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EXECUTIVE
SUMMARY

RESEARCH DESIGN

GOAL

multimethod research.

Online discussion groups (Qualitative):
to survey habits and perceptions about

WhatsApp usage as regards political issues.

Nationally representative sample survey
using an online panel (Quantitative):
to identify which sociodemographic
variables have a bearing on the receipt

and dissemination of political information.

To identify the drivers of political
content dissemination on WhatsApp
in order to provide solid foundations
that can contribute to the design

of public and private policies.

Identify the (contextual or architectural/
technological) factors that trigger
message sharing among users and that
can create broadcast dynamics in private

communication networks.

Pinpoint the perceptions that

each individual has about their role
in the dissemination of political
information on messaging apps.

Identify how these factors and
perceptions change among different
sociodemographic groups.

InternetLab ¢ Rede Conhecimento Social



EXECUTIVE
SUMMARY

RESULTS

WhatsApp usage is predominant, but
other emerging messaging apps are being
used for specific purposes.

There is a diverse range of group types,
and each one has its own ethos, with
autonomous moderation practices.
Each group’s diverse dynamics shape
the content dissemination.

* the goals, methodology, and results presented here are part of one of the research tracks of the project "Investigating the drivers of electoral content dissemination on WhatsApp:

The 2018 elections mark a turning point
in users' habits and perceptions.

There are no significant differences in

the behaviors and perceptions between users
who identify as right-wing and those self-
identifying as left-wing, except for the habit of
fact-checking news which presents a difference
of 15 percentage points between the groups.

a Brazilian case study”. The full project has two other research tracks that are still ongoing.

Political content circulates on messaging
apps through complex and meshed
communication networks. In these
networks, different nodes (such as groups
or users) play a key role in content
dissemination, rendering the content's
circulation contingent upon how it
interacts with each group's informal rules
and with each user's individual behaviors
and perceptions. There is evidence of
abusive or improper conduct, but because
of these network dynamics this conduct
does not seem capable of achieving the
mass distribution of political content in a

sustained and exclusive manner.

InternetLab ¢ Rede Conhecimento Soc
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METHODS QSPQPHT!VE

DATA COLLECTION:

Panel of online respondents

PUBLIC:

Brazilian population 16 years of age or older
that has internet access and uses WhatsApp

DATE OF EXECUTION:

Dec. 7 to 16, 2020

SAMPLE:

3113 interviews spread across Brazil's 5 regions

MARGIN OF ERROR: Under over

40 years old 40 years old

Capitals 1 group

Mixed-age
3 percentage points on the total sample

(95% confidence interval)

WEIGHTING FACTORS: P ———
Sample proportional to the surveyed universe;

there was no need for weighting.

Metropolitan regions 1group 1 group

InternetLab ¢ Rede Conhecimento Social 6



AGE

SAMPLE PROFILE
OF THE
QUANTITATIVE
SURVEY

GENDER RACE/SKIN COLOR
White
I;ar"md?M ......................................................................
Black 129
S o
51 0/0 Indigen 1%

Female

3 I I I =

16t 19 let 29 30t 39 40t 49

rrrrrr

SOCIAL CLASS

31 %

D/ E (working/lower)

EDUCATION

21 %

49 % 3 0 %

Up to Elementary

High School College or
Postgraduate

InternetLab ¢ Rede Conhecimento Social 7



RELIGION

I 0.
B 17-.
M 11,
B 14,
O 219

Catholic
Evangelical Protestant

Pentecostal Evangelical/

Neo-charismatic

Other religions

No religion

VOTING IN 2020

11%

74%

| voted

I justified not
having voted

1 5%

I neither voted,
nor justified

:E(:;:NS OF BRAZIL " ‘*J !;?
t.l '-‘,

Northeast
1%

!ﬂi’.‘.’?

POLITICAL LEANINGS

27%

Don't know

Southeast

1 7°/o

Left

33%

Right

Center

SIZE OF MUNICIPALITY

36% 37%

21%

Capital Metropolitan Interior
Region

STANCE ON POLITICO-SOCIAL VALUES

Very conservative _ 23%
Conservative T 12%
Progressive - 14%

Very progressive _ 26%
Don't know S 25%

InternetLab ¢ Rede Conhecimento Social 8
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whatsApp [ 989
Respondents
use 5 apps Facebook Messenger [N  69%

M ESSAG I N G Instragram Messenger [N  65%
APPS u SED Telegram [N 31%

Twitter Messenger N 21%
Discord [N 10%
Twitch [ 8%
Signal I 1%

No messaging apps 0%

on average

Others 00/0 Q9. Which of these messaging apps have you used

in the last month? (MR) | Base: 3109 responses
Woman | -40 | capital | Northeast Woman | 40+ | capital | Southeast Man | 40+ | interior | North

“For example, I need to stay
in touch and don't have that
person's phone number,
then the second place

I'll go looking is

Facebook Messenger.”

“I joined Telegram at the
insistence of friends, because
lots of people are moving there
and I ended up doing so too,
but I prefer WhatsApp.

It was during the presidential
campaign that information
had leaked from WhatsApp
and they were scared, but many
people ended up not using

it and stayed on WhatsApp.”

“An association I belong

to started to add many people
and there is a cap [on the
number of group members]

in the WhatsApp group.

Then someone suggested
Telegram, but my
communication on there

is more restricted to this group.”

InternetLab ® Rede Conhecimento Social
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NUMBER OF GROUPS
ON WHATSAPP

9 5% N,

Has groups Up to High College or
Elementary School Postgraduate
1to 10 groups NN 810 897 85 689
10 to 25 groups [l 159% 82 1% 25¢%
25 to 50 groups | 3% oo 3% Do
Doesn't have groups more than 50 groups | 1 % 24 1% 29

Q12. About how many groups would you say
you have on WhatsApp? | Base: 3021 responses

InternetLab ¢ Rede Conhecimento Social

12



High College or
School Postgraduate

859% 682
Mo 259%
3% 9%

T 2%

5%

Doesn't have groups

2. About how many groups would you say
ave on WhatsApp? | Base: 3021 responses




Total Male Female

TY P Es 0 F Friend group NN 67% 67% 68%
Family group e 65% 61% 68%

G R 0 u Ps Work group _ 45% 45% 44%
P E 0 P l E T A KE Study group (school, college, course, etc.) I 35% 0% 3 90/0 ''''
Buying, selling and/or swapping N 28% 26% 310/0

PA RT I N Religious or spirituality group I 22% 21% 23%

News group N 20% 22°/o 17%

Activities you are involved in or hobbies (e.g. soccer teams) 9% 2 3°/o 16%
sales NN 18% 5%  21%

Memes, jokes, stickers N 17% 20°/o 14%

Neighborhood, community, or municipal N 17% 16% 18%

Games DN 16% 23% 9%

Collective, association, network that | belong to N 14% 14% 14%

With service providers (such as lawyers, nutritionists) - 12% 10% 13%

About topics of interest (e.g., travel, humanized childbirth) - 1% 11% 12%

Causes and solidarity actions (e.g.: volunteer groups) N 11% 10% 12%

Politics group N 10% 12% 8%

About performers/famous people, fan clubs B 6% 5% 1%

I don't have any groups [l 5% 6% 5%

InternetLab ® Rede Conhecimento Social 14



The buying and selling (28%) and sales
(18%) groups are significant in all social
classes and regions of the country.

39% of the respondents who
identify as Evangelicals participate
in religious groups.

Among younger people, meme/sticker
groups (23%) and gaming groups
(22%) are popular.

Politics groups are most popular

in the North (14%) and Northeast (14%)
regions, as well as among people over
the age of 50 (16%).

In general, people who have

more defined political leanings, both
right-wing and left-wing, are also
more present in WhatsApp groups.



D I FFER E NTS “Well, there is no difference between what I say in the family

G Ro u PS! group, on WhatsApp, or at a Sunday lunch. The filter is the

D I FFER E NT same. So there are groups where I feel at ease, and there are
groups where I don't feel at ease. There are people I've never

I NTERACTI 0 N s seen in my life, so how I interact, when I interact, is as if I were

entering a group where I don't know anyone. It's the same!”

a0 o ot

“I think one group where the rule is the most effective of the groups
I'm in is the books and journals swap group. It's a library, so every

time someone says good morning or something like that, the group
administrator posts, ‘Shh, this is a library!’ I am in a library, I have
to be quiet because I will disturb the fellow member who is reading.
So, it is the group that has the strictest rule. One of the rules is
getting kicked out of the group.”

InternetLab ¢ Rede Conhecimento Social 16



DIFFERENT
GROUPS,
DIFFERENT
INTERACTIONS




o 48t Wt

“In my groups there are rules, and politics are forbidden. For example, in
the neighborhood group, party politics are not discussed, that's the rule.
It was so interesting, we saw a very interesting post, someone said, 'Oh, 1
am very sad,’ on account of the elections, and I said in the group, 'We are
avoiding discussing politics,’ and he said, 'Forgive me, it's just that I have
left all the groups, I only have this one to vent." That was the only group,
because there was so much arguing. The fact is that this one doesn't have
[any political talk], and conversely I take part in another group that is
only about politics.”

Woman | 40 | interior | Cantral-Wost

“In 2018 I also left the dance group, which was a group I danced
with for 15 years here in my hometown, and the same thing
regarding politics. The group was pretty spread out, people from all
over Brazil, and that kicked off the most diverse political messages.
So, for the sake of avoiding arguments, I prefer to leave. I leave
because it is better to maintain friendships.”
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COMMUNICATION CONCEPTS

Woman | -40 | capital | Northeast

“I think a sale is news, especially a sale
that says 'buy and get 50 [reais] cash
back', to me it's news. I usually do share
this kind of information, regardless of
the relationship I have with the people
in the group, even with people I don't
know. Being in the group, they will see
that information. I also share campaigns
like the Itaii book campaign. I keep

up with G1 [a Brazilian news portal]

a lot. My cell phone goes straight to

G1. For me Twitter is a social network
for information. And also to see what
people's opinions are, what people are
saying about that.”

Woman | -40 | metropolitan region | South

“Fake news is news without sources,
with no place to know if it is real, to
search and know if this news is true.”

Woman | 40+ | interior | Southeast

“I find it interesting that I notice a lot
of fake news in church groups. It is very
interesting, because there is always
someone who says, ‘Take this because it
will kill Covid.’ In school groups I don't
notice it much. Maybe it is because folks
do some reading beforehand. Because
of this I joined a fact-checking group,
and when someone posts in the church's
group I go there, research, and write,
'Look, don't share!'”

InternetLab e Rede Conhecimento Social 20



COMMUNICATION CONCEPTS

There is a significant difference in the behavior of those who identify as either right-wing or left-wing: 40% of those interviewed
who identify as right-wing admit, at least partially, to having passed on news without checking the source,

while 25% of those who identify as left-wing admit to the same behavior. In the case of those who identify as centrist

or who do not know their stance, the figures are 27% and 23%, respectively.

InternetLab ® Rede Conhecimento Social 21






CONCEPTS OF POLITICS

“Nowadays, all everyday topics have “For me, a political message is when you

something to do with politics. But sharing P 0 I_ITI c S Po I_ITI c AI_ express an opinion on a subject that impacts a

|

such information always generates conflict, collective. So, if you take a stand, for example,
especially in the current political situation Frequently associated M ESS AG ES against abortion, against sexual abuse, against
in the country. Even the vaccine issue has with arguments or queerphobia or homophobia, you are taking

a political slant to it.” discord, as a problem Associated with the a stand on a collective issue. To me, this is

exposition of opinions political. So, every time someone takes a stand

Woman | 40+ | metropolitan region | South that is part of everyone's

|

. and positions on collective with an opinion that is not individual, in the
life, but that one must . . .
e S v S sense that it doesn't affect just them, but rather
When we talk about politics, especially handle carefully when . " a collective, for me this is political, and when it
during an election period, right away we It is clear that political

discussing it with people.
think of the exposure of the person, of the messages are not

comes up, you can be sure that it is one of the
messages in the group that I interact with.”

Man | -40 | metropolitan region | Southeast

“I think political messaging is a way to express

candidate who is running, of information. necessarily associated
Sometimes true and sometimes untrue.”

with candidacies.

Woman | -40 | metropolitan region | Central-West

your political opinion, your ideology and what

“Politics for me is disagreement, most of the you believe in, and try to convert that person
time it's fighting, like the others said, politics is who disagrees with you or doesn't believe in
a business that - as my dad says - is dirty.” the same thing you do, the reason why she

believes in that.”

InternetLab ¢ Rede Conhecimento Social 23



Which groups you Groups that talk Groups that most Groups that
have on WhatsApp (MR) about political news influence the choice discuss society's

G R 0 u P the most (up to 3) of candidates (upto 3) issues the most
(up to 3)
c 0 M M u N I c ATI 0 N Family group 65% 66% 69% 1%

Friends group 67% 65% 10% 13%
A B 0 u T Work group 45% 39% 45% 45%

Family and friend groups are the ones

that most discuss politics and societal — —— — ——
issues and have an influence on the Buying, selling, and/or swapping 28% 8% 6% 3%
choice of candidates. These are the Sales 18% 1% 1% 5%
groups that end up receiving content Religious or spirituality group 22% 6% 6% 13%
f h . h h Collective, association, network that
rom Ot er enVIrOnmentS whnere t ere 1 be|°ng to (e'g': soccer fan club, 140/0 60/0 70/0 80/0
. . . . neighborhood solidarity, etc.)
is a lesser volume of participation,
. . Games 16% 6% 4% 3%
such as: neighborhood/community/
Activities you are involved in or hobbies o o o o
municipaL pOlitiCS, news, study, (e.g. soccer team, crochet group, etc.) 19% 4% 4% 4%
q q Causes and solidarity actions (e.g.:
and meme/joke/stickers groups. volunteer groups, donations, environment, 1% 39, 39, 5%
defense of children's rights, etc.)
With service providers (such as lawyers,
nutritionists, personal trainers, etc.) 12% 2% 2% 1%
About topics of interest (e.g., travel,
humanized childbirth, cartoons) 1% 2% 2% 3%
About performers/famous 6% 29, 29, 2%

people, fan clubs

InternetLab e Rede Conhecimento Social 24




COMMUNICATION
ABOUT POLITICS
IN GROUPS




PARTICGIPATION IN POLITICAL
DISCUSSION GROUPS SINCE 2018 orevse wnoraensy srincungor et

PARTICIPATE [N 184

DONT
PARTICIPATE

MAIN GROUPS MENTIONED:

¢ Proposals to improve the country/municipality/neighborhood
¢ Friends who debate freely

¢ Similarity of values: progressives, Bolsonaro supporters,
conservative values

2 out of 10 people have participated in political discussion
groups since 2018. There is a trend among citizens of larger
municipalities to participate more in these groups.

There are no significant differences between the behavior

Don't Metropolitan
Left Center Right know Capital region Interior

2 5% 1 5% 24% 7% 21 % l 8% 1 4%

820, 15% 89%%  76% 93w 192 824, 86¢,

Discussion and debate on opinions and politics e Group to support and monitor an elected candidate
Political parties groups ¢ Church group on politics
Family group on politics ¢ Professional groups from different fields

College group

InternetLab ¢ Rede Conhecimento Social
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INFLUENGE
OF THE 2018
ELECTION ON
POLITICAL
DISCUSSIONS

There is no doubt that the 2018 election
process has had an influence on how
people have behaved in relation to
communication about politics. Each
person's experiences prior to, but
especially since 2018, guide the way
they are interacting and reacting on
messaging apps.

InternetLab ® Rede Conhecimento Social
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“Since 2018 we have been in a very complicated situation.
Since 2016 and coupled with all this, and I would say that
since the last election, mainly, we feel the need to reaffirm,
to share and discuss this with family members,

because it is very necessary.”

Man |40 | motropolitan ragion | Southeast

“Now I vote for the candidate and no longer for the party,

it used to be by party, right. Then, since there was this business
about the Mensalao scandal, Operation Car Wash, I am voting
for the candidate now, and when I want to share something

I only share a candidate's proposal that I consider to be good.
But only with those I know best, the ones I am closest to,

not with just anyone, otherwise there’s a fight...”
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3 out of 10 citizens participated in groups created for campaign

activities in the 2020 municipal elections. The North and Northeast

G R 0 u PS WITH P 0 I-ITI CAI- regions have a more participative profile in relation to these groups,

especially with regard to backing and disseminating campaign

ACTIVITI Es I N TH E 20 20 EI-ECTI 0 N information. Sympathizers from the left and the right were equally

active in support and political discussion groups in the 2020 election.

Left Center Right Don’t North Northeast Central- Southeast South
know Region Region West Region Region
Region

Participate in candidates'
campaign support

groups for this 2020 B 19- 220 1%  23% 129 800 260  21% 150 17%

municipal election

.....................................................

Participate in information
dissemination groups

for a 2020 municipal B 14, 17% 13%  17% 8% 189 189 1606 129  13%

election campaign

Participate in political

discussion groups about - 162 270, 162 219 Boe 169 207, 132, 15% 159,

the 2020 municipal election

o ah oo mmeses NN 70..  61% Tl 63%  8de 63%  6lw  72%  13%  13%

InternetLab ¢ Rede Conhecimento Social 30



4 out of 10 citizens received content that they identified as a rumor, or false

information, about the election or candidate. And 2 out of 10 were the target
of political spam via the dispatch of electoral content through an unknown

THE 2020 ELECTION
ON MESSAGING APPS

"Santinho" is a traditional means of electoral advertisement in Brazil. Traditionally, it is a publicity printout, similar to a leaflet, with the candidate's name, number, and photo, that is distributed during the electoral campaign. The term comes from
a practice related to the Catholic Church where churches distribute small papers with colored images of saints, which are called "santinhos" (holy cards in English). Because of their similar format and size, these political leaflets have also come to
be known as "santinhos". Recently, the term has been also deployed in reference to similar digital leaflets that are shared through social media and/or messaging apps.

40 %

number. The sending of campaign videos and campaign jingles via WhatsApp,
as well as invitations to live broadcasts, were widely used tactics in the 2020

municipal elections, reaching about 3 out of 10 citizens.

Perception

38%

of spam

21 %

3 6%

31 % 29% 2 8% 240/

1 7%

| |

| received content
containing accusations

I shared content |
received about the

| received candidates’
videos or jingles

I received a

candidate’s “holy

card” (“santinho")
| received rumors

I had
recommendatory or

or attacks against
candidates

municipal elections
| received a message

I produced my
own content about
candidates

about the o i [
election or about critical conversations toc:om a;‘:'lmg list thatl
. sends candidates' materials
. about candidates
candidates ® ® ® IS

| received content from an
unknown number about
the municipal elections

I was invited to
participate in a
candidate's event/live
broadcast

| received useful
information to get
to know the
candidates better

A group that | already had
changed its focus and became a group
to talk mainly about elections

InternetLab ® Rede Conhecimento Social 31



BEHAVIORS

T0 GREATE

OR JOIN GROUPS
ABOUT THE

2020 ELECTION

7 out of 10 citizens had some kind of interaction,
passive or active, with groups about the 2020
elections, be it to create or join them. Groups
passively reached more than 50% of the respondents
through some acquaintance or by sending links.
Political spam, through the addition of respondents
to groups by unknown people, reached a quarter of
said respondents. Those who behaved more actively,
asking to join or creating groups, are a minority.

PASSIVE BEHAVIORS

Did you receive
the group(s) link? [N 52,
Were you added

by someone

ouian? .

Were you added
hy someone you
don't know?

I 24,

Did you request

to be added to any - 180,

of these groups?

Did you create any
of these groups? - 8%

You didn't have
any of these
interactions

I 32-.

InternetLab ® Rede Conhecimento Social
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RECEIVING

AND SHARING
MESSAGES IN THE
2020 ELECTIONS

Memes were a popular format, received
extensively (44%) and shared widely (28%).
Different social classes and age groups subscribe
to them, and they reach both conservative and

progressive residents of capitals and the country's

interior. A small portion (12%) did not receive
messages during the election period, but a
majority (32%) of citizens did not share anything.

MESSAGES

RECEIVED

MESSAGES

SHARED

News ahout candidates

Memes ahout the elections and candidates

Election candidates' campaigns

Messages about what our leaders
are doing or not doing

Voting intention polls

Messages ahout candidates'
personal pasts

Content ahout the election or voting process
(voting machines, health care, etc.)

Denunciation of or attack on candidates

Voting declaration
for a candidate

Election content that asked
to be shared urgently

| have not received/shared
any of these

BN 49.,
R 44,
I 44,
N 34,
B 33,

BN 26,
BN 26,
N 26,
B 23,
N 18-,
M 12,

o 269
L 28w
17
18w
1T

~ 99,

© 150

~ 99,

O e
8%

32

InternetLab e Rede Conhecimento Social
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STRATEGIES FOR TALKING ABOUT
POLITICS ON MESSAGING APPLICATIONS
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