based on data, although these are not
always the determining factor, since the intuition of the managers is impor-
tant. A sample of this exploratory exercise can be found in Google optimi-
zation (SEO) work. As Alvaro Ramirez, Director of Content and Audiences
says, it is sometimes necessary to make a firm commitment to an idea, even
if the results are not immediate.

Three or four years ago, in autumn, we tried [publishing motor information].
We started to generate content from nothing [...] Five months were nothing.
Very residual content, very residual audience, practically nothing... But, from
the fourth or fifth month, the section began to grow, Google liked us, it found
us as a reference for this information and we have reached 2 or 2.5 million
users in a good month just for motoring. (Alvaro Ramirez, interview)

In any case, the newsroom is “very connected” to web analytics (Google
Analytics and Adobe’s Omniture) as a “form of self-monitoring”, allowing
them to optimize results, in addition to detecting emerging patterns.

At Panenka, the idea of finding new business ways “is very present”,
according to Anna Blanco, head of design. Despite this, they do not have a
well-defined process as ElDesmarque, nor do they have the economic power
to carry out market studies or hire the services of experts and consultants.
Due to the nature of the product, in which the paper is more important than
the web version, the use of web analytics is much more limited:

We consult [the data], at least me personally, once a week or so. In addition to
the numbers of unique users and page views, we track basic socio-demogra-
phic characteristics and social media interactions, but we don’t look at more
complex metrics. (Marcel Beltran, interview)

Some external triggers in this company are very important for new op-
portunities to be observed. An example of this is the advertising on TikTok
during Euro 2021, something that allowed them to be trained on this plat-
form. In addition, the fact of having clear international references, which are
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collaboration agreements, also helps them to detect new opportunities for de-
veloping their business model.

It is also essential to bear in mind that Panenka is a project that is some-
times far removed from purely commercial dynamics. For this reason, the
editor-in-chief, Carlos Martin, emphasizes that decisions must have “a more
intellectual or cerebral motivation, and not so numerical”.

At 2Playbook, the attention to international references is one of the most
relevant tasks to develop the dynamic exploration capacity. There are well-
established information platforms in the Anglo-Saxon market, such as Sports
Business, and observing them helps to transfer value to the Spanish market.
There is also an important task of active listening through user surveys or
conversations with the clients of the business intelligence service: “Many ti-
mes we have asked them [clients and managers]: “What do you need, a re-
port on low-cost gyms because you want to be in this segment and you don’t
know how? Well, I'll do it for you” (Patricia Lopez, interview).

According to the editor-in-chief, the small size of her market allows her
to keep abreast of new developments and growth strategies being deployed
by other projects. This is the case of the U.S. platform Sportico, which also
offers them clues about growth and talent.

Exploitation

Once the opportunities have been detected, EIDesmarque’s efforts to
eliminate barriers and the agility to test new solutions that can respond to
users’ needs come into play. According to the testimonies obtained, the spe-
cialization of the different members of the management team (general mana-
gement, product, audiences, multimedia...) and the absence of bureaucratic
filters contribute to carry out experiments in days and even hours, if it is not
necessary to develop any type of solution -even a minimum viable product.
Also, there is a clear objective: low-cost innovation. “We were trying to find
a way to do something without money. So, since that has been in the DNA
from day one, when you have some money, you make the most of it,” says
Javier Padilla. The culture of profitability and the data-based philosophy ap-
pear as corrective elements.

The main example of Panenka taking advantage of business opportu-
nities is the launch of its magazine, whose success over the last decade is
due to an appropriate selection of its focus and architecture. In other words:
the company has been able to satisfy the information needs of its audience,
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although it is true that there are projects that have had a much shorter run,
such as Revista H -a specialized rugby publication that stopped publishing
due to the reduced commercial interest they saw in it-. In this sense, it is also
important to point out that the project has its limitations due to the size of
the market, and it is necessary to establish the boundaries of the company in
order to take advantage of the available resources. Marcel Beltran says “We
do not do more than we can do”. In many cases, projects depend on the avai-
lability of advertising agreements that guarantee an economic return. Other
factors that clearly play a role in the ability to execute opportunities are the
independence of the company, which does not depend on a parent company
for decision-making, and the mission, focused on achieving long-term sus-
tainability of the environment.

The youth of 2Playbook and the availability of fewer resources as in El-
Desmarque also cause dynamics similar to those of Panenka: “although there
are opportunities, if we are diverted from the focus of projects that we have
already advanced or that we know will give economic return, we note them,
but we do not undertake them until [...] we have sufficient resources to un-
dertake them,” says Marc Menchén. They are therefore trying to strike a ba-
lance between medium- and long-term strategy and flexibility, according to
Patricia Lopez: “I think we will be flexible. If there is something that doesn’t
add value and takes time, we may stop offering it.

A clear example of the ability to execute is the improvement made to the
content offer following a reader survey:

Starting this Monday, we will increase our content offer based on 2Playbook
Intelligence, our market intelligence tool, and there will be more in-depth
analysis. Indeed, illustrations that characterize us so much! And more exclu-
sives if possible. (Marc Menchén’s statement to readers, January 21, 2022)

Reconfiguration

The growth in the number of delegations is the main sign of reconfigu-
ration by ElDesmarque. In addition, there has been a gradual increase in the
number of sections (Fantasy, eSports, motor sports, women’s sports...), the
adaptation to the communication demands of the emerging social networks
-the media originated when Twitter was just starting up, for example- and
even the integration in Mediaset, whose teams have helped to improve the
monetization of the company.
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Throughout its history, Panenka has undergone changes. From the point
of view of the value proposition, there have been transformations such as the
launch of the website or the creation of Revista H and the Boleyn Sound po-
dcast, in collaboration with the Primavera Sound music festival, projects that
were subsequently put on hold. They have also opened important business
lines, such as book publishing, and the successive redesigns of the paper edi-
tion and the alliance established with Sport so that every Saturday, together
with the Catalan newspaper, ‘Sport Dossier by Panenka’ is published, which
is a supplement with content that keeps the magazine’s value proposition.

2Playbook has also undergone an accelerated reconfiguration in its first
two years of existence. In this period, they have launched different projects,
such as 2Playbook TV and a supplier directory, as well as reaching agree-
ments with relevant market players, such as the newspaper As or Lal.iga, to
organize the PRO Foro Industria y Deporte, an event aimed at sports indus-
try professionals that contributes to their brand image. A similar initiative is
Cotizalia Sports, a section on sports business published by El Confidencial
in which 2Playbook’s editorial staff collaborates. When it comes to consoli-
dating this dynamic capacity, Patricia Lépez says that Marc Menchén’s lea-
dership has a clear leading role.

Discussion

This research has described the business models of three sports journalism
companies: ElDesmarque, Panenka and 2Playbook (P1). In all three cases, their
consolidation can be correlated with the provision of very clear value propo-
sitions. In addition, all three cases have very well-defined missions and resou-
rce bases and capabilities with talents. The main difference between the three
lies in the size and characteristics of their markets, as Panenka has more limi-
tations in capturing value, it does not have a large audience that is attractive to
advertisers, nor can it offer business intelligence services, as 2Playbook does.

In the context of dynamic capabilities (P2), the results show that the ex-
ploration of new opportunities is common in all three companies, mainly
through an analysis of competitors and international benchmarks. Tools
such as web analytics and user research are used in very different ways. In
the case of exploitation, the relevance of agility and the elimination of ba-
rriers that allow changes and innovation at low cost is observed. Enabling
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these ways for change is what allows constant reconfiguration in a context
of permanent changes such as the consolidation of technological platforms
(Twitch, TikTok...) in which sports journalism is beginning to consolidate
(Marin Sanchiz et al., 2022).

Regarding the third research question, it is observed that value creation
is the backbone of the business model, as pointed out by researchers in the
field of business (Morris et al., 2005; Wirtz et al., 2016). Furthermore, the
value propositions have a clear sustainability orientation, as they generate
value for various stakeholders, address issues important for the sustainability
of the company, such as revenue diversification, and the process of product
or service growth (Payne and Frow, 2017).

Therefore, it is confirmed that the value proposition is the backbone not
only of the business model, but also of the innovation process in the busi-
ness model. Most exploration, exploitation and reconfiguration processes
alter this component. There is also a clear influence of the market, since its
size determines the capacity to capture value and, therefore, influences the
number of resources available in the organization, having consequences on
the capacity to innovate in the business model.

Future lines of research should delve into this influence of the market as
a limiting element for the sustainability of a newspaper company, with spe-
cial emphasis on projects that do not have a large user base or companies
through which to capture value.

This study has several limitations. The first is that it does not consider the
point of view of the audiences and companies served by the journalistic pro-
jects analyzed. Secondly, it does not take into account quantitative data that,
in the long term, would help to have a more accurate picture of the financial
health of the organizations. Finally, the results should be further contextua-
lized using other methodological tools to determine the degree of novelty
implied by the innovations in the business model observed.
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Resumen

Esta investigacion analiza la gestion comunicativa de la Vuelta a Asturias, una de las competiciones
ciclistas mds antiguas del calendario espafiol, incluida en la categoria UCI Europe Tour 2.1. El estudio
describe la gestion informativa tanto de la prensa especializada como de equipos ciclistas y organiza-
cion. Se realizé una triangulacion de métodos, partiendo de una revision bibliogréfica, para efectuar
a continuacion un andlisis de contenido de las informaciones publicadas en El Comercio, La Nueva
Espana, Marca y Ciclismo a Fondo durante los dias previos y el transcurso de la edicién de 2021. Los
resultados de estas dos primeras fases sirvieron para realizar una serie de entrevistas a profesionales de
la comunicacion encargados de la organizacion y difusion de la prueba asturiana. De este modo, se ha
podido describir, por un lado, cémo es la gestion de la comunicacién desde los propios equipos ciclistas
y la organizacion de la prueba, y por otro, cémo se realiza la cobertura de este evento por parte de los
periodistas encargados de estas labores especializadas. Se detect6 una aplicacion rdpida y progresiva de
las nuevas tecnologias por parte de periodistas y departamentos de comunicacién, un creativo proceso de
desintermediacién informativa por parte de los equipos ciclistas, la importancia de generar procesos de
identificacién y el patrocinio deportivo como pieza informativa clave.

Palabras clave
Periodismo, comunicacion, ciclismo, identidad, desintermediacion, deporte, informacion, medios.

Introduction

The Vuelta a Asturias is a cycling race of UCI Europe Tour 2.1 category,
which occurs in several phases, mainly mountainous. It is one of the oldest
cycling events in the Spanish calendar, since its first edition was held in 1925
(Rodriguez, 2015). Despite its antiquity, publications and research on this
sporting event are scarce.

The role of communication in the Asturian race was analyzed using di-
fferent techniques. Not surprisingly, two media have played a key role in the
organization of the race in two key stages. It was interesting to investigate
how communication strategies and professional routines have evolved thanks
to technological innovations, both by the organization of the race, as well as
by journalists and the communication departments of the cycling teams. The
aim was to find out whether the professionalization and rapid adaptation to
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the digital environment, which has been described in the case of the com-
munication departments of soccer clubs (Olabe, 2015; Cano-Tenorio, 2019;
Ginesta, 2020; Herrero et al., 2021; Sidorenko et al., 2022), have occurred
in this cycling event.

Objectives and research questions

This study analyzes and describes the integral communication process in
a high-level cycling tour, integrating both the informative work carried out
by the press offices of the sports teams and the organization of the race, as
well as the coverage of the race from the media. The following specific re-
search questions were set out to achieve this objective:

*  How do the cycling teams manage their communication processes
in Vuelta a Asturias?

*  What is the media coverage of Vuelta a Asturias?

*  What are the differences and similarities of the informative work with
a first-class cycling event such as Vuelta a Espafia?

State of the art

First, a literature review was carried out to describe the importance and
components of the communication management of sport, the results of re-
search on the media representation of cycling and a historical evolution of
Vuelta a Asturias. Given the lack of published studies on this competition,
we consulted the original copies of three local newspapers from the period
described (El Noroeste, Regién and El Comercio).

Communication management in sport

Communication as a tool to achieve the objectives of sports organiza-
tions has been defended by various authors (e.g. Mestre 2004; Gambau, 2006;
Zapata, 2007; Mayorga, 2019; Pinheiro and Marin, 2019). Thus, Ballesteros
(2021) asserts that communication has become “a key factor for the efficient
management of sports organizations, leading to the implementation of incre-
asingly professionalized communication processes” (p.171). The communi-
cation offices of sports formations have become more professionalized, evol-
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ving towards greater independence from the print media (Lobillo, 2018), and
creating their own media, allowing them to interact with their target audien-
ces without needing traditional media (Dominguez et al., 2012). Therefore,
they have been one of the fastest growing departments, given their work in
social networks, internet and institutional event management (Gémez et al.,
2008). Corporate communication allows sport entities to create and disse-
minate their own identity (Brotons, 2005). This communication transmits its
values through the conceptual and its identity through the visual, with logos,
typography or the association of specific colors with the organization.

In turn, the sports entity serves as a dissemination channel for sponso-
ring companies, which provide funding in exchange for linking their image to
sports values (Breva et al., 2019; Torres and Garcia, 2020). It is estimated that
these agreements involve around 360 million euros per year (Infoadex, 2021).

Therefore, external communication should start to create a sports
organization’s own identity in order to tell a story about that entity to en-
compass its values, origin, objectives, etc. (BIC, 2011). In this way, there is
a subject with proximity and impact, which brings together a wide audience,
both individuals and legal entities.

Cycling and sports journalism

Sports journalism has played an important role in the origin and evolu-
tion of cycling events, as described by Antonio Alcoba, when stating that
L’Equipe and La Gazzetta dello Sport “invented the cycling tours of France
and Italy, sponsored by them and converted them into a national and conti-
nental event” (1993, p. 64), which in turn multiplied their circulation. From
then, the media have organized and sponsored different cycling events, such
as the organization of the Tour of Portugal by the newspaper Jornal de Noti-
cias, the creation of the Fleche Wallonne by the Brussels newspaper Sports,
the Tour of Flanders by the newspaper Sporwereld, the Tour of Colombia
by two journalists of the newspaper El Tiempo or the Tour of Chile by the
newspaper Mercurio (De la Cruz, 2002).

The newspaper Informaciones participated in the organization of Vuelta
a Espafia from its first edition in 1935 to 1950 when it ceased to be held, un-
til 1955 when the newspaper El Correo Espaiiol-El Pueblo Vasco took over
the organization for the following 24 years (De la Cruz, 2002).

The economic consequences and tourist promotion of a cycling event
on the territory it covers is described in events such as Vuelta a Espafia (Pi-
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fieiro, 2011), Vuelta a Burgos, Vuelta a Andalucia or Vuelta a Extremadura
(Blanco and Porro, 2022).

Regarding the informative representation of cycling competitions, Marin
(2012) describes how the narrative of Vuelta a Espaiia on TVE follows the
structure and contents of fictional stories (race, chapters, passion, heroes, etc.)
together with a format enriched by online communications. For their part, Ji-
meno and Rojas (2017) highlight the strategic importance of sports content
in the Spanish regional press to create an identity, strengthen ties with con-
sumers and build community. In this sense, Verschelden (2016) says that the
external communication of the UCI World Tour international peloton teams
seeks to mark and disseminate their own identity.

Historical approach to the Tour of Asturias

Tour of Asturias dates back to 1925, being one of the oldest cycling events
in the Spanish calendar (El Noroeste, 1925). From 1926 to 1967, the race was
limited to amateur cyclists, so it was not considered an official edition. This
consolidation started in 1968, when the newspaper Region, with the help of
journalist Ricardo Vazquez de Prada, decided to relaunch the race (Regién,
1968). One of the great promoters of the Tour of Asturias was Julio Alvarez
“Mendo”, director of this newspaper, until his death in 2008. Currently, the
official name of the race is “Vuelta a Asturias Julio Alvarez “Mendo”. This
journalist began narrating the cycling race on the radio and writing articles
in the newspaper, at the time that he organized the race since 1957. His de-
finitive professionalization would come in 1971.

Since 2008, his daughter Cristina Alvarez who had participated in the
organization of the race since she was very young, directed the race. Since
1967 the race has been held every year except for 2014 due to the economic
crisis (El Comercio, 2014), as well as in 2020 by the coronavirus pandemic.

In the 90s, Vuelta a Asturias had its momento, when the main cyclists
came to the Asturian territory to prepare for the first great stage race of the
annual calendar, the Giro d’Italia. During that decade, figures such as Mi-
guel Indurdin, Abraham Olano, Tony Rominger, Alex Ziille or Pedro Delgado
participated. Since the formation of the UCI Circuits in 2005, the race was
part of the Europe Tour, the second category of the international calendar.

The race shortened its duration to three days, and between 2010 and
2021 important teams with some of their best riders competed in the race,
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some to prepare for the Corsa Rosa and others as an important race in their
own calendar.

Materials and methods

The state of the art presented was the first phase of the methods carried
out. This literature review included the analysis of the Asturian newspapers,
Regiodn, El Noroeste and El Comercio between 1925 and 2020 to describe
the origin of the race. As a second step, a content analysis was conducted of
general and specialized newspapers that cover Vuelta a Asturias at present.
The results of these two techniques, carried out as a preliminary to the main
study, made it possible to draw up a questionnaire of questions and to choo-
se the interviewees suitable for the objectives set.

Two Asturian newspapers were selected for analyzing the content, El Co-
mercio (94,000 readers, EGM 2021) and La Nueva Espaia (144,000 readers),
the most read Spanish sports newspaper, Marca (824 ,000), and the leading
cycling magazine, Ciclismo a Fondo (196,000). All the information (n=222)
in these publications between 2010 and 2021 was analyzed using an analysis
sheet with identification data, formal aspects (appearance on the front page,
publication on even or odd pages, graphic and length), elaborating an index
of importance of each article (adapted from Igartua, 2006), journalistic genre
(Martinez Albertos, 1974), teams mentioned, type and number of mentions,
and presence and characteristics of advertising.

Thus, 41 % of the information was published in La Nueva Espaifia, spon-
sor newspaper of Vuelta a Asturias, while El Comercio published 60, Marca
45 and Ciclismo a Fondo 24. The main genre used was the chronicle, 53 % of
the articles, compared to 29 % of interviews, 16 % of previews and just over
2 % of opinion columns. Ciclismo a Fondo provided more coverage, with an
importance index of 2.38 (SD=1.056), followed by LNE (M=2.30, SD=1.087),
El Comercio (M=2.18, SD=1.127) and, finally, Marca (M=1.41, SD=0.858).

These articles were accompanied by 95 advertising pieces, mostly pu-
blicity (74 %). Asturias Paraiso Natural, Kike Bike -sponsor of the race- and
the City Council of Oviedo stood out among the advertisers. Up to 63 teams
were mentioned, Movistar Team (n=137), Caja Rural-Seguros RGA (n=116)
and Euskaltel-Euskadi (n=116) standing out, accounting for 36 % of the total
mentions. Later, Burgos BH (n=63) and Andalucia Caja Sur (n=37).
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Design and procedure

An in-depth interview was carried out. A questionnaire was designed
based on the literature review and content analysis, and then a series of re-
levant interviewees were selected. Thus, the selection of the professionals
interviewed (see Table 1) was based on two criteria: on the one hand, to be
journalists specialized in cycling from the main Asturian and national media
with experience in the Tour of Asturias; and on the other hand, to be part of
communication members of cycling teams participating in the Asturian race.
In addition, members of the organization were interviewed. The main topics
addressed were information preparation of the competition and evaluation
of the results; adaptation to digital technologies; importance of sports spon-
sorship; influence of the media in the founding, organization and impact of
the Tour; and generation of an identity of its own.

Table 1
Repertoire of interviewees
Professional Position Newspaper /Team
Andrés Maese Writer El Comercio
José Palacio Writer La Nueva Espaiia
Nacho Labarga Adan Writer Marca
Ainara Hernando Nieva Writer Ciclismo a Fondo

Laura Alvarez

Sport Journalist

Eurosport

Maria Gil Iborra

Responsible of communication

Kern Pharma Team

Jacobo Diaz-Jares Amords

Director of communication and
sponsorship

Movistar Team

Alvaro Lana Arbeo

Responsible of communication

Caja Rural-Seguros RGA Team

Alvaro Garcia Herrero

Responsible of communication

Burgos BH Pro Team

Unai Iraragorri

Responsible of communication
and marketing

Euskaltel-Euskadi (men) and
Laboral Kutxa Euskadi (women)

Juan Mari Guajardo

Speaker

Vuelta a Asturias

Cristina Alvarez “Mendo”

Executive director

Vuelta a Asturias
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Results

The Tour of Asturias and its organization

The organization of the race requires continuous work throughout the
year, starting with the recruitment of sponsors, both public and private. “On
the one hand, in the public sphere is the government of Asturias and the di-
fferent councils through which the race takes place, such as L.lena, Oviedo/
Uviéu, Cangas del Narcea, etc.,” according to Cristina Alvarez, executive
director of the race. This economic injection from the city councils also de-
termines the route each year.

Private funding ““is obtained by being very insistent and passing on di-
fferent proposals”. The organizer highlights the work of one of the most re-
cent sponsors, Total Energies, which “is making a commitment to the world
of sport and cycling and has given us its support”.

After securing the necessary funding, the organization is working to en-
sure the participation of the best international teams. Direct contact with the
teams requires patience and perseverance, “going to sporting events where
they can be present and trying to convince them.

To do this, the first thing is to choose “attractive dates since they serve
as preparation for a grand tour, such as the Giro d’Italia”, reason for which it
is always held weeks before the Italian tour. The director remarks that “the
route has a great influence, as it is attractive and tough. They also know that
it is one of the safest races according to the UCL.

The communicative promotion of the Tour of Asturias

A small communications department works throughout the year, but “the
most difficult occurs two or three months before the race, especially with so-
cial networks”. The organization has opted for making important communi-
cations through these media, since “now it does not matter if it does not ap-
pear in a newspaper, because everything is on the networks,” says Alvarez.
The Vuelta a Asturias uses Instagram (3381 followers), Facebook (7500 fo-
llowers) and Twitter (6046 followers), in addition to its own website to dis-
seminate its communications.

Its executive director stresses that the big communications take the longest,
as they wait for official confirmation and reserve the announcement of the stars
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who will participate in the race for the day when each year’s edition is presen-
ted in Oviedo/Uviéu. This is an event that serves as a connection between di-
fferent people with business and commercial interests in the world of cycling.

With the arrival of Vuelta a Espafa to Asturias, the communication de-
partment tries again to be noticed, getting a great diffusion in the press, es-
pecially in its official newspaper, La Nueva Espafia, but also in national and
international media.

The resources, however, are limited and the actions carried out by this
department must be “prudent”. Its executive director considers that this “is a
weakness that must be improved. For the moment, the race has a small cove-
rage on the public sports channel, Teledeporte, and with the streaming bro-
adcast of the stages thanks to an agreement with Radio Television del Prin-
cipado de Asturias”.

Alvarez describes that they have “invested a lot in the image, for exam-
ple, we have changed the logo, which is now very significant”. In addition,
the Vuelta a Asturias has gone beyond the strictly sporting aspect to open up
to society with different events in the center of Oviedo/Uviéu. Among these
new events is the Vuelta a Asturias gold badge gala, which aims to recognize
cycling figures who transmit positive values. The solidarity races are another
example of this openness to society. First, in collaboration with the Spanish
Association against Cancer and later with the Galban Association of fami-
lies of children with cancer in Asturias, solidarity races have been launched
through the streets of the center of the capital.

Media Coverage

The media serve as a channel for disseminating and promoting the race.
In this sense, the interviewees highlight the differences between a shorter and
more modest competition such as the Vuelta a Asturias and a major sporting
event such as the Vuelta a Espafia. Andrés Maese, editor of El Comercio, des-
cribes how the infrastructure is less than in the big tours, making the work
of journalists more difficult.

There are not so many people working to provide information or a service to
the journalist. You have to do your best, there is not the immediacy of other
races. It is a much smaller race and it is much more difficult to report, espe-
cially instantly, because no one is telling you what is happening in the race.
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In this sense, Laura Alvarez, cycling narrator at Eurosport, says that there
are many communication possibilities that could be developed in Vuelta a As-
turias, especially a more careful digital strategy, taking advantage of the full
potential of social networks. An example of information that could be provi-
ded to the media in advance is the announcement of the participating riders,
because “days before the race we still do not know the confirmed teams or
the star riders”. The national media, such as the newspaper Marca, elaborate
the report of the Asturian race from the editorial office in Madrid, instead of
covering it in person as they do in Vuelta a Espaifia, in the Volta a Catalun-
ya, the Vuelta a Andalucia or the Gran Premio Miguel Indurdin. In this way,
when the competition is not too important, information from news agencies,
mainly EFE, is used and transcribed, and it is the editor himself who writes
the news when there are important events for the development of the race.
Then, as complementary information, we resort to the press releases sent by
teams such as Movistar Team, in their attempt to obtain greater coverage of
their brand in the media.

The local media do inform the race in situ, for example, as Maese says,
“to see how it goes and who makes up the possible breakaway”, which is
complemented by the information provided by the organization. José Palacio,
editor of La Nueva Espafia, has also followed the race, first from the bike for
Radio Cadena and Radio Nacional de Espafia, with “live connections, telling
on live what was happening, stopping in many places to watch the race”.

But there are also national media that cover the race in person, such as
Ciclismo a Fondo, whose editor, Ainara Hernando, assures that one-week or
three-day races, such as the Vuelta a Asturias, sometimes offer more possibi-
lity for communicating than the big tours. Hernando attends both the start and
finish of the Asturian event, and has even followed the race from a referee’s
car. “I asked the organization for it, and we wrote an article.”

As a product of this type of monitoring and sources used, the media ela-
borate different informative contents. Thus, Palacio points out that:

It is necessary to tell what is happening and what has happened in the stage,
with a summary to make the chronicle, emphasizing the classifications. Oc-
casionally, an important incident or event that had an influence on the deve-
lopment of the stage is also reported.

The coverage is not so exhaustive in a national newspaper, but Labar-
ga, from Marca newspaper, agrees in reporting in detail when “something
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striking, curious or attractive happens”, besides trying, at least, to “do some
preview, and maybe some related interview; sometimes we talk to the win-
ner (...) it is about telling the course of the race, percentages of the passes,
cyclists who participate, days in which it develops, etc.”. A special case is
that of the race host, who looks for the complicity of the public, winking at
the places through which the race passes, highlighting the role of the organi-
zers and transmitting information about previous winners.

On the other hand, Ainara Hernando strives to transmit “things that do not
appear in the newspapers or social networks™ as well as to offer “a little more
technical information that goes beyond”, given the more specialized audience
of her magazine. In addition, she also uses digital platforms, making videos
of short interviews with breakaway riders or stage winners. “You use your
cellphone to record them and then post the video on Twitter or Instagram.”
Social networks are cited by Eurosport’s narrator, Laura Alvarez, as a source
of information to get to know better the cyclists in advance. For that reason,
all the teams use Twitter, Facebook and Instagram accounts, with a much
lower use of YouTube, and almost no use of other platforms such as Twitch
or TikTok. In addition, this journalist tries to focus her narration on the routes,
knowing their details and dangerous areas. Alvarez points out that the fans
want to see the big ones, the winners, but also the competitors from the area.

Similarly, Palacio, of La Nueva Espaiia, relates the greater interest in te-
lling the stories of the Asturian cyclists, in the case of Vuelta a Asturias, and
of the Spaniards in La Vuelta a Espafia. “If there are three Asturians riding
Vuelta a Asturias we always have to mention them, because our readers are
interested in them,” along with the description of the cyclists, regardless of
their region or nationality. In this sense, Maese, from El Comercio, affirms
that they look for the “most popular cyclist and the Asturian”, while Her-
nando says that he thinks on his public, mainly Spanish and Latin American,
so when writing “you look especially at Movistar, Kern Pharma, Burgos or
Euskaltel”, elevating a bit more Spanish and Asturian sportsmen, since “the
race must be a little more local”.

Also Labarga, from Marca newspaper, says that they try to talk about
the cyclists of each place, as happened with Vuelta a Asturias when Samuel
Sanchez rode for Euskaltel Euskadi, or now, at present, with cyclists such
as Daniel Navarro or Pelayo Sanchez Mayo, both from Burgos BH, or Ivan
Garcia Cortina, from Movistar Team. Labarga believes that “Asturian cyclists
are always a good hook to talk about the race”, with the intention of getting

73



Universitas-XXI, Revista de Ciencias Sociales y Humanas de la Universidad Politécnica Salesiana del Ecuador,
No. 38, March-August 2023

the attention of the amateur reader and making him feel identified with the
cyclists of his autonomous community. He also highlights the Asturian sce-
nery as an element that stands out in the information. “Asturias has many great
sceneries in Vuelta a Espafia”. Maese, from El Comercio, agrees, believing
that the race, in addition to the strictly sporting information, serves to publi-
cize Asturias, transmitting its cultural benefits and the towns through which
it passes. Labarga and Cristina Alvarez also mention the scenery as the ba-
sis of the identity of the Asturian race. Asturias has known summits, such as
L’ Altu del Acebu, the Naranco or Covandoga. In addition, the interviewees
agree that the Asturian race has tried to create its own identity with symbols
such as the blue jersey or the jersey of La Nueva Espafia for the leader of the
flying goals, and events such as the aforementioned gold badge gala or the
traditional music at the inauguration day and the final.

The sponsorship of the race by La Nueva Espaiia was also mentioned in
the interviews. Thus, Maese considers “as a mistake that the Vuelta a Astu-
rias is sponsored by one of the two newspapers, because the other will not
cover it too much, since the main sponsor is its rival”. From La Nueva Es-
pafa, Palacio describes how “La Nueva Espaiia would dedicate no less than
seven or eight pages in the newspaper in each stage, while others dedicate
a page or half a page to it “ which entails “an intense collaboration with the
organization of Vuelta a Asturias”. Laura Alvarez emphasizes the need to
“have more specialized media”. The speaker Guajardo describes the covera-
ge of the regional media as unbeatable, highlighting the work of La Nueva
Espaiia as the official newspaper. Finally, Ainara Hernando highlights the
press as a dynamizing factor of Vuelta a Asturias, defining the local media
as a “very important” source of information in turn for the national media.
“It is very important that the national media broadcast the race, because the
sponsors enter the races so that their brand is seen in Spain and in the world”.

Communication strategies of cycling teams

The interviewees agree that the main job of the communication offices
of the cycling teams is to publicize their brand, which is achieved as a result
of planning and carrying out information campaigns, synchronized with the
planning and sporting results.

Alvaro Lana, press officer of Caja Rural-Seguros RGA, says that he gets
very good coverage from the media. According to the data obtained from Kan-
tar Media, the team obtained 1.7 million impressions in the written press in
Asturias, and 2.6 million impacts in the total press. In addition, the Navarre
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team received with its participation in the Vuelta a Asturias, at least 22 mi-
Ilion impacts in the digital press, from media such as MSN, Sport, AS, Marca
and Yahoo News Spain. The participation of this team in the Vuelta a Espaiia
is the moment with more impact of the year. After the official announcement
of its participation, the communication office prepares a press release inclu-
ding the manager’s evaluations, which is distributed to the main media and
a campaign of interviews, social networks, etc., is launched.

A similar planning is followed in minor races such as the Clasica de San
Sebastidn or the Volta a Catalunya, but the Asturian race is especially inter-
esting due to the territorial delegation of its main sponsor, Caja Rural de As-
turias, deeply rooted in the autonomous community. In addition, the sponsor
of its bicycles, MMR, is an Asturian company based in the city of Avilés.
Specific actions are carried out, such as the visit of the cyclists to the head-
quarters of this bicycle brand or to the wind tunnel in Mieres, which is one
of the competitions with the greatest media coverage. Its communications
manager, Lana, highlights the 2016 edition when its leader, Hugh Carty, won
a stage and the general classification, giving the team the moment with more
diffusion of the brand throughout the year. Like other teams, it uploads the
chronicles and evaluations of coaches and cyclists to its website and social
networks, but only uses YouTube for the annual presentation of the team and
some specific actions with sponsors.

The Kern Pharma communication team, led by Maria Gil and Mikel
Arilla, believes that the coverage they receive is correct. They believe that
it depends on the interests of the media, but that “if you are seen more in ra-
ces then the attention you receive is greater than if you go unnoticed”. The
pharmaceutical squad plans all its communications on a bimonthly basis with
important dates for the team, such as races or riders’ birthdays. Once all the
work has been done, a weekly review is carried out, and the next actions to
be developed are specified.

The planning is different depending on the conditions of the communica-
tion team. Being present at the race allows creating more content, with short
videos for social networks or update tweets that generate interaction with
followers. In the days before the race, a script is prepared with the contents
that are expected to be published during the race, but with pending events
that may influence the information.

Alvaro Garcia, head of communications of the Burgos BH ProTeam, as-
sumes that his team is not as mediatic as others, so he considers the results

75



Universitas-XXI, Revista de Ciencias Sociales y Humanas de la Universidad Politécnica Salesiana del Ecuador,
No. 38, March-August 2023

obtained so far as “the base. If we are satisfied, we have little room for im-
provement”. Thus, he tries to seek media attention by “accompanying the ri-
der to the finish line, seeking somehow the focus of the television, the inter-
view... Trying to have that exposure and be the voice that explains how the
day has been, moving to make your team stand out with a minute of glory”.

The team from Burgos plans its calendar at the beginning of the season,
aiming to race the Vuelta a Espaiia, given its impact. The communicative pre-
paration is simpler in the spring classics or in the Vuelta a Asturias. Although
the basis of the process is the same, with previews, chronicles, testimonials or
results, the workload and the concreteness of the content is different, having
also in these races a greater chance of winning. Participation in a race like
the Vuelta a Asturias is relatively important for the Burgos team. Thus, the
communication office faces the competition as “a communicative objective,
because we know that we can have certain impact”, Garcia says.

Burgos BH seeks to link the communication strategy with the sporting
one. For example, in Asturias, they are fighting for a jersey that is secondary
in principle, such as that of the flying goals, but which provides the fact that
the sponsor of this garment is the newspaper La Nueva Espafia. In addition,
the presence of Asturian riders in their ranks gives them a communicative
boost, since the fans want to know what the local cyclists are doing, so they
try to give them greater exposure.

Jacobo Diaz, communication director of Movistar Team, believes that his
team has been very well represented in traditional media, while developing
new strategies in digital media. Movistar Team holds a press conference with
its leaders on the day of the presentation of the three grand tours, along with
“some very studied requests from some media to do individual interviews.”
In addition, they have stopped narrating the races on Twitter and reduced the
sending of press releases, while they have boosted audiovisual formats, gene-
rating what they call “more friendly content”. As a result, they have 65 thou-
sand followers and almost 13 million views on YouTube. They have created
two main series, “#SinCadena” and “Inside”, in which members of the team
detail technical and sporting issues, such as nutrition or mechanics, or show
the race from the inside, narrating from the vehicles or finish line.

Although this scheme is the same in the classics and smaller tours, the
audiovisual narration has not yet been extended to the Asturian race. For the
moment, the Vuelta a Asturias continues to work with traditional media and
networks to take care of the presence of local riders because of the great at-
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traction for the public and the media. This is one of the most important com-
petitions in the calendar of the Telefonica team, since, on the one hand, the
fact of having won it in recent years thanks to riders such as Richard Cara-
paz, Ivan Ramiro Sosa, Nairo Quintana or Igor Antén has a communicative
impact. On the other hand, as its communications director says “it is at the
point of the season when the important things for us are coming, with the
Giro d’Italia right after. It is a good pre-show for us to start warming up the
atmosphere at a communicative level”. In sporting terms, it serves to prepa-
re for the Giro, which will be attended by some of the Movistar riders who
have competed in the Asturian race.

Finally, the communication strategy of Euskaltel Euskadi, the men’s team
of the Euskadi Foundation, begin the year, when the competitive calendar is
known. In the case of the Asturian race, once the sports director informs who
will be the riders who will compete in it, they begin to prepare information
about the race, analyzing “routes, the race regulations and I’m preparing the
preview and thinking about possible actions in social networks that we can
develop depending on the resources we have,” says Iragorri, head of com-
munication of the team. A visibility plan is prepared for sponsors, as well as
communication and marketing actions. The presence of the cyclists on their
social networks is taken care of, providing training at the first training camp
in January, and subsequently reviewing the information they publish, war-
ning, for example, of the appearance of products that do not belong to the
team and its sponsors.

On the Foundation’s website, the orange squad’s press releases are uploa-
ded, with detailed chronicles and evaluations of the cyclists and sports direc-
tors and shared on their social networks.

Conclusions

As in Vuelta a Asturias, relaunched in the 1960s by two journalists from
the newspaper Regidn, sports journalism has been involved in the creation,
professionalization and sponsorship of national and international cycling
events since their beginnings (Alcoba, 1993; De la Cruz, 2002). Later, another
local newspaper, La Nueva Espafia, would become its official sponsor. This
situation provides security to the competition in terms of its informative im-
pact, but there were those who said that it at the same time limited the im-
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pact of this event in competing media. Thus, most of the information (41 %)
was published by the official newspaper, which also gave it greater formal
importance than the more directly competing media. Beyond this fact, the-
re is a consensus that the information repercussion allowed by the media is,
nowadays, essential for a sporting competition such as the Tour of Asturias.

The results obtained confirm what was described in the state of the art,
about the importance of communication in cycling in particular, and in sport
in general. The analysis carried out corroborates the change in the manage-
ment of communication in sports organizations. Firstly, towards greater pro-
fessionalization, and secondly, applying and exploiting technological inno-
vations, resulting in an informative autonomy of cycling teams, which use
their own media to reach their target audiences directly, with traditional me-
dia playing an instrumental role, ratifying the disintermediation process des-
cribed in Olabe (2015) and Dominguez et al. (2012).

The interviewees believe that Vuelta a Asturias is an important and well-
established race in the Spanish calendar, but that it needs growth and innova-
tion. The communication managers of the groups consider that the Asturian
race is strategic in their calendar because of the preparation and the diffusion
of their brand. They plan their information and marketing in collaboration
with the sports staff, adapting their narrative to the opportunities they have
with the participating team, thus developing many of the functions of sports
communication described in previous research (Mediavilla, 2001; Gémez
et al.,2008; Ballesteros, 2021).

On the one hand, all the communication teams interviewed use a combi-
nation of digital platforms (website, various social networks, YouTube), and
Movistar Team or Kern Pharma Team can be cited as examples in the deve-
lopment of their own content in audiovisual format. On the other hand, they
use these social media both as a source of information and to disseminate
their own information, sometimes in current formats, such as short videos
with interviews or pieces from the course.

Unlike what happens in top level races, such as Vuelta a Espafa, journa-
lists in Vuelta a Asturias miss having updated information in real time, and
understand that they should move towards a greater development of the di-
gital information strategy, for example, with a greater use of social networks.

The importance of sports sponsorship (Infoadex, 2021; Breva et al., 2019;
Torres and Garcia, 2020) is in the DNA of cycling teams, with commercial
firms naming them and providing funding. The interviews have highlighted
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the objective of the communication teams to promote their brands through
information campaigns, coordinated with the sports planning and seeking to
optimize the visibility of the sponsors.

Both journalists and communication managers of the teams describe
how the identity of the Asturian race has been created, symbolized visually
through jerseys or a new logo, but also through the reference to the culture
of the towns it passes by, the link with the cyclists of the land, the organiza-
tion of social events and, above all, the mountainous scenery of the region,
famous in the world of cycling for its use in the queen stages Vuelta a Espa-
na. All this allows fans to relate and identify with the cyclists, their teams and
the race itself, which can be deepened and consolidated in future editions.
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Resumen

Este trabajo se centra en el andlisis del papel de la comunicacion de las startups deportivas en las princi-
pales redes sociales —Instagram— especialmente basado en las narrativas utilizadas. Debido a la gran
importancia que tiene la comunicacion digital para el desarrollo del negocio, el objetivo principal de esta
investigacion es conocer como la trabajan en estas empresas emergentes. En esta investigacion se aplica la
técnica del andlisis de contenido en las 200 publicaciones mds relevantes de cada startup —seleccionadas
del ranking de los ultimos dos afios en el ecosistema de El Referente— utilizando para la obtencién de la
muestra la herramienta Fanpagekarma. El estudio de las publicaciones de estas empresas emergentes del
ambito deportivo se complementa con un examen cualitativo de las estrategias seguidas, formatos mds
frecuentes y los temas que dominan en la agenda de estas entidades a través de la red social. Entre los
resultados mds destacados, se observa que las startups deportivas optan por la estrategia de promocién
—fundamentalmente de servicios, actividades y de la marca—. En cuanto a los géneros periodisticos en
redes sociales, el mds utilizado por estas empresas es el informativo (69 %), mientras que los formatos mas
empleados son las imdgenes, los carruseles de imagenes, los reels y los videos. La agenda predominante
en Instagram en el sector se centra en #fitness, #entrenadorpersonal, marcas, #deporte, #salud y #nutricion.

Palabras clave
Comunicacién corporativa, startups, financiacion, estrategias, redes sociales, deporte, comunicacién di-
gital, Instagram.

Introduction

The interest by entrepreneurship has been analyzed mainly by universi-
ties, business schools or public or private institutions that have promoted it
from their classrooms, due to the great economic and social importance they
have, both at the national level (Barba-Sanchez et al., 2022; Aleman et al.,
2021; Romero Martinez and Milone, 2016) and international (Weinberger-
Villaran, 2019; Bengesi and Roux, 2014; Stam et al., 2014.; Sivachandran
Narayanan and Murali Sambasivan, 2020).

The most current data in the Spanish territory, according to the Observa-
torio del Emprendimiento de Espafia 2021-22, on recent entrepreneurial acti-
vity (TEA) state that it has recovered in 5.5 % of the population. This figure
is similar to the one before the health crisis produced by COVID-19. Accor-
ding to this source, the increase in the percentage of people intending to be-
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come entrepreneurs in the next three years is close to 10 % of the population,
which along with an increase in perceived opportunities in a post-pandemic
environment, allows us to foresee a greater growth in entrepreneurial acti-
vity in the coming years, if the circumstances of the environment allow it.

Startups, defined as emerging companies that are usually related to new
technologies, must have innovative business ideas with great growth pos-
sibilities as their objective. For the results to be positive, it is necessary in
any business project to have a strategic planning in communication, which
will be decisive for its future success. Business development will be greatly
hindered without a communication strategy appropriate to each company,
its scope and idiosyncrasy. For this, it is essential not only to have a speci-
fic communication plan, but also to have qualified personnel to develop it,
working within the company through a communication agency or a freelan-
ce professional specialized in the field.

In short, any startup must pay close attention to the product or service,
in addition to adequately planning the company’s internal and external com-
munication. No matter how good the product or service is, the expected re-
sults will not be achieved if it is not communicated properly. In this sense, it
is necessary to consider important issues such as the generation of the brand
and if the brand is in line with the business strategies of the organization. This
brand generation is mainly built through the reputation of the organization,
and it is difficult to achieve and easy to lose. This brand reputation serves
companies to generate business and, of course, to obtain financing thanks to
proper communication management, among other factors.

There is no doubt that the time factor is key to proper communication
management in relation to stakeholders, which is essential for the genera-
tion and maintenance of the image and reputation of the startup, especially
with new technologies and technological advances that enable an adaptation
of the message to the audience and a speed in the transmission of content.

The study of these audiences in communication, whether real or poten-
tial, is decisive to make the project known, enriched by differentiating cha-
racteristics, to adapt the messages and the strategy. In general, the appropriate
messages, formats and channels for communicating the project must be es-
tablished. Research allows us to segment these audiences to find out which
strategy to use for the intended purpose.

In Spain, in 2022, there were some 23,000 startups that generated an ave-
rage of seven jobs per company, according to the study on Startups in Spain.
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These companies, mainly in Catalufia, Madrid and Andalucia, had a higher
sales figure per number of companies and recorded a turnover of 1 078 459
euros per company (Informa D&B S.A.U, 2022). Spain has a recent ecosys-
tem of start-ups, which began more than fifteen years ago, the last five years
having an exponential increase with a clear international projection.

Therefore, investment is essential for startups to be solvent and achieve
their economic goals. According to El Referente, more than one billion eu-
ros were invested in startups in 2020 in 338 public operations, representing
a growth of 20 %, if comparing it with the previous two years.

Knowing the type of investors is another information that should not be
missing in the business strategy (Gémez Zuluaga and Botero Morales, 2016).
The types of investors are classified according to the development of the di-
fferent stages. In the initial stage, startups usually resort to the option of Fa-
mily, Friends and Fulls, together with incubators such as Demium Startups
and Antai, or accelerators such as Connector and Lanzadera. Another type is
the figure of Business Angels, representing startups from different sectors in
Spain, such as Yago Arbeloa, Francoix Derbaix, Eneko Knorr, Carlos Blanco,
Bernardo Herndndez or Luis Martin Cabiedes (El Referente, 2022). In addi-
tion to these, there are other formulas for investing in startups, such as equity
crowdfunding platforms. Clear examples are Startupxplore, Sociosinversores,
La Bolsa Social, Crowdcube, Fellow Funders, The Crowd Angel and Capital
Cell. There are multiple interests and the complexity of deciding on a project
to invest in. This problem reduces when designing a communication strate-
gy for these startups, especially in terms of digital communication, with the
aim of giving visibility to the startups. The key lies in aligning the commu-
nication strategy with the business strategy. The business objectives will be
achieved by achieving the communication objectives, if they are well defined.

Theoretical foundation

Narrative, a fundamental part of the business
communication plan

Communication from a business point of view has been addressed by
many authors (Mordn, 2017; Rubio and Micé, 2019; Escartin et al., 2020),
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and specifically if we refer to the digital communication of startups (Ala-
Kortesmaa et al., 2022; Chaudhri et al., 2022; Coll-Rubio and Carbonell,
2022; Elikan and Pigneur, 2019; Godulla and Me, 2022; Gossel, 2022; Ji
et al.,2022; Kraus et al., 2016; Wolf et al., 2022), each with different pers-
pectives, but with digital communication as the main focus.

These theoretical and practical approaches range from highlighting the
narratives and identity of startups (Ala-Kortesmaa et al., 2022), to those that
study it from the perspective of relationships with audiences for constructing
communicative capital (Chaudhri et al., 2022). Coll-Rubio and Carbonell
(2022) state that “growth strategies in the digital economy focus on data-dri-
ven decision making combined with creative actions such as digital content,
influencer marketing, media, events, and newsjacking” (p.1). This context
is mediated by competition and connectivity (Elikan & Pigneur, 2019) ge-
nerating content, being “prosumers” (content producers) of current affairs.

For Roman Moran (2017), the digital communication of startups should
include ideas about challenges and uncertainty, connecting with audiences, but
also including the personal struggles of the project partners and their leader-
ship, calling for mobilization, as well as showing knowledge in the field and
solutions, always with hope. This author highlights social networks as an es-
sential tool for analyzing the market, surrounding with a good team, listening
to the competition, talking to customers and even being with good advisors.

In short, it is essential to coordinate communication with business stra-
tegies, controlling organizational information through new digital tools that
are at the service of the startup to achieve a good reputation through the ma-
nagement of a brand identity. As Ji et al. (2022) propose, managers must
exercise their leadership through personalization, motivation and feedback
needed by real and potential audiences (Men et al., 2021).

Financial communication in startups

If defining financial communication as the one addressed to the recipients
who can guarantee the progress and/or replenishment of a company’s eco-
nomy at any time (Schoonraad, 2000); communication managers must be
clear about the economic objective, which is sought above the strictly com-
municative one. However, communication must continue to maintain rela-
tions with its stakeholders, but in this case, in a more intense way since this
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reciprocity will facilitate the rapprochement and understanding of the com-
pany and investors.

Although social networks have been part of our daily lives for almost
twenty years, the use of social media in the financial sector is very recent.
Social media, defined as online communication platforms where the crea-
tors are the users, allow emerging companies to relate to other audiences in
different spaces, both physical and virtual; always responding to a strategic
communication planning. The adaptation to financial audiences is what still
needs to be improved, through continuous feedback and powerful engagement.

Business Angels (people who make investment decisions, investing their
own money in startups that are managed by outsiders) identify startups through
social media to propose strategies that are profitable through these social
media. Clear examples can be found in the United States, United Kingdom,
Japan, France and Germany, according to research conducted by Koehler
(2014) on dialogue-oriented financial communications on the Internet and
the social web.

For Sengupta (2011), family financing, angel investment, venture capi-
tal and bank loans are very important for attracting financing through social
media. Visibility and subsequent contact with future investors are enabled
through these media, managing brand identity and corporate reputation. In
this sense, Shi and Weber (2021) state that the key to success is related to
other requirements, such as formats, contents, approaches, the tone used, and
the previous experience of managers, which plays a determining role in so-
cial media and participation in knowledge networks.

Crowdfunding as a financial alternative for startups can be an option to be
analyzed by startups (Palmieri et al., 2022). This form of collaborative finan-
cial investment (Grebelsky-Lichtman and Avnimelech, 2018) on the Internet
is very important, but more professionalization is needed in organizational
strategic communication, as these collaborators become the main audiences
to target (Kim and Petrick, 2021). Some research such as Kim and Petrick,
2021; Behl et al., 2020; Park and Loo, 2022; Liang et al., 2020 emphasi-
ze the quality of content to achieve more performance through engagement
and dialogue with audiences. Also important for some authors (Behl e al.,
2020; Block et al., 2018; de Crescenzo et al., 2022; Dorfleitner et al., 2018;
Liang et al., 2020) is the constant generation of content for achieving purely
economic objectives.
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Instagram as a digital communication tool for startups.

Social networks are a necessary tool for any organization in terms of
organizational communication. If talking about an emerging company in
which its products or services have to be known by its consumers, their va-
lue is multiplied. In today’s market, those startups that do not properly ma-
nage their digital communication will not manage to develop their business.
In this sense, there are many authors who have studied the management of
communication through the social networks of startups such as Corona-Le6n
(2021) or Vega and Ramirez (2018), where proper management of these so-
cial networks is decisive for business success, as mentioned before. Other
authors have analyzed Instagram in the sports field (Ballesteros-Herencia,
2021; Lobillo and Aja, 2020; Anagnostopoulos et al., 2018), but its strategic
use in sports startups has not been studied.

Sport as a differentiating factor in startups

Sports is one of the most innovative within the typology of startups in di-
fferent fields. On the one hand, one could differentiate between those startups
whose product is the result of innovation, such as software, applications,...)
and those whose product is traditional, but is distributed or channeled in an
innovative and / or technological way and has great potential for growth. In
the first case, some are based on the development of applications for health
care and wellness and are undoubtedly the most numerous, and in the second
case, one could consider examples such as entrepreneurship in sports jour-
nalism (Manfredi et al., 2015, p. 76) less frequent, more interesting qualita-
tively than quantitatively.

In general, these startups have consolidated in a short time into a bench-
mark in terms of innovation and creativity. For Ratten and Tajeddini (2019,
p. 6), sports startups are increasingly common in the sports industry as a way
to facilitate the innovation process. The advantage of these startups lies in
the fact that they bring new ideas to the market, thus building business mo-
dels that can facilitate economically sustainable enterprises; but at the same
time, they need entrepreneurial measures to grow quickly and improve their
smart marketing potentials (Ziyae, and Toutifar Tehranpour, 2019). Startups
in the sports field are a reality, which for Sanchez Oliver (2017), is a stable
trend within Spanish startups. As for the results of the research by Ratten and
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Thompson (2020) who studied through in-depth interviews the sports entre-
preneurship ecosystem in terms of understanding the emergence of new digital
sports startups, being a member of the sports industry contributed to the strong
level of social cohesion, reflected in high network density, which need better
conceptualization and contextualization due to their relatively nascent stage
of development. Furthermore, they suggest that the use of social networks and
international contacts is crucial for new digital-based sports ventures.

For this reason, this study focuses on the study of startups in the sports
field to know the topics of interest they have, the interaction and response
by their followers.

Materials and methods

The aim of this paper is to study the digital communication strategy of
the main sports startups included in the “Ranking of the most innovative
startups in Spain”, conducted by El Referente in 2021 and 2022 (https://el-
referente.es/). According to Sloan and Quan-Haase (2017), this study uses
discrete observation of communities or events on social media sites. The 200
most relevant posts on Instagram of the sports startups collected in the cen-
sus -Aitaca, Harbiz, Mio Bio, NEWEX and Proteus Innovation- were down-
loaded. The date chosen for selecting this sample of posts is from January 1,
2021 to December 31, 2022.

Content analysis is chosen, understood as the appropriate technique for
formulating reproducible and valid inferences from data that can be applied
to their context (Krippendorf, 1990, p. 28; Piiiuel, 2002), since it allows to
establish reliable deductions about the context of the news -in this case mes-
sages in social networks- and about their production and reception conditions,
as a set of interpretative procedures of communicative products (messages,
texts or speeches) that come from previously recorded communication pro-
cesses, which aim to elaborate and process relevant data about the conditions
in which those texts have been produced, or about the conditions that may
occur for their subsequent use”, being very useful to collect, process and eva-
luate large amounts of information (Sanchez, 2005, p. 214) and its frequent
use in the field of social media (Sanchez, 2005, p. 214). The component des-
cription of media messages (Igartua, 2006, p. 194), make this method of in-
quiry the most appropriate for our work.
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The quantitative analysis is based on the assessment of metrics based on
activity (frequency of tweets, rate of mentions and retweets, number of con-
versations), community (number of followers and their evolution), visibility
(number of mentions, number of lists referring to the institution, number of
impressions), interaction (number of mentions, number of retweets, number
of favorites, number of clicks on links) and dissemination (number of people
receiving the message) on Twitter (Augure, 2012; Sang et al., 2012).

This part is completed with the qualitative analysis, and for this, the work
is based on the adaptation by Herrera Damas and Requejo Aleman (2015), who
propose a classification of use strategies on Twitter (dissemination of infor-
mation, promotion, loyalty, participation, contests and active listening) and by
Garcfia-Avilés and Arias Robles (2016) on visual formats and journalistic genres
on Twitter, which in this case are applied to sports startups, but on Instagram.

Regarding formats, the reaction of users regarding images, carousels, and
reels is assessed, based on the download of the 5000 publications, focusing
on the 200 most relevant.

Results

El Referente is a magazine created in 2009 to provide information about
startups and innovation in Spain. It currently covers information in Spain
and Latin America about this sector, and has an English edition that covers
the Spanish entrepreneurial ecosystem for the English-speaking public un-
der the brand StartupsReal.

Since 2014, it has positioned itself as a reference media in the startup
area, and publishes a ranking of the 100 most innovative seed-stage startups
in Spain, which has a high average number of annual downloads and facili-
tates the attainment of funding for the startups included -more than 40 mi-
llion euros since its creation-.

In the two years selected for the study, only five start-ups in the sports
sector -Aitaca, Harbiz, Mio Bio, NEWEX and Proteus Innovation- have been
identified in the world of the 200 start-ups included in the ranking.

Harbiz (formerly Dudyfit) is a startup that created a productivity software
that connects the online and offline of professionals in the Fitness sector with
their customers, with the aim of improving management and digital advice.
The access can be done from any device -web, [0S, Android.
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NEWEX is an emerging company created in 2021 with the aim of having
a specialized sustainable suit for canyoning, using raw materials of natural
origin and eliminating pollutants, such as the classic neoprene and saving
on CO, emissions.

Mio Bio, created in 2021, works on the health of the athlete in the kit-
chen. Specifically, it relies on the use of data to identify the nutritional needs
of athletes and also cooks and makes deliveries at home or in training sites.

Proteus Innovation, created in 2020 -120 000 euros- is a startup that de-
velops unmanned boats to digitize the aquatic sector in order to reduce the
time of action in rescue situations of people

Aitaca was created in 2021 with the aim of democratizing 3D body mea-
surement, through an Artificial Intelligence model, replacing the tape mea-
sure by the smartphone. This company does not have its official accounts on
social networks, so the analysis does not apply in this case.

Graph 1
Distribution of startups by sector in 2021 and 2022
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Note. El Referente.
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The strategy of sports startups on Instagram

As noted, 5,000 messages shared by the three startups on Instagram were
requested in the download on Fanpagekarma, although only 213, which had
interaction, are analyzed. According to the classification of strategies defi-
ned by Herrera Damas and Requejo Alemdn (2015) in the case of the sports
startups under study, content promotion predominates. More than half of the
content (121 messages) published in 2022 referred to this aspect, mainly with
references to the services and activities offered to customers and, in the case
of Harbiz, also due to the announcement of the rebranding of Dudyfit. But
the companies know how to combine well contests and sweepstakes (24),
as can be seen in Table 1 and in the following examples, not to mention the
dissemination of information of interest (26) and actions to encourage the
participation of followers (21). It is striking, because it is not usual, but ne-
cessary, the strategy focused on customer loyalty and community building,
which adds up to contests that also attract new fans and consolidate. It is no-
teworthy, because it is understood that it generates confidence in the audien-
ce, that only on one occasion does an emerging company -Harbiz- refer to
the financing achieved.

Table 1
Strategies and interaction
Strategy N messages N I like it N comments Interactions

Awareness 5 189 12 201
Contest 24 323 27 350
Dissemination 26 1373 93 1466
Loyalty 16 1053 136 1189
Participation 21 1162 139 1301
Promotion 121 6623 515 7138
Totals 213 10 723 922 11 645

Note. Fanpagkarma.
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Image 1
Example of a contest post

ck BR:O O

I8 GUALENGUAK SE.. @ Youlube @ Deeplio- s | DUA-GESTIONDE. ) AVAUA B VERFCA OF CADRD @ (@ senicioce bves

@ harbizes + Seguir

EL GORDO
DE HARBIZ

bz

Note. Instagram.

Image 2
Example of a promotional post

DudyFit fg D:;l:lldlvesyﬁsl()vd(
Mundial de la Fisioterapia @ harbiz.es feliz Dia Mundial de la
Fisioterapia! «» % Para celebrarlo,
“8 cosas que me hubiese s it oy
gustado saber cuando mado e 3 et prfesnd
empecé a dedicarme a la e e # 4

fisioterapia.”

¥ tanto para los que estéis
empezando como los que llevais ya
un tiempo trabajando como
fisioterapeuta, jos regalamos un
eBook gratuito sobre cémo digitalizar
un negocio de fisioterapia! (1] # Para
descargarlo, entra en el link de
nuestra bio y sigue creciendo como
profesional

por Raquel Delgado
(@fisio.dc)

oQv A

398 Me gusta

©® Agregaun comentario.

Note. Instagram.
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As can be observed, the promotion strategy is the one that generates the
most interaction, achieving up to 7138 reactions among users - 6,623 likes
and 515 comments - with only 121 posts. Now, when the intention of the
messages was to achieve participation, they also achieve a high interaction,
1301 for 21 publications, which implies 55 likes per message on average,
and almost two comments for each call. This is mainly due to the approach
with questions and the structure of the posts shared. The most used tone is
the questions, applied on 161 occasions, as described below. Elements of a
more informative nature, such as, for example, those related to studies, re-
ports or news and tips, are also an attraction for the Instagram account of
sports startups.

Graph 2
Most used genres

References 4 %

Interpretative
4%

Dialogue
23%

Informative
69 %

Note. Fanpagkarma.

As for journalistic genres in social networks, according to the adapta-
tion of the work by Garcia Avilés and Arias Robles (2016), described in
the methodology, the most used is the informative (69 %), followed by the
dialogue genre (23 %) and references and interpretative genres are in se-
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cond place with 4 % each. By formats, the most used are images, image
carousels, reels and videos, typical of this social network, although, in the
case of promotion in companies, it is true that the trend of reels is growing
in recent times.

Image 3
Loyalty publication example with question

@ harbiz.es « Seguir
Madrid
@ harbiz.es ;Estuviste en el evento de
lanzamiento de DudyClub, la

Comunidad de profesionales de
DudyFit? &

iPues ya estén aqui las fotos de este
eventazo! wa ;Te encuentras en ellas?
Aqui solo aparecen algunas, pero
tienes todas publicadas en nuestra
pégina de Facebook. Ademés, all
podrés descargértelas v quardarlas

oQv W

186 Me gusta

JULIO 27, 2

@ Agrega un comentario...

Note. Instagram.

As for the day, the best day of the week to post on Instagram profiles of
sports startups to achieve more interaction is Tuesday, obtaining more than
125 % of user reactions. As for the time, between 12 and 15 hours, although
prime time television also works for them, between 21 and 24 hours, in this
case on Tuesdays, Wednesdays, Thursdays and Sundays. Finally, publica-
tions with questions (49 %) and recommendations (25 %) stand out. The-
se are the most frequently used tones, ahead of data and acknowledgements
with 12 % in each case.
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Graph 3
Most used formats

VIDEOS 19

REELS 38

CAROUSELS 72

IMAGES

Nota. Fanpagkarma.

Graph 4
Most used tone

Recommendation
25 % Acknowledgment
12%
Justification
2%

Question
49 %

Note. Fanpagkarma.
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Image 4
Example of a post with a question looking for participation

DudyFit @ ) @ harbiz.es + Seguir

" Madrid

@ harbiz.es ;Has pensado alguna vez en
especializarte en

entrenamiento/nutricién para
personas con diabetes? ¢ @ j
@dudyfit y @mundo_entrenamiento
os damos algunos datos a tener en
cuenta cuando disefies su plan de
entrenamiento!

#DudyFit #MundoEntrenamiento
#fitness #diabetes #diabeticos

#entrenamiento #entrenadorpersonal
#gimnasio #gym #deporte #salud

¢Queé tipo de ejercicio ssludabl sconsjosdesld
deben hacer |Os 20 sem Ver traduccion
lial ? Y i et B U
oQv W

235 Me gusta

@ Agrega un comentario

Note. Instagram.

The thematic agenda on Instagram

According to the data provided by Fanpagekarma, as for the predomi-
nant topics the ones that most promote the conversation of sports startups
are related to #fitness (103) #personaltrainer (87), brands such as DudyFit
(76) #Harbiz (25) or MioBio (31), #sports (96), #health (108), #nutrition (45)
#healthy, #physiotherapy, #Food, #Athlete (40 each), #yoga (38), #gym (32),
#Nutritionist (31), #SmartTable, #SportsNutrition, soccer, Health and healthy
living (31 each), among others.
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Image 5
Predominant topics on Instagram posts.

welln mg;I\urnclonDepovtlva UTT < vidasana St

peitates  f FE2L00aDLC myisnazizatis #Atleta jehealth
#salu 1deporte s
r: riciondopo p 7‘web1nar

[uT2 H”,v(‘, 11

”f'f \O” A
r“Ar,letaI’g“Lib yog e iS is
# "11 ud Il

i #£ 1s;pterap1a

”““#entrenadorpe’rso

7 acion #VidaSana #saludable
#Nu #fatbol ¥Saind
2 #D d ||‘lt #Miobio
#madrld y zeTeT01$10
] #ESP afia?n

Judi Lt ) rtey @ @ ;bienestar #fespaia????
# tr1c1on

#gimndsio

Note. Fanpagkarma.

Roman Morén (2017) says that the topics that startups should commu-
nicate the most should also focus on the search for and raising of funding,
the presentation of the people who are part of the team and their skills, and
some of these topics that would undoubtedly complete the range of topics
with more visibility and more interaction are missing.

Conclusions and discussion

The main objective of this study was to analyze the strategy of sports star-
tups on Instagram, and at the same time to identify which of these work best,
i.e., involve greater interaction - likes, comments and shares - as well as which
formats and which topics predominate in the social agenda. Thus, as for the
conclusions obtained in this research it is worth highlighting some aspects.

Firstly, the data verify that social networks, specifically Instagram, are
a useful tool as their own channel of communication with different stake-
holders, but profitability would increase if they were established within the
communication strategy of startups. However, a clearer message is missing,
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based on one of the great communication challenges of startups, which is
none other than attracting funding, considering the financial audiences in this
case -investors, micro-investors, business Angels or institutions, organiza-
tions and companies with capital and business incubators and accelerators-.

Sports startups know how to combine well the strategy between partici-
pation, contest, diffusion and promotion. In fact, promotion is the most fre-
quent strategy to the detriment of the others, so it is advisable a better balance
between all, especially attending to the loyalty and participation of customers
and stakeholders to work more on active listening (Macnamara, 2016) that
can provide very valuable information, in addition, to strengthen the strategy
and improve the results of any organization. Likewise, the emerging compa-
nies analyzed combine tones in their messages on Instagram, and use ques-
tions and recommendations quite a lot, although, as in the case of strategies,
it is observed that a greater balance is lacking.

For these reasons, it is necessary to demand more professionalization of
communication management in sports startups, since, in many cases many re-
sort to self-management of communication and social networks or outsource
the service to agencies, not always specialized in the sector (Romédn Morén,
2017). It is the communication professionals who best know the channels,
formats and strategies.
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Resumen
A partir de la conceptualizaciéon de Mellado (2015, 2021) sobre la performance de los roles profesio-
nales, manifestados en seis diferentes dimensiones: los roles intervencionista, vigilante, leal-facilitador,
servicio, info-entretenimiento y civico, se ha realizado un andlisis de contenido de una muestra de 554
noticias sobre deportes publicadas en doce medios espaiioles de prensa, radio, television y diarios nativos
digitales en 2020. Se abordan los siguientes objetivos: conocer qué roles periodisticos se materializan
en mayor medida en la cobertura de acontecimientos deportivos, analizar si existen diferencias en la
presencia de estos roles considerando la plataforma medidtica (prensa, radio, television y medios nativos
digitales), asi como conocer qué roles intermedios se generan por la co-ocurrencia de los roles puros.
Los resultados muestran que los roles mds presentes son el intervencionista (M= ,26; DT=,20) y el rol
de info-entretenimiento (M= ,16; DT= ,20), especialmente en los medios nativos digitales (M.

31; DT=,20; Mmm_cmwmmimw= ,18; DT= ,21). Ademds, se ha revelado la generacion de dos rolggﬂivr?;é“r“rlrs;;
dios de la combinacion de los roles intervencionista e info-entretenimiento (r=,266) y de los roles leal-
facilitador e info-entretenimiento (r=,179). Se concluye que el modelo de periodismo deportivo descansa
sobre dos funciones fundamentales, la de crear opinién y la de entretener, mientras que solo los diarios

nativos digitales se alejan ligeramente al mostrarse mds criticos.

Palabras clave
Roles profesionales, periodismo deportivo, andlisis de contenido, radio, prensa, television, diarios nati-
vos digitales, Espafia.

Introduction

As pointed out by Rojas Torrijos (2015), sports information in Spain,
whether conveyed through specialized publications or in the general media,
has growth in recent decades, becoming one of the main elements in the bu-
siness model of most media. As the General Media Study (2022) points out,
among the ten newspapers with the highest influenced, three are sports news-
papers (Marca, As and Mundo Deportivo).

This importance as an element of audience acquisition and loyalty has not
been related by a positive idea of the professional practice of sports journa-
lism. Since the very creation of the modern press in the 19th century, sports
information has been framed in a negative way in relation to other more se-
rious contents or with more public interest, such as politics or economics.
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Thus, sports content has been called “toy department” or “conceived out of
journalistic wedlock™ (Garrison and Salwen, 1989) to indicate its low quality.
Thus, sports journalism was seen as a resource to capture audiences (Lowes,
1999) and increase newspaper profits through sensationalism, trivialization
and the construction of heroes (Reed, 2018). Functions or roles such as propa-
gandist -also called cheerleaders- belong to this practice of sports journalism
far from objective journalism (English, 2017). However, in recent decades,
and due to different doping scandals (Armstrong case), corruption (FIFAga-
te) or recently the celebration of the World Cup in Qatar, sports journalism
professionals have had the opportunity to assume new functions closer to the
surveillance of power or civic journalism (Cassidy, 2017).

On the other hand, the literature on journalistic sections (Reich, 2012) has
pointed out that they embody “microcultures” (Ericson et al., 1989), which
could lead to differentiated journalistic practices. Thus, Becker and Vlad
(2009) state that thematic sections structure news gathering, and authors such
as Doyle (2006) associate some thematic sections with the performance of
an adversarial role. Also, the literature on professional role performance has
shown the important relationship between news topics and the performance
of these roles (Tandoc et al., 2020; Marquez-Ramirez et al., 2020; Humanes
and Roses, 2018; Mellado et al., 2017; Hellmiiller et al., 2016; Wang et al.,
2018). Mellado et al. (2021) concluded in their study on press in 18 countries
that news topics affect the performance of service, civic and infotainment ro-
les, even with differences according to media and countries.

However, the study of the implementation of professional roles when
covering sporting events is a little explored topic, and this is the first study
in the Spanish context that based on a content analysis of sports news (N=
554) addresses three objectives: to know which journalistic roles are more
materialized when covering sport events, to analyze whether there are diffe-
rences in the presence of these roles considering the media platform (press,
radio, television and digital native media), as well as to know which inter-
mediate roles occur by the co-occurrence of pure roles. This work is part
of the research project Models of journalism in the multiplatform context
(CS0O2017-82816-P), which is included in the international project Journa-
listic Role Performance (www.journalisticperformance.org).
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The performance of professional roles
and sports journalism

This paper starts from Mellado’s (2015, 2021) conceptualization of the
performance of professional roles manifested in six different dimensions that
are generated from three axes: the presence of the journalist’s voice in the
news, the relationship of journalism with power and the way in which the
audience is approached (Donsbach, 2012; Hanitzsch, 2007).

The first axis analyzes the more active (interventionist role) or passive
(disseminator role) stance of journalists as actors in the news. A passive atti-
tude is based on neutrality and distance between the journalist and the facts,
while in the interventionist role professionals express their own opinion in
the news, even supporting certain ideologies and/or certain social groups.
This dimension has a different nature from the other roles, since it refers to
the narrative of the news and therefore is usually more present, in addition
to performing the function of meta-role, which we will discuss later (Me-
llado, 2021).

The literature on sports journalism has pointed out that one of the main
characteristics is the move away from objectivity and neutrality (English, 2017;
Mirquez-Ramirez and Rojas, 2017; Salwen and Garrison, 1987). Scherman
and Mellado (2019) in their study on Chilean sports coverage found that the
interventionist role dominated such coverage. Based on this evidence, the
first research hypothesis is proposed:

HI: Sports coverage in the Spanish media will be characterized by a high
presence of the interventionist role.

The second domain of journalistic performance refers to two professio-
nal roles through which journalists and the media establish their relationship
with the elites of a society. The vigilant role seeks to monitor those in power,
calling attention to possible abuses and irregularities. This journalistic dimen-
sion is evident when the news includes questioning, criticism or accusations
against those in power, including investigative reporting or extensive covera-
ge of external investigations, or also showing the conflict between the media
and power. On the other hand, the loyal-facilitator role is materialized in two
aspects, either by cooperating with those in power to protect the status quo,
or by fostering a sense of belonging to one’s own country and strengthening
national prestige and patriotism.
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Traditionally, the scarce presence of criticism in sports coverage has been
pointed out (Rowe, 2007; Walsh, 2013), even when addressing issues rela-
ted to corruption or scandals (Marquez-Ramirez and Rojas, 2017), although
other authors also affirm a shift towards a coverage more related to vigilant
journalism (Cassidy, 2017; English, 2017; Garrison and Salwen, 1989). There
is more unanimity in considering the propagandist, even fan, orientation of
sports journalists versus sports actors (Boyle, 2017; English, 2017; Hardin,
2005; Mérquez-Ramirez and Rojas, 2017; Rowe, 2007). Boyle et al. (2012)
questioned whether sports journalists have confused the roles of reporter and
fan. Scherman and Mellado (2019) found an important presence of the loya-
list role in Chilean sports news. Based on this evidence, the second research
hypothesis is proposed:

H2: The vigilant role will have a scarce presence in sports news, while the
loyal-facilitator role will guide sports coverage to a greater extent in the
media in Spain.

Finally, three roles are differentiated based on different conceptualiza-
tions of the audience as citizens, viewers or customers. Service journalism
addresses the audience as a customer, providing information, knowledge and
advice on goods and services that the audience can apply in their daily lives.
Infotainment journalism addresses the public as a viewer, who is primarily
looking for relaxation and entertainment. Finally, the civic role is based on
offering the audience information and training on demands, rights and duties
and other issues related to the exercise of citizenship and their participation
in social, political and cultural life (Mellado and van Dalen, 2017).

The main function of sports journalism since its origin was to entertain
audiences with the objective of guaranteeing income to the media (Reed,
2018; Lowes, 1999). In this sense, Scherman and Mellado (2019) also con-
firmed that the infotainment role far exceeds the other two roles in this do-
main of approaching audiences (service and civic). A third hypothesis arises
from these arguments:

H3: The infotainment role will dominate sports information in the Spanish
media versus the service and civic roles.

Journalistic practice has been transformed to adjust to the logics introdu-
ced by the different types of media. Thus, the influence of media platforms is
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undoubtedly also in the materialization of professional roles in the news (Me-
Ilado and Vos, 2017). Hallin and Mellado (2018) found that television news-
casts not only implemented infotainment role to a greater extent, which was
expected, but also showed a greater presence of surveillance and civic roles. A
change in the roles perceived by journalists is also observed as digital media
have consolidated and developed new work routines, especially in relation to
a closer approach to audiences. Mellado er al. (2021) found in their analysis
of Chilean media differences in the manifestation of roles between print and
digital newspapers. In the field of sports journalism, some studies show that
journalists have continuously adapted to digitization (Daum and Scherer, 2018;
Perreault and Bell, 2020). However, Scherman and Mellado (2019) found no
relevant differences when comparing the presence of roles on four platforms.

In this paper, a formal research question is formulated to address possible
differences in role embodiment according to media platform:

RQ1: Are there significant differences in the presence of interventionist, vigi-
lant, loyal-facilitator, civic, service, and infotainment journalistic roles bet-
ween digital native media and other platforms (print, radio, and television)?

Finally, journalistic roles are not mutually exclusive and can be com-
bined generating intermediate roles (Mellado, 2021). For example, given
the transversal character of the interventionist role in journalistic practice,
one could expect its correlation with the other journalistic roles, generating
changes in the other roles, generating a vigilant role more adversarial to the
powerful, or turning the loyal role into a propagandist one, giving the civic
role the character of a defender of citizenship or more expressive nuances
to the infotainment role (Mellado, 2021, pp. 38-39). Humanes et al. (2021a)
found in their comparative study of six countries two combinations of the
interventionist role with the vigilant role and the infotainment role. And in
the Spanish context, Humanes et al. (2021b) found in their study of the tele-
vision networks La sexta and Antena 3 the combination of the interventionist
role with the vigilant, civic and infotainment roles.

Role co-occurrence can also exist between professional roles from di-
fferent domains (Mellado, 2021). Regarding the domain of power relations,
the roles of vigilant and loyal-facilitator can co-occur. For example, in me-
dia systems characterized by political parallelism, the vigilant role could be
positively correlated with the support orientation of elites if a news item cri-
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ticizes or denounces the wrongdoings of some actors while supporting other
political elites.

Different role co-occurrences may also emerge within the audience rela-
tionship domain. The first is the co-occurrence of civic and infotainment ro-
les, mixing elements of public life and features of citizenship and entertain-
ment. The second involves civic and service roles. A third overlap between
service and infotainment roles can occur.

Finally, it is also possible to address specific combinations of roles bet-
ween the domains of power relations and audience focus. The former invol-
ves civic and vigilant roles, producing a journalistic practice that evokes an
audience that criticizes those in power. This combination of roles was shown
to be especially strong in American and Greek media in the cited study by
Humanes er al. (2021a). A second combination could occur between the in-
fotainment and vigilant roles, with news that includes the presence of sur-
veillance and scandal, emotionalization or private life of those in power. In
the study on television news in Spain, these combinations were found in the
news programs of La sexta (Humanes et al., 2021).

Based on this empirical evidence on the presence of intermediate roles
in different journalistic contexts and media platforms, the second formal re-
search question:

PI2: What intermediate roles are activated in sports news?

Methodology

A quantitative content analysis of news stories (n= 554), published in twel-
ve media during 2020, including four media platforms (press, radio, televi-
sion and digital natives), which were selected both because of their audience
influence and because they represent different editorial lines, was conducted.
When the sample was designed in 2019, the selected media occupied the top
positions according to their platform. In the case of Television, the three net-
works occupied the top three positions in consumption of minutes per viewer
according to the General Media Study (EGM) (2019, third wave), in addition,
different types of public-private ownership were combined. In the case of ra-
dio, the two stations are among the three with more listeners also according to
the EGM, and also represent two different ideological lines (more progressive
Ser and more conservative Ondacero). The selected generalist newspapers are
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the most read according to the EGM and also represent different editorial lines
(El Mundo, right; La Vanguardia, center and El Pais, center-left). Finally, digital
native media were included in the sample because of their influence according
to the Digital News Report Spain 2020 (Negredo-Bruna et al., 2020) and be-
cause of their different editorial lines (El confidencial, center-right; Okdiario,
right; eldiario.es, left and Huffpost Spain, center-left).

To compare news on other topics, a sample of 5535 news items on diffe-
rent topics was used, which were analyzed following the same protocol and
methodology as the one used to analyze the news on sports. The global sam-
ple corresponds to the JRP Spain section carried out within the JRP global
project, in which journalistic performance was analyzed.

Table 1
Characteristics of the analyzed media
Media Year of creation Ownership Type of media
El confidencial 2001 Titania Compaiiia Editorial, S.L. Digital
Okdiario 2015 Dos mil palabras, S.L. Digital
eldiario.es 2012 Diario de Prensa Digital S.L. Digital
Huffpost Spain 2012 PRISA Noticias Digital
El Pais 1976 Grupo PRISA Press
El Mundo 1989 Unidad Editorial Press
La Vanguardia 1881 Grupo Godo Press
Ser 1924 Grupo PRISA Radio
Ondacero 1990 Atresmedia Radio
Antena 3 1990 Atresmedia Television
Lal 1956 Estatal Television
La Sexta 2005 Atresmedia Television
Sample

To avoid biases derived from daily and monthly variations, the sample
was selected by dividing the year into two six-month periods: January-Ju-
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ne and July-December. For each period, a constructed week was created by
randomly selecting starting dates on a Monday in January and a Monday in
July. Using intervals of three to four weeks, each of the following six days
were extracted: a Tuesday, a Wednesday, a Thursday, a Friday, a Saturday
and a Sunday. This procedure made it possible to include seven days in each
semester for a total sample of 14 days during the year. This ensured that each
of the seven days of the week were analyzed for each semester, and that each
month of the year was represented by at least one day, avoiding overrepre-
sentation of any period.

Each national team determined the specific sampling unit to be conside-
red for each selected media according to the following criteria: the sampling
unit was the most watched newscast within each selected television chan-
nel, the most listened news program within each selected radio channel, the
complete number of selected newspapers for print media, and the complete
home page of the selected news websites (including the respective links) for
online news media.

While our selected newspapers, radio and television news programs are
“static” in the sense that they are unique and appear at fixed times, the we-
bsite news is dynamic and constantly changing. In a second step, the home
pages of the websites were “captured” at two fixed points during the sampled
days: one at 11:00 a.m. and one at 11:00 p.m., so that the greatest amount of
content variability was collected. The home pages and their respective links
were opened in real time and recorded.

Finally, the unit of analysis was each news item, defined as the set of
verbal elements and, where appropriate, sound and/or visual elements re-
ferring to the same fact/subject/person. News items were selected on the
following topics: government, politics and electoral campaigns, economy
and business, police and crime, courts, defense/national security, education,
health, environment, energy, transportation, housing, accidents and natural
disasters, religion and churches, labor and employment, demonstrations and
protests, social problems, media, sports, science and technology, lifestyle,
culture and entertainment, and celebrities. Editorials and opinion pieces, as
well as weather news, horoscope, supplements, sponsored content, billboard
and hobbies were not included in the content analysis.
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Measurements and coding

To carry out the coding, we followed the operationalization proposed by
Mellado (2015) to measure the presence of professional roles in the news,
which has been validated in previous studies (Mellado et al., 2017; Mellado
et al., 2021; Humanes and Roses, 2018, Humanes et al., 2021b).

The coding manual included the operational definitions of interventionist,
vigilant, loyal-facilitator, service, infotainment, and civic role performance.
Five indicators were used to measure the presence of the interventionist role,
nine indicators measured the vigilant role, eight indicators measured the lo-
yal-facilitator role, five indicators measured the service role, five indicators
measured the infotainment role, and nine indicators measured the civic role
(see Table 2). Each indicator was measured on the basis of presence (1) or
absence (0). For some indicators, we also coded the actor or action toward
which the journalist’s or source’s comment was directed. We transformed the-
se indicators into dichotomous variables to calculate the main roles and place
all our measures in the same scale. Additionally, and based on the theoreti-
cal foundation of the role performance literature (Mellado et al., 2017), we
assumed that journalistic roles could coexist. Therefore, the measures were
treated as not mutually exclusive.

Coding was performed by four coders who were previously trained. Pre-
test reliability analyses were performed and the coding process was moni-
tored to improve inter-coder agreement. Finally, a post-test was performed
to determine the reliability of the coders in the actual coding process. Using
Krippendorff’s alpha (Ka), the final overall inter-coder reliability was 0.80
(Table 2 includes the Ka value for each role).

Table 2
Indicators for each role and level of inter-coder reliability

Professional roles Indicator

Journalist’s point of view/opinion

Interpretation

Interventionist role (Ka=.78) Call to action

Use of qualifying adjectives

Use of the first person
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Vigilant (Ka=.79)

Information on lawsuits or administrative proceedings

Questioning by the journalist

Questioning by third parties

Criticism by the journalist

Criticism by third parties

Discovery by the journalist

Third-party discovery

Reporting based on external research

Investigative reporting

Loyal-facilitator role (Ka=.87)

Advocacy/support of activities

Policy advocacy/support

Positive image of elites

National progress/successes

Comparison with other countries

National triumphs

Promotion of the country

Patriotism

Service role (Ka=.85)

Impact on daily life

Suggestions and advice (complaints)

Suggestions and advice (individual risks)

Information for consumers

Tips for consumers

Infotainment role (Ka=.78)

Personalization

Private life

Sensationalism

Emotions

Morbid

Civic role (Ka=.75)

Citizens’ reactions

Citizens’ demands

Citizens’ credibility

Education on rights and obligations

Local impact

Impact on social communities

Citizens’ issues

Information on citizens’ activities

Support to social movements
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After performing CFA analysis, the individual indicators comprising each
dimension were combined to generate a final role score. For descriptive pur-
poses, raw scores (total points divided by total items for each role) were cal-
culated. The individual indicators comprising each role were thus combined
on a continuous scale from O to 1. A higher score expresses more presence
of each journalistic role in the news, and vice versa. Factor scores were used
to test differences in the performance of the analyzed roles.

Results

The presence of professional roles in sports information

The two professional roles most present in sports information are the in-
terventionist (Mean=,27; Standard deviation= ,21) and the infotainment role
(Mean = ,17; Standard deviation = ,21), followed by the vigilant role (Mean
= ,05; Standard deviation = ,11) and the service role (Mean = ,03; SD=,10),
with the loyal (Mean = ,02; Standard deviation = ,07) and civic (Mean = ,01;
Standard deviation = ,05) roles being almost non-existent. When comparing
the mean presence of the roles in the sports news with their presence in the
news on the rest of the topics, statistically significant differences were obser-
ved in all the roles t. =6.504,p=,000;t. . =-6956,p=,000;t . =

interventionist Vlgilant_ service'_
-5.489,p= 0005 ¢t . . =8.654,p=000;t,  =-8.277, p=,000) except in
loyalist (t= 1.029, p= ,303). Sports information is more interventionist and
includes more infotainment, while it is less vigilant and less citizen-oriented
than the rest of the topics (see Figure 1).

The multidimensional scaling analyses for each of the three domains
in which the professional roles analyzed are grouped allow to visualize the
proximity of sports content to the rest of the topics in a disaggregated way.
Thus, in the interventionist-disseminator dimension (see Figure 2), sports in-
formation presents interventionism levels close to news about culture, hou-
sing or entertainment.
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Figure 1

Comparative presence of professional roles in sports news

and in the rest of the topics (means)
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.
Figure 2
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In the power relations domain (see Figure 3, where dimension 1 repre-
sents the vigilant role and dimension 2 the loyal-facilitator role) sports con-
tent is located in the upper left quadrant characterized by low levels in both
the vigilant and loyal-facilitator roles, along with entertainment, science, li-
festyle or health news.

Figure 3
Position of the thematic areas with respect to the power
relations dimension
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Finally, in the audience approach domain (see Figure 4, where the upper
left quadrant represents greater presence of the service role, the upper right
quadrant represents greater presence of the infotainment role and the lower
right quadrant represents greater presence of the civic role), sports contents
are close to the culture, religion, crime or courts themes, located in the up-
per right quadrant, characterized by high levels of the infotainment role, low
levels of the civic role and the service role.
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Figure 4
Position of the thematic areas with respect to the dimension
of audience approach
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As indicated, each role is characterized by the presence of individual in-
dicators. We will focus on the two roles with more presence in sports news,
and which distinguish it from other news content. The interventionist role is
mainly observed in the use of qualifying adjectives, the journalist’s interpre-
tation and opinion, following the same trend as in the rest of the news content
(Figure 2), although statistically significant differences were found in the pre-
sence of opinion (X2=36.956; p=,000) and in the use of qualifying adjectives
(X2=65.782; p= ,000), which are always higher in the case of sports news.
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Figure 5
Indicators for interventionist and infotainment roles ( %)
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In the case of the infotainment, personalization, sensationalism and the
presence of emotions stand out as the most frequent resources. When com-
paring sports news with the rest of the topics, statistically significant associa-
tions were found regarding private life (X2=7.060; p=,008), personalization
(X2=67.746; p= ,000), sensationalism (X2= 39.805; p= ,000) and the use of
emotions (X2= 50.363; p= ,000), always with greater frequency in the case
of sports information (see Figure 5).

Professional roles, sports information and media platforms

Our first research question posed possible differences in the implemen-
tation of professional roles considering the media platform. All roles, ex-
cept the civic role, are more present in digital media, as shown in Figure 6.
Furthermore, statistically significant differences between media platforms
were found in the interventionist (F= 23.308; p=,000; 2= 113), vigilant
(F=4.265; p= ,005; 2= ,023), loyal (F=5.105; p=,002; 2= ,027) and ser-
vice (F=3.447; p= ,017; n2= ,018) roles. Thus, although in most platforms
the journalistic role predominates over the other roles, digital native media
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are the most interventionist, while radio and television are characterized by
a lower presence of journalists and media with their own voice. Also, in di-
gital media the presence of vigilant, loyal and service roles is higher. No di-
fferences were found between media types for the infotainment (F= 2.090;
p=,101) and civic (F=1.482; p= ,218) roles.

Figure 6
Presence of professional roles in sports news
in four media platforms (media)

Interventionist Vigilant Loyal Service Infotainment Civic

—press 0,26 0,05 0,01 0,02 016 0,01
s Television 0,11 0,02 0,02 0,02 013 0,00
=== Radio 0,09 001 001 0,02 0,08 0,03
Digital 032 0,07 0,03 0,05 0,18 0,02

The emergence of intermediate roles in the sports news

Several intermediate roles emerge from the data as a result of role co-
occurrence. The strongest correlation is between the interventionist and info-
tainment roles (r= ,266), followed by the hybridization of the loyal role with
the infotainment role (r=,179) and the interventionist role with the loyal role
(r=,161). Similarities and differences with the rest of the themes were also
found in this case. The co-occurrence of interventionism with infotainment
is similar in almost all the analyzed themes, except in entertainment and ce-
lebrities, lifestyle, media, work and employment, energy, housing and acci-
dents. Combinations of the loyal role with the infotainment role and with the
interventionist role are also found in transportation and health news, while
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the hybridization of the loyal role with the interventionist role in education
news, and the correlation of the loyal role with the infotainment role in de-
fense and culture.

Discussion and conclusions

In this study on the implementation of six journalistic roles in sports news
in the Spanish media, the aim was to address first which of these professio-
nal roles materialize to a greater extent in the coverage of these events. The
results have shown that two roles, the interventionist and the infotainment
role, characterize sports news in Spain, together with a scarce presence of the
other roles, confirming hypotheses 1 and 3. These data are consistent with
those found by Scherman and Mellado (2019) in Chile, and corroborate the
widespread conception in the literature on sports journalism still related with
the metaphor “toy department” (Rowe, 2007): a frivolous information and
far from objectivity, which seeks to capture the maximum possible audien-
ce. Furthermore, when comparing the presence of the roles in sports news
with their implementation in other thematic areas, this distinctive character
has also become evident, since in none of the other topics analyzed is the do-
minance of these two roles reproduced over the rest, except in information
on entertainment and celebrities. In this sense, when analyzing each of the
indicators that make up these two predominant roles in sports information,
it has been found that opinion and the use of qualifying adjectives are the
most used journalistic resources, and the presence of sensationalism, perso-
nalization and emotions is higher than in the rest of the information topics.

The low presence of the rest of the roles should also be highlighted, since
it reveals the scarce concern of the media in Spain for taking sports journalism
towards new practices closer to vigilant or civic journalism, following what
has been stated by the specialized literature (Rowe, 2007; Boyle and Haynes,
2009; Henningham, 1995; Rowe, 2004). Thus, as can be seen in Figures 3 and
4, sports news is far from the topics where both critical journalism (courts,
politics or government) and civic journalism (demonstrations and protests,
social problems or labor and employment) are most often put into practice.
Contrary to one of the most prominent features of sports journalism such as
fanaticism (English, 2017; Hardin et al., 2009) or “scarf journalism” (Mér-
quez-Ramirez, 2021), the presence of the loyalist-facilitator role in this study
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is not higher in sports content than in the rest. These results allow to partially
confirm the third hypothesis of this work, which predicted a low presence
of the vigilant role, but no more predominance of the loyal-facilitator role.

By domains, multidimensional scaling analyses have also shown the
proximity of sports news with those related to entertainment and celebrities,
and with topics more related to soft news. Thus, in the two roles that have to
do with power relations, sports news is close to those about lifestyle, enter-
tainment, transportation or science.

The second objective of this work (PI1) raised possible differences in the
performance of journalistic roles according to the media platform (press, radio,
television or digital native newspapers), based on previous studies (Hallin and
Mellado, 2018; Mellado and Scherman, 2019; Mellado et al., 2021) that have
found influences between the type of media and the implementation level of
professional roles. In our case, the media platform has marked significant di-
fferences especially in the interventionist role (2= 113), the vigilant role (2=
023) and loyal-facilitator (n2= ,027), always with more presence in digital na-
tive newspapers, which could be heading towards a journalistic practice that is
unique and differentiated from the rest of the platforms, specifically with more
presence of vigilant journalism, as can be seen in Figure 6. This finding would
coincide with those found by Perreault and Bell (2020) in their study on per-
ceptions of sports journalists in digital media, related with vigilant journalism.

The second research question referred to the emergence of possible in-
termediate roles resulting from the co-occurrence of pure roles. In this case,
the infotainment role is present in two of the three strongest combinations,
which could be explained as a resource to get more audience. The combina-
tion of the interventionist role and the infotainment role will result in a more
narrative and expressive sports journalism, while the combination of the info-
tainment role with the loyal-facilitator role derives in news, which would be
close to what Reed (2018) said: “Sports writers’ use of colorful, entertaining
styles of writing are still part of modern sports jargon and ‘hero creation’*].
The third emerging role combines the presence of the interventionist role
with the loyalist role, and although its implementation is not very frequent,
it would be an example of “scarf journalism”.

Finally, the results of the study allow to conclude that sports journalism
in Spain focuses on fulfilling two fundamental functions: creating opinion
and entertaining. Only the digital native newspapers differ slightly by being
more critical.
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However, there are some limitations in the study. Firstly, only general
media have been analyzed, so in the future the analysis should be extended
to specialized media to compare differences and similarities with the current
results. On the other hand, the results in Spain should be compared with si-
milar studies in contexts with different media systems.

Support

This research was conducted in the framework of the Research Project
“Journalism Models in the multiplatform context” of the Ministry of Eco-
nomy, Industry and Competitiveness (CSO2017-82816-P).
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Abstract

The beginnings of pandemic motivated a growing interest in the Chilean users in media, especially in
digital social networks, searching for useful information in order to face fear and anguish. Considering
the relevance of digital social media in this country as the main source of news, it is important to know
the narratives that the journalists displayed in their stories about the social environment during the
first period of the COVID-19 sanitary emergency. Thus, this study aimed to analyze and compare the
discursive strategies that 17 Chilean media used to report the pandemic, and its association with semi-
nality, namely, the ability to incite discursive interactions on users. Using a quantitative methodology, a
discursive analysis was applied to characterize the narratives of all posts published on March and April
2020, with a sample of 6.525 news. In addition, a frequency analysis was performed to calculate the
news or topics and the non-textual digital resources used in the news discourses. The results suggest a
narrative uniformity on the two platforms that ignores the disparity of audiences and uses between them.
This becomes evident when reviewing the association with seminality, where the more frequent linguistic
marks, topics and digital resources of the news were precisely the less seminal ones.

Keywords

Social media, pandemics, news, discourse, journalism, users, Twitter, Facebook.

Suggested citation: Miranda, M. de los A. (2023). Pandemic narratives: news and seminality on
Twitter and Facebook. Universitas-XXI, 38, pp. 133-159. https://doi.
org/10.17163/uni.n38.2023.06

Print ISSN: 390-3837 / electronic ISSN: 1390-8634, UPS-Ecuador, No. 38, March-August 2023, pp. 133-159.



Universitas-XXI, Revista de Ciencias Sociales y Humanas de la Universidad Politécnica Salesiana del Ecuador,
No. 38, March-August 2023

Resumen

El inicio de la pandemia volcé a los usuarios chilenos hacia los medios de comunicacién y sobre todo
a las redes sociales digitales, en busca de informacién para enfrentar al miedo y a la angustia. Conside-
rando que los medios digitales son la principal fuente de noticias en ese pafs, resulta relevante conocer
las narrativas que los periodistas desplegaron para relatar las novedades del entorno social durante la
primera etapa de la emergencia sanitaria. Por eso, este estudio se propuso analizar y comparar las estra-
tegias discursivas utilizadas en Facebook y Twitter por 17 medios de comunicacion chilenos para narrar
la pandemia, y su asociacién con la seminalidad, es decir, con la capacidad de estas publicaciones para
provocar las interacciones discursivas de los usuarios. Utilizando una metodologia cuantitativa, se apli-
¢6 un andlisis de discurso para caracterizar las narrativas de todas las publicaciones sobre la pandemia
durante marzo y abril de 2020, con una muestra total de 6525 noticias. Ademds, se realiz6 un andlisis
de frecuencia para calcular los frentes noticiosos y los recursos no textuales empleados. Los resultados
sugieren una uniformidad narrativa en las estrategias discursivas implementadas en ambas plataformas,
que ignoran la disparidad de audiencias y usos entre ellas. Esto se evidencia al revisar la asociacién con
la seminalidad, donde las marcas lingiiisticas, las dreas temdticas y los recursos no textuales implemen-
tados tienden a ser precisamente los que atrajeron menos interacciones.

Palabras clave
Medios sociales, pandemia, noticias, discurso, periodismo, usuarios, Twitter, Facebook.

Introduction

Chile: the crisis after the crisis

Psychological and social distress are some of the symptoms experienced
during the early stages of the COVID-19 pandemic in Chile. The diagnosis
says that “the severity of symptoms was related to the duration of isolation,
fear of contracting the disease, financial instability and exposure to the me-
dia” (Leiva et al., 2020, n.p.). Considering social precariousness and exclu-
sion as aggravating factors, it is interesting to note that the media appear as
catalysts of fear and distress in times of crisis, especially if considering that
they have a powerful influence on public attitudes in alarming situations. In
fact, it has been seen in previous health crises that publishing dramatic head-
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lines and instilling fear contribute to stigmatizing those who become infec-
ted (Brooks et al., 2020). On the other hand, the benefits of having reliable,
consistent and non-alarmist information to increase the sense of control are
confirmed (Leiva et al., 2020).

Additionally, when the pandemic appeared in Chile, the country was still
in the midst of the crisis that began with the so-called “October Revolt” of
2019, when protests and riots were registered, rejecting social inequalities
in issues such as social welfare, education and health (Aguilera and Espi-
noza, 2022). In this framework, the arrival of the quarantine in March 2020
interrupted the demonstrations and protests against the neoliberal system:

If the explosion sent millions into the streets with the slogan “Chile woke
up”, the demand for “dignity”” and the rejection of the abuses of the political-
economic system, COVID-19 suddenly returned them to their homes to pre-
vent contagion. (Heiss, 2020, n.p.)

In this context, the media recorded in 2020 a 15 % drop in trust in news
with respect to 2019, being identified as part of the dominant elite, in a sce-
nario of ownership concentration (Newman et al., 2020).

This situation changed the year after, with a slight increase (6 %) in trust
in the news, due to the attempts to respond to citizen demands with more in-
formative content in the midst of the pandemic crisis (Newman et al., 2021).
Despite this, there are critical views that think that it was a strategy, because
the credibility of the journalistic media in Chile has been falling for at least a
decade, thus it was used as an instrument of the government’s communication
strategy to cover all genres and time in all media to connect with audiences
(Lagos, 2020) (and electorates) in an emergency situation.

From this scenario, it can be dramatically interpreted that digital social
media in 2020 for the first time overtook television as news sources, a trend
that continued in 2021. Thus, the main sources of information in Chile were
online media and, in second place, social networking platforms, followed
by television and, far behind, the written press (Newman et al., 2020; New-
man et al., 2021). This trend contrasts with other countries such as Spain,
where television was the main news medium during the pandemic, leaving
digital media behind (Montafia Blasco et al., 2020). The same happened in
the United States, where there was a repositioning of analog media (Casero-
Ripollés, 2020).
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Therefore, it is important to ask how the news was told at the beginning
of the pandemic through social networks, considering the notorious shift
from social outbreak to confinement. The narratives, i.e., the discursive stra-
tegies used by the main media in their accounts on the platforms, played an
important role in building this scenario of crisis after a crisis, where citizen
followed restrictive measures for protecting their health and life, especially
considering the privileged role of journalistic narratives in the construction
of social reality (Rodrigo Alsina, 1989), since narratives distinguish us as a
species, allowing us to make sense of the world (Scolari, 2019).

The pandemic fostered the growth of the digital environment, which in-
creased the natural and urban environments at an accelerated rate (Boczkowski
and Mitchelstein, 2021). Considering that people naturalize the environment
without distinguishing what is real, forgetting the social nature of their notions
about the world and taking them for granted (Berger and Luckmann, 2001),
it is important to make this process visible and problematize it. In the case of
the construction of digital news, the duality of digital language, mentioned
by Boczkowski and Mitchelstein (2021), indicates that old and new narrati-
ves are mixed, with past and emerging social categories, but users perceive
them as a set of pre-established and fixed routines.

In a more specific sense, narratives, as forms of story construction, are ins-
trumental in prompting discursive interactivity. A basic way to provoke action
is to motivate the reading of the news fragment or -better- clicking on the link.
This is a “content interactivity”, where the user only selects what he/she wants
to consume. However, sharing the note with one’s followers or commenting pu-
blicly can be classified as “human interactivity” (Boczkowski and Mitchelstein,
2015, p. 117), i.e., the use of digital tools for communicating with other people,
which transforms an individual act into a social fact, which, to a large extent, is not
only motivated by the content or the topic, but also by the form of the discourse.

Because of the latter, this study aims to analyze the narratives of the most
used media in Chile in digital social networks, leaving behind the vertical
model of consumption and reading of analog media to establish the parti-
cipation of users through their own content, called User Generated Content
(UGC) (Thao and Shurong, 2020), which involve different levels of creati-
ve effort (Kaplan and Haenlein, 2010). Therefore, it is important not only to
value the journalistic discourses of the medium, but also its ability to incite
interactive responses from users, to take advantage of and create open spa-
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ces to listen to the voices of audiences and their contributions, and to inspire
empathy through news, especially during crises.

To this end, seminality allows to value the discursive interactions of users
when dealing with news, weighting them quantitatively according to their
engagement and exposure (Miranda Bustamante, 2018).

As for the most used platforms in Chile, Facebook has appeared in the last
three years as the most required for news, and although it is oriented more to
interpersonal communication with known people, it is not alien to public and
political debate, especially fostering greater confidence at the time of giving
opinions because it is supposedly private. It is mainly used to disseminate me-
dia news and redirect to the native website (Tagle Montt ef al., 2021). As for
Twitter, although it is listed in fifth place (Newman et al.,2020; Newman et al.,
2021; Newman ef al., 2022), it is a privileged public space to learn and com-
ment on news. It is very used by journalists, because it allows reporting and
monitoring information in a bidirectional way (Puertas-Hidalgo et al., 2021).

Thus, this research aims to comparatively analyze the digital narratives
of news on Twitter and Facebook in the context of the COVID-19 quaranti-
ne in Chile and its association with seminality.

State of the art

The studies that have addressed the news of the pandemic in Chile and
the world have mostly referred to fake news, which do not come mainly from
the media but from the audiences. On the other hand, they have outlined a
criticism of the journalistic approach, as observed in the study by Lépez et al.
(2021), where an epic war and narrative were observed in the news at the be-
ginning of the pandemic to discursively construct the health professionals,
who in turn are criticized by being considered heroes.

Likewise, the work of Mellado et al. (2021) addresses the social networks
of the media and focuses specifically on the use of sources, concluding that
political sources were favored, followed by health, and then, by citizen, aca-
demic-scientific and economic sources. It is interesting to note that Twitter,
unlike Facebook and Instagram, turned out to be less pluralistic with respect
to the voices consulted and tended much more to interview political sources.

Outside Chile, audiences perceived that there was exaggeration and gene-
ration of fear caused by the information transmitted mainly on television and
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also on social networks, as in Peru (Mejia et al., 2020). In Spain, an analysis
was made of the language, content and reactions on Facebook of the news of
two media about COVID-19, to conclude that one obeys a polarized pluralist
model, while the other is framed in a corporate democratic style, by a more
impartial and independent language (Lazaro-Rodriguez, 2020).

Regarding user engagement with content, the contribution of Gruszynski
Sanseverino and De Lima Santos (2021), in their study of 80 news websites
from 80 Latin American countries examines how UGC was embraced du-
ring the pandemic by a small handful of media outlets, with interesting ex-
periments incorporating audience insights into news content. However, the
overall trend had minimal engagement with audience participation.

Finally, on the use of language, the study by Krawczyk et al. (2021) sta-
tes that 16 % of news stories associated with the pandemic were negatively
polarized, addressing death, fear or crisis.

Therefore, it was not possible to detect previous research focused on the spe-
cific analysis of the narrative in relation to the discursive interactivity of users.

Materials and methods

Type of study and units of analysis

This descriptive and explanatory study applies a quantitative methodo-
logy that takes as units of analysis all publications on Twitter and Facebook
made by a list of 17 Chilean journalistic media during March and April 2020.
The time span was set to include the days prior to the official declaration of
the pandemic by the World Health Organization (OPS, 2020), on March 11,
when the effects of COVID-19 began to be seen in other countries of the
world, in addition to the implementation of the first restrictive measures dic-
tated by the government of the center-right President Sebastidn Pifiera. The-
se began with the declaration of a catastrophic state on March 18, followed
by a nationwide curfew on March 22, followed by the first quarantines. The
strategy, called the Step-by-Step Plan, consisted of setting different levels
of travel restrictions, activities and capacity per city, which varied over time
depending on the localized infection rates (MINSAL, 2022).

The selected media correspond to the most consulted by Chilean audien-
ces to search for news during 2020, according to the Digital News Report
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(Newman, 2020), together with the media that obtained the highest semina-
lity rate in a study on Twitter and news in Chile with data collected in 2014
(Miranda Bustamante, 2016). The list considers Twitter and Facebook ac-
counts of digital media, television, radio and press (Table 1).

Table 1

Chilean media included in the sample

Number of news about Number of news about
COVID-19 on Twitter COVID-19 on Facebook

CDF (cable TV) 31 52

CNN Chile (cable TV) 482 184

Copano (digital) 2 N/A

El Dinamo * (digital) 179 54

The Clinic * (print) 222 417

24 Horas * (broadcast TV) 575 556

Bio-Bio * (radio) 139 382

Emol (digital) 6 10

LUN (print) 10 5
Meganoticias (open TV) 450 277

El Mostrador (digital) 172 108

La Tercera (print) 349 103

T13 (broadcast TV) 396 183
Cooperativa (radio) 434 91

El Ciudadano (digital) 107 201
CHVNoticias (open TV) 211 18

La Cuarta (print) 41 78

Total 3806 2719

The collection of all the news published yielded a total of 74 925 on Fa-
cebook and 107 433 on Twitter. The inclusion criteria were those containing
the words coronavirus, COVID or COVID-19. In both cases, they correspon-
ded to only 4 % of the total, which constituted a sample of 3806 on Twitter

and 2719 on Facebook.
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Data analysis tools

Linguistic markers analysis

A quantitative discourse analysis was applied on the 6525 news items in
the sample, which was useful for transforming the characteristics of a text
into quantifiable and discrete data (Sayago, 2014). It facilitates the subse-
quent triangulation of these textual indicators with seminality.

The matrix of linguistic markers was applied to the discursive analysis to
characterize the discursive strategies, which allowed coding the narrative of
each news item as a sequence of linguistic markers, understood as textual re-
sources that indicate the presence of the narrator subject in the story and that
do not correspond to specific syntactic types (Martin Zorraquino, 2008), but
rather point to a wide diversity of connotations. In this research we will look
for the markers of the narrator-journalist, understanding that the pretension of
objectivity transforms into an ethical imperative to hide in appearance the im-
print of the narrator-subject in a discourse, which in reality is an impossible task.

The matrix (Table 2) divides the linguistic markers into four types. Tra-
ditional journalistic markers include the 6 classic W’s of Anglo-Saxon-style
informative journalism, equivalent to what, who, how, when, where and why,
which predominate in the narrative of the inverted pyramid, widely disse-
minated in Chile through journalism schools (Herndndez Osuna, 2016). The
why is added and also the technique of giving voice to the sources that par-
ticipate in the discourse quoted directly, indirectly or with a paraphrase that
identifies the issuer of the discourse.

There are also the brands that use rhetoric, inspired by Aristotle and re-
floated by Perelman and Olbrechts-Tyteca (1989, p. 39), who define it as the
study of “the discursive means that serve to obtain the adhesion of the audien-
ce”, which is materialized in “the technique that uses language to persuade
and convince”. Although opinion was the first genre to dominate journalism,
modernity and industrialization consolidated the Anglo-Saxon idea of expli-
citly separating it from data and facts (Pefiaranda, 2000) and thus differentia-
ting it from the informative and interpretative genres (Santibafiez Martinez,
1985). This category includes indicators related to argumentation, which may
belong to the opinion genre or could be used openly in an informative text:

*  Expositio: provides the thematic or temporal context that allows unders-
tanding the semantic environment that develops the central idea or news.
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e Inventio: the judgment expressed, the opinion itself, which, accor-
ding to journalistic tradition and ethics, must be expressly distinguis-
hed from information.

*  Elocutio: stylistic aspects of the discourse that give it argumentative
power or emotional persuasion through two resources: expression,
which adds emotionality with interjections, highly connotative words
or simple exclamation marks; and witty or poetic phrases.

*  Question: this includes the rhetorical question, which states an ob-
vious statement in a questioning tone, without waiting for an answer.

In addition, connotative resources will be reviewed, with a wide varie-
ty of linguistic forms that affect the prescriptive meaning of words to relate
them with new meanings through language, which camouflage the langua-
ge, deviating its original meaning (L6pez Panach, 1999; Gutiérrez, 2008).
They include expressions of consequence, adversative and conditional forms.

Finally, digital markers are categorized, which correspond to discursive
forms that point to the nature of digital language. There are metadiscursive
markers, which highlight the characteristics of the medium that emits the
message, for example “live”, “now”, “more information”. Secondly, the in-
citing ones, which assume that it is inherent to the digital media to allow and
procure the discursive interactions of the audiences and, therefore, invite and
promote this participation and contribution with UGC. This is the case of ex-
pressions such as “comment and share”, “follow us” or “check this listing”.

Table 2
Linguistic markers matrix for analyzing journalistic narratives
Journalistic markers
‘What Q Who w
When C How H
Where D Why Y
‘What for M Direct quotation T
Indirect quotation 1 Source F
Connotative markers
Adversatives A Conditionality or probability N
Consequence S
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Rhetorical markers

Inventio (6] Ask P
Expositio B Witty phrase R
Expression X

Digital markers

Metadiscursive \% Inciters E

Image 1

T3S
113 @T13

Primer fallecimiento de funcionaria de la salud por
COVID-19. @HectorBurgosO
con mas detalles desde La Araucania

EN VIVO por #T13AM i » t13.clfen-vivo/?t=158...

T20 TRABAJADORES DE LA SALUD ESTAN CONTAGIADOS [+-+«fRE 1

Tl LT P Lol @ tewtreie  § oestes @O0 #al

7:37 a. m. - 30 abr, 2020 - TweetDeck

3 Retweets 1 Citar Tweet 3 Me gusta

Note. Facebook.

For example, the post shown in image 1 has the QWY VDYV narrative,
since the sequence identifies the what (“first death™); the who (“health offi-
cial”’), which in this case constitutes the distinctive value of the news; and the

142



Marfa de los Angeles Miranda-Bustamante. Pandemic narratives: news and seminality on Twitter and Facebook

why (“by COVID-19”). Then it introduces a metadiscursive resource on the
coverage (“@HectorBurgosO with more details”), the where (“La Arauca-
nia”) and a new metadiscursive marker at the end (“En vivo por #T13AM”).

Frequency analysis

A frequency analysis type content analysis was also considered to quan-
tify the use in the narratives of digital resources specific to the platforms,
such as emojis, photographs, videos, links to the native websites of the me-
dium and hashtags.

In addition, news were quantified, grouping the publications on the pan-
demic around the following topics: sports, related to the suspension or hol-
ding of tournaments and matches and the opinions and contagions of figu-
res; economy, with the consequences of the crisis on companies and financial
indicators; education, referring to the interruption of classes; entertainment,
linked to the holding or not of events, or the contagion and charity events of
celebrities; religion, with comments from leaders of different religions and
politics on ceremonies; international, about the pandemic in the world; po-
lice, with the control measures of restrictions and the investigation of those
who contravened them; health, which focused on outbreaks, daily government
reports on the progress of contagion and status of hospitals); society (expert
opinions on the social environment or surveys); transportation (flights and
shipments); politics (statements by party leaders, announcement of measures
and restrictions by the government); science (new data on the disease, ad-
vances in the discovery of cures and vaccines); cities (regional or communi-
ty information); and metadiscursives, which only contained self-promotion,
without journalistic content.

Calculation of seminality

Seminality was measured for each unit, calculating the capacity of a di-
gital journalistic discourse to incite discursive contributions from audiences,
weighting each possible response according to its degree of exposure and
creative effort, from Twitter likes or Facebook reactions, the lowest level,
to comments, which are considered the most exposed and dedicated way of
discursive participation in the news flow of digital social networks (Table 3):
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Table 3
Seminality formula

Twitter:

Facebook

(MG*0.1)+(RT*0.2)+(CM*0.3))

((RC*0.1)+(CP*0.2)+(CM*0.3))

0.6 0,6
MG: 1 like it MG: Reaction
RT: Retweet RT: Share
CM: Comment CM: Comment

Note. Miranda Bustamante and Ferndndez Medina (2020). Adapted to be applied on Facebook.

Hypothesis

Regarding the objective of this research, the following hypotheses were
formulated:

H1: There are different narratives for news communicated on Facebook com-
pared to Twitter, considering the differences between both platforms.

H2: Traditional journalism narratives, despite their importance, are insuffi-
cient on their own to increase levels of seminality.

Results

Linguistic marker

Although Twitter increased its character limit for tweets from 140 to 280
(El Pais, 2017), it is still restricted, while Facebook offers a wide and conti-
nuously increasing capacity for the length of its posts. According to this, it is
understandable that Twitter has had an average of 127 characters in its news
and Facebook, a 55 % greater length, with an average of 197. However, it
is striking that the density of linguistic tags, i.e., the average number of re-
sources used per unit of analysis was 3.9 on Facebook, and 3.3 on Twitter,
with only a 18 % difference. Therefore, it is possible to affirm that the grea-
ter space available was not necessarily used on Facebook to achieve a more
forceful discourse from a narrative point of view.
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As for the most frequent markers, there was a coincidence between both
platforms in the five most used ones, where the what, who, where, expositio
and metadiscursive digital resource were preferred (Table 4). Therefore, it can
be affirmed that there is a preference for traditional journalism markers and
the need to contextualize information through expositio and metadiscourse.
The use of background on a topic and the reiteration of the characteristics of
the coverage and the channel make a lot of sense in social network platforms
where news appears in an individual timeline, in a fragmented and decontex-
tualized way, in conjunction with publications from other contacts and other
media, which address different topics and semantic contexts.

This trend is also replicated when analyzing the least frequent tags on
both platforms, where the five with the lowest incidence also coincide: witty
phrase, opinion, expression, adversative tag and conditional.

Table 4
Frequency of linguistic markers
Markers Twitter Facebook Difference

A 05% 12% 0.7
B 102 % 8.8 % 14
C 40 % 50% 1

D 10.8 % 92% 16
E 3.5% 19 % 16
F 09 % 1.6 % 0.7
H 12% 13% 0.1
I 20% 19 % 0.1
M 25% 34% 09
N 0.7 % 1.1% 04
0 03 % 07 % 04
P 09 % 12% 03
Q 238 % 240 % 02
R 02% 05 % 0.3
S 1.6 % 2.1% 0.5
T 40 % 3.6 % 04
\Y% 87 % 6.6 % 2.1
A 19.5 % 19.% 0

X 03 % 12% 0.9
Y 44 % 57 % 13
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The above allows establishing that there is a narrative uniformity among
the 17 accounts, regardless of whether Facebook or Twitter is used. This is
probably related to the fact that journalistic routines are deeply rooted in
Chilean journalism also in terms of discursive practices, even when dealing
with digital narratives and two social networks that target different uses and
audiences. This is also translated into a clear predominance of the informati-
ve genre, which is confirmed by observing that the expression of judgments
constituting opinion was very marginal, with 0.7 % on Facebook and 0.3 %
on Twitter.

When classifying the use of markers by type, journalistic markers are
the most used on Facebook and Twitter, with 76 % and 73 % respectively. In
second place are digital markers with 12 % on both, followed by rhetorical
markers with 8 % on Facebook and 12 % on Twitter. Finally, connotative
markers have 4 % on Facebook and 3 % on Twitter. Thus, it can be observed
again that there is a coincidence in the type of narratives. It is interesting,
however, that Twitter has a slightly lower incidence of journalistic markers
than Facebook in favor of rhetorical resources. Considering the limitation of
the tweets, it is noteworthy that this platform gives space to argumentation,
slightly taking away the prominence of data.

Narratives and seminality

It is important to relate narratives to seminality, i.e., to evaluate the capa-
city of these discursive strategies to incite audience participation.

On average, Facebook registered a seminality of 257.4, much higher than
that of Twitter, which reached 11.4. This is clearly due to the massive use of
Facebook for news consumption, which occupies the highest preference in
Chile, while Twitter is in fifth place. In any case, Twitter has increased its
seminality in recent years, compared to that recorded in 2014, when news
tweets on that network in Chile only reached an average of 1.48 (Miranda
Bustamante, 2016).
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Table 5
Incidence of linguistic markers on seminality. Facebook
Predictor Estimate SE t P
Intercept 7146 418 1.7095 0.087
A 30.18 90.8 0.3323 0.740
B -62.94 39.6 -1.5877 0.112
C -36.13 46.4 -0.7779 0437
D 104.99 35.7 2.9438 0.003
E 22005 76.6 2.8732 0.004
F 45.12 792 0.5698 0.569
H -28.85 83.6 -0.3450 0.730
I 147.14 734 2.0050 0.045
M 189.50 56.0 33832 <.001
N 172.92 9.7 1.8659 0.062
0 374.80 1224 3.0612 0.002
P 71.48 9.5 0.7731 0.440
Q 121 333 0.0363 0.971
R -158.64 133.9 -1.1845 0.236
S 95.10 68.9 1.3811 0.167
T 226.89 52.9 42919 <.001
v 117.86 407 2.8940 0.004
w 331 330 0.1003 0.920
X 274.18 918 2.9870 0.003
Y 80.28 47.1 1.7050 0.088
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Table 6
Incidence of linguistic markers on Twitter seminality
Predictor Estimate SE t p
Intercept 8.2454 1.96 4.1996 <.001
A -0.1138 4.76 -0.0239 0.981
B -0.8788 135 -0.6492 0.516
C -0.8618 1.76 -0.4885 0.625
D 0.0158 129 00122 0.990
E -3.7085 1.92 -1.9271 0.054
F 5.0012 3.54 1.4109 0.158
H 0.8665 3.17 0.2734 0.785
I 6.2970 2.70 23317 0.020
M 25132 234 -1.0739 0.283
N 15.4785 4.14 3.7397 <.001
0 3.8743 5.83 0.6645 0.506
P 10181 3.70 02751 0.783
Q 13797 1.36 10118 0312
R -4.9592 7.85 -0.6320 0.527
S -1.8261 275 -0.6634 0.507
T 11.2833 2.04 5.5393 <.001
\% -3.5977 122 -2.9468 0.003
w 2.9091 121 23957 0017
X 49919 6.22 -0.8022 0.422
Y -13170 1.79 -0.7352 0.462

Tables 5 and 6, which show the linguistic markers that turn out to be pre-
dictive variables of significant incidence for seminality in both platforms,
indicate that while Facebook has eight incident markers (D, E, I, M, O, T,
V and X), Twitter only registers five (I, N, T, V, W) and they have three in
common (I, T and V). It is noteworthy that different narratives tend to be as-
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sociated with a greater seminality in both platforms, remembering that they
were quite uniform among themselves in the selection of their discursive
strategies. Thus, it can be observed that Twitter is dominated by seminality
related to probability (N), which is understood in the context of the pande-
mic, with news that are linked to possible treatments or vaccines to combat
the disease. Apart from this, the traditional resources associated with sources
(W, Iand T) turn out to be more seminal, which could suggest the importan-
ce of the competence of those who deliver the information to the press and
also the centrality of sources in the midst of a health crisis. In addition, one
can suggest the idea that Twitter, due to its character’s limitation and focus
on public issues, should concentrate more on journalistic markers in order
to trigger more discursive interactions with respect to its audiences. Despite
this, the metadiscursive resource (V), which suggests the need to emphasize
the identity of the medium in a context of fragmentary reading, also encou-
rages audience participation.

On the contrary, on Facebook, in addition to the journalistic markers,
which include textual (T) and indirect (I) quotations, the what (M) and where
(D), the opinion (O), which was almost always an explicitly marker as such in
accordance with traditional deontological norms, tended to have a significant
impact on the seminality. The expression of emotions in the story (X), the
metadiscursive resources (V) and the invitation to participate and interact on
the part of the audience (E) were also seminal. Therefore, it could be inferred
that Facebook tends to be more inciting when there is more freedom of ex-
pression on the narrator, as long as he/she does not neglect the identification
of his/her sources and the classical separation between facts and judgments.

Tabla 7
Incidence of the type of linguistic markers on seminality on Facebook
Predictor Estimate SE t P
Journalistic 36.87 9.29 3.968 <.001
Rhetorical 5.53 30.53 0.181 0.856
Connotative 83.02 46.61 1.781 0.075
Digital 138.61 3236 4284 <.001
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Tabla 8
Incidence of the type of linguistic markers on seminality on Twitter
Predictor Estimate SE t p
Journalistic 0918 0.558 1.645 0.100
Rhetorical -0.872 1.201 -0.726 0.468
Connotative 1.151 2.092 0.550 0.582
Digital 3572 1.039 -3.438 <.001

According to Tables 7 and 8, the use of digital markers has a significant
impact on seminality in both platforms, confirming the idea that journalistic
data are extremely important and turn out to be central, but are insufficient
on their own to enhance discursive participation.

Image 3 exemplifies the XYSDO narrative, which obtained the highest
seminality in the sample for Facebook. First, it has an expression (“Even the
fish are seen”); then, the why (“After a week without humans due to the co-
ronavirus quarantine”); the consequence (“‘the canals (...) have been cleaned
and have returned to clarity”); and the where (“of Venice”). It ends with a
value judgment that, in this case, is not made explicit as an opinion: “One
more sign of who is the planet’s problem”. This post only has two journa-
listic facts, but it adds rhetorical (expression and opinion) and connotative
(consequence) markers.'

1 It is important to say that the use of different markers to journalistic ones must be rigorous to treat
the data. In the case of the example referred to a post by Cooperativa (2020), Facebook adds a fact
check with a news item from USA Today, where it is explained that the COVID-19 crisis in the long
term did not contribute to diminish the impact of the human being in the environment.
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Image 3

Cooperativa @
17 de marzo de 2020 - @

U Hasta los peces se ven. Después de una semana sin humanos por la cuarentena por el
coronavirus, los canales de Venecia se han limpiado v han regresado a |a claridad, Una
muestra mas de guién es el problema del planeta.

CANALES DE VENECIA ESTAN LIMPIOS
SIN LOS HUMANOS

Q0 somil 2,1 mil comentarios 22 mil veces compartido

Note. Facebook.

Seminality and digital resources

In the digital context, linguistic markers coexist and are complemented by
the digital resources of both platforms, which add non-textual elements to the
narratives and can also have an impact on seminality. Thus, tweets contained
an average of two digital resources and Facebook posts only 1.5, even though
they have a greater capacity for writing. On both platforms, the most frequent
were links, mainly to the native site of the medium, which were present in
87 % of the tweets and 83 % of the posts. On Twitter, the second place went
to the photograph (47 %) and then to the hashtag (30 %), which, in this net-
work, due to its characteristics of public space, is used to start conversations
on common topics. On Facebook, in second place comes the emoji, which
only 3 % were used to express emotions (pleasure, sorrow and astonishment,
in decreasing order) and the remaining ones were only used for decorative or
signaling purposes. In third place, the hashtag was used (21 %).
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Table 8
Incidence of digital resources on seminality on Facebook
Predictor Estimate SE t P

Hashtag -165.634 4955 -3.3426 <.001
Link -148.348 70.97 -2.0904 0.037
Emoji or similar 125.507 51.19 24518 0.014
Photography or graphics 393.886 73.22 5.3797 <.001
Video 601.049 7175 8.3765 <.001
Another -13.924 322.63 -0.0432 0.966

Tabla 9

Incidence of digital resources on seminality on Twitter

Predictor Estimate SE t P

Hashtag -1.63 139 -1.17 0.243
Link 224 175 128 0.200
Emoji or similar -4.15 3.92 -1.06 0.290
1; :‘;:ﬁirfphy or -6.24 1.44 43 <001
Video 1.64 137 1.20 0.229
Another 10.51 2.14 4.92 <.001

Tables 8 and 9 show that all the resources on Facebook, except the “other”,
have a significant incidence with respect to seminality, confirming the idea
that participation increases in responses with content that involves a greater
creative effort (Kaplan and Haenlein, 2010). Whereas, on Twitter, probably
because of its brevity and immediacy, only seminality is associated with na-
rratives containing photographs and the “other” type of resources.

Seminality and news

The news from which the pandemic was addressed agree in frequency on
Facebook and Twitter. The most recurrent was health (22.6 % and 28.3 %,

152



Marfa de los Angeles Miranda-Bustamante. Pandemic narratives: news and seminality on Twitter and Facebook

respectively), followed by the international area (20.6 % and 20.3 %) and
politics (14 % and 11.2 %). Likewise, the least frequent news items were
those that combined the health emergency with transportation (1.9 % and
0.2 %) and religion (0.6 % and 0.3 %) and then the entirely metadiscursive
contents, which only stated the COVID-19 topic to highlight the media co-
verage (0.6 % and 0.1 %).

As for the relationship between the news addressed and seminality, reli-
gion on Twitter obtained the highest level (17.8), followed by science (17.5),
society (16.2), police (16.1) and politics (16). In the case of Facebook, reli-
gion (836.3) is in first place, followed by police (790.1), cities (591), politics
(383.4) and education (340). It is noteworthy that the topic that obtained the
highest seminality was among those that were less covered by the media in
the context of the crisis.

Regarding Facebook, the possible reactions are varied, and a specific
emotion can be chosen from seven options. Thus, the most reiterative was
“I like it” (50 %), probably because it is the oldest and best known and does
not require the user to make a selection movement to the right but appears
by default when hovering over the menu. It is followed by “I am amused”
(22 %) and “I love it” (11 %).

It is relevant to say that the “I care” was introduced by Facebook on April
17,2020, during the pandemic. However, it was only registered in 0.001 %
of the posts, probably because people did not know it. It is interesting to note
that the “I am amused” appears mostly related to news about religion and
politics. This coincides with “makes me angry” (5 %), which is also associa-
ted with these topics plus police. This trend coincides with the discrediting
of the churches in Chile due to the cases of sexual abuse and abuse of power
that have been reported since 2010 (Claro, 2021). In addition, since the social
outburst, political parties and the police have experienced a social discredit
(Garcés, 2020) that may explain these measurements.

Conclusions and discussion

It can be stated that the 4 % of news on both platforms that were recorded
in relation to COVID-19 is below the 25 % of digital news about the pande-
mic that was found in 11 countries according to the study by Krawczyk et al.
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(2021). This shows that, at least in social networks, the saturation of news in
Chile on this topic was lower than elsewhere in the world.

In addition, it is important to note that Facebook, despite being the main
source of news for Chileans several years ago, had 43 % less news about
COVID-19 than Twitter, considering the same media at the beginning of the
crisis. This is the first sign that consumption habits are being ignored in re-
lation to the news offer.

In fact, the news on Facebook, although longer in length, only register
a small positive variation in the number of linguistic markers and use fewer
digital resources to complement the story.

This is also translated into the narrative nomenclature of the news.
Although they are different platforms in their uses and audiences, almost
the same discursive strategies are applied in both.

There is an almost exclusive predominance in both on the informative
genre, and the same traditional markers of journalism are used above all, to-
gether with expositio and metadiscourse. Likewise, the same rhetorical and
connotative resources were avoided, including opinion. This leads us to refute
H1, inasmuch as the narratives employed in the news published on Facebook
and Twitter tend to resemble each other. This reflects a scarce knowledge or
interest on the part of the media regarding the differences of both platforms,
which refer, as explained above, in technical terms, to the extension and, in
terms of uses, to a greater habit of sharing among acquaintances, in the for-
mer, and a tendency to share public topics, in the latter.

For this reason, the differences in the results between these networks
were found precisely in the relationship of the narratives with the seminality,
i.e., in their effectiveness in the discursive relationship with the audiences.

In addition to the expected great advantage of Facebook in terms of se-
minality, in line with its popularity as a source of information, interactions
on one and the other seem to vary with narratives that are partly the same
and partly different. On Twitter, users’ discursive interactions are more fre-
quent with tweets containing journalistic resources associated with sources,
probability and metadiscourse. On Facebook, on the other hand, the rise is
linked to opinion, expression, textual and indirect quotations, where, what
for, the inciting digital resource, where the participation or action of users is
explicitly requested and the metadiscourse is typical of the digital environ-
ment. Thus, it is possible to observe that some journalistic resources indivi-
dually are still important to incite the discourse of users on both platforms
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and especially on Facebook, where a greater extension is allowed for data.
In both, digital resources have a significant incidence with seminality, even
though their frequency reaches only 12 %. Thus, it would be advisable, in
order to increase it, a greater use of digital brands in the two social media,
and greater expressive freedom, within ethical limits, for news stories on Fa-
cebook, considering that a diversity of markers is associated with seminali-
ty in this network.

In this way, H2 can be confirmed, since journalistic narratives turn out
to be frequent and also seminal, but, together with certain additional journa-
listic markers, they tend to increase the discursive interactions of the public.

Regarding non-textual narrative resources, Facebook confirms the idea
that dedication and time to prepare a good video or other material that requi-
res “creative effort” pays off in terms of participation (Kaplan and Haenlein,
2010). However, once again there is a tendency to be unaware of the con-
sumption habits of the audiences, due to the low use of resources that turned
out to be seminal, such as video, which is among the least used resources, but
on Facebook it tends to have a significant impact on seminality.

The same phenomenon occurs in relation to the topics, with an evident
recurrence of the health topic in a context of health emergency, followed by
world and political news. However, religion, which is among the least recu-
rrent topics on Twitter and Facebook, was the most seminal of all the the-
matic areas.

In summary, the analysis of the narratives allows highlighting the impor-
tance of respecting and taking advantage of the characteristics of both plat-
forms, knowing the habits and preferences of those who participate in them
looking for news or encountering them.

It can be concluded that if we want to communicate effectively in a di-
gital context, it is important to remember the participatory nature of the me-
dium and aim to encourage discursive interactions. The bifurcation between
the journalistic narrative practices described in this study and the behaviors
and choices of audiences to interact with these contents indicate the pending
task of recognizing these audiences and the expressive potential of each of
these digital social networks. In this way, the digital construction of the news
as a social narrative that is intersubjective can be evidenced, especially in
the midst of a health crisis such as the COVID-19 pandemic, which required
news to reduce distress.
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Resumen

Este texto ofrece una aproximacion desde diversos referentes tedricos y empiricos cercanos a las biblio-
tecas académicas, en torno de los retos que enfrentan a partir de su objeto de investigacion: los usuarios
de la informacion. A partir de la revision de la literatura se plantea una relaciéon que puede ser encaminada
a un didlogo dentro de la cultura digital, buscando establecer un marco de encuentro fundamentado en
la adaptacion que han tenido las bibliotecas académicas a los entornos informativos incrementalmente
complejos. La circulacién de informacién desde diversas fuentes y aproximaciones en la vida cotidiana
representa un reto multiple para la produccién de conocimiento de las bibliotecas académicas. La pandemia
del COVID-19 pone nuevamente en el centro de la discusion la subjetividad del proceso informativo, que
se acentiia en contextos en los que la incertidumbre y la multiplicidad de sentidos para interpretarla preva-
lecen de manera pronunciada. La seleccién de modelos del comportamiento informacional y los estudios de
usuarios abordan rutas a las practicas informativas en la cultura digital desde una mirada de investigacion
de las bibliotecas académicas. Se presenta un marco de entrada para el estudio de los usuarios desde una
construccion interdisciplinaria entre la comunicacion, la salud y las ciencias de la informacién.

Palabras clave
Informacion, bibliotecas, usuarios, subjetividad, bisquedas.

Introduction

The COVID-19 pandemic produced global changes, forcing people to re-
formulate ways of working and living together in different areas of life caused
by confinement, biosecurity methods and social distancing, creating complex
scenarios regarding the search for information. These changes highlighted the
effects of information overproduction and its possible effects in the health
fields, characterized as “infodemic” (conjunction of the terms “epidemic”
and “information”) by the World Health Organization (WHO), to refer to
the spread of information - in some cases correct, in others not - on a parti-
cular subject (WHO, 2020). The excess and characteristics of the informa-
tion made it difficult to find reliable sources in the pandemic scenario, where
misinformation and rumors increased the use of mobile devices, and socio-
digital networks and virtual communities gained popularity (PAHO, 2020).

Additionally, it worsened by the blackout in 2020 and the first half of 2021
of educational, heritage and cultural institutions, such as libraries, archives,
museums (Quitral, 2020), which allow sharing information. Likewise, there
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was an increase in health information searches on the Internet, starting from
the various epidemic situations and the interest in these topics (Aquino Can-
chari et al., 2020); however, these were mediated by information retrieval in-
terfaces and sorting algorithms, which underwent difficulties to organize the
information in terms of reliability and relevance for the public (Petrocchi and
Viviani, 2022). The search for information during confinement was framed
in a context of informational uncertainty, subtracting exclusivity from con-
ventional media and giving more importance to sociodigital networks and
instant messaging platforms (Rogers, 2020; Magall6n Rosa, 2020). Finally,
there was a phenomenon of information fatigue derived from its prolifera-
tion and reproduction at a global level, causing disconnection and saturation
about the multiple consequences of the pandemic in everyday life (Kaloge-
ropoulos et al., 2020).

In this context, the infodemic implied a pressing change for academic li-
braries to focus on roles, organizational changes and services to support edu-
cational activities in diverse environments related to information uncertainty
and confinement, as shown by a national study in the USA during the pandemic
(Willenborg and Withorn, 2021). Based on this situation, several information
centers adapted pre-pandemic frameworks to approach their users, organize
information gathering, and modify library instruction in these contexts as, for
example, in the case of adapting the Association of College and Research Li-
braries ACRL framework to promote infoliteracy (Gross et al., 2022).

The aim of this paper is to explore the literature, both pre- and post-pande-
mic, on how to approach users in this context of informational uncertainty in a
daily basis, seeking to expand the research value of academic libraries (Oakleaf,
2010). The increasingly complex environments in which users operate place
the subjectivity of the information process at the center of the discussion, brin-
ging together other approaches from, for example, communication and digital
culture in contexts of uncertainty, subjectivity and construction of meaning.

Methodology for the literature review

We sought a literature review that disseminates the findings of previous
research synthesized in a rigorous and systematic way (Cooper, 2017). Likewi-
se, this work adopted a qualitative approach and a critical look, beyond a mere
narrative review. A pointed search strategy was sought that looked for critical
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thinking, heuristic explanations, and the integration of specific findings into
broader theoretical contexts (Botella and Gambara, 2002). Although the na-
rrative review offers clues for including different types and sources of infor-
mation which helps to discuss and understand the main topic in a broad way,
a method of its own was implemented, far from being a quantitative synthesis
method or an arbitrary narrative review, focused on the theoretical and con-
textual foundation (Hart, 2018) to review previous studies considering their
historical processes, advances in the area and new perspectives (Vestena and
Diaz-Medina, 2018; Byrne, 2016; Ferrari, 2015).

There has been an increment of search models that has hindered the for-
mulation of both theories that allow an orderly systematization of knowled-
ge about information search (Savolainen and Thomson, 2022) and empiri-
cal research that addresses these aspects (Turcios ef al., 2014). Speaking of
a qualitative literature review under a critical approach within librarianship
and from the analysis of texts on information systems is to open the way out
of the orthodox method of “narrative synthesis” or meta-analysis in which
past studies are described in an “objective and quantitative” way but restricts
the voice of the researcher or the narrative review, which is highly subjecti-
ve (Tate et al., 2015).

We did not opt for an intermediate point between the two, but a methodo-
logical approach based on the daily searches of the authors of this text, who
implement logical operators and search commands to enhance the algorith-
mic ordering of information systems on the Internet. These methods were
carried out in search engines, but also in different databases such as Ebsco,
Google Scholar, SciELO, Scopus, Web of Science and Redalyc, including
the academic social networks Academia.edu and ResearchGate. Some of
the journals were Journal of the American Society for Information Science,
Qualitative and Quantitative Methods in Libraries and Revista Cubana de
Informacion y Comunicacion.

Considering that literature review is defined as a selection of available
documents containing information, ideas, data, and written evidence on a
particular topic (Hart, 2018), the selection of information sources for the re-
search used terms and keywords whose combinations were entered into the

2

internal engines of the databases. Keywords such as “information”, “users”,
“practices”, “searches”, “internet” and “health”, mainly, were used. Hence,
two types of papers were identified: a) those essayistic with an argumentati-

ve deployment to defend an idea or present a model; b) empirical papers that
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account for the informational processes of users on the Internet. The main
questions that motivated their analysis were: What has been investigated or
written on the subject in the last ten years? How has it been thought of 7 What
have been the conceptual and/or methodological tools used?

This literature review focused on studies that have initiated or maintain
the debate on the user’s information processes in everyday life. This methodo-
logical decision implied considering some inclusion and exclusion criteria
(thematic relevance, contribution and timeliness), giving more attention to
information processes, digital culture and academic libraries, as suggested by
Fink’s (2014) systematic literature review method: literature search, selec-
tion by means of criteria, by extracting main contributions and establishing
relationships between them. This entire process was guided by an inductive
gaze that emphasizes the role of libraries (Cruz-Vasquez et al., 2022).

The research was classified for its analysis and presentation along three
axes: 1) user studies and information practices, 2) health information sear-
ches on the Internet, and 3) information, communication and digital culture.
This literature review collects the academic postulates that build interdisci-
plinary dialogue to account for the discussion on informational behavior and
user studies, and to identify possible contributions to approach informatio-
nal processes in digital culture and infodemics from a research perspective
of academic libraries.

Results: subjectivity, research, and libraries to study users

User studies and information practices

The Association of College and Research Libraries (ACRL) has highlighted
the dual role of academic libraries in research and advisory work, since they
are entities that provide a scholarly service and can obtain the data they need
to make decisions about what purposes they can serve and how they can do
s0; they also require rigorous research in the contexts in which they operate,
documenting their experiences with their own methods, with a view to de-
veloping research that will deepen the value of academic libraries and their
contributions to the value of academic libraries and their contributions to the
research and advisory work of the academic community (Oakleaf, 2010).
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Reliable methods that support decision making based on practices that
start from the services, constitute a way of operating libraries and information
centers that has been described in the Anglo-Saxon literature as Evidence Ba-
sed Library Information Practice (EBLIP), and guidelines are established to
gather evidence, constituting a tradition to approach the problems of library
practice, both service and research, with mixed methods (Eldredge, 2012).

Beyond the introspective look, research elements are established on the
informative and complex academic contexts because they allow generating
models to know their value to the educational institutions. These aspects are
based on the relationship between the service and the connection with the
academic context, providing innovative approaches to the way in which the
various activities of the educational communities are approached and ques-
tions about the value and impact of libraries in academic and university life
(Connaway et al., 2017).

The field of User Studies is within library research, which is composed
of activities involving research on information users, understood as all those
individuals who require information to carry out their daily activities, inclu-
ding potential users who need it but are not aware of it, and real users, who
can express their needs in these aspects, and who actively use information to
carry out their daily activities (Pagaza Garcia, 1996). There is consensus on
what motivates the knowledge of information users, inasmuch as these stu-
dies arise from the need libraries and information centers have for planning,
which is a main aspect of their operation and which obliges them to know
the needs of the communities they serve; however, there is discrepancy as to
their first applications and the meaning of these investigations. Some authors
place its origins during the 1920s, with the organized quantitative exploration
that originated in libraries in the United States to model the use and exploi-
tation of modern libraries; however, without considering the need to incor-
porate the user as part of the search process, hence modeling the latter as a
mere receiver of a process that starts with the administration of information
resources (Pagaza Garcia, 1996).

It was not until the 1980s that a shift towards the user was proposed be-
cause of a cumulative change of focus and direction, in which the lesser cen-
trality of information was proposed to favor the behavior of the subjects and
their documentary choices. Hence, research concentrated first in libraries
and later in other centers, promoting research that considers the user (his ex-
pectations, decisions and behaviors), encompassing a diverse amount of re-
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search that gradually configured differentiated methods coming from other
disciplines (Julien et al., 2018).

From this point on, user studies can be understood, from its historical deve-
lopment, as an effort that starts from libraries to know the ways in which infor-
mation users interact with resources, no matter their origin or administration:

(...) We can consider user studies as a multidisciplinary method of knowledge
that allows to analyze different aspects and characteristics of the relationship
established between the information and the user, using different research tech-
niques. In practice, they can be a tool that allows access to a behavioral model
of both actual and potential users of information centers by applying different
data collection and processing methodologies. (Pagaza Garcia, 1996, p. 133)

Consequently, studies have focused on two research traditions that invol-
ve different aspects of users, starting from pre-established theoretical models
with two main branches: those based on needs (Kuhlthau, 1991) and those
based on behaviors (Wilson, 2006). Studies on information needs emphasize
the personal and affective dimensions that relate subjects to these products
and their motivations for seeking them, which configure contexts in which
users search, focus on the way they make decisions but without delving into
the specificities of technological systems. In the case of informational beha-
viors, these explain the subjection of users to a procedural modeling through
operation schemes within a delimited technological system, which arises bet-
ween the subject and the information they seek.

From the researcher’s point of view, these processes can be described as
behaviors interacting with systems. These investigations delve deeper into
information design; however, they do not emphasize the specificities of te-
chnological systems in relation to users. Although both lines have multiplied
with models and theories on needs and behaviors due to the growing interest
in information sciences and studies, the integration of multiple empirical re-
search on both needs and behaviors has given rise to a sort of methodology
with imprecise characteristics that encompass a large number of approaches,
which have hindered scientific discussion and the construction of comparative
knowledge (Savolainen, 2007). In addition, there are few works that address
the behaviors and needs of users with particular interests (Hirsh ez al., 2012).

Since the 1990s, the emergence of new tools to retrieve information within
the different daily scenarios led user studies to move beyond the spatial or
digital delimitation of a library and attempted to address other aspects rela-
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ted to the search for information, framed by social and technological struc-
tures. This alternative in user research was configured from the approach
more attached to the study of practices mediated by technological systems,
especially since the popularization of Information Retrieval Interfaces (IRI)
on the Internet, delving into the senses with which information is searched
and selected through these tools.

Technological changes forced libraries and information centers to mo-
del increasingly complex contexts to use these systems and gradually focu-
sed on the meaning processes in different search contexts (for example, in
a library search engine or in a search engine such as Google), favoring the
search for more inductive models on information behaviors. An important
component of the informative search is modeled through the meaning sub-
jects give to their informative practices, considering that there is a technolo-
gical structure in which information searches are carried out, in connection
with other different languages. On this point, methodologies have focused on
the construction of meaning from an inductive point of view (Dervin, 1998).
The modeling of information search is understood from the scenarios of in-
formation practices, as part of the daily life of users who do not limit their
searches only to formal contexts, but group strategies that operate in diffe-
rent sources as a practice of information search within daily life (McKenzie,
2003; Savolainen, 2008b), recently expanded to a more robust model with
theoretical potential (Savolainen and Thomson, 2021). Search has been an
important component of information practices, understood as the totality of
ways in which people search for, use, and share information in different con-
texts (Savolainen, 2010). One aspect of information seeking studied in the
United States since the 1970s has been nonwork information seeking, for-
mally known as everyday life information seeking (ELIS). It is expressed in
a variety of domains, including leisure time activities, for example, such as
those related to consumption, health care and hobbies (Savolainen, 2010).

There is a variety of topics in ELIS studies, mainly focused on diverse
groups, such as urban young adults, adolescents making career decisions, el-
derly people, parents with children under five, battered women, overweight
women, hospital patients, blind and visually impaired citizens, homeless
parents, immigrants, people interested in paranormal topics, amateur cooks,
environmental activists, among others (Savolainen, 2010). The main ELIS
models include the Sense-making approach (Dervin, 1983), the small or im-
poverished world theory (Chatman, 1991), ELIS ecological model (William-
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son, 1998), ELIS in the context of the way of living (Savolainen, 2008b), the
information practices model (McKenzie, 2003), and the concept of informa-
tion fields (Fisher and Naumer, 2006).

Studies on judgments to search, evaluate and retrieve information stand
out in ELIS, highlighting that they are dynamic, complex (non-binary) and
changing in users over time, among them there is the relevance and pertinen-
ce criteria (Borlund, 2013; Roitero et al., 2020; Savolainen and Kari, 2006)
and the preference criterion (Savolainen, 2008a); these criteria are popular in
research focused on web search. Regarding the study of the preference cri-
terion, there is no defined basis for its approach because its studies are still
exploratory. As for the relevance criterion, there are two ways: testing with
predefined judgments and relevance identification, in which the user defines
criteria arising from self-assigned search tasks, depending on variables and
subjectivities that affect their idea of relevance (Savolainen and Kari, 2006;
Savolainen, 2015).

Health information searches on the Internet

Since the late 1990s, the internet burst in as an everyday source (Rieh,
2004), reconfiguring ELIS practices by providing easily accessible sources,
complementing (without replacing) traditional or analog sources (Savolai-
nen, 2008b, 2010). For giving an approximation of the volume of informa-
tion produced decades later, 361 million videos were uploaded on YouTube
in March 2020 in the categories of “COVID-19” and “COVID 19” and there
were 550 million messages on Twitter with the terms: coronavirus, corona
virus, covid19, covid-19, covid_19 or pandemic.

The antecedents to infodemics can be traced in the academic literature
from the 1970s, related to the reception of too much information, characteri-
zed as a break from the amount of information elements that can be unders-
tood by a subject in a given context, a situation that led to various constructs
related to overload and fatigue (i.e. information overload, information fatigue,
communication overload), grouped along three axes of interest: retrieval, or-
dering and analysis, decision and communication (Eppler and Mengis, 2003).

In 1996, the neologism infoxication (conjunction of the terms informa-
tion and intoxication) emerged, an adaptation of the English term informa-
tion overload used by Alfons Cornella to encompass the growing production
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of information at the end of the 20™ century, mainly in companies (Cornella,
1998). Many studies have used this term since the early twentieth century to
account for cognitive aspects and increasingly in the social effects but adding
the health-information relationship along to the consumption habits of sub-
jects and the quality of information (Dias, 2014). The term infoxication is
also associated with aspects related to the quality of information rather than
quantity, for example, in the work of verifying information from journalism
(Franco and Gértrudix, 2015).

Infodemiology, on the other hand, is a term coined since 2002 by Ey-
senbach (2002) to propose an interdisciplinary research methodology that
studies the determinants and distribution of health information and misinfor-
mation. The author defines it as the distribution and determination of infor-
mation in an electronic medium, especially on the internet or in a population,
with the objective of informing public health and public policy (Eysenbach,
2011). Similarly, infodemic has focused on the broader context of information
production, insisting on thinking of health and information issues as a joint
phenomenon that has also focused on the context of disinformation. A clear
example of this phenomenon was Google searches using terms to account for
the symptoms of a cold or flu in 2018, when the Google Flu Trend app was
launched to use information about online searches (Eyesenbach, 2011). The
infodemiology proposal uses the concept of infovigilance, a type of online
health information monitoring and cyberbehavior for public health. Likewi-
se, Eyesenbach (2011) has developed this emerging area of research using
infometrics and web analytics tools to measure attitudes, behavior, knowled-
ge and consumption of health-related information.

Given that the number of users resorting to the Internet for basic health-
related information has been increasing, Mayo-Yaiez et al. (2021), influenced
by infodemiology and using Google Trends data as a source of information,
statistically analyzed the use of Internet-based information, focusing on the
search for behaviors related to Covid-19 in the autonomous community of
Galicia, Spain. For this purpose, the authors systematized, interpreted and
compared the data downloaded from the search entry with the keywords (in-
dividually and in combination): Coronavirus, Covid-19, SARS-CoV-2. They
conclude, among other things, that Big Data analysis of the internet in health
research has potential, i.e., studying internet search patterns makes it possible
to assess public interest regarding a number of health-related topics. One of
their main findings was that the term coronavirus, being the most generically
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used by users, has a linear correlation with the number of confirmed cases of
Covid-19 in a statistically significant way.

The pandemic led to a novel production of health information in record
time in a viral form, consistent with the metaphor of the virus and its possibi-
lities to propagate and its social effects in sociodigital networks (Zarocostas,
2020). This virality was taken to a global scale by means of different techno-
logical devices, with a significant production coming from sources without
medical, governmental or scientific authority (Lépez Veneroni, 2021), placing
the emphasis on the excessive abundance and not on the premeditation that
allows separating misinformation -without intentionality- from disinformation
-which disseminates information with the purpose of misleading (Floridi and
Morén Reyes, 2012; Sequoiah-Grayson and Floridi, 2019; Simon Rios, 2021).

The volume of information, along with its intentionality and veracity about
COVID-19, caused risky social behaviors that are still under analysis, such
as the rejection of vaccines, doubting the existence of the virus and not abi-
ding by elementary protective measures such as healthy distance and the use
of masks (L6pez Veneroni, 2021, p. 299), creating confusion about the data
coming from health sciences (Alfonso Sdnchez and Ferndndez Valdés, 2020).

Pellegrini (2021) says that there are different ways of seeing the pande-
mic due to the excess of information (both truthful and erroneous), mediated
from different interpretative frameworks, in which the absence of dialectical
reasoning prevailed and in which it was possible to characterize, according
to the meaning given by means of specific argumentative elements coming
from different information, homogeneous or contrasting, full of contradic-
tions, focused on the progression of events, either dynamic or static, when it
was necessary to approach a particular aspect and informative relations that
were established between different situational contexts.

From the framework of Evidence-Based Library and Information Practice
(EBLIP), it is possible to imagine an approach to the informational practices
of users in digital culture and infodemic, considering that libraries have a re-
levant role in digital transformations (Pérez Salmerdn, 2018). An evidence-
based study that points to the centrality of information in the health crisis
by COVID-19 is that of Montesi (2021), who starts from the idea that infor-
mational practices allow people to adapt to the changes derived from crises.

Montesi (2021) asserts that the contribution of library and information
science (LIS) and human information behavior (HIB) research provide evi-
dence, to some extent, on the implications of information on people. The
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author also insists that HIB and health information practices can be addres-
sed more deeply in local or specific contexts and go beyond methodologies
based solely on massive data, i.e., it is urgent to contemplate a framework
to investigate, from library knowledge and communication research, users,
their experiences and their contexts under situations of health crisis, disin-
formation and infodemic, since the research done has been on information
practices in normal circumstances.

Discussion: digital culture, towards information
and communication

Campillo Vélez (2021, p. 57) points out that the pandemic was “a good
excuse to use the digital”. However, digital culture has been an everyday life
dimension for several decades, and as a concept it has undergone a dizzying
evolution since its first mention in the mid-1970s, generating its own sub-
concepts since then, while it has been related to various topics, including in-
formation management, literacies, and information sciences (Hidalgo Tole-
do, 2021a). Hidalgo Toledo’s (2021a) argument is taken up again to specify
digital culture as a conceptual category capable of conversing with informa-
tion studies pointing out that although it has a direct relationship with in-
formation “the symbolic and material processes that arise from the interac-
tion with digital transformation and the reality that it produces and sustains”
(p. 317) should be central.

Searches for information on the web are an inherent part of the digital
environment, hence of everyday life as a whole; what we search, consume
and produce on the internet is digital culture, now accentuated by the pan-
demic (Trejo Delarbre, 2021), but always based on digital technologies and
their mediations, therefore, it is a culture in constant transformation that cha-
llenges researchers to take advantage of consolidated instruments of the so-
cial sciences and at the same time employ methods to approach the digital
(Flores-Marquez and Gonzélez, 2021) and hypermediatized lives (Hidalgo
Toledo, 2021b). Given the digitization and virtualization of everyday practi-
ces through devices and screens, life itself has become digital; it is a digital
culture that is being redefined and transformed, at the same time that acade-
mic interest increases over the years (Hidalgo Toledo, Rodrigues da Cunha
and Barredo Ibanez, 2020).
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From some positions in the health sciences, Garcia-Saiso et al. (2021)
consider “infodemics” as the scenario that opens the need to promote media
and information literacy (skills that allow verifying digital content). This li-
teracy, as has been widely discussed, speaks of the role of information pro-
fessionals and of a critical competence in information, also called informa-
tion literacy (Alfonso Sdnchez and Ferndndez Valdés, 2020).

The COVID-19 pandemic further accentuated this digital culture in an
increasingly convulsive, complex and contradictory information society. In
this sense, a connection between information studies and librarianship with
communication sciences has been info-communication, conceived as a com-
plex action that seeks to “articulate information with the communicative pro-
cesses that mobilize it, mediated by educational processes” (Pirela Morillo,
2021, p. 82); info-communication urges to discuss theoretically and in an
interdisciplinary way the articulation between information, communication
and technological mediation, both in the production-circulation and in the
consumption of content on digital platforms (Pasarelli et al., 2014; Saladri-
gas and Linares, 2017).

There is research that focus on the use of the media by citizens to inform
themselves about the COVID-19 pandemic. These studies, mostly quantitati-
ve, show interest in the equivalent competencies between media literacy and
information literacy, having a bridge between the two the technologies that
mediate the consumption and access to information sources (Muiliz, 2021).
For their part, Grajales et al. (2014) qualitatively studied the health informa-
tion that interacts with users from digital social networks and media applica-
tions, reviewed narratives in several cases to understand the different ways
in which people use the internet for health care and the reasons for doing so,
with the objective to show how informed decisions are made from the daily
use of social networks and similar tools.

Info-communication explores universal literacy (information, cognitive and
media literacy) to strategically address problems, including the overabundan-
ce of information (Pirela Morillo, 2021). However, it is necessary to point out
that, beyond digital competencies and information consumption habits, people,
in their daily lives, conduct their own information practices. Users develop
criteria for selecting one source or another when searching for information on
a given topic. It is essential to consider three aspects to address information
practices on the Internet: 1) the user’s point of view in the context of everyday
life; 2) the theoretical background and empirical contributions to discuss the
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ways in which people access and use diverse (although sometimes limited)
sources of information to satisfy information needs in areas such as health,
consumption, education, transportation, and leisure (Savolainen, 2008b); and
3) that users create their own digital ecosystems, i.e., they reconfigure their
environments, making them more complex (Figuereo Benitez, 2019).

Information and communication have a natural bond, information-see-
king behavior and human informational practices in general are within a lar-
ger area, which is the very study of human communication practices in an
everyday sense (Savolainen, 2007). However, in the absence of an interdis-
ciplinary conceptual framework focused on the study of health information
practices on the Internet in times of pandemics and infodemics, it is urgent
to consider these practices as a changing phenomenon within digital cultu-
re, connecting the knowledge of libraries and information studies with the
communicational perspective.

Given the abundant presence of global information flows and communi-
cations, it is necessary to consider the critical view of the global information
order, which in turn alludes to the challenges of approaching a technological
and digital culture, in which identities and practices are ordered, disordered
and reordered by means of information (Lash, 2002). Studying the uses and
social practices within the uninformed society of information, due to irratio-
nal information overload, misinformation, disinformation and uncontrolled
information (Lash, 2002), represents opening the way to new objects from
solid approaches to the study of communication and information.

Conclusions

From academic libraries, it has been essential to decode infodemic by
incorporating elements from different fields of action, including the study of
digital culture and communication. Addressing the phenomena related to the
search for information in the context of the pandemic from research implies
an open look at the world of the subjects, in which the search for meaning
and the daily ways of approaching the multiplicity of sources, beyond their
criteria of quality or extension, are emerging as constitutive elements to in-
vestigate the informative practices that face high uncertainty processes, from
the possible constitution of identities and ways of thinking from aspects de-
rived from the logics of the same information.
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The main element emerges from this subjectivity to study these informa-
tive practices of the user in the digital culture, representing a challenge for
future research since they have to focus on the motivations, interpretations
and experiences of the subjects, but without losing sight of the environment
that they configure from the overabundance of information sources and pro-
cesses in which performance is the axis of the practice, where speed and
compression are key to approach these issues, as Lash says:

The creation of meaning or knowledge is the gloss, the commentary of everyday
activities, and is inseparable from them. In technological culture, reflexivity
is not an independent reflection process. There is a lack of time and space for
such reflection. There is a fusion of words and things, thought and practice.
Thinking is not only doing; it is also communicating. In technological cul-
ture, reflexivity becomes practice: it becomes communication. (2002, p. 46)

In this aspect, we cannot ignore the scenario of uncertainty and the com-
plex context through which information processes go through, as in the case
of the pandemic, since the excess of information not only prevents finding
reliable sources, but also invites to discuss with different disciplines to ap-
proach the search for meaning in everyday life and the digital transforma-
tions in times of crisis.

The role of academic libraries, given their nature of service to users and
their legitimate interest in research on the phenomena surrounding infodemics
and digital culture, is becoming increasingly relevant in the field, especia-
Ily because they are open to interdisciplinary dialogue and have been able to
generate their own models to understand the context in which they operate,
still lacking a relation between communication and information sciences in
a deep and reflective sense.

It is up to librarianship and information studies to develop a critical, less
naive view, so that they can provide information in relation to subjectivities,
behaviors and needs by analyzing the information practices of users in digi-
tal culture and infodemics. In this sense, the bridge between communication
sciences and information is not only possible but urgent, based on the con-
tributions and methodological hinges proposed by Fuentes-Navarro (2002),
in his shift to everyday life, useful for research from academic libraries.
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Resumen

Este articulo ofrece los resultados de una investigacion bibliografica generada con la intencién de ofrecer
una propuesta metodoldgica basada en la perspectiva epistemoldgica subyacente al Andlisis Politico del
Discurso (APD), cuyo origen se encuentra en la obra de Laclau y otros autores. Para esto se realiza una
revisién exhaustiva de las conceptualizaciones sobre discurso, hegemonia y politica con el fin de presen-
tar en detalle las posibilidades que ofrece el andlisis politico del discurso como herramienta de andlisis
social. Finalmente, con base en los autores revisados, se presenta una propuesta de pasos metodoldgicos
para desarrollar el andlisis politico del discurso aplicado a fenémenos sociales focalizados. Se concluye
que el andlisis politico del discurso como perspectiva de andlisis es plenamente vélido tanto para fené-
menos extensos como pequefios, y que la metodologia propuesta puede adaptarse dindmicamente a cada
uno de los requerimientos presentados.

Palabras clave
Andlisis del discurso, andlisis politico del discurso, hegemonia, politica, Laclau.

Introduction

The notion of discourse, understood as an elaboration rooted in reality
that does not generate a parallel construction abstracted from the concrete,
but rather denotes another form of materiality, belongs to the very unders-
tanding of the social aspect. This elaboration tells us that discourse exists in
itself, seeking to install its understanding of reality on other understandings,
in a development whose materiality is not necessarily a set of declared words,
but a series of intentional actions or decisions (Halliday, 1978; Wodak and
Meyer, 2003). Each discourse seeks to rise up and install itself with the in-
tention of validating, through its representation, a form of society that ulti-
mately finds in itself a form of preservation. Discourse thus becomes a way
of power," without being power itself. The nature of power is expressed in

1 Given the divergence of understanding in the concept of “power”, we will use its spelling with lower
case when alluding to the word as a verb (power as an action) and with initial capital letter when
alluding to the word as a noun (power as an object).
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the imposition of a discourse with the pretension of being superior, overco-
ming other forms of understanding, establishing its primacy and confirming
its scope thanks to its hegemonic character (Butler et al., 2003; Foucault,
1979, 2002; Wink, 1986).

Therefore, developing discourse analysis processes allows to deepen our
understanding of reality, although it should be noted that not all analytical
perspectives allow us to understand in the same way the reality denoted in
discursive bodies organized around certain phenomena. In this article we offer
a proposal for methodological development based on the political analysis
of discourse promoted by Laclau and other authors (Barrett, 1994; Buenfil
Burgos, 2019; Critchley and Marchart, 2008; Laclau, 1987, 2005; Laclau and
Mouffe, 1985), based on the revision of conceptualizations around discourse,
hegemony, society and politics.

Discourse and reality

The idea of discourse is not that of an orderly presentation of narratives
of meaning, but rather a statement assumed in diverse manifestations expres-
sed in different contexts, always denoting the need to impose itself on other
elaborations. Discourse denotes the understanding of reality, without it ne-
cessarily being the discourse that artificially composes or creates reality. Re-
ality can be influenced, modified and altered by discourse (Jager, 2001), but
it does not construct it by itself. The accent of discourse, as a construction,
is that it seeks collectivity, demanding a double hermeneutic for its unders-
tanding (Giddens, 1982; Infante, 2019) where the subject does not exist but
in the understanding of society, which in turn is constituted by the unders-
tanding of the subject. This recursivity makes us understand that discourse
will never be naive, but will always be constituted as an effective materiali-
ty denoting a relation of Power. This double hermeneutic, as a double arti-
culation of Power, assumes that the person constitutes (and not only compo-
ses) society, which in turn constitutes (and is not only composed of) people.

This way of understanding discourse makes it understand itself as a con-
tingent and necessary form of analysis, since discourse functions as a mani-
festation and support of an ideological framework, which is also a message,
a statement, a materialization (Vega and Contreras, 2022). There is an ideolo-
gical construct, understood as a notion of sustaining a way of being society, a
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constituted collective, where relations of collaboration and subjection (Butler
et al.,2003; Gee, 2005), of relation and antagonism-agonism (Mouffe, 2007;
Mouffe, 1999), of obscuring and manipulation (Sloterdijk, 2003; Zizek, 1989).

Therefore, we can approach this materiality called discourse from a sub-
missive, optimistic or critical position. We can consider it as a vehicle of va-
lid ideas, in a naive vision, or we can consider it as a propagandistic medium.
In any case, we can raise a suspicion about the layers in which it is construc-
ted, understanding that what is said will never be only what is said, but the
whole. As Angenot (2010) states, we can not only enter the discourse from
its manifestation, but also from the social “decipherable” possibility, ma-
king it possible to analyze the discourse permanently from its greater depth.

Therefore, a valid tool for understanding reality is discourse analysis
(Alonso, 1993; Wodak, 2001b; Garrido, 2002; Wodak and Meyer, 2003;
Butler et al., 2003; van-Dijk, 2003; Gee, 2005; Berg Dyrberg, 2008), un-
derstood as the visualization of ideas and conceptions expressed in different
ways that constitute a unitary whole and allow us to understand a particular
worldview. As Jigger says:

Discourse analysis is not (only) concerned with the interpretations of so-
mething that already exists, and therefore it is not (only) concerned with an
analysis aimed at the post festum assignment of meaning, but with the pro-
duction analysis of the discourse (2001, p. 67).2

Forms of discourse analysis

There are three possible currents in the literature review that allow us to
approach the phenomenon of discourse(s) from the density of the ideologi-
cal background of the same: Critical Discourse Analysis (CDA), Mediated
Discourse Analysis (MDA) and Political Discourse Analysis (PDA).

When this deepening takes on the character of a linguistic discourse analy-
sis that denotes the relationship of power, injustice and inequality expres-
sed, we speak of critical discourse analysis (van Dijk, 1999a). Thus, critical
discourse analysis (CDA) is the study that is concerned with the relations-

2 From this perspective, it is understood that discourse denotes a reality, both from psychology and
from sociology and linguistics, enabling its analysis from a background in permanent dialogue with
the context.
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hip between the discourse presented (from its different materiality) and the
context in which it arises to analyze not only what it means in its context,
but also how much it influences the construction of reality. We can say then
that critical discourse analysis is a field concerned with the interrelationship
built between discourse and the context in which it occurs (Franquesa, 2002).

As a field of studys, its history can be traced in full use to 1970; however,
its first mention dates back to 1952, in the articles by Z. S. Harris “Discour-
se analysis” and “Discourse analysis: a sample text” (Harris, 1952a, 1952b),
which develop an analysis of utterances in overcoming the limits of their ex-
pressions (Sayago, 2014). One of the difficulties alluded to by the author in
his articles is the difficulty in establishing the relationship between social be-
havior and language, which opens the door to the analysis of discourse in its
context (Garrido, 2002). The consideration of language as an object of interest
in its broad relationship is an interesting challenge previously addressed by the
studies of the Vienna circle, especially Wittgenstein (2003) and complemented
by the sociological studies of Halliday (1978) and the linguistic studies of van
Dijk (1999b). This indicates that there is not a single development of critical
discourse analysis, nor a single methodology of development (Wodak, 2001a;
Berardi, 2003; Wodak and Meyer, 2003), since its installation occurred both
from Linguistics and Semiotics, with its application and appropriation by the
Social Sciences as a particularly positive tool (Santander, 2011).

Critical discourse analysis proposes that this analysis can always be de-
veloped in phases: linguistic and semantic relationships, linkages of families
of meanings, speech styles, ways of saying, turns of phrase and regionalisms
that denote types of relationship. In all of them, the dynamics of Power as a
constituent of society is seen as the main vector, as observed in the work of
Foucault and others (van Dijk, 1999b; Jager, 2001; Franquesa, 2002; Berar-
di, 2003; Wodak and Meyer, 2003).

On the other hand, there is what some researchers, headed by Ron Sco-
llon (Scollon, 1998b), have called mediated discourse analysis (MDA), a
perspective that states that the discourse-individual relationship belongs to a
circularity closer to what is observed, since discourse accounts for a vision
of society and the relationships generated in it, which in turn modify the vi-
sion of the individual who generates these discourses, a circularity that is
understood when we realize that discourse always arises from collectivized
individualities. This type of analysis emphasizes the action generated by dis-
course and its relationship with society, so that its main points of analysis are
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action, context, history and community (Scollon, 1998a, 1999, 2001; Wodak,
2001a; Wodak and Meyer, 2003).

Finally, political discourse analysis (PDA) states that discourse is never
innocuous, but is an effective materiality, which focuses on “the decisions of
inclusion and exclusion of any system of meanings” (Buenfil Burgos, 2010,
p. 1). Circularity is generated in the dynamics of the double circularity or
double articulation that assumes that the person builds society, which in turn
builds people; however, this construction process is the one that gives con-
sistency to the political act, since all enunciated language is an act of Power
and, in turn, of politics. The differentiated deepening in this aspect is the un-
derstanding of the ideology-power relationship that is seen in the constituted
discourse, with the contribution of the new studies of politics and the politi-
cal from poststructuralism (Pineda, 2022) and, given that all discourse thus
entails an ideological/political component, its analysis allows understanding
the constitution of society in a permanent struggle of ideology, hegemony
and power (Laclau and Mouffe, 1985; Butler et al, 2003; Gomez Bocanegra
and Morillo-Velarde Pérez, 2006; Critchley and Marchart, 2008; Correa and
Dimaté, 2011; Burgos et al., 2012; Southwell, 2020).

This allows to use it as a tool of analysis focused on determined and suffi-
ciently dense phenomena, in Hegelian terms, which in turn serves as a mani-
festation of society at a certain point or at a particular moment in its history.
Collectivized history usually finds these moments or phenomena in its ade-
quate analysis. Thus from PDA we can identify this form of positioning on
the discourse studies as varied as political structures, revolutionary move-
ments, totalitarian regimes, indigenist movements, social movements, femi-
nism, gender studies, racism, philosophical currents, state, nationalism and
indigenism, homosexuality, discrimination, Kemalism, religion and others,
in a long journey of multiple academics and intellectuals who continue to
conduct research and crossings between the perspective of PDA positioning
and reality, in terms of the social (Buenfil Burgos and Navarrete, 2012).

Political discourse analysis

How can we define political discourse analysis? We will take as a posi-
tioning the understanding offered by Rosa Nidia Buenfil Burgos, who speaks
of political discourse analysis as a research perspective on social processes,
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which includes education among other areas. It highlights the political di-
mension of any discourse, i.e., it focuses on decisions about inclusion and
exclusion in any system of meanings (2010, p. 1).

PDA is a work that “seeks to account for the ways in which structures
of signification determine ‘certain forms of behavior’* (Correa and Dima-
té,2011, p. 96). Its focus of interest is centered on understanding the way in
which these discourses are generated and the influence it has on the cons-
truction of identity, in order to understand “how the discourses that structu-
re the activities of social agents are generated, how they function and how
they are changed” (Howarth, 1997, p. 125). The axes in which this relation-
ship is defined are the understanding of hegemony and the hegemonic of the
discursive exercise of power, ideology from a vision that goes beyond the
merely symbolic of its understanding as mental representation proposed by
Marxism (Howarth, 1997) and “the” political, as articulation between the
particular and the universal and “the” political as structuring of hegemonic
relations (Berg Dyrberg, 2008).

Its main analysis is observed in the work of Ernesto Laclau (1935-2014)
and his study on the concepts of ideology, hegemony and politics (Laclau
and Mouffe, 1985; Critchley et al., 1998; Butler et al., 2003; Critchley and
Marchart, 2008). Laclau’s work, deeply linked to his period of work at the
Essex School (Townshend, 2003), has generated consensus, being developed
by political theorists such as Mouffe (Laclau and Mouffe, 1985; Critchley
et al., 1998) and other first-generation researchers, trained directly with La-
clau at Essex, such as Rosa Nidia Buenfil Burgos, Myriam Southwell and
Ernesto Treviiilo Ronzén, among others.

One of the great contributions of Laclau’s PDA has been the revitalization
of the concept of politics and the political, beyond the partisan, which emer-
ges from his analysis, focusing on a “post-Marxist” position, which should
not be interpreted at all as a “non-Marxist” position (Berg Dyrberg, 2008) but
rather assumes the need to review, unambiguously, the limits of Marxism as
an explanatory account of reality in order to develop and overcome it without
opposition. This element becomes the main reason of the Laclaudian effort,
already outlined in “Hegemony and Socialist Strategy” (Laclau and Mou-
ffe, 1985), and developed until the end of his days: the historical object of
socialism, by its very nature, must be reviewed at each stage or moment of
history, not as a modernist type of update, but as a requirement in the form
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of existence. Laclau shows explicitly the reasons that summon him, indica-
ting as a necessity the:

Structural transformations of capitalism that have reduced the classic working
class in post-industrial countries; increasingly deep penetration of capitalist
production relations in vast areas of social life, whose dislocatory effects -
together with those derived from the bureaucratic forms that have characteri-
zed the welfare state - have generated new forms of social protest; the crisis
and discredit of the model of society implemented in the countries of the so-
called “actually existing socialism”, which includes the denunciation of the
new forms of domination established in the name of the dictatorship of the
proletariat. (Laclau, 1987, p. 111)

Laclau and Mouffe’s position refers to “new forms of domination esta-
blished in the name of the dictatorship of the proletariat”, an analysis where
Foucault’s theory of Power joins the French theory of discourse to unders-
tand how what is said is a social construction that also requires a vision suffi-
ciently updated in its contingent historical components to understand the way
in which what is said is always a sign of the mode and the limit of what is said
(Angenot, 2010). For the same reason, the PDA allows addressing, among
other elements, the “cultural conditioning of what, in a given circumstance
or historical-political process, can be said, thought and desired, and what is
socially constituted as a taboo subject, being repressed, tendentially, from
its public enunciation” (Fair, 2016, p. 202). The PDA analyzes what is said,
what can be said and what is taboo, as a pivotal element to understand the
social idea of what is said not only in context, but also in project, in a sub-
jective positioning with the aim of perpetuating a certain vision of history,
subject and meaning (Fair, 2021).

Hegemony and society

The vision of hegemony proposed by PDA makes sense in this comple-
xity. Hegemony from Laclau’s PDA inherits the vision of Gramsci, who in
turn inherits it from Russian social democracy and Leninism (Laclau and
Mouffe, 1985), as the social discourse of the minority group that, in turn,
holds power and represents it by imposing it on the majority, opening the
door to the concepts of liberation (Laclau and Mouffe, 1985), representation
of power that in historical perspective opens the doors to the concepts of li-
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beration (Gutiérrez, 1971), alienation (Wink, 1986) and oppression (Freire,
2005), typical of the Latin American tradition. While Gramsci visualizes that
the power of the few can be exercised against the many, given the cultural
conditioning of these many, the cultural conditioning of these many is trans-
formed into a culture of oppression, so much so that whoever is oppressed
is not visualized as someone in himself, and therefore is not understood as a
constituent of a whole. The understanding of the community, the whole and
the collective become essential to overcome the oppression that is installed in
each one and that unfolds in the opposite direction from the each one (Frei-
re), therefore the old explanatory structures of the social order need to be
reversed, even disdaining the logic of hierarchy as a power structure, even
when it tries to justify it, for example, from an arbitrary divine configuration
(Boff, 1989). The category of liberation is a structure that explains the class
struggle of classical socialism, revised by Laclau given the need for contin-
gent adequacy. The unrevised power structure ends up being a structure of
sin (Wink, 1986) and oppression (Gutiérrez, 1971) for those who are born
in it, and by being born in it (or living with it) ends up justifying oppression
without noticing its yoke (Casaldaliga and Vigil, 1992). Thus, the person di-
sappears and the individual is installed, lacking a project, uprooted from his
own power, unconscious of his transforming capacity and, therefore, alie-
nated, justifying his oppression, which is not called as such, but rather as a
“natural condition” (Jesuitas, 1997).

Laclau analyzes the concept of hegemony from the archeology of con-
cepts, tracing its origins in Russian social democracy in which “hegemony”
describes the execution of a political task by a group different from the one
suggesting its emergence (working class carrying out the struggles for politi-
cal freedom that the bourgeois class is incapable of executing). The historical
contingency that justifies this assumption of roles is what gives its particular
character to this form of understanding, allowing also to give a positive sign to
the relationship between groups (already minority to majority), since the “he-
gemonized” majority group is allowed to enter history through this dynamic.

Thus, the concept of hegemony names a space rather than a relation, do-
minated by the tension between two relations “a) the relation between the
hegemonized task and the class that is its “natural” agent, and b) the rela-
tion between the hegemonized task and the class that hegemonizes it” (La-
clau and Mouffe, 1985, p. 87). In their analysis, it is inevitable to notice that
the relation is totally external and contingent, not causal or casual. The his-
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toricity of the conditions of the relationship means that it takes a different
turn in the case of the relationship between the bourgeoisie and the working
class when analyzed in the context of Europe and the surrounding history as
a whole. It is then necessary to clarify the type of conditioning factors of the
relationship and hegemonic space, among which the main one is the epis-
temological ideology that sustains the positioning of a collective: ideology.
Ideology plays a unifying role in narratives and at the same time functions
as supratext, sustenance, of the discursivity deployed.

This understanding also allows us to visualize the importance of the
dissident voice. The hegemonic discourse is transformed into populist dis-
course that resolves the need for a unifying narrative by needy collectives,
generated in the spaces by empty signifiers (Castro Orellana, 2019). Popu-
lism in Laclau’s vision of hegemony responds to the need for a unifying
narrative, transforming politics into “a dispute in the order of signifiers that
crystallizes in a collective identity” (p. 124), a vision that contrasts with the
development of the hegemonic vision in Dussel, heir to the Latin American
liberationist tradition of Gutiérrez and Boff. In Dussell, the understanding
of hegemony is more material (embodied) than in Laclau, attributing to po-
litics the capacity to solve the body’s deficiencies, material needs in plan-
ning the needs of a narrative of meaning (Dussel, 1977, 2009). Laclau’s in-
terpretation is the populist vision, revised numerous times throughout his
work (Laclau, 2005) which, resolved by the hegemonic discourse, genera-
tes adhesion by representation or dissidence for feeling unrepresented and,
on the contrary, deviated from the original feeling. The unrepresented is in
a perspective that is not opposed but is in constant dialogue with respect to
the original postulate.

The us/them, friend/enemy logic, typical of Schmitt’s reading (Mouffe,
2007), does not make sense in a pluralist vision of social relations and abo-
ve all of politics, given that the dichotomous relation of opposition closes
the positions and, therefore, prevents the relationship. The understanding
of hegemony in Laclau, and in general in the PDA, is that of relation and
therefore the recognition of the other. It is the location of the other in the
perspective of the antagonist, which makes the other, the one who escapes
the logic of hegemonic discourse, fo be, because insofar as the other is he/
she establishes my own limit and possibility. Thus, the other is always in
my relational sphere and defines me. Hence Mouffe prefers the term “ago-
nism” to refer to:
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The conflicting parties, while assuming that there is no radical solution to their
conflict, nevertheless recognize the legitimacy of their opponents (...) perceive
themselves as belonging to the same political association, sharing a common
symbolic space within which the conflict takes place. (Mouffe, 2007, p. 27)

A name that explains much better the relationship to be established in
democratic contexts with a pluralist, radical and non-exclusive democracy
(Mouffe, 1999).

Results: proposal for using political
discourse analysis as a theoretical tool

Having established the main postulates of Laclau’s PDA and their sou-
rces, we can try to formulate a proposal for organizing the PDA as a tool to
analyze, assuming the limitation of moving from a perspective to a tool, pro-
per to social research.

First, trying to define its limits, Fair (2016) analyzes the characteristics
of the Laclaudian theory in comparison with the theory of social semiosis
of Eliseo Verén (1987) and the theory of social discourse of Marc Angenot
(2010), positing that the PDA has as a distinctive feature:

a. Emphasis on the constructive and social dimension of discourse,
identities and community.

b. Emphasis on the material dimension of the signifying order.

c. The existence of a performative and transformative dimension of
discourse.

d. Emphasis on the contingency, historicity and precariousness of the
social.

e. The relational and intersubjective dimension of identities.

f. The polemic and antagonistic dimension of the social.

g. The interpretative character of all discourse analysis (Fair, 2016,
p.203).

As mentioned by Fair, the interpretative character of all discourse analysis
helps us to focus on the type of interpretation. In the case of PDA, it is not a
hermeneutics centered on grammar and rhetoric, but on semiotics and the ca-

193



Universitas-XXI, Revista de Ciencias Sociales y Humanas de la Universidad Politécnica Salesiana del Ecuador,
No. 38, March-August 2023

pacity of discourse that make up hegemonic discourses valid in themselves.
It should be mentioned that Laclau introduces the notion of empty signifier
to refer to those signifiers devoid of meaning that leave an open field of ex-
ploitation for those who, in turn, emit it and make possible the development
of a hegemonic discourse. This category of empty signifier fulfills a parti-
cular function, that of “renouncing its differential identity for the purpose of
representing the purely equivalent identity of a communal space” (Laclau,
1996, p. 78), an essential issue to understand that the community cannot be
represented absolutely by a form of understanding, but neither can it renou-
nce being signified at all. Neither under-representation nor over-representa-
tion is a solution to the signifiers whose sign is a communitarian reality, the
fact of being called an empty signifier is the recognition of its limit and self-
definition without this meaning a closure.

Secondly, and following Jiger’s discourse theory (2001), we must assu-
me that discourse analysis cannot be limited only to the analysis of discur-
sive practices, but also to non-discursive practices and their manifestations
and materializations (pp. 93-99). This indicates that there are three types of
strategies that can be analyzed in every discursive construction which must
be related to the topic. Hence, the distinction between “discourse” and “text”
must be assumed (Lemke, 1995), understanding discourse as a set of linguis-
tic acts grouped around a “macro-theme”, where the text is one of its possi-
ble manifestations (Wodak, 2001b). Thus, the following possible strategies
can be used to analyze in a PDA process:

“Discursive practices” types. a) Intentional stories or narratives that arise
from a personal reflection and that are publicly exposed in a context, and the-
refore are subject to revisions, omissions and intentions prior to their exposure.
It is the perfectible discursive practice. b) Stories or narratives arising from a
reflection of the exchange of ideas in a given context, and which is therefore
reactive to a particular topic where the vision of the issuer is compelled to
support or refute any of the positions. It is the emerging discursive practice.

“Non-discursive practices” : c) Non-discursive practices with direct re-
gister, contextual actions that denote certain positions or understandings of
reality and that generate the transmission of hegemonic positions from their
symbolic force. The recording and the review can be reviewed, analyzed or
discussed in the temporal distance established when these practices find their
expression in physical supports. d) Non-discursive practices with indirect re-
cording, contextual actions that denote certain positions or understandings of
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reality and that generate transmission of hegemonic positions from their sym-
bolic force but are not directly recorded, but are assumed or noticed through
the recording of other actions.

“Manifestations and Materializations” : e) They are the stable expres-
sions of ways of expressing a discourse not in words or actions, but in non-
communicative physical supports, typical of the stabilization of certain dis-
courses over time. These are the social structures, the ways of operating of
certain collectives, the naturalizations of certain actions or intentional prac-
tices with an ideological background.

A PDA proposal can be made with all these materials for the focalized
phenomena, understanding them as the spaces of density in which the ideo-
logical idea manifests. Thus, four critical steps are proposed based on the
various authors presented:

*  Assumption of the notion of discourse not as a totalizing whole (La-
clau and Mouffe, 1985), therefore, filtering and eliminating elabo-
rations that present univocal structures of truth from the general
understanding. This step will allow a new revision of the previous
discursive bodies, generating new levels of understanding regarding
the discourses generated.

e C(Clarification of the ideological background underlying each set of
discourses, understood from the double hermeneutic (Giddens, 1982)
of recursive individual-society articulation: individual.

* Definition of the antagonist to the discourse, from its triple idea of
enemy, limit and identity enabler (Butler et al., 2003).

*  Manifestation/declaration of the consistency of the hegemony concept
in the discourses from the logic of the diffusion of frontiers (Butler
et al.,2003; Critchley et al., 1998; Laclau and Mouffe, 1985).

The verification of each of these steps will allow to generate a conclusive
proposal, which could be framed in a proposal for analyzing politics and the
political from the selected phenomenon (Berg Dyrberg, 2008).

Conclusions and discussion

Political discourse analysis as a perspective of analysis is an option for
an epistemological position on what discourses mean, no longer adopting
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the equivalence “discourse: word”, but the understanding that a discourse
is a statement of a way of understanding and living reality that is expressed
through various strategies, the spoken word being one of these forms, and
also the unspoken word, symbolisms, omissions and any action that reports
a form of understanding of the world.

This places us in the perspective that the discourse is a statement assu-
med in diverse intentional manifestations expressed in different contexts,
always denoting the need to impose itself over other less valid elaborations
in the judgment of its holder.

Reality, as a consensus, can be influenced, modified and altered by dis-
course (Jdger, 2001), but it does not construct it by itself, hence discourse is
validated as a hegemonic proposal for understanding the world. Discourse
is placed as a construction since it seeks collectivity, demanding a double
hermeneutic for its understanding (Giddens, 1982; Infante, 2019) where the
subject only exists in the understanding of society, which in turn is constitu-
ted by the understanding of the subject.

The assumption of this way of understanding discourse gives more mea-
ning to politics and the political (in Mouffe’s classic statement) since we
move on to the continuous political condition of the public act from the non-
neutrality of the discursive act, affecting society and therefore each of the
actions, expressions, omissions or silences in the context that supports the
phenomenon studied.

The methodological proposal of organization and analysis that we offer
from the perspective provided by the political analysis of discourse is a
methodology that presents limitations of an exercise in permanent revision
and development; however, it is presented as a coherent proposal, epistemi-
cally consistent and sufficiently attractive and necessary to approach the di-
fferent phenomena that shape reality.
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Abstract

Twitter has become the most used social network for most political leaders and its use was significant
during the hardest months of COVID-19. This paper analyzes the effects of speeches of the main political
leaders in Spain on the management of the communication of COVID-19, in order to verify how their
speech has influenced transparency and the increase in disinformation in this moment. Likewise, these
data will allow us to observe which communication techniques have been used by the most representative
figures linked to the management of the pandemic. Based on a triple approach methodological basis, a
quantitative, qualitative and discursive content analysis will be carried out, analyzing the data with the
SPSS tool, version 25. The results obtained show how institutional sources have propagated opinionated
content on Twitter. more than informative. We also verify that the saturation of messages in the network
has given rise to a greater use of fallacy mechanisms by the institutional subjects analyzed and, therefo-
re, it has been possible to determine that the way in which communication has been managed about CO-
VID-19 has contributed to the increase in misinformation. Hand in hand with the new emerging narrati-
ves, social technology and artificial intelligence to know the citizen opinion of the transparency portals.

Keywords

Twitter, COVID-19, political communication, disinformation, politicians, speeches, transparency, Spain.

Resumen

Twitter se ha convertido en la red social de Internet preferida por la mayoria de los lideres politicos y su
utilizacién durante los meses mds duros de la COVID-19 es significativa. Este trabajo analiza los efectos
que los discursos de los principales lideres politicos en Espaiia han tenido en la gestiéon de la comunica-
cién de la COVID-19, con el objetivo de comprobar cémo su discurso ha influido en la transparencia y en
el aumento de la desinformacion en este momento. Asimismo, estos datos permitirdn observar cudles son
las técnicas comunicativas utilizadas por los representantes politicos mds representativos y vinculados a
la gestion de la pandemia en tres comunidades auténomas espaifiolas. A partir de una base metodoldgica
de triple enfoque, se realizard un andlisis de contenido de cardcter cuantitativo, cualitativo y discursivo,
analizando los datos con la herramienta SPSS, version 24. Los resultados obtenidos muestran como las
fuentes institucionales han propagado en Twitter un contenido de cardcter opinativo mds que informa-
tivo. Ademds, se ha comprobado que la saturacion de mensajes en la red ha dado lugar a una mayor
utilizaciéon de mecanismos de falacias por parte de los sujetos institucionales analizados y, por tanto, se
ha podido determinar que la forma en la que se ha gestionado la comunicacién sobre la COVID-19 ha
contribuido al incremento de la desinformacion.

Palabras clave
Twitter, COVID-19, comunicacién politica, desinformacion, politicos, discursos, transparencia, Espaia.
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Introduction

Disinformation in the context of pandemic has become the subject of po-
litical debate in several countries. Outside politics, the disinformation crisis
is also important to ordinary citizens, who are increasingly exposed to frau-
dulent messages on social networks (Salaverria et al., 2020). Hence the need
for a careful study on how political institutions have influenced transparency
and the rise of disinformation.

Access to information and its truth is presented as a fundamental right
related to the improvement of democracy (Cabra, 2012, pp. 69-75). The vi-
sibility and impact of requests for transparency addressed to public institu-
tions have increased significantly in COVID-19 pandemic. The World Health
Organization (2005) in unusual situations such as a health emergency points
out that “[...] it is essential to provide information to raise awareness of the
risks, to alert the population, but without generating panic and to increase
confidence in the authorities managing the epidemic”.

The absence of information and/or malpractice in its use in crisis situa-
tions leads to an impoverishment in the behavior of citizens, who are poorly
informed and have no possibility of knowing the decisions made by their go-
vernments (Naciones Unidas, 2020). Disinformation has been one of the cha-
racteristics of the communications from governments during the COVID-19
crisis (Wagner, 2020). During the first months of confinement, and throug-
hout 2020, the interest of society in knowing how the disease behaved, how
to prevent its spread and what treatments or vaccines would be used to treat
the virus increased (Anis, 2021).

Journalism during the pandemic characterized by the dissemination of a
large amount of specialized information, but with the absence of a real spe-
cialization of journalists to address such information and by the exponen-
tial growth of information sources, many of them obtained from social net-
works, which was not possible to contrast (Roman-San-Miguel et al. (2022)
and was sensationalist, leading to social disinformation (Masip et al., 2020),
and causing alarm, instead of serving as a tool to raise awareness and pre-
vent the advance of the disease (Preso Linera, 2020; Pérez Conchillo, 2020).

Thus, faced with a global crisis scenario such as the one caused by CO-
VID-19, this paper analyzes the discourse of political representatives on
Twitter, at a crucial moment for citizens who need and demand easy, fast and
truthful access to information. The following research objectives are set out
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based on the hypothesis that there was a growing disinformation of the Spa-
nish society on Twitter profiles during COVID-19 of those responsible for
the public health institutions, both at national and regional level:

OI1. To identify what types of content have been disseminated on social net-
works by the heads of the institutions responsible for the country’s health
policy.

OI2. To analyze the strategies used on Twitter by the representatives of the
selected political institutions.

OI3. To identify the mechanisms of fake news used by the selected political
leaders when elaborating their speeches.

To respond to these objectives we propose to study the characteristics
and projection of the messages posted on Twitter by representatives of the
government and the most populated autonomous communities in terms of
health from December 26, 2020, when the first doses of vaccines arrived in
Spain, to August 31,2021, when there was 70 % of vaccinated people in the
country (Giiell ef al., 2021).

State of the art

Truthfulness considered true here and now, may not be true in other la-
titudes or may -appearing true today- be demonstrated in a few years that it
was never really true (Serra Cristébal, 2021). The interpretation of truth as
an entelechy reserved to the individual is widely shared; or as a consensus,
based on the collective acceptance of minimum common parameters that
make reciprocal understanding possible, based on shared norms and values
(Galdamez Morales, 2021). However, the concept of truth is in the same pro-
portion to the “real existence of things, it is nothing more than an ontologi-
cally reasonable idea” but, “without legal transcendence” (Urias Martinez,
2014, p. 110). Finally, it is also known as the process in which, by obtaining
truthful information, citizens can consolidate ““a plural and freely formed pu-
blic opinion, contributing to the consolidation of the social and democratic
rule of law” (Lépez de Lerma Galdn, 2018).

Based on this definition of truthfulness, when talking about information
transparency in the public and political sphere, we understand that all tho-
se institutions or companies that are supported by public resources must be

204



Maria Inés Méndez-Majuelos, Inés Maria Melero-Petit, Ricardo Dominguez-Garcia. From strategy to veracity

accountable to citizens, offering them clear evidence of all their actions, in
this case, being transparent with their publications in the political and insti-
tutional sphere (Blanes Climent, 2013). Government transparency establis-
hes two ways, one of them active, linked to public administrations and the
duty to make public information available to citizens, and another, passive,
in which the citizens request from the administrations the information they
think is appropriate by their power (Pérez-Curiel et al., 2021).

Disinformation and information intertwine and intermingle, giving rise
to post-truth (Méndez-Majuelos and Pérez-Castafieda, 2021). For this reason,
citizens do not use rational tools to discriminate the information obtained but
rather the subject bases his or her public opinions on emotions and beliefs.
Thus, with the use of social networks during the pandemic, the representati-
ves of communication have the power to select the news they will distribute
to their group of followers.

Institutional communication must share quality information (Fraguas,
2019; Lechuga Mallo, 2020; Posetti and Bontcheva, 2020). For this reason,
it is considered that a different, more informative, transparent and open ap-
proach to the disease would have raised public awareness of the danger of
contracting Coronavirus in Spain much earlier (Presno Linera, 2020; Pérez
Conchillo, 2020). The sum of errors and contradictory information genera-
ted and transmitted in the media and social networks amplified the feeling
of misinformation and mistrust in a population that, at the same time, deve-
loped a mistaken and even denialist idea of the virus and its consequences
(Pauner, 2021; Pérez Conchillo, 2020; Rojo Martinez et al., 2020; Samuel-
Azran and Hayat, 2019).

In this regard, we must also consider the influence of political messages
on social networks; in fact, political representatives have a great influence
on the disinformation generated in the country, especially on social networks
(Pérez Curiel and Garcia Gordillo, 2020) and in crisis situations. The ampli-
fication capacity of social networks also represents another element to the
impact that institutional and political communication can have on society.
Thus, the platforms that have had more connectivity and where information
has been disseminated more have favored new users to the network, with
Twitter increasing by 23 % as a result of COVID-19 (Vives, 2020).

For their part, far-right and populist political parties aim, as previous re-
search has shown, to destabilize democracy in times of global crisis (Levitsky
and Ziblatt, 2018). An example of this are the conspiracy theories carried out
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by the former president of government Donald Trump where he accused Chi-
na of the creation of the pandemic and the insertion of drug advertisements,
without scientific base (Chadwick and Cereceda, 2020). On the other hand,
the use of public communication channels makes them a perfect platform for
source journalism and the dissemination of targeted information in times of
social or institutional crisis (Gil-Ramirez et al., 2019; Wilcox et al., 2001).

Political leaders use social networks from a non-objective point of view.
Thus, the capacity for influence and virality is key to the success of a given
politician. In this way, the citizen has access to information that is consciously
biased by the political leader of his country. However, the configuration and
execution of populist discourses will vary according to the territorial policies
of each community (Rivas-de Roca et al., 2022).

Materials and methods

Considering the theoretical approaches collected in this research that
seek to determine the communication management of Spanish political lea-
ders before the vaccination campaign against COVID-19, a triple approach
methodology is applied, quantitative-qualitative (Silverman, 2016; Krip-
pendorft, 2004; Neuendorf, 2002) and discursive (Nocetti, 1990; Van-Dijk,
2015; Flowerdew and Richardson, 2017). Thus, we opted to conduct a con-
tent analysis (Krippendorff, 2004; Colle, 2019), with the aim of reviewing
the messages of Spanish political leaders on Twitter. This social network is
chosen due to its relevance, its volume of users and the capacity for reproduc-
tion and viralization of its messages (Pérez-Curiel and Garcia Gordillo, 2020).

The selection of political representatives has been made to compare the
management of the pandemic from the Central Government, and from the
autonomous communities with the largest population, i.e., Andalucia, Valen-
cia and Madrid (Instituto Nacional de Estadistica, 2022). Catalufia has been
excluded to avoid contaminating the sample with discourses with ideological
or identity-based nature. Thus, the institutional representatives for healthcare
who have been chosen for the content analysis are Pedro Sdnchez (President
of the Spanish Government), Juan Manuel Moreno (President of Junta de
Andalucia), Ximo Puig (President of the Generalitat Valenciana) and Isabel
Diaz Ayuso (President of the Comunidad de Madrid). Carolina Darias (Mi-
nister of Health) and Jesis Aguirre (Minister of Health and Families of the
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Regional Government of Andalucia) have been chosen as specific leaders in
the field of health.

As for the time period analyzed, the sampling begins with the arrival of
the first doses in Spain (26/12/2020) and extends until there was 70 % of vac-
cinated people in the country (31/08/2021). Although this time frame does not
cover the entire vaccination process, the eight months analyzed allow us to ob-
tain significant results, both in quantity and quality, supporting the conclusions.

The compilation of each of the tweets published by the representatives
of the public institutions is done manually according to keywords (Cleary
et al., 2014; Silverman, 2016) such as vaccine, vaccines and vaccination,
which allows constituting a sample composed of 141 tweets published by
these leaders. The statistical program used for processing the data related by
categories is IBM SPSS Statistics, Version 24.

A coding manual is designed to conduct the study. It is composed of eight
variables and responds to a triangulation of comparative content analysis that
is segmented and coded as follows:

1. Quantitative-qualitative analysis: includes variables that allow to analy-
ze the explicit content of the tweets published by political representatives.
“Informative content”: Informative, Interpretive and Opinion/
valuative.

*  “General topics”: Vaccine administration record, Vaccine sha-
ring among countries/communities, Monetary fund invested in
vaccines, Praising vaccine efficacy, and Demand for vaccines
from the government.

*  “Specific strategy”: Seeking national unity, Confrontation with
other political parties, Self-defense, Relationship with the media,
Polarization, and Raising awareness of vaccines.

2. Discourse analysis: The variables that facilitate the study of the dis-
course used by political sources in their publications are collected.
These are:

*  “Fake news Mechanisms” : Appeal to authority, Appeal to emo-
tion. Appeal to force, Appeal to ignorance, False cause, Empha-
sis and None.

*  “Discursive function”: Conative function, Referential function
and Poetic and expressive functions.
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A random sample of 30 tweets is analyzed for studying the thematic
agenda and strategies in order to determine the main categories for each
of them. In addition, these methodological tools respond to the research
questions.

Table 1
Correspondence between research objectives and methods

Research Objectives (RO) Indicators

(OI1) Identify the types of content disseminated on social networks | Informative content and
by the people responsible for the country’s health policy. general subject matter

(OI2) Analyze the strategies used on Twitter by the representatives

S Strategies
of the selected political institutions. €

(OI3) Identify the mechanisms of fake news used by the selected

i . . Fake news mechanisms
political leaders when elaborating their speeches.

Resultados

Tras la exposicion de los contenidos metodoldgicos que en este proyecto
se ha realizado procedemos a la presentacion e interpretacion de los resulta-
dos. En este epigrafe se van a exponer los datos recabados del estudio de los
tuits, producto del seguimiento de la actividad que los lideres institucionales
espafioles han tenido en Twitter durante el periodo de pandemia estudiado.
De este modo, los resultados obtenidos del procesamiento de los datos nos
muestran una serie de aspectos que, a partir del tipo de andlisis realizado,
mostramos en dos fases claramente diferenciadas.

Results

The results obtained from the data processing show aspects that, based on
the type of analysis carried out, are shown in two clearly differentiated phases.

Phase 1: quantitative-qualitative analysis

Taking as a reference the total sample of the sample, we analyze, firstly,
the type of informative content shown by politicians in the networks, the
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most frequently used topics, as well as the strategies they use when writing
information. Within the informative content, a total of three elements will be
differentiated: informative, interpretative and opinion/valuative.

Analyzing the opinion/valuative variable, the data confirm that it repre-
sents 78 % of the total. In this aspect, Jests Aguirre stands out with a pre-
sence of 88.10 % in the analysis of his tweets, followed by Ximo Puig with
83.30 %, Juanma Moreno with 80.60 %, Isabel Diaz with 76.90 % and Pedro
Sénchez with 68.20 %. However, in terms of interpretative content, which
has been the next most used category by the protagonists, there is 18.40 % of
use among the leaders. Minister Carolina Darias stands out with 40 % of the
total analysis of her publications, being the only one that stands out in this
category. On the other hand, with respect to informative content, which has
been the least used option by the politicians studied, it has received 3.50 %
of the total use of the sources of public institutions. Once again, the figure of
Carolina Darias (30 %) continues to stand out, followed by Pedro Sédnchez
(4.50 %) and Jesus Aguirre (1.70 %).

Graph 1
Type of information content provided by politicians
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The data show that the topic with the highest use percentage with respect
to the total most used by politicians (Figure 2) was the demand for vaccines

209



Universitas-XXI, Revista de Ciencias Sociales y Humanas de la Universidad Politécnica Salesiana del Ecuador,
No. 38, March-August 2023

to the government with 40.40 %. The protagonists who have used it the most
have been political representatives in the Autonomous Communities, such as,
for example, the Minister of Health of Junta de Andalucia (55.90 %), the Pre-
sident of the Community of Madrid (53.80 %) and the President of Junta de
Andalucia (51.60 %). On the other hand, the category that has also received a
high use percentage has been record administration of vaccines with 22.70 %
and those using it the most have been Isabel Diaz Ayuso with 30.80 % and
Jests Aguirre with 27.10 %. As for the option extolling the efficacy of vac-
cines, it should be noted that it received 20.60 % of the total data analyzed.
In this category, the role of Carolina Darias stands out as the political leader
who has used it the most, followed by Pedro Sdnchez with 31.80 %. Howe-
ver, the remaining variables monetary fund invested in vaccines and distri-
bution of vaccines among countries /| communities have been the least used
by public institutions. The first mentioned has received only 5.70 % and the
second 10.60 % of the total analyzed with the tool.

Graph 2
Themes used by public institutions
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Regarding the disinformation strategies, one of the categories with more
presence in the political speeches analyzed was polarization (26.20 %). It is
striking that the only protagonist who did not use this strategy was the Presi-
dent of the Government, Pedro Sanchez, with 0 % of the data extracted from
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his tweets. It can also be observed that the most used strategy by all govern-
ment leaders during the development of the Coronavirus has been self-defen-
se with 29.10 % of the total number of tweets investigated (141). It is worth
mentioning the presence of the item raising awareness about the effectiveness
of vaccines, in which Carolina Darias stands out as the person who has used
it the most (60 %) compared to Pedro Sdnchez (40.90 %), showing that the
prevention policy has been led by the managers of health policies. As for the
variable confrontation with other political parties, the leader who has used
it the most has been with 38.50 % along with the rest of the regional leaders
of Partido Popular, while the discourse oriented towards the search for na-
tional unity is only used by the President of the Government Pedro Sédnchez
(4.50 %). Finally, regarding the relationship with the media, it should be no-
ted that all of them use it to a greater or lesser extent, standing out the Valen-
cian regional leader Ximo Puig.

Graph 3
Disinformation strategies of political leaders
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Phase 2: discourse analysis

Finally, the discourse analysis has been oriented to the mechanisms of
fake news and the discourse function carried out. In this case, two comple-
mentary graphs h elaborated to visually represent the results of the analysis,
showing the weighting from the highest to the lowest percentage of the total
analyzed. They also evidence which mechanisms have been used consistently
by each politician, indicating the percentage of each variable and its use.

In this sense, it is observed that the most used mechanism in the publica-
tion of tweets has been the appeal to emotion with 39.70 %, followed by the
appeal to authority with 29.10 %; emphasis with 19.10 %; appeal to igno-
rance with 7.80 %; appeal to force with 3.50 %; and false cause with 0.70 %
of the total sample of analyzed tweets (141).

Graph 4
Mechanisms of fake news most used by politicians
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Regarding the main category which is the appeal to emotion, the person
who uses the most is Carolina Darias with 90 %, while regarding the varia-
ble appeal to authority the person who uses it the most is Jesus Aguirre with
40.70 %. It is also noteworthy that Pedro Sanchez relies on emphasis with
31.80 % to disseminate information. As for the protagonist who makes most
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use of the appeal to ignorance, the president of the community of Madrid,
Isabel Diaz, stands out with 15.40 %. However, the last two variables used less
frequently were the appeal to force and the false cause. In relation to the first
one, Isabel Diaz is the one who has used it the most with 7.70 % and, in the
second one, Ximo Puig stands out with 16.70 %, being the only one to use it.

To conclude this phase, the type of discursive function used by politicians
when disseminating their information on Twitter has been measured from three
variables: conative function, referential function and poetic-expressive functions.
The conative function refers to those messages where there are constant recom-
mendations on social, personal or economic behavior. In this case, one of the
facts that has been most present in political leaders has been about the awareness
of vaccines, since they have been considered essential to stop the spread of the
virus. Therefore, the referential function, refers to those messages where a quan-
tification is shown. These could be the number of people affected, the number
of tests performed, or the total number of vaccines administered. On the other
hand, the poetic/expressive function refers to those messages that have literary
connotations, rhetorical figures or that use an unusual language with respect to

SE T3

the previous ones, for example, “a mortal enemy”, “masks are our protection”...

Graph 5
Discursive functions of political leaders
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Out of the three specified variables observed in graph 5, the conative
function predominates in this analysis with 58.90 %. While the poetic-ex-
pressive function follows with 22 % and the referential with 19.10 %. Thus,
the protagonists who have reached the highest percentages within each va-
riable have been Isabel Diaz (69.20 %) in the conative function, Carolina
Darias (30 %) in the referential function and Ximo Puig (50 %) in the poe-
tic-expressive function.

Conclusions and discussion

According to the OI1, it has been possible to determine that the type of
content published in their tweets by the most influential political leaders in
the management of the pandemic has been basically opinion/valuative. This
aspect shows that institutional leaders try to guide social opinion according
to their political interests, prioritizing opinion over information, emotion over
knowledge, aspects already mentioned by Dards (2001) as a manifestation of
subjectivity, sacrificing objectivity and valuable knowledge for the citizen.

Another aspect that stand out in the analysis of the data collected on Twit-
ter and that lead us to OI2 as a priority strategy used by political representati-
ves has been disinformation, and among the most used topics in their tweets
are the demand for vaccines to the government, used by all the representati-
ves of the institutions responsible for health policy, but those who have most
profusely reflected have been the regional governments, prioritizing this de-
mand over other domestic problems, implying that their voters are more con-
cerned about national politics than regional politics, which undoubtedly, and
coinciding with Vara Miguel (2021), has meant one of the erroneous states
of opinion and with more polarization of the population that have helped to
promote the media and social networks during the pandemic.

Regarding the polarization resource, the results of this research lead us
to OI3, since it has been observed that the most used mechanism has been
polarization, from which the political leaders analyzed have tried to lead
users to an ideological debate, as opposed to a health debate. Undoubtedly,
this leads to the radicalization of the political discourse, confirming the con-
clusions obtained by Miller (2020), when stating that political representati-
ves can sometimes generate social problems, instead of facilitate solutions
to community problems.
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On the other hand, we also identified that self-defense has been a strategic
option, prioritized over information about the circumstances of the pandemic,
showing how the level of emotions has prevailed over facts. Thus, as for the
mechanisms of fake news, the use of the appeal to emotion from public ins-
titutions stands out, denoting the prioritization of pseudo reasoning to modi-
fy both the opinion and the state of mind of citizens, which would be iden-
tified with an irrational behavior of acceptance of a message that, supported
by an apparent truth, originates more disinformation (Gordo Puertas, n. d.).

Finally, the discourse analysis also shows that the discursive function
used by politicians has been the conative function, basing their arguments on
continuous recommendations and advice to society about the social, perso-
nal or economic behavior that citizens should have during the development
of COVID-19, a reflection of a paternalistic model through which many of
them address the population, facilitating misinformation and distorting reality.

The limitations in carrying out this study have been those related to the
territory and the period analyzed, marked by the call for elections in Catalu-
fia, one of the most populated autonomous communities and with great con-
sequences in the political life of the country, as well as the scarce reference
to the object of study in the Twitter profiles of the health councilors of two of
the autonomous communities analyzed, specifically Valencia and Madrid, but
which have been compensated by the messages generated by their presidents.

In the face of a health emergency crisis such as COVID-19, this research
points to the fact that political institutional sources have not disseminated
information based on transparency and truthfulness, so it is advisable to de-
sign future research that, hand in hand with new emerging narratives, social
technology and artificial intelligence, help to identify the citizen opinion of
transparency sites, as well as the laws that support them, as a guarantee of
quality information typical of a democratic state.
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Introduction

At the end of the nineteenth century, Tarde set out the foundations of a
science of the social that is still unique today, which seeks to formulate ge-
neral principles, theoretical concepts and research methodologies that con-
sider difference and change as starting points, but also as points of arrival. A
science that, starting from the phenomenal variety of the social world, is able
to account for its units, similarities and durations, without losing along its
constitutive plurality, heterogeneity and dynamism. Thus, instead of postu-
lating structures and systems that homogenize diversity, making it irrelevant
(totalism), or affirming a plurality of individualities that render the whole no-
minal (atomism), it finds an alternative capable of thinking the conjunction
of the multiple and different, but without uniformity, and without sticking to
static frames, assuming that while there is permanence, there is no change.

According to Tarde, the intellectual framework that will allow this cha-
llenge is the thought of infinitesimal difference and its compositions. The de-
velopment of this perspective is in Leibniz’s philosophical thought and an
epistemology oriented by analogies taken from differential and integral cal-
culus. Hence, a (neo) monadology and infinitesimal perspective, capable of
producing a “quiet revolution” in the social sciences, because it leads to dis-
cover that variety, fluctuation and incompleteness are the primary characters
of social reality. The same occurs in the realm called subjective or individual
— as well as for the rest of nature. Thus, it is a question of producing concepts
and methods that account for the “picturesque” of the social as a fundamen-
tal feature of its own, instead of considering it as a dissipating appearance,
as a mist that covers its reality in the clear, stable, and defined background.
This revolution begins when it identifies “the essence and the end of every
being with its typical difference” (Tarde 1895a, p.416), and characterizes di-
fference as infinitesimal, i.e., as diminutive, constantly variable or moving,
and necessarily plotted in relation to a multitude of other differences of the
same type. This is only the first part, since infinitesimal differences can be in-
tegrated into sets or, (relatively) durable, homogeneous and unitary systems.
The revolution is completed when it is possible to conceptualize these sets or
systems as incomplete units, partial homogeneities, and varying durations.

Neither the notion of society, with its totalizing burden, nor the notion
of individual with its corpuscular bias, are entirely appropriate for such a so-
ciology. Nor are notions of structure, system, mechanism, and aggregate, or
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their metaphors: the building, the organism, the machine, and the whole. To
carry out his program, Tarde formulated a syntax supported by a relatively
small number of concepts that sought to be alternatives to these classical pers-
pectives. On the one hand, he proposed imitation, invention and opposition
as keys to a differential approach to the social field (another key concept).
They configure the domain of a differential sociology or of differences and
variations, oriented to the study of repetition, interference and the conjuga-
tion of beliefs and desires as “elementary, innumerable and infinitesimal”
social facts (Tarde, 1898, p. 35). On the other hand, he developed a social
logic and teleology to understand the compositions (or systems) that origi-
nate and reproduce in that same field —an integral sociology or integrations.
In this regard, Tarde resorts to hydraulic, electromagnetic and epidemio-
logical metaphors that are typical of his theoretical language. It elaborates
the important concept of flow, current or social ray, and seeks to account for
social life and its difficulties in terms of an enormous multiplicity (a field)
of vibrations, contagion or imitative propagations, which unfold as much as
they intertwine and combat each other. He also uses textile metaphors (threads
and plots) and musical metaphors (assemblies and polyphony) for the same
purposes, along with other figures related to the world of mimesis (mirrors
and echoes) and dreams (sleepwalking). Most of these images belong to the
Baroque tradition, and Tarde recreates them to become means of apprehen-
sion, description and (micro) analysis of the socio-historical and subjective
world. Perhaps its most original and promising contribution in this respect:
the metaphor of the brain as a general model of the social understood as the
integral of a multitude of microscopic, and “different” intertwined agents.
The latter will not make the notions of the individual and society disap-
pear — nor will the notion of system. These concepts, however, will be sig-
nificantly reformulated as progress is made towards an infinitesimal unders-
tanding of social life, which requires other actions. First, a critique of the
scientific models must be made to reevaluate the picturesque social pheno-
menon, the exuberance of its variety, its details and features, the profusion of
its accidents and its variations. Once this sensitivity for the chaotic has been
acquired, it is necessary to move to the individuals in their specific socio-his-
torical relations and practices, since it will allow observing similarities, regu-
larities and associations that can be addressed from the double sociological
hypothesis of imitation and invention, without supposing macro-entities that
explain them. The concordance between different individuals and the organi-
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zation of their reciprocal relations do not depend on an objective spirit, way
of production or collective consciousness that transcends and encompasses
them. In fact, a certain way of doing, feeling or thinking arises in a given in-
dividual, at a precise time and place, and it spreads by repeating itself from
one individual to another, associating and resembling them.

If stopping here, it would be individualistic sociology, and many have
believed it, including Durkheim (1975), Blondel (1928), and Lukes (1968).
But this micro-sociological record relationships between individuals, although
indispensable, is still very insufficient. Tarde understands that there is so-
mething like a social reality, and that individuals are the results of its conse-
quence rather than its cause. He will argue that this reality is strictly psychic,
and that it is found within individuals because it “passes” through them as
multiple (micro) currents of opinion, faith, passion, truth and need. The so-
cial is therefore not psychological but “inter-psychological” or “inter-men-
tal”. It is shaped by shared ideas, interests, needs, and creeds produced by
individuals as complex, variable, and intertwined multilinear configurations.
A sea of psychosocial flows in which all subjectivity is constituted, trans-
formed and dismissed. The same occurs for different groups and for institu-
tions or social systems.

For this reason, Tarde (1895, p. 34) says that sociology is the “solar mi-
croscope of the soul.” Such a scientific device begins its research by the-
se or those specific individuals, their specific beliefs, desires and practices,
but without finding ultimate and private psychological elements. There is a
beam of tiny rays or social waves when refining the gaze, each of which has
started from a singular but socially configured focus of irradiation (an indi-
vidual), coming to form relationship lines of local, regional and planetary
scales. Micro-mega, such is the paradoxical dimension of the social, its mea-
sure and also its status.

From society to individuals

The notion of society is a major epistemological obstacle to an infinitesi-
mal perspective of the social, at least when it is burdened with totalitarian
connotations and macro-sociological assumptions. Tarde says that society as
a single entity, centered, distinct from individuals, well defined in its limits,
separated from the others almost as much as from nature, lacks existence.
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The same happens for social history, understood as a process of unique ten-
dency. What Tarde has in mind when rejecting these alternatives is, first and
foremost, Hegel’s social philosophy and theory of history, Marx’s vision of
society and economics, as well as the sociologies of Comte, Spencer, Worms,
and Durkheim. But, if his premises are accepted, his criticisms will prove
valid for any macro-sociological holism, including the functionalisms, struc-
turalisms, and systems of the twentieth century.

These perspectives work away from the level of immediate interaction
between individuals and look at social groupings from afar. At a great dis-
tance, after the multifaceted bustle of everyday social life, one sees a filigree
drawing of (few) powerful structures or systems, which are also strongly
coordinated with one another. Telescopic perspectives, for which the real
object of study is society understood as a great association. A focused enti-
ty with clear boundaries, involving a large number of people, processes and
resources, and whose implicit reference is the modern nation-state. Such so-
cial sciences only consider the market, the state, ideologies, religion or lan-
guage as homogeneous structures or systems with great internal consistency.

Tarde understands that these points of view, which he calls panoramic,
lead to dealing with associations, regularities and similarities (linguistic, re-
ligious, moral, economic or other), which effectively shape the social world.
He also substantiates them by referring to them as entity (the totalizing sys-
tem) that somehow preexists and conditions these relationships, when it does
not determine them. The use of these global nouns — the state, the market,
the nation, etc. — obscures what needs to be discovered. Namely, the multi-
plicity of processes from which each of these associations is made, as well as
the difference by which it has taken place, and the mutations that constantly
transform its configuration. A more detailed approach to the social field will
show that there is nothing there like economics, religion or science in the
abstract, neither in uniqueness nor in exclusivity. Thus, for example, in any
social space, however homogeneous, there will always be certain types of
religious dogmas and rites practiced by certain individuals, which exist side
by side with (or in conflict with) other religious practices, possessing cha-
racteristics, and an evolution different from the former. This would not be
a trivial observation if it were not for Tarde generalizing it as a key theore-
tical-methodological principle. Everything that is social is plural and speci-
fic, the social never exists as a unitary organization, neither exists in general
or in abstract, and the same happens for all the other practices that populate
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that same space at the same time: government, production, law, science, art,
family, etc. These terms can only designate collective and specific ways of
doing, feeling and thinking, each of which always assumes a typical moda-
lity and however, always coexists with others of its same class.

These practices may be in the minority, but they are far from irrelevant,
and not only for ethical reasons, but also for sociological reasons. Conside-
ring them insignificant practices carried out by a few individuals —let alone
by one— is a prejudice close to ethnocentrism and intolerance. But it is also
an epistemological (and political) error, because it is unaware that every so-
cial practice, however tiny, is always related to others that it affects, however
little, and for which it is affected in turn. Such macro-sociological prejudice,
moreover, ignores that socio-historical dynamics are not governed by the laws
of mechanics according to which only great causes produce great effects. It
leads, finally, to analyze societies, their institutions and their majorities as if
they were born made. The key, at least for Tarde, is that the opposite is true:
every minority can be the germ of future majorities, no matter how bizarre
its social practices seem today, and everything important in history has be-
gun not in a minority group but in a singular individual.

What we call social practice, also process or social interaction, has a de-
finition in Tarde’s sociology. It is about the imitation of an invention —or,
philosophically speaking, the repetition of a difference. All the social prac-
tices that we strive to establish (work, family, economy, art, science) are
nothing more than an “accumulation of actions calculated one on the other”
(Tarde, 1882, p.272), a multitude of specific copies, systematically repeated
by a certain number, although variable, of people. Hence, everything that is
social happens between individuals, but also has its origin in a particular in-
dividual. It is there that the beginning, always minimal and relative, of so-
cial things should be sought, regardless of the size they have reached when
investigating them. Christian, Buddhist, or Mohammedan religion, Marxist
ideology, Euclidean geometry, Newton’s law of gravitation, Bentham’s pa-
nopticon, the Fordist production line, are inventions that bear the names of
their visible creators. These are innovations that emerged in a specific field,
in specific places and dates, produced by individuals, which then spread imi-
tatively, uniting their path to the individuals who incorporated and repeated
them. The same happens with inventions, large or small, that do not have
the author’s signature, but not because they are the product of general enti-
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ties such as a society, a culture or an era, but because their inventor was for-
gotten or ignored.

It results into the first definition of what a social group is —or society —
whatever its scale: it is an “organization of imitation” (Afternoon, 1890, p.91),
i.e., of an association woven by the imitation of certain ways of doing, feeling
and thinking, which, repeated regularly by a number of individuals, and have
specific similarities between them. It also turns out that what is repeated or-
ganizing social relations is nothing but an invention (moral, religious, legal,
technical, scientific or culinary), produced once by a certain individual, which
then branched into imitation series of the most diverse scope. To understand
this, it is necessary to say that Tarde provides a very broad sense to the con-
cept of invention, although not for that reason imprecise. He considers that:

All the renovation initiatives that, while bringing to the world both new ne-
eds and new satisfaction, spread or tend to spread by imitation (...), more or
less quickly but with a regular step, like a light wave or a family of termites.
(Tarde, 1882, p. 271

All of this is at stake when Tarde claims that all social is individual, and,
also, that all social is accidental, or what is equal, that the course of social
dynamics is always random, and that human history is always and constitu-
tively unpredictable. Contingency reigns over social life, because the confi-
gurations and the senses that it assumes depend on the chance of inventions
and the chance of repetitions. Tarde understands that the discovery of an in-
novation, whatever it may be, can take place in any individual, even unin-
tentionally. But this may or may not happen even in those who pursue it te-
naciously and skillfully. Its contingent nature is therefore irreducible. On the
other hand, even when repetitions become habits and customs, solidifying
and thus acquiring enormous inertial force, they can also be interrupted at
all times, and be replaced by others or by none. In the same way, this will
depend on the chance of social encounters since each one is exposed to in-
numerable inventions that can modify their behaviors, their emotions and/or
thoughts, becoming new habits and customs.

All of this makes each individual extraordinarily important for social life
in its historical development. If what we call institutions or social systems
are nothing but multiplied and regular repetitions, and if there is nothing (co-
llective consciousness, absolute spirit or mode of production) that can sustain
them beyond those individual repetitions, then these systems may or may not
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be reproduced in each individual. Each individual becomes, in this way, the
possibility of a transformation in the historical course of the systems to which
it reproduces, and may even be the moment of its dissolution. Social systems
vary infinitesimally in each person, because no one repeats them identically.
There can be an invention in each one that acts as the beginning of a diffe-
rent imitative series, modifying matrices of relationship with others and with
oneself, valid, sometimes, for very long periods. Thus, Leibniz in philosophy
and mathematics, Luther in religion, Picasso in art, but also the first peasant
who denied greeting his feudal lord, or the first woman to enter university.

From dots to lines

The double value of the individual is observed in Tarde’s infinitesimal
perspective. On the one hand, it has a major sociological role. Everything
that is social happens in and between individuals, so they have a fundamen-
tal socio-historical role. It can no longer be said that things would have been
the same in general terms without this or that individual. First of all, because
things are never general: it must be said why they were in that way and not
in another way, and each individual counts on it. And this is not only in cases
where “great individuals” make great decisions. Any action, idea or passion
can have consequences given the imitative nature of social relationships. On
the other hand, in methodological terms, the individual is a privileged access
route to socio-historical analysis, precisely because it fulfills in avoiding the
use of general terms and obliges to account for the networks of specific rela-
tionships. It is then an antidote to macro-sociological reifications. If reification
is the action of turning something into something, Tarde sees this operation
in the understanding of the social as collective consciousness (Durkheim),
as an organic system (Spencer) or as dialectical whole (whether Hegelian or
Marxist). In their eyes, these macro perspectives are substantial since they
postulate entities that command the relationships between individuals from
above or deep. In contrast, it claims an eventful sociology in which the in-
dividual has a fundamental role. He knows, however, that the individual can
also be a reification —this time, an atomist. The natural law of Hobbes, Loc-
ke or Rousseau and the political economy of Smith and Ricardo seem to be
good examples in this regard. Rejecting any supra-individual entity, disag-
gregating the social into interactions between specific people, these classic
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micro-reductionisms, in principle, follow an appropriate direction. Yet their
approach is not infinitesimal enough because they fail to account for the (so-
cial) relationships that constitute individuals. Methodological individualism
is still a panoramic view of the social, since it offers a corpuscular perspec-
tive that takes individuals as separate, homogeneous and stable totality. It is
also still substantial since it has them for the last elements, “building bricks”
of the social.

Tarde understands that when getting closer we will see that instead of
preceding and producing social relations, the individual is one of its grea-
test results. However, that does not return us to the premise of the priority
of society and its macro-structures — first, because there would be no such
thing. Tarde shares with Marx, Comte, Durkheim and many others Bonald’s
statement that it is “society that constitutes man, i.e., it forms him by social
education” (cited by Lukes, 1968, p.119). But the problem lies in knowing
what society is, as well as in determining the specific mechanisms of such
training, its modalities and even its duration. According to Tarde, the key to
both issues lies, first and foremost, in the concept of imitation. It argues that
this is the greatest mechanism for the formation of subjectivities, as well as
the mode of production of human groups. In both cases, it is also the reason
for the structured but variable permanence in time of both, i.e., what, from
afar, is usually seen as his identity.

The first thing to mention is that when Tarde speaks of imitation, he does
not refer to the activity of an individual, only that, from the innermost of his
faculties, he copies others, in the manner of a subject in front of an object.
Rather, imitation is the social relationship in which subjectivity is constitu-
ted as a psychic configuration of relative coherence and determination. “One
is not born, but becomes like it,” Tarde says (1890, p. 92), and this can only
occur by reflecting on others and resembling them. Such relationships occur,
most of the time, not only unconsciously, but also inverted, as a good mirror:
“to have nothing but suggested ideas and to believe them spontaneously: such
is the illusion proper of a sleepwalker, and also of the social man” (Tarde,
1890, p.98). What happens with ideas, happens with feelings, likes and dis-
likes as well. According to Tarde, we are reflections or echoes of the most
diverse acts, words, gestures and states that others transmit to us, wanting it
or not, and that we reproduce, always varying them to a certain degree: li-
ving and imperfect mirrors.
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This formative social influence of subjectivity does not stop in adulthood,
nor does its mimetic character change. From birth until death, we copy the
actions, thoughts and feelings of others, which we internalize as memory,
transform into judgment and will, and put into practice as habits. These mi-
metic relationships are not limited to a psychogenetic period (childhood), nor
to a specific institution (family, school). Everything is pedagogical for mi-
rror individuals, or better, for kaleidoscope individuals. Permanent mimesis
also is not limited to face-to-face interactions, nor is it limited to the present.
It is a “remote action” —sometimes very long in time and space. It copies
everything that has been produced by individuals near and far, known and
unknown, in the most diverse eras and geographies, it reaches us through a
series of individuals who have repeated it.

Hence, imitation constitutes a type of relationship that can be charac-
terized as linear or, better, as micro-linear. It is an “inter-mental” or “inter-
psychological” action that works by linking those who lead it, producing a
certain continuity between them. Individuals are intertwined and interpene-
trated in it, most often imperceptibly. It is also a contagious form of com-
munication that spreads from one individual to another with variable speed,
intensity and extent. Hence, one of the most typical and important concepts
of this sociology is that of current, flow or imitative ray.

It turns out that this way of referring to the social has something of a cum-
bersome and something of a puzzling effect. On the one hand, it aims to identify
each invention and each imitative series, and, if possible, each inventor and even
each imitator'. On the other hand, and at the same time, it uses the continuist
concepts of current, flow or social ray. The work will prove essential, and the
confusion may be tempered by understanding that this (baroque) style depends
on a (neo-monadological) syntax that requests it. This syntax states that rela-
tionships —lines— precede and constitute terms — points— so that any point
is the result of an intersection of lines. He further argues that these terms are
never simple, isolated, or neutral, precisely because they are made of specific
linear relationships. But they are not passive either, since they produce altera-
tions capable of interrupting and, above all, modifying the course of the lines

1 For this reason, Latour says the statistical and methodological tools Tarde dreamed of, and which
are necessary to carry out his sociology, came with the Internet, since they allow us to track exactly
“any rumour, any news, any data, any purchase and sale.” The set of devices and techniques that, in
a generic way, today we call big data, “is tracking, before our eyes, just the kind of data that Tarde
would have hailed” (Latour, 2010, p. 160).
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that cross them —which can have consequences which are unpredictable and
sufficient given the universal connection of all things. Infinitesimal sociology
must therefore necessarily be micro-historical, detailed and differential, as well
as broadly cartographic, universalist and integral. Hence the lengthy enumera-
tions to which Tarde sometimes gives himself, punctuous, but not punctualis-
tic, and the extensive historical periods that he needs to travel, even if only in
an allusive or brief way. Hence, the seemingly strange operation of valorizing
continuous social flows and individuals at once.

The social as a skein, the individual as a ball of yarn

This leads us to introduce another concept, which is essential in the syntax
of this infinitesimal sociology, although perhaps under-theorized: the social
field. As seen, society could not form individuals since society exists neither
in general nor in uniqueness. What is there is an undulatory and plural field.
A field made up of a multitude of diverse mimetic rays, whose sources are
the innumerable inventions from which they propagate, following specific di-
rections and carrying subjectivation and association modes that are proper to
them. Far from constituting a homogeneous totality (society) and from being
composed of global subsystems (economy, culture, etc.), this field is woven
by a detailed multitude of imitations which, repeating themselves from one
individual to another, form specific flows: moral, religious, economic, juri-
dical, scientific, culinary, familial, sexual, etc., and each of them is socio-
historically singular. Hence, they have different geographical and temporal
origins, and they carry different modes of relationship, understanding and
sensibility (worlds). It also means that they run at unequal rhythms, possess
dissimilar intensities and reach varied geographical and temporal scales.

Thus, what at a macroscopic distance appears as a block (society), re-
questing systemic and synchronic treatments, is at the same time historici-
zed, but multiplying and particularizing itself in a multitude of heterogeneous
historical wefts (the social field). Everything and every social thing - ideas,
emotions, acts, relations, institutions and artifacts - is now transformed into
a specific creation among thousands, which spreads carrying its differential
genealogy and its characteristic dynamics. Each way of doing, feeling and
thinking, as well as each socially circulating object, thus possesses its own
internal force, its own distinctive purpose and logic. But this is not all. Each
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one, in its apparent uniformity and consistency, is made up of a myriad of
imitative currents coming from the most diverse sources and directed in the
most diverse directions. Each one is always intimately communicated with
a multitude of human beings, living and dead, made in the same way. The
individual on an infinitesimal scale, reveals itself rather as the integration,
never too coherent, of social forces that configure and exceed it.

Consequently, the imitable and the imitated is never an individual as such,
a whole individual, since there would be no such thing. Far from being struc-
tured as a fully defined totality, all subjectivity functions as the open and va-
riable configuration — the integral — of innumerable dynamic imitations. And
this is as true for the one who copies as for the one who is copied. But, in addi-
tion, one never imitates in a global way, but in detail. Models are copied and
transmitted, i.e., forms of action, intellection and/or affectation that are always
specific, and more or less precise, that are the imitated inventions seen closely
and in their sociological functioning. For that reason, when Tarde refers to them
in the context of their diffusion, he calls them molds, clichés or, more simply,
examples (he could have called them algorithms, or even information). Thus,
work in general is not copied or propagated, but, for example, “the art of car-
ving flint, of taming the dog, of making a bow, (...) of fermenting bread, of
working bronze, of extracting iron, etc.” (Tarde, 1890, p.47). The same is true
for the forms, always social, of love or friendship, food, clothing, art, science,
etc. These detailed models which, by replicating and internalizing themselves
produce self-similarities (individuals) and by propagating themselves give rise
to associations (groups, societies), as well as to regularities in certain shared
ways of doing, feeling and thinking (social systems or institutions).

Each individual participates at the same time in different types of rela-
tionship, but none participates (directly) in all the existing ones. And, more
importantly, each one is simultaneously part of different groupings, which
implies that he or she is a regular bearer of practices, thoughts and feelings
that, when viewed closely, are never quite in agreement with each other. Hen-
ce, someone can be considered, and consider himself, Scottish and English
at the same time, practice Catholicism and not reject abortion or drugs, hold
sexist and feminist perspectives on different issues and to different degrees,
support racist immigration policies and neo-Keynesian economic prescrip-
tions. Those with a passion for systemic coherence will see inconsistencies
and/or contradictions typical of agitated post-traditional (modern and post-
modern) times. Tarde affirms that the principle of the excluded third party is
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not the main operator of social or subjective articulations, and that the adjus-
ted coherence of collective values does not exist in modernity, but neither did
it exist before nor will it come later. Given the multi-linear and polygenetic
character of the social field, no system configured can be completely coherent,
closed, stable or with uni-linear evolution. Thus, it is an invitation to recon-
sider the dominant narrative, within and outside the social sciences, accor-
ding to which all past times were organic, well-cohesive and homogeneous.

Every social field is woven by countless infinitesimal repetitions of cou-
ntless past and present inventions, which propagate at the same time in diffe-
rent directions and with diverse scopes. Therefore, it is necessary to concei-
ve it as a thick interweaving of imitative radiations among which countless
interferences, both conflicting and creative, are produced. This makes it ne-
cessary to describe social history, not as a single drama developed in pro-
gressive stages, but as “that tangled skein, or rather, that confused mixture
of multicolored skeins” (Tarde, 1898a, p.61) that unfolds according to diver-
se temporalities. This “confusion” comes from the lack of a single direction
and the superabundance of these radiations in the same social field, but it is
important to point out that the radiations do not need to be confusing, and
usually they are (they carry precise models). It is also important to emphasi-
ze that, in this socio-historical welter of dynamic differences, lasting social
and subjective configurations take place. However, they are not the product
of organismic or dialectical systems, but emerge as more or less coherent in-
tegrations of variable and heterogeneous relations, as (baroque) assemblages.

The remarkable plasticity of these integrations, as much as the associati-
ve and subjectivizing power of the flows that compose them, comes from the
material from which they are woven: beliefs and desires. In fact, it is there that
the most proper level of the social is located. They are the true components
and the true agents of social life - they are its force and its substance, as Tarde
says (1890). It is the inextinguishable dynamism of these microscopic forces
that gives an impalpable materiality to the social; they are the source of its li-
mitless generative capacity, as much as of its surprising capacity for contagion.

Beliefs and desires as infinitesimal social forces

There is here a final micro-analytical shift that does not disprove or rela-
tivize what has been said so far, but rather specifies it while at the same time
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broadens it immensely. The invented and imitated social models are com-
posed of psychic elements —such are beliefs and desires, but it also requi-
res not to go back atomism, a habit that at every step obstinately reinstates
the imaginary of particles. The beliefs and desires in question are certainly
psychic forces, but they should not therefore be understood as simply inter-
nal or subjective —much less as punctiform and separate. Rather, they are
micro-linear, minute, but infinitely complex elements, interwoven in an in-
tensive continuum, i.e., they are strictly infinitesimal.

Tarde (1894, p.240) holds a conception of the psyche according to which
beliefs, desires and sensations are “the only elements of the soul”. All subjec-
tive processes would then be made up of these three basic components and
their combinations. He includes ideas, principles, precepts and judgments
in the former; he finds passions, interests, purposes and projects in the lat-
ter. The latter are manifested as faith, conviction or reasoning; the former, as
will, inclination or intention. As for sensations, Tarde will say that they are
qualitative impressions, unique and irreproducible, which draw their proper
psychological value from the beliefs and desires that give them meaning and
value. Thus, sensations as such are mainly ephemeral, and change from one
individual to another, while the capacity to desire and believe ““is the same
in everyone”. This is because all human bodies would possess the same be-
lieving and desiring faculty, and their psychic life would function according
to the same basic operations. Namely, affirmation and negation in the case
of belief; attraction and repulsion in the case of desire. Each of these opera-
tions is subject to varying degrees of intensity, there being a continuum bet-
ween the two extremes.

For the same reason, psychic life is made of chiaroscuro, and one can
perfectly speak of semi-beliefs and semi-desires. As for Leibniz, Maine de
Biran and Cournot, ideas, passions and perceptions are conceived as being
distributed along a line that goes from clarity and distinction to confusion
and darkness, passing through an infinite range of grays. In addition, it is
affirmed that one possesses different degrees of consciousness, and that the-
re are unconscious ones. But in all cases, at least for Tarde, these are rever-
sible conditions: the ideas, the inclinations, the interests that inhabit us can
pass, by degrees and without solution of continuity, from a conscious state
to an unconscious one -and vice versa. The same is true for the clarity and
distinction of its contents, as well as for the sign of its dynamics. For this re-
ason, volitional attraction and repulsion with respect to the same object are
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reversible, as are its intellective acceptance and rejection. Beliefs and desi-
res can finally combine with each other in countless possible ways, and in
countless degrees, making the systems of ideas and feelings capable of far
exceeding the principles of coherence required by classical logic, and they
usually do. The fact that they behave like algorithms does not imply that they
are consistent systems.

Hence their enormous compositional flexibility, as well as their propaga-
tion power. But there is, in addition, a negative condition for both things to
happen. Neither beliefs nor desires are determined by the biological needs of
the human body, nor by the schemas of an innate reason. Nor are they com-
manded by a law of culture that is universal in its contents - the prohibition
of incest, for example. All of which implies that, by right, but also in fact,
anything can be believed and willed. It also implies, as said before, that the
interests, convictions and volitions that make up the (intra)psychic life are
necessarily received from others, and that they have a formative and structu-
ring value, but also a transforming influence, which never ceases.

At this point it is worth asking whether social life possesses needs and/
or reasons that act as foundations of the socially circulating values, interests
and tastes that the individual receives and makes his own. Tarde’s answer to
this question is negative, since he understands that social life is also psychic.
Since it is fundamentally made up of beliefs and desires, the above conside-
rations apply to it as well: like individuals, groups can believe and want an-
ything. There is no biological or rational (or theological) basis for common
beliefs and desires, nor for the social practices and institutions they mobili-
ze, shape and sustain®. Monotheism or polytheism, democracy or monarchy,
monogamy or polygamy, modern or postmodern sciences: there are no extra-
social reasons for the transmission and institutionalization of certain shared
convictions and passions, and their establishment as dominant values, truths
and practices. It makes no sense to look for truer truths or fairer values, hidden
behind those that prevail in a social field for more or less prolonged perio-
ds. It simply happens that many other truths and righteousnesses are less wi-
despread in that same field, and that many (an infinite number) are possible

2 Almost a century after Tarde, Cornelius Castoriadis (2010) will talk about the imaginary self-institution
of society. However, one of the main differences of Tarde’s social theory with regard to Castoriadis
is the “flattening” and radical decentralization of social “imaginary meanings”.
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and are ready to be updated, i.e., to be transformed into reality through their
combination into inventions and their imitative propagation.

Thus, beliefs and desires turn out to be the true infinitesimal agents of
social life. Social and subjective reality are made from their propagation,
combination and opposition. They are also the cause of the constant muta-
tions that are registered in individuals and groups. For the same reason, it is
necessary to conceive that both are configured, transformed and, eventua-
Ily, fall apart in the most primary field, but which is still, and fundamenta-
Ily, social. A heterogeneous, a-centered and poly-rhythmic field made of an
innumerable multitude of intertwined (inter-mental) psychic forces. These
immaterial and contagious micro-vectors present differences and future pos-
sibilities, and are configured as models of action, intellection and affectation,
and propagate as flows or waves, imposing their visions of the world and
their organization forms of social relations. But, in addition, they interfere
with each other in two ways: they combine, giving rise to new models that
will spread in turn, or they are locked in opposition, producing conflicts, also
contagious, capable of acquiring the most diverse intensities and scales, and
all this happens at the same time. Systematicity, transformation and social
conflict do not occur in large homogeneous blocks, nor in successive stages
governed by the principle of mutual exclusion (where one occurs, the other
is displaced or suspended). Rather, they take place simultaneously, multiply
and dynamically. Tarde also wants to account for this when he speaks of so-
cial field or, more often, of social life.

As a way of conclusion

Towards the end of the 19" century, Gabriel Tarde was a world reference
in social sciences and humanities. At that time, his sociological, psychologi-
cal and philosophical ideas had great visibility and interest, his books were
translated into different languages and the prestigious Collége of France had
a subject for him. Subsequently, all this was practically forgotten, and his
name was barely mentioned until the end of the 1960s when Deleuze (2002,
2009) drew his attention to Tarde’s grammar of infinitesimal difference, using
it in his own treatment of the social and the subjective. Later, Foucault (1989)
and then Latour (2005, 2002) will do the same. Since then, Tarde’s works
have been republished and a growing number of scholars have been dealing
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with them, both in terms of the history of ideas and in relation to their pos-
sibilities of dialoguing with the present and contributing to understanding
contemporary social phenomena.?

It so happens that many of the issues that Tarde centrally addresses in his
work are today transdisciplinary concerns, such as social networks, diffusion,
innovation, the media, public opinion, the contagion of thoughts and passions,
leadership, globalization, among others. But, is the theoretical structure of
his sociology interesting only because these “phenomena” are now impor-
tant? Should we then assume that this social theory was not relevant befo-
re and is relevant now, or is it relevant again? This position is valid only if
one claims that the scaffolding concepts of a social science change or must
change when a society or a period change. Hence, this reasoning would be as
follows: systemic approaches are valid for analyzing industrial and national
societies, but reticular approaches must be used with the advent of post-in-
dustrial and globalized societies, since the notion of network would be more
appropriate to capture these transformations. In the first case, Marx, Spencer
or Durkheim would officiate as appropriate classical authors, and their des-
cendants and more or less contemporary interlocutors (Parsons, Luhmann,
Althusser or Bourdieu, for example) are especially welcome. In the second
case, since societies have indeed changed and new objects have appeared,
these perspectives are no longer entirely useful. It will then be necessary to
develop a new one and, eventually, to seek inspiration from sociologies of
the past that might now be useful. So, as far as classical references are con-
cerned, Durkheim leaves (and/or Parsons), and Tarde comes (or Simmel, or
Mead). We will not discuss this habitual practice, we will only point out that
it does not only correspond to Tarde’s position - nor, incidentally, to that of
the other authors mentioned.

As said, according to Tarde, every society, in every time and place, is a
network and not a system (functionalist, structuralist or systemic) nor an ag-
gregate of atomized individuals. According to Tarde, the set of similarities,
regularities and concordances between individuals, which does not lead to
speak of the existence of societies and groups, is due to the presence of si-
milar and precise ideas and passions in each of these individuals. However,
these similarities in desiring and believing do not refer to the equality of their

3 For more examples see Candea (2010), Lazzaratto (2002) and Sampson (2012). For the relations
between Tarde, Deleuze and Foucault I cite Tonkonoff (2017).
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biological needs, nor are they the corollary of an innate reason, common to
all of them, nor do they result from deep or transcendent collective symbo-
lic structures that configure and contain them. Rather, they derive from the
propagation of interaction, intellection and affectation models which, sprea-
ding from one brain to another, form psychosocial currents capable of esta-
blishing specific correlation and correspondence links. Therefore, it is co-
rrect to affirm that nations, ethnic groups and families, but also industrial or
financial corporations, religious congregations, political parties and criminal
gangs would be nothing other than intermental networks of family, national,
economic, religious, political and criminal beliefs and desires, respectively.

Therefore, the approach of this sociology to any social group is deman-
ding and is oriented to discern, if possible, each of the individuals that make
it up, as well as to differentiate the different types of relationships that are
established between them. But its ultimate goal is not the individuals and
their relationships, but the faith and passion that guide these relationships
and intimately communicate these individuals with each other and with
themselves. Only by identifying and following these flows in their concrete
socio-historical paths, mapping their extensions, measuring their intensities
and speeds, describing their dynamics and characteristic effects, will we en-
ter the level of the social itself - which, then, should not be characterized as
micro-sociological but as infinitesimal. Also, the singular configurations we
call individuals are the result of integration processes of a plethora of social
beliefs and desires that have become memory, judgments and personal habits.
Moreover, each person is a bio-psycho-social system because of the form of
his/her sociogenesis, never entirely coherent nor entirely defined, which is
in uninterrupted continuity with the psychosocial field that constitutes it as
much as it eliminates it. Far from being the well-defined entity that we like
to imagine, every individual functions always interpenetrated with others,
transforming it into a vacillating and, in a certain sense, intermittent confi-
guration, which imperceptibly comes and goes, perhaps many times a day.
It happens that every individual is intertwined with others by means of two
types of imitative processes distinguishable by their intensity and speed, and
not by their contents. One is that of the slow and stable repetitions known as
institutions and customs; the other is that of the rapid and intense imitations
that Tarde calls fashions, and which include the fickle currents of opinion
and collective affections, i.e., inter-cerebral.
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Thus considered, social life shows itself differentially multiplied in an
extraordinary variety of specific human creations that repeat and propagate
themselves in imitative series that unfold with the most diverse scopes, as
much as they get caught in conflicts or are integrated in new inventions that
will branch out creating, in turn, new social worlds. There would then be no
such thing as a global and homogeneous society, a coherent and defined sys-
tem of systems, the continent of all social interactions. What emerges, instead,
are associations woven by singular mimetic currents, which are not necessa-
rily coherent among themselves or equally all-encompassing. This happens
in such a way that the national association (society) does not coincide with
the religious, nor with the economic, scientific, artistic, and so on. Each of
these modalities of relation is regulated by distinctive beliefs (or senses) and
desires (or ends), whose total concordance in a closed system is not possi-
ble —and, at least for Tarde, not desirable either. If units exist, they will be,
here as elsewhere, partial, open and variable.
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secciones de cinco articulos cada una, la primera referida a un tema Mono-
grafico preparado con antelacion y con editores temadticos y la segunda, una
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3. Presentacion, estructura y envio de los manuscritos

Los trabajos se presentardn en tipo de letra Arial 10, interlineado simple,
justificado completo y sin tabuladores ni espacios en blanco entre parrafos.
Solo se separardn con un espacio en blanco los grandes bloques (titulo, au-
tores, resimenes, descriptores, créditos y epigrafes). La pagina debe tener 2
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Los trabajos deben presentarse en documento de Microsoft Word (.doc o
.docx), siendo necesario que el archivo esté anonimizado en Propiedades de
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Los manuscritos deben ser enviados tinica y exclusivamente a través del
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previamente. No se aceptan originales enviados a través de correo electr6-
nico u otra interfaz.

3.1. Estructura del manuscrito

Para aquellos trabajos que se traten de investigaciones de cardcter empi-
rico, los manuscritos seguirdn la estructura IMRDC, siendo opcionales los
epigrafes de Notas y Apoyos. Aquellos trabajos que por el contrario se tra-
ten de informes, estudios, propuestas y revisiones podran ser mas flexibles
en sus epigrafes, especialmente en Material y métodos, Andlisis y resultados
y Discusién y conclusiones. En todas las tipologias de trabajos son obliga-
torias las Referencias.

1) Titulo (espaiiol) / Title (inglés): Conciso pero informativo, en caste-
Illano en primera linea y en inglés en segunda. Se aceptan como maximo 80
caracteres con espacio. El titulo no solo es responsabilidad de los autores,
pudiéndose proponer cambios por parte del Consejo Editorial.

2) Nombre y apellidos completos: De cada uno de los autores, organiza-
dos por orden de prelacidn. Se aceptardn como médximo 3 autores por origi-
nal, aunque pudieren existir excepciones justificadas por el tema, su comple-
jidad y extension. Junto a los nombres ha de seguir la categoria profesional,
centro de trabajo, correo electrénico de cada autor y nimero de ORCID. Es
obligatorio indicar si se posee el grado académico de doctor (incluir Dr./Dra.
antes del nombre).

3) Resumen (espaiiol) / Abstract (inglés): Tendra como extensién maxi-
ma 230 palabras, primero en espafiol y después en inglés. En el resumen se
describird de forma concisa y en este orden: 1) Justificacion del tema; 2) Ob-
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jetivos; 3) Metodologia y muestra; 4) Principales resultados; 5) Principales
conclusiones. Ha de estar escrito de manera impersonal “El presente trabajo
analiza...”. En el caso del abstract no se admitird el empleo de traductores
automaticos por su pésima calidad.

4) Descriptores (espaiiol) / Keywords (inglés): Se deben exponer 6
descriptores por cada versién idiomadtica relacionados directamente con el
tema del trabajo. Serd valorado positivamente el uso de las palabras claves
expuestas en el Thesaurus de la UNESCO.

5) Introduccion y estado de la cuestiéon: Debe incluir el planteamiento
del problema, el contexto de la problematica, la justificacion, fundamentos
y propésito del estudio, utilizando citas bibliograficas, asi como la literatura
mds significativa y actual del tema a escala nacional e internacional.

6) Material y métodos: Debe ser redactado de forma que el lector pueda
comprender con facilidad el desarrollo de la investigacién. En su caso, des-
cribird la metodologia, la muestra y la forma de muestreo, asi como se hara
referencia al tipo de andlisis estadistico empleado. Si se trata de una meto-
dologia original, es necesario exponer las razones que han conducido a su
empleo y describir sus posibles limitaciones.

7) Analisis y resultados: Se procurara resaltar las observaciones mas
importantes, describiéndose, sin hacer juicios de valor, el material y méto-
dos empleados. Aparecerdn en una secuencia logica en el texto y las tablas
y figuras imprescindibles evitando la duplicidad de datos.

8) Discusion y conclusiones: Resumira los hallazgos mas importantes,
relacionando las propias observaciones con estudios de interés, sefialando
aportaciones y limitaciones, sin redundar datos ya comentados en otros apar-
tados. Asimismo, el apartado de discusion y conclusiones debe incluir las de-
ducciones y lineas para futuras investigaciones.

9) Apoyos y agradecimientos (opcionales): El Council Science Edi-
tors recomienda a los autor/es especificar la fuente de financiacién de la in-
vestigacion. Se considerardn prioritarios los trabajos con aval de proyectos
competitivos nacionales e internacionales. En todo caso, para la valoracién
cientifica del manuscrito, este debe ir anonimizado con XXXX solo para su
evaluacion inicial, a fin de no identificar autores y equipos de investigacion,
que deben ser explicitados en la Carta de Presentacion y posteriormente en
el manuscrito final.

10) Las notas (opcionales) irdn, solo en caso necesario, al final del articu-
lo (antes de las referencias). Deben anotarse manualmente, ya que el sistema
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de notas al pie o al final de Word no es reconocido por los sistemas de ma-
quetacion. Los nimeros de notas se colocan en superindice, tanto en el texto
como en la nota final. No se permiten notas que recojan citas bibliograficas
simples (sin comentarios), pues éstas deben ir en las referencias.

11) Referencias: Las citas bibliograficas deben resefiarse en forma de
referencias al texto. Bajo ningtin caso deben incluirse referencias no citadas
en el texto. Su nimero debe ser suficiente para contextualizar el marco tedri-
co con criterios de actualidad e importancia. Se presentardn alfabéticamente
por el primer apellido del autor.
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tos, 12(6), 199-2013. https://doi.org/10.17163/ret.n12.2016.05

Articulo de revista (hasta seis autores): Ospina, M.C., Alvarado, S.V., Fe-
fferman, M., & Llanos, D. (2016). Introduccidn del dossier tematico “Infan-
cias y juventudes: violencias, conflictos, memorias y procesos de construccion
de paz” [Introduction of the thematic dossier “Infancy and Youth: Violence,
Conflicts, Memories and Peace Construction Processes”]. Universitas, 25(14),
91-95. https://doi.org/10.17163/uni.n25.%25x

Articulo de revista (mas de seis autores): Smith, S.W., Smith, S.L. Pieper,
K.M., Yoo, J.H., Ferrys, A.L., Downs, E..... Bowden, B. (2006). Altruism on
American Television: Examining the Amount of, and Context Surronding.
Acts of Helping and Sharing. Journal of Communication, 56(4), 707-727.
https://doi.org/10.1111/j.1460-2466.2006.00316.x

Articulo de revista (sin DOI): Rodriguez, A. (2007). Desde la promocién de
salud mental hacia la promocién de salud: La concepcion de lo comunitario
en la implementacion de proyectos sociales. Alteridad, 2(1), 28-40. (https://
g00.gl/zDb3Me) (2017-01-29).

LIBROS Y CAPITULOS DE LIBRO

Libros completos: Cuéllar, J.C., & Moncada-Paredes, M.C. (2014). El peso
de la deuda externa ecuatoriana. Quito: Abya-Yala.
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Capitulos de libro: Zambrano-Quifiones, D. (2015). El ecoturismo comu-
nitario en Manglaralto y Colonche. En V.H. Torres (Ed.), Alternativas de
Vida: Trece experiencias de desarrollo endégeno en Ecuador (pp. 175-198).
Quito: Abya-Yala.

MEDIOS ELECTRONICOS

Pérez-Rodriguez, M.A., Ramirez, A., & Garcia-Ruiz, R. (2015). La com-
petencia medidtica en educacion infantil. Andlisis del nivel de desarrollo en
Espaifia. Universitas Psychologica, 14(2), 619-630. https://doi.org.10.11144/
Javeriana.upsy14-2.cmei

Es prescriptivo que todas las citas que cuenten con DOI (Digital Object
Identifier System) estén reflejadas en las Referencias (pueden obtenerse en
http://goo.gl/gfruhl). Todas las revistas y libros que no tengan DOI deben
aparecer con su link (en su version on-line, en caso de que la tengan, acorta-
da, mediante Google Shortener: http://goo.gl) y fecha de consulta en el for-
mato indicado.

Los articulos de revistas deben ser expuestos en idioma inglés, a excep-
cion de aquellos que se encuentren en espaiiol e inglés, caso en el que se ex-
pondra en ambos idiomas utilizando corchetes. Todas las direcciones web
que se presenten tienen que ser acortadas en el manuscrito, a excepcion de
los DOI que deben ir en el formato indicado (https://doi.org/XXX).

3.3. Epigrafes, tablas y grdficos

Los epigrafes del cuerpo del articulo se numerardn en ardbigo. Irdn sin
caja completa de mayus-culas, ni subrayados, ni negritas. La numeracion ha
de ser como maximo de tres niveles: 1./1.1./1.1.1. Al final de cada epigra-
fe numerado se establecerd un retorno de carro.

Las tablas deben presentarse incluidas en el texto en formato Word se-
gtin orden de aparicidon, numeradas en ardbigo y subtituladas con la descrip-
cion del contenido.

Los graficos o figuras se ajustardn al nimero minimo necesario y se pre-
sentardn incorporadas al texto, segtin su orden de aparicién, numeradas en
arabigo y subtituladas con la descripcién abreviada. Su calidad no debe ser
inferior a 300 ppp, pudiendo ser necesario contar con el grafico en formato
TIFF, PNG o JPEG.
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4. Proceso de envio

Deben remitirse a través del sistema OJS de la revista dos archivos:

1) Presentacion y portada, en la que aparecerd el titulo en espafiol e in-
glés, nombres y apellidos de los autores de forma estandarizada con nimero
de ORCID, resumen, abstract, descriptores y keywords y una declaracion de
que el manuscrito se trata de una aportacion original, no enviada ni en proceso
de evaluacidn en otra revista, confirmacion de las autorias firmantes, acepta-
cién (si procede) de cambios formales en el manuscrito conforme a las normas
y cesion parcial de derechos a la editorial (usar modelo oficial de portada).

2) Manuscrito totalmente anonimizado, conforme a las normas referi-
das en precedencia.

Todos los autores han de darse de alta, con sus créditos, en la plataforma
OJS, si bien uno solo de ellos sera el responsable de correspondencia. Nin-
gln autor podré enviar o tener en revision dos manuscritos de forma simul-
tanea, estimdndose una carencia de cuatro nimeros consecutivos (2 afios).
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GUIDELINES FOR EXTERNAL
REVIEWERS OF «<UNIVERSITAS»

The Council of External Reviewers of «Universitas» is an independent
collegiate body whose purpose is to guarantee the excellence of this scientific
publication, because the blind evaluation - based exclusively on the quality
of the contents of the manuscripts and carried out by experts of recognized
International prestige in the field - is, without a doubt, the best guarantee for
the advancement of science and to preserve in this header an original and
valuable scientific production.

To this end, the Council of External Reviewers is made up of seve-
ral scholars and international scientists specialized in Education, essential
to select the articles of the greatest impact and interest for the international
scientific community. This in turn allows that all the articles selected to pu-
blish in «Universitas» have an academic endorsement and objectifiable re-
ports on the originals.

Of course, all reviews in «Universitas» use the internationally standar-
dized system of double-blind peer evaluation that guarantees the anonymity
of manuscripts and reviewers. As a measure of transparency, the complete
lists of reviewers are published on the official website of the journal (www.
http://Universitas.ups.edu.ec/) los listados completos de los revisores.

1. Criteria for acceptance/rejection of manuscript evaluation

The editorial team of «Universitas» selects those that are considered
more qualified in the subject of the manuscript from the list of reviewers of
the Council of Reviewers. While the publication requires the maximum co-
llaboration of reviewers to expedite the evaluations and reports on each ori-
ginal, acceptance of the review must be linked to:

a. Expertise. Acceptance necessarily entails the possession of compe-
tences in the specific theme of the article to be evaluated.

b. Availability. Reviewing an original takes time and involves careful
reflection on many aspects.
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c. Conflict of interests. In case of identification of the authorship of
the manuscript (despite their anonymity), excessive academic or fa-
mily closeness to their authors, membership in the same University,
Department, Research Group, Thematic Network, Research Projects,
joint publications with authors ... or any other type of connection
or conflict / professional proximity; The reviewer must reject the
publisher’s invitation for review.

d. Commitment of confidentiality. Reception of a manuscript for eva-
luation requires the Reviewer to express a commitment of confiden-
tiality, so that it cannot be divulged to a third party throughout the
process.

In the event that the reviewer cannot carry out the activity for some of
these reasons or other justifiable reasons, he/she must notify the publisher
by the same route that he/she has received the invitation, specifying the re-
asons for rejection.

2. General criteria for the evaluation of manuscripts

a) Topic

In addition to being valuable and relevant to the scientific community,
the topic that is presented in the original must be limited and specialized in
time and space, without excessive localism.

b) Redaction

The critical assessment in the review report must be objectively written,
providing content, quotes or references of interest to support its judgment.

¢) Originality

As a fundamental criterion of quality, an article must be original, unpu-
blished and suitable. In this sense, reviewers should answer these three ques-
tions in the evaluation:

* Is the article sufficiently novel and interesting to justify publication?
* Does it contribute anything to the knowledge canon?
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e Is the research question relevant?

A quick literature search using repositories such as Web of Knowledge,
Scopus and Google Scholar to see if the research has been previously cove-
red, may be helpful.

d) Structure

Manuscripts that refer to «Universitas» must follow the IMRDC struc-
ture, except those that are literature reviews or specific studies. In this sen-
se, the originals must contain summary, introduction, methodology, results,
discussion and conclusion.

*  The title, abstract, and keywords should accurately describe the con-
tent of the article.

e The review of the literature should summarize the state of the ques-
tion of the most recent and adequate research for the presented work.
It will be especially evaluated with criteria of suitability and that the
references are to works of high impact - especially in WoS, Scopus,
Scielo, etc. It should also include the general explanation of the stu-
dy, its central objective and the followed methodological design.

e In case of research, in the materials and methods, the author must
specify how the data, the process and the instruments used to respond
to the hypothesis, the validation system, and all the information ne-
cessary to replicate the study are collected.

*  Results must be clearly specified in logical sequence. It is important
to check if the figures or charts presented are necessary or, if not, re-
dundant with the content of the text.

* In the discussion, the data obtained should be interpreted in the light
of the literature review. Authors should include here if their article
supports or contradicts previous theories. The conclusions will sum-
marize the advances that the research presents in the area of scienti-
fic knowledge, the future lines of research and the main difficulties
or limitations for carrying out the research.

*  Language: 1t will be positively assessed if the language used facilitates
reading and is in favor of the clarity, simplicity, precision and trans-
parency of the scientific language. The Reviewer should not proceed
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to correction, either in Spanish or English, but will inform the Edi-
tors of these grammatical or orthographical and typographical errors.

e Finally, a thorough review of the references is required in case any
relevant work has been omitted. The references must be precise, ci-
ting within the logic of the subject at study, its main works as well
as the documents that most resemble the work itself, as well as the
latest research in the area.

3. Relevant valuation dimensions

«Universitas» uses an evaluation matrix of each original that responds to
the editorial criteria and to compliance with the publication normative. In this
sense, the reviewers must attend to the qualitative-quantitative assessment
of each of the aspects proposed in this matrix with criteria of objectivity, re-
asoning, logic and expertise.

RESEARCHES
Valuable items P.
01. Title and abstract (clarity and structure) 0/5

02. Thematic relevance
03. Originality of the work 0/10
04. Review of the literature

05. Structure and organization of the article
06. Argumentative capabilities 0/10
07. Redaction

08. Methodological rigor

09. Research instruments 0710
10. Research results

11. Advances

12. Discussion 0710
13. Conclusions

14. Quotations (variety and richness) 0/5
15. References

Total 50
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If the original is a review of the literature (status of the subject) or other
type of study (reports, proposals, experiences, among others), the Editorial
Board will send to the reviewers a different matrix, including the characte-
ristics of Structure of this type of originals:

REPORTS, STUDIES, PROPOSALS, REVIEWS

Valuable items P.
01. Title and abstract (clarity and structure) 0/5
02. Thematic relevance 0/10
03. Review of the literature 0/10

04. Structure and organization of the article
05. Argumentative capabilities and coherence 0/10
06. Scientific redaction

07. original contributions

08. Conclusions 0/10
09. Quotations

10. References 0/5
Total 50

4. Ethical Considerations

a) Plagiarism: Although the journal uses plagiarism detection systems, if
the reviewer suspects that an original is a substantial copy of another work,
he must immediately inform the Editors citing the previous work in as much
detail as possible.

b) Fraud: If there is real or remote suspicion that the results in an article
are false or fraudulent, it is necessary to inform them to the Editors.

5. Evaluation of the originals

After the quantitative-qualitative evaluation of the manuscript under re-
view, the reviewer may make recommendations to improve the quality of the
manuscript. However, the manuscript will be graded in three ways:
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a. Acceptance without review

b. Conditional acceptance and therefore review (greater or lesser). In
the latter case, it is necessary to clearly identify which review is ne-
cessary, listing the comments and even specifying paragraphs and
pages suggesting modifications.

c. Rejection due to detected deficiencies justified and reasoned with
quantitative and quantitative assessment. The report should be lon-
ger if a score of less than 40 of the 50 possible points is obtained.
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INDICADORES PARA REVISORES
EXTERNOS DE «UNIVERSITAS»

El Consejo de Revisores Externos de «Universitas» es un érgano co-
legiado independiente cuyo fin es garantizar la excelencia de esta publica-
cion cientifica, debido a que la evaluacién ciega —basada exclusivamente en
la calidad de los contenidos de los manuscritos y realizada por expertos de
reconocido prestigio internacional en la materia— es la mejor garantia y, sin
duda, el mejor aval para el avance de la ciencia y para preservar en esta ca-
becera una produccion cientifica original y valiosa.

Para ello, el Consejo de Revisores Externos estd conformado por diver-
sos académicos y cientificos internacionales especialistas en Ciencias So-
ciales, esenciales para seleccionar los articulos de mayor impacto e interés
para la comunidad cientifica internacional. Esto permite a su vez que todos
los articulos seleccionados para publicar en «Universitas» cuenten con un
aval académico e informes objetivables sobre los originales.

Por supuesto, todas las revisiones en «Universitas» emplean el sistema
estandarizado internacionalmente de evaluacién por pares con «doble cie-
go» (doble-blind) que garantiza el anonimato de los manuscritos y de los re-
visores de los mismos. Como medida de transparencia, anualmente se hacen
publicos en la web oficial de la revista (www. http://Universitas.ups.edu.ec/)
los listados completos de los revisores.

1. Criterios de aceptacion/rechazo de evaluacion manuscritos

El equipo editorial de «Universitas» selecciona del listado de revisores
del Consejo de Revisores a aquellos que se estiman mas cualificado en la
temadtica del manuscrito. Si bien por parte de la publicacion se pide la maxi-
ma colaboracién de los revisores para agilizar las evaluaciones y los infor-
mes sobre cada original, la aceptacion de la revision ha de estar vinculada a:

a. Experticia. La aceptacion conlleva necesariamente la posesion de
competencias en la temética concreta del articulo a evaluar.

b. Disponibilidad. Revisar un original exige tiempo y conlleva reflexion
concienzuda de muchos aspectos.
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c. Conflicto de intereses. En caso de identificacion de la autoria del
manuscrito (a pesar de su anonimato), excesiva cercania académica
o familiar a sus autores, pertenencia a la misma Universidad, Depar-
tamento, Grupo de Investigacion, Red Temadtica, Proyectos de Inves-
tigacion, publicaciones conjuntas con los autores... o cualquier otro
tipo de conexion o conflicto/cercania profesional; el revisor debe re-
chazar la invitacién del editor para su revision.

d. Compromiso de confidencialidad. La recepcion de un manuscri-
to para su evaluacion exige del Revisor un compromiso expreso de
confidencialidad, de manera que éste no puede, durante todo el pro-
ceso, ser divulgado a un tercero.

En caso que el revisor no pueda llevar a cabo la actividad por algunos
de estos motivos u otros justificables, debe notificarlo al editor por la mis-
ma via que ha recibido la invitacion, especificando los motivos de rechazo.

2. Criterios generales de evaluacion de manuscritos

a) Tema

La temaética que se plantea en el original, ademads de ser valiosa y relevan-
te para la comunidad cientifica, ha de ser limitada y especializada en tiempo
y espacio, sin llegar al excesivo localismo.

b) Redaccion

La valoracion critica en el informe de revision ha de estar redactada de
forma objetiva, aportando contenido, citas o referencias de interés para ar-
gumentar su juicio.

¢) Originalidad

Como criterio de calidad fundamental, un articulo debe ser original, in-
édito e idoneo. En este sentido, los revisores deben responder a estas tres
preguntas en la evaluacion:

e ,Es el articulo suficientemente novedoso e interesante para justifi-
car su publicacion?
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e ;Aporta algo al canon del conocimiento?
* ;Esrelevante la pregunta de investigacion?

Una busqueda rapida de literatura utilizando repositorios tales como Web
of Knowledge, Scopus y Google Scholar para ver si la investigacion ha sido
cubierta previamente puede ser de utilidad.

d) Estructura

Los manuscritos que se remiten a «Universitas» deben seguir obligato-
riamente la estructura IMRyD, excepto aquellos que sean revisiones de la
literatura o estudios especificos. En este sentido, los originales han de conte-
ner resumen, introduccién, metodologia, resultados, discusion y conclusion.

* El titulo, el resumen y las palabras clave han de describir exacta-
mente el contenido del articulo.

* Larevision de la literatura debe resumir el estado de la cuestion de
las investigaciones mds recientes y adecuadas para el trabajo presen-
tado. Se valorard especialmente con criterios de idoneidad y que las
referencias sean a trabajos de alto impacto —especialmente en WoS,
Scopus, Scielo, etc. Debe incluir ademads la explicacion general del
estudio, su objetivo central y el diseiio metodolégico seguido.

* En caso de investigaciones, en los materiales y métodos, el autor debe
precisar como se recopilan los datos, el proceso y los instrumentos
usados para responder a las hipétesis, el sistema de validacién, y toda
la informacidn necesaria para replicar el estudio.

* En los resultados se deben especificar claramente los hallazgos en
secuencia logica. Es importante revisar si las tablas o cuadros pre-
sentados son necesarios o, caso contrario, redundantes con el con-
tenido del texto.

* Enladiscusion se deben interpretar los datos obtenidos a la luz de la
revision de la literatura. Los autores deberdn incluir aqui si su articulo
apoya o contradice las teorias previas. Las conclusiones resumiran
los avances que la investigacion plantea en el drea del conocimiento
cientifico, las futuras lineas de investigacion y las principales dificul-
tades o limitaciones para la realizacion de la investigacion.

e Idioma: Se valorard positivamente si el idioma utilizado facilita la
lectura y va en favor de la claridad, sencillez, precision y transparen-
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cia del lenguaje cientifico. El Revisor no debe proceder a correccion,
ya sea en espaiiol o inglés, sino que informara a los Editores de estos
errores gramaticales u ortotipograficos.

* Finalmente, se requiere una profunda revision de las referencias por
si se hubiera omitido alguna obra relevante. Las referencias han de
ser precisas, citando en la légica de la temdtica a estudiar, sus princi-
pales obras asi como los documentos que mds se asemejen al propio
trabajo, asi como las dltimas investigaciones en el drea.

3. Dimensiones relevantes de valoracion

«Universitas» utiliza una matriz de evaluacién de cada original que res-
ponde a los criterios editoriales y al cumplimiento de la normativa de la
publicacién. En este sentido los revisores deberdn atender a la valoracién
cuali-cuantitativa de cada uno de los aspectos propuestos en esta matriz con
criterios de objetividad, razonamiento, 16gica y experticia.

INVESTIGACIONES
items valorables P.
01. Titulo y resumen (claridad y estructura) 0/5

02. Relevancia de la tematica
03. Originalidad del trabajo 0/10
04. Revision de la literatura

05. Estructura y organizacion articulo
06. Capacidad argumental 0/10
07. Redaccién

08. Rigor metodolégico

09. Instrumentos de investigacion 0710
10. Resultados de investigacion

11. Avances

12. Discusién 0110
13. Conclusiones

14. Citaciones (variedad y riqueza) 0/
15. Referencias

Total mdximo 50
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En caso de tratarse el original de una revision de la literatura (estado de
la cuestidn) u otro tipo de estudio (informes, propuestas, experiencias, entre
otras), el Consejo Editorial remitird a los revisores una matriz distinta, com-
prendiendo las caracterfsticas propias de estructura de este tipo de originales:

ESTUDIOS, INFORMES, PROPUESTAS, EXPERIENCIAS

items valorables P.
01. Titulo y resumen (claridad y estructura) 0/5
02. Relevancia de la temdtica 0/10
03. Revision de la literatura 0/10

04. Estructura y organizacién articulo
05. Capacidad argumental y coherencia 0/10
06. Redaccién cientifica

07. Aportaciones originales

08. Conclusiones 0/10
09. Citaciones

10. Referencias 0/5
Total maximo 50

4. Cuestiones éticas

a) Plagio: Aunque la revista utiliza sistemas de deteccidn de plagio, si
el revisor sospechare que un original es una copia sustancial de otra obra,
ha de informar de inmediato a los Editores citando la obra anterior con tanto
detalle coémo le sea posible.

b) Fraude: Si hay sospecha real o remota de que los resultados en un ar-
ticulo son falsos o fraudulentos, es necesario informar de ellos a los Editores.

5. Evaluacion de los originales

Una vez realizada la evaluacién cuanti-cualitativa del manuscrito en re-
vision, el revisor podré realizar recomendaciones para mejorar la calidad
del original. Sin embargo, se atendera a la calificacion del manuscrito de
tres maneras:
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a. Rechazo debido a las deficiencias detectadas, justificadas y razona-
das con valoracién cualitativa y cuantitativa. El informe ha de ser
mads extenso si obtiene menos de los 30 de los 50 puntos posibles.

b. Aceptacion sin revision.

c. Aceptacién condicionada y por ende con revisién (mayor o menor).
En este dltimo caso, se ha de identificar claramente qué revision es
necesaria, enumerando los comentarios e incluso especificando pé-
rrafos y paginas en las que sugieren modificaciones.
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PROTOCOL OF MANUSCRIPT EVALUATION
FOR EXTERNAL REVIEWERS

Article Details

Date of submission for evaluation: | Date of return of evaluation: | Article code: xxxx

Title of the article to be evaluated:

SECCION: INFORMES, ESTUDIOS, PROPUESTAS Y EXPERIENCIAS

01. Title and abstract (clarity and Mandatory comments:
structure)

Value 0 to 5
02. Thematic relevance Mandatory comments:

Value 0 to 5
03. Review of the literature Mandatory comments:

Value 0 to 5
4. Structure and organization of the article | Mandatory comments:
5. Argumentative capabilities and coherence
6. Scientific redaction

Value 0 to 5
7. Original contributions Mandatory comments:
8. Conclusions

Value 0 to 5
9. Quotations Mandatory comments:
10. References

Value 0 to 5
SOCORE Of the total of 50 foreseeable

points, this evaluator grants:
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REDACTED OPINION
(More detailed if the work
does not get 40 points, to
inform the author(s)

This text is sent verbatim
to the author (s)

anonymously.

WORTH PUBLISHING No Yes Yes, with minor
changes

PROPOSED CHANGES

(In case of “Yes, with

conditions”)
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PROTOCOLO DE EVALUACION

DE MANUSCRITOS PARA REVISORES EXTERNOS

Datos del articulo

Fecha envio evaluacién: | Fecha devolucién evaluacién:

| Codigo articulo: xxxx

Titulo del articulo a evaluar:

SECCION: ESTUDIOS, PROPUESTAS, INFORMES Y REVISIONES

01. Titulo y resumen (claridad y
estructura)

Comentarios obligatorios:

Valorede 0 a 5

02. Relevancia de la temdtica

Comentarios obligatorios:

Valore de 0 a 10

03. Revision de la literatura

Comentarios obligatorios:

Valore de 0 a 10

4. Estructura y organizacion articulo
5. Capacidad argumental y coherencia
6. Redaccion cientifica

Comentarios obligatorios:

Valore de 0 a 10

7. Aportaciones originales
8. Conclusiones

Comentarios obligatorios

Valore de 0 a 10

9. Citaciones
10. Referencias

Comentarios obligatorios:

Valorede 0 a5

PUNTUACION OBTENIDA

Del total de 50 puntos previsibles,
este evaluador otorga:
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OPINION
REDACTADA

(Mas detallada si el
trabajo no obtiene 40
puntos, para informar al
autor/es).

Este texto se remite
textualmente a los autor/es
de forma an6nima.

PUBLICABLE No Si Si, con
condiciones

MODIFICACIONES

PROPUESTAS

(En caso de «Si, con

condiciones»)
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Cover Letter

Section (Mark)
Mnographic Dossier ___
Miscellany ____

Title in Spanish: Arial 14 bold and centered.
Maximum 80 characters with spaces

Title in English: Arial 14 cursive.

Maximum 80 characters with spaces

Name author 1 (standardized)
Professional category, Institution,
Country Institutional email
ORCID

Name author 2 (standardized)
Professional category, Institution, Country
Institutional email

ORCID

Name author 3 (standardized)
Professional category, Institution, Country
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ORCID

Abstract (Spanish)

Minimum 210 and maximum 230 words. It must include 1) Justification of
the topic; 2) Objectives; 3) Methodology and sample; 4) Main results; 5) Main
conclusions. It must be impersonally written “The present paper analyzes ...”
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The objective of this publication is to address the debates related to fake
news, communication, and politics in the midst of the mutations that occur
in contemporary societies.

Faced with this context, in which the world is traversed by the Covid-19
Pandemic and where many countries took preventive, social, and manda-
tory isolation as a sanitary measure, tackling the role of the media and so-
cial networks in today’s construction of the news becomes a key element to
understand how so-called fake news operate in relation to political systems
and democracies in Latin America.

In this context, communication faces enormous challenges in relation to
politics and citizenship, but doubtless the first obstacle to be surpassed is to
be able to identify the complexity in order to inform ourselves as objectively
and adequately as possible.

That is why before talking about fake news or misinformation it is ne-
cessary to reflect on the matrix that enables them. We are not talking about
anything other than the post-truth; a social phenomenon that allows us to un-
derstand why this type of news circulates so easily, catalyzing and guiding
public opinion.

In line with the aforementioned, the World Health Organization (WHO)
recently warned about the “infodemic”, the damage generated by overexpo-
sureto news (both fake and true) about the coronavirus pandemic. In addi-
tion, we are interested in delving into how fake news and big data strengthen
polarizations and impact on the political systems of the Region, and in parti-
cular, how they have become a tool that puts governments and democracies
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at risk, enabling political expressions with hints of conservatism and autho-
ritarianism throughout the world.

Along these lines, it is necessary to mention, for example, the lawfare
processes that occurred against political and popular leaders in the region;
or the media narratives that create new public spaces throughout online net-
works with their own rules of participation that are articulated with those al-
ready known as media and streets, squares— and that allow the emergence
of cybercitizens,cyber movements but also the so-called “trolls”, “bots”, etc.

In this framework, it is necessary to rethink the role of the State, and from
there, understand Technological and Digital Sovereignty as a right that allows
access to technologies for the entire society. This challenge implies moving
away from the gaze of neoliberalism that proposes the selfregulation of the
market, while understanding that equity in access can be achieved thanks not
only to the State”s intervention through the promulgation of laws; but also,
to its active role regarding the implementation of public policies.

To claim the regulatory function of the State with respect to new media te-
chnologies suppose to recognize them in their complexities, in their networks
of power, in the differentiated appropriations and in their link with everyday
uses and practices. In sum, to understand that technologies are constitutive of
the social and, therefore, that they can never be inherently neutral or aseptic.

Technologies are determined by power relations that implicitly lead to
the generation of inequalities. Although one does not start from thinking ne-
gatively about the technological process by itself; these transformations en-
tail, in their frameworks, contexts, and proposals, new ways of accessing the
consumption of symbolic goods, which operate as a matrix of inequalities.

The role of the State and public policies appears as the way to overcome
these scenarios of social inequality. As communication professionals, resear-
chers, we must unravel the meanings of technology to helping construct our
own design, appropriation and use strategies that contribute to a more free
and democratic consumption of information.

In a context where all the people in the region knows and identifies their
executioners, who seem to enjoy punishing those that do not subjugate them-
selves in the face of violence and injustice and use fake news as a destabili-
zing factor against their enemies in popular struggles and the need to regu-
late communication as a matter of State.
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In this sense, and without excluding other topics related to the aforementio-
ned field, this call is addressed to researchers who, through original works, con-
tribute to the social and academic discussion on the following thematic axes:

e Post-truth, fake news and their influences on public debates

*  Online networks, polarizations and algorithms, citizen participation

e Cyber movements, media, platforms and democracies

e Technological sovereignties and the right to communication

* Fake news, implications for democracy and political systems in the
Region

*  Academic debates on fake news

Original and unpublished works that reflect on the theme of the call, in
any of the areas indicated above, from reviews of the existing theoretical he-
ritage, that present case studies of experiences of interest or field studies and
other related research, are welcome.

Call for papers closing date: 2020-10-31

Guidelines for authors available at https://universitas.ups.edu.ec/pdf/docs/
universitassNORMATIVAUNIVERSITAS .pdf
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Dra. Médgda Rodrigues da Cunha. Pontificia Universidade Catdlica do Rio
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El objetivo de esta publicacion es abordar los debates vinculados a las
fake news, la comunicacion y la politica en medio de las mutaciones que se
producen en las sociedades contemporaneas.

Frente a este contexto, en el que el mundo se encuentra atravesado por
la Pandemia del Covid-19 y donde muchos paises tomaron como medida de
prevencion el aislamiento preventivo, social y obligatorio, problematizar el
rol de los medios de comunicacién y las redes sociales en la construccién de
las noticias se convierte hoy en un elemento clave para comprender como
operan las denominadas fake news en relacion a los sistemas politicos y las
democracias en Iberoamérica.

En este contexto la comunicacion enfrenta enormes desafios en relacion a la
politica y a la ciudadania, pero sin lugar a dudas el primer obstéculo es sefialar la
complejidad para poder informarnos lo mds objetiva y adecuadamente posible.

Es por ello que antes de hablar de noticias falsas o desinformacion es
preciso reflexionar en torno a la matriz que las habilita. No hablamos de otra
cosa qué de la post verdad; fenémeno social que permite entender por qué
este tipo de noticias circula con tanta facilidad catalizando y orientando la
opinién publica.

En sintonia con lo mencionado anteriormente, la Organizacién Mundial
de la Salud (OMS) advirtié recientemente sobre la “infodemia”, un mal ge-
nerado por la sobreexposicion a noticias (tanto falsas como verdaderas) so-
bre la pandemia del coronavirus.

Ademas, nos interesa profundizar acerca de cémo las fake news y la big-
data fortalecen las polarizaciones e impactan sobre los sistemas politicos de
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la Regidn, y en particular como se han convertido en una herramienta que
pone en riesgo a los gobiernos y a las democracias, habilitando expresiones
politicas con tintes de conservadurismo y autoritarismo a lo largo y ancho
del mundo.

En esta linea, es preciso mencionar, por ejemplo, los procesos de lawfare
acaecidos sobre dirigentes politicos y populares de la regién; o las narrativas
medidticas que gestan en las redes online nuevos espacios publicos —com sus
propias normas de participacion que se articulan con las ya conocidas como
medios y calles, plazas— y que permiten la emergencia de ciberciudadanias, ci-
ber movimientos pero también de los denominados “trolls”, “bots”, etc.

En este marco, es necesario repensar el rol del Estado, y desde alli com-
prender a la Soberania Tecnoldgica y Digital como un derecho que permite el
acceso a las tecnologias para toda la sociedad. Esta toma de postura, implica
el alejamiento de la mirada del neoliberalismo que plantea la autorregulacién
del mercado, para comprender que la equidad en los accesos s6lo puede lo-
grarse si el Estado interviene activamente con la promulgacién de leyes; pero
también, con la puesta en prictica de politicas publicas.

Plantear a las tecnologias como una cuestién de Estado, es reconocer-
las en sus complejidades, en sus entramados de poder, en las apropiaciones
diferenciadas que se hacen de ellas y en su vinculo con los usos y practicas
cotidianas. Entender, en definitiva, que las tecnologias son constitutivas de lo
social y, por lo tanto, inherentemente nunca podrdn ser neutrales o asépticas.

Las tecnologias estdn determinadas por relaciones de poder que llevan
implicitamente la generacion de desigualdades. Si bien no se parte de pen-
sar negativamente el proceso tecnoldgico por si mismo; dichas transforma-
ciones conllevan en sus entramados, contextos y propuestas, nuevos modos
de acceso al consumo de los bienes simbdélicos, que operan como matriz de
las desigualdades. El rol del Estado y las politicas publicas aparecen como
superadoras de estos escenarios de desigualdad social.

Como profesionales de la comunicacion, investigadores e investigadoras,
debemos desentramar los sentidos de lo tecnoldgico para contribuir a cons-
truir nuestras propias estrategias de disefio, apropiacién y uso, que contribu-
yan a un consumo mads libre y democrético de la informacién.

En un contexto donde cada pueblo de la region conoce e identifica a sus
verdugos, estos parecen gozar de castigar a aquellos que no se avasallan ante
las violencias e injusticias y, las fakes news como factor desestabilizador fren-
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te a sus enemigos en las luchas populares y a la necesidad de la regulacion
de la comunicacion como un asunto de Estado.

En este sentido, y sin excluir otras temadticas ligadas al campo citado, la
presente convocatoria se dirige a investigadores/as que a través de trabajos
originales contribuyan a la discusion social y académica sobre los siguien-
tes ejes tematicos:

* Posverdad, noticias falsas y sus influencias en los debates publicos

* Redes online, polarizaciones y algoritmos, participacion ciudadana

e Cibermovimientos, medios, plataformas y democracias

* Soberanias tecnoldgicas y derecho a la comunicacién

* Fake news, implicaciones para la democracia y los sistemas politi-
cos en la Region

e Debates académicos sobre fake news

Serdn bienvenidos trabajos originales e inéditos que reflexionen sobre la te-
mdtica de la convocatoria en alguno de los &mbitos sefialados a partir de revi-
siones del acervo tedrico existente, que presenten estudios de casos de experien-
cias de interés o estudio de campo y otro tipo de investigaciones relacionadas.

Fecha de cierre de la convocatoria: 2020-10-31

Normas para autores disponible en https://universitas.ups.edu.ec/pdf/
docs/universitassNORMATIVAUNIVERSITAS .pdf
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