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Abstract

This research seeks to analyze the use of the social network Twitter by presidential
candidacies in the context of the first round of the 2022 electoral campaign in
Costa Rica. This is a proposal that is articulated under an exploratory and
descriptive scope, so that in the first place it tries to understand the characteristics
under which politicians exercise a presence in digital environments and make
general use of Twitter in the context of an electoral campaign, Secondly, it
seeks to identify the programmatic dimension in the publications shared by
the profiles of the candidacies with the highest voting intentions. The work
makes a contribution based on the methodological background of the Manifesto
Research on Political Representation (MARPOR), to inquire about electoral
communication exercised through a social network, from a multimodal approach.
The findings prove the existence of a clear programmatic dimension within the
activity of the candidacies on the platform that is articulated not only with
government plans, but also with conjunctural elements of the campaign such as
debates. Likewise, the work explores some non-programmatic uses and offers
new lines of research within the field of political communication in Costa Rica.
Keywords: Presidential Elections, Costa Rica, MARPOR, Electoral Programs,
Twitter.
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1. Introduction

The 2022 National Elections in Costa Rica presented several particularities,
including the critical juncture in which they were held in economic, social and
educational terms exacerbated by the COVID-19 pandemic, corruption scandals
in the public service, the high fragmentation of the party offer in dispute for
the presidency, the exorbitant defeat of the ruling party in the Executive and
Legislative branches, as well as the definition in the second round with two openly
questioned candidates, such as José María Figueres and Rodrigo Chaves (Ovares
2022). If one starts from the fact that the pandemic moment also meant an
unprecedented process of migration of sociability towards digital environments for
a large number of the population, it was to be expected that social networks would
acquire a central role in terms of public discussion, dissemination of propaganda
and space for political dispute during the electoral campaign (Treminio 2022).

The extensive use of social networks in electoral contexts in Costa Rica,
however, dated back at least two campaigns (Cruz 2015, 2017a, 2017b), that is,
the study of the link between digital environments and the work of politics. It is
just an incipient field and in the process of development in the country. Similarly,
recent are the specialized studies that have sought to locate the importance
acquired by some specific sociodigital platforms and their role in the Costa Rican
political contest (see Carazo 2021; Carazo et al. 2021; Gómez and Durán 2021;
Molina et al. 2021; Siles 2020; Siles et al. 2019, 2021). This occurs at the same
time that the Internet, and social networks in general, increasingly represent one
of the main means of finding out about the situation and political issues in the
country (CIEP 2021; Tristán et al. 2021; Vergara and Valverde 2020).

Despite the above, it is interesting how little attention has been given to the
Twitter platform in Costa Rican political research to date. This can respond to at
least two reasons, namely: that this social network does not have the popularity
and usage rates in Costa Rica that other social or messaging platforms such as
WhatsApp, Facebook, Instagram or YouTube have (Alexa 2021); in addition, that
Twitter welcomes a very specific sector of the population, given that close to 80%
of its users correspond to people between the ages of 15 and 40 (Latinobarómetro
2021).

This particularity has probably meant that it is not a social network that
has been widely taken into account to date, although this does not mean that it
ceases to be a platform of lesser interest for the analysis of electoral campaigns.
On the contrary, Twitter has acquired real relevance in Costa Rica as it is a
space in which the spread of cyber troops and the circulation of disinformation
have been evidenced at least since the 2018 presidential campaign (Bunse 2021),
well, in a recently, while cases of identity theft on Twitter for the dissemination
of hate messages and harassment of human rights activists or politicians in
opposition to the government of Rodrigo Chaves have been reported (Bolaños
2023). On the other hand, the recent innovations incorporated into this social
network also meant that during the 2022 electoral campaign the "Twitter Spaces"
function became an innovative space for political debate simultaneously, this
among active citizens on the platform but also facilitating direct contact with
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some candidates.
Similarly, what is interesting about studying this social network also lies in

the fact that the different platforms also have divergent dynamics, especially
in the ways in which discussions and conversations about political issues are
conveyed in digital environments (Boczkowski and Mitchelstein 2022), so it
should not be assumed a priori that both the strategic use and the content
that politicians share on Facebook (the most studied platform in Costa Rica),
for example, is the same in the rest of the networks. social. In short, there is
a relationship between the platform studied and the particular dynamics and
phenomena that must be observed (Mitchelstein et al. 2021).

For the 2022 National Elections, at least 21 of the 25 registered presidential
candidacies had a personal Twitter profile through which they carried out their
political communication strategies during the electoral period. Therefore, it is
necessary to conceive Twitter as a social network of increasing relevance for
political communication both in electoral and government contexts (Jungherr
2015), as has been mentioned in national research on the subject (Bunse 2021).

Thus, under the previous precedents, the present work seeks to carry out
an exploratory-descriptive study to answer one of the classic questions in the
study of political approaches to Twitter (Graham et al. 2013; Jungherr 2016),
but focused on the Costa Rican case, namely: what is the use that politicians
give to this social network in electoral contexts? More specifically, it seeks
to complement or transcend the approaches focused on political parties and
electoral programs within political science, to try to reveal the programmatic
dimension of political communication exercised in other less institutional spaces,
such as social networks. In this line, it is intended to articulate an unprecedented
approach in the country in order to analyze the use of Twitter by presidential
candidacies during the first round of the 2022 electoral campaign in Costa Rica.

2. Political communication, electoral programs and Twitter: an ana-
lytical proposal

2.1. Continuities and changes of political communication in the digital era
Political communication has changed significantly in the last 15 years, espe-

cially thanks to the arrival and implementation of social networks in the context
of governments and electoral campaigns. Politicians previously relied in part on
traditional mass media such as television, radio and print to reach their voters,
which meant they had limited control over the dissemination of messages and
how they were presented. to citizenship.

With the rise of social networks, platforms such as Twitter, Facebook, In-
stagram and TikTok have opened up new spaces for the transmission of ideas,
content and actions to a broader audience. In the same way, social platforms
have come to give greater weight to the role of public image, by allowing politi-
cians to develop a more personal side outside of their political activity, while
allowing interactions to be developed in real time, such as respond to questions
and concerns, as well as issue opinions on current issues quickly and effectively
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(Perloff 2018), that is, they have promoted the advancement of the culture of
connectivity (van Dijck 2013) in the exercise of politics.

The previous assertions present their variants according to the context of
digital political communication, either in the exercise of government, in the
framework of a crisis or within an electoral campaign. However, within the
specific field of elections and campaigns, since the mid-20th century this field
has been evolving in order to promote political party candidacies through
the transmission of ideas that normally come in the form of speeches, electoral
programs, advertisements advertising, rallies and other types of practices included
in the so-called electoral marketing (Riorda and Farré 2012).

2.2. The programmatic dimension of political communication
Within the field of political communication in electoral campaigns, the

government electoral programs (known in the Anglo-Saxon sphere as manifestos)
have had a particular interest for political science as they constitute official
documents that contain a decalogue of the proposals of policy offered to the
electorate within the framework of an election (Volkens et al. 2013). Perhaps
the best-known project in this line within the discipline at an international level
is the Manifesto Research on Political Representation (MARPOR), also known
in the political sphere as the Manifesto Project (see Volkens et al. 2020).

This is an initiative that dates back at least forty years and has sought to
study political-electoral programs (manifests) between families of parties and/or
parliamentary groups on a comparative scale in different regions of the world,
mainly Europe, North America and recently some Latin American countries
(Ares and Volkens 2017).

In the analysis of manifestos, however, the political party has traditionally
been privileged as the observation unit for the so-called programmatic communi-
cation. Consequently, the programmatic dimension of communication can be
understood as all those political preferences or ideas expressed mainly in text,
but also in other types of data, during an electoral campaign (Volkens et al.
2013). These are traditionally operationalized as the specific proposals that a
political party presents as part of its electoral platform (Lowe et al 2011).

In this sense, the manifestos would be "the substance of the programmatic
agenda", since their objective is to outline the actions and initiatives that a party
plans to undertake and they normally include proposals on a wide range of issues,
such as economic policy, social policy , foreign policy and environmental policy,
among others. The latter refers to the theory of relevance, which states that
political parties define their programmatic actions by emphasizing specific issues
more than others, especially in debates and documents of a political nature
(Budge 2015).

For these reasons, the content of electoral programs has been widely valued
in comparative political science because it has made it possible to differentiate
between parties over time, as well as to study the ideological shifts of certain
families of parties at a regional and international level. (Ares and Volkens 2017).
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2.3. Programmatic communication and Twitter
Within the programmatic discussion, social networks have had a significant

impact on the way in which political parties and candidacies communicate their
content, this is due to the fact that the same characteristics of speed in the
dissemination of information on digital platforms have allowed to politicians,
among other things, to present their proposals through alternative channels
to the traditional media (which, even depending on the electoral regulations,
tend to reproduce inequalities in the competition), but also complementing
the traditional document that constitutes the manifesto, which is usually more
bureaucratic, institutional and, in principle, invariable (Perloff 2018).4

Thus, programmatic communication in social networks marks some funda-
mental differences with respect to manifestos, for example in the format, length
and effectiveness in the dissemination of proposals. While electoral programs
are usually longer documents that offer a detailed summary of a party’s policies
and proposals, social media posts are usually shorter and more concise, forcing
politicians to be more selective in content. of the messages they share, since they
must be able to communicate their ideas clearly and effectively in the spaces
made available by the same platforms, as in the case of the 280-character limit
in Twitter posts (Murthy 2018).

Likewise, it has been argued that the manifestos, as documents of a more
institutional, bureaucratic or even specialized nature, are not usually read by
the majority of voters (BMG 2017), while social networks have allowed the
transmission of the same campaign proposals. in more flexible and attractive
formats, such as question-and-answer sessions via streaming, “virtual agoras”
and other interactive events, such as the recent case of Twitter Spaces.5

For these reasons, the proposal of this paper to study campaign communica-
tion in digital culture entails at least two theoretical-methodological consequences:
the first is the partial abandonment of the party-centric approach that has char-
acterized the MARPOR tradition, favoring the role of the candidate; while the
second is the assumption that in the era of platformization, the communication
of programmatic content transcends traditional media (Nieborg and Poell 2018),

4This supposed rigidity, however, can begin to be questioned as the recent study by
Chavarría-Mora and Angell (2022) shows how in the 2018 Elections the National Restoration
Party (PRN), considered a "niche party" by His closeness to neo-Pentecostal groups substantially
changed the content of his political program for the second round of elections. A similar
case occurred with the candidate Rodrigo Chaves and the Social Democratic Progress Party
(PSD) in the 2022 Elections, who, in order to face the ballot in April 2022, published a second
version of their government program different from the one presented for the registration of
the candidacy before the TSE in October 2021. In this regard, see Gómez (2022).

5Twitter Spaces is a feature of this social network launched towards the end of 2020 and
enabled for any user as of 2021. This allows opening public discussion spaces between multiple
participants in audio format, as well as establishing moderation rules in conversations . Due
to its growing relevance for political discussion in third spaces, its uses are only recently
beginning to be studied (see Maringira 2022; Tesfamicael et al 2022). Although it is not the
main objective of this work, since this was an important Twitter novelty for the 2022 electoral
campaign, a compilation of the Spaces organized for the first electoral round was made (see
Appendix 1).
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which in this case would be mainly the traditional mass media and electoral
programs. . The foregoing naturally requires giving significant analytical weight
to the personalization of politics and the central role of presidential figures and
candidacies, as has been the trend in contemporary democratic processes (Mair
2014).

Accordingly, the personalization of politics has become more prominent in
recent years and has been driven in part by the increasing use of social networks
and other forms of digital communication (Nusselder 2013), this in both platforms
as well as Offering politicians the opportunity to connect with voters on a more
personal level, to share thoughts, experiences and opinions in a more informal
and accessible way, they also work to frame issues and programmatic discussions
in real time (Bauer et al. 2023).

Political framing, understood as the particular way in which a public problem
is understood, the way in which it is evaluated and the selection of an action
mechanism (proposal) accordingly (Entman 1993), is of vital importance for
programmatic communication in Therefore, the same campaign strategies usually
associate relevant proposals with the very figure of the candidacies, especially
when they tend to position a predominant niche, for example, "the candidate
who defends traditional values", "the anti-corruption candidacy", among others.
(Nusselder 2013).

Starting from the previous understandings, here it will be understood that the
social network Twitter can be used, by politicians and politicians, to communicate
policies, ideas and electoral proposals that are part of the platform or general
agenda of a political party or individual of a candidacy within the context of a
campaign (Murthy 2018).

This analytical shift is not intended to promote an abandonment in the study
of electoral programs of political parties today, however, although necessary, the
manifesto has ceased to be a sufficient element, or rather, the most effective
channel of programmatic communication in the campaigns of the digital age
(Breeze 2010).

In short, manifestos may continue to play an important role in outlining a
party’s policies and proposals and in offering a deeper insight into its vision and
program, but it is undeniable that social media has changed the way in which the
political parties and the candidacies have been transmitting their ideas during
the last time. Therefore, it is necessary to pay attention to these new avenues
for political research, something that has already begun to be explored as will
be seen in the next section.

3. Methods

3.1. Methodological Background
In methodological terms, the empirical study of political communication in

social networks has advanced rapidly during the last decade, especially thanks
to the most innovative computational analyzes such as those of networks, which
seek to examine the connections and relationships between politicians and users

6

SciELO Preprints - This document is a preprint and its current status is available at: https://doi.org/10.1590/SciELOPreprints.5656



or the polarization about of certain current issues (Calvo and Aruguete 2020),
or, thanks to natural language processing (NLP) techniques such as sentiment
analysis or other forms of automated classification of long textual corpora (Li
2018).

Within this myriad of sophistications currently debated within the so-called
computational social sciences, the content analysis of political texts has been
seen as a more classic method, but one that nevertheless continues to maintain
its relevance in more specific and situated tasks that do not require necessarily
the assistance of automated procedures. Thus, content analysis makes it possible
to focus on context-specific issues and dynamics that are more difficult to capture
by other means despite the challenges imposed by the volume of data with which
one is going to work (John Johnson, 2000).

In this line, the present work has the MARPOR as its main methodological
background, which has generally promoted the content analysis of electoral
programs (Alonso et al. 2012) using the technique of human coding of program-
matic political texts from the decomposition technique into "core-phrases" and
"quasi-phrases" as a means to thematically capture the proposals or axes of a
certain political program within an electoral context.

This means that, in contrast to some computational techniques focused on the
automated classification of content within a textual corpus of interest based on
word frequency counting, such as the so-called "bags of words" approaches (Grim-
mer and Stewart, 2013), the MARPOR methodology, in contrast, has argued
that full-sense programmatic arguments (known in the jargon as “core-phrases”
and “quasi-phrases”) are the core for contextual, positional, and programmatic
placement. of the coding units, thus endowing the content analysis process with
greater reflexivity than approaches that analyze “single words” (Lowe et al. 2011;
Benoit et al. 2012).6

Thus, the novelty of this research lies in the fact that it starts from the previous
methodological tradition to seek to inquire about programmatic communication
but exercised through a less studied source, such as the social network. This
shift naturally implies a methodological adaptation to the dynamics of digital
environments, which, although they predominantly use text, also convey content
through other formats that can potentially acquire programmatic meaning.

Hence, a multimodal approach (Norris 2019) is taken into account for the
study of the textual, audiovisual and interactive elements present in a social
network. This, in combination with the traditional text-focused approach,
is useful for considering the multimodal material posted on Twitter by the
candidates as the unit of analysis.

These adaptations, however, resume part of the spirit of updating and
the search for new sources of triangulation that has historically characterized

6The most recent advances in the field of NLP from the so-called language models known
as "Transformers" are already generating quite satisfactory results in terms of automated text
classification with contextual sense. In this regard, see Terechshenko et al. (2020).

7

SciELO Preprints - This document is a preprint and its current status is available at: https://doi.org/10.1590/SciELOPreprints.5656



MARPOR.7 In fact, the very extension of the project to Latin America has
involved a long process of consultation and reformulation around the theoretical
and methodological starting terms that, in principle, respond more to the
dynamics of the political systems of the Global North (Ares and Volkens 2017).
; Miranda et al. 2022).

Thus, far from remaining an inert methodology, the content analysis of
programmatic political texts has been acquiring inputs that have allowed it
to be sensitive to particular cases, contexts, and regions, despite the fact that
the original claim of MARPOR has an emphasis comparative. Part of these
innovations have to do with the world of possibilities that social networks have
opened up as empirical material for political research and social sciences in the
digital age (Salganik 2020).

This interdisciplinary and methodological dialogue strategy, however, has
a couple of quite recent referents in regards to the social network Twitter: the
combination of approaches has been used to analyze the communication mediated
by this platform at a comparative level between European parliamentarians in
the framework of the Twitter Parliamentarian Database project (van Vliet et al.
2020); but innovation has also been made in specific case studies, such as the
one developed by Cristina Ares (2015) to explore the programmatic framework
of the European Union in the tweets of candidates for the Presidency of the
Government during the General Elections in Spain in 2011.

In order to capture the programmatic dimension of the tweets, then, we start
from a hybrid proposal that brings into dialogue the most classic approaches of
political science for the study of political parties and electoral campaigns, with
more recent perspectives for the study. of digital culture, which from the outset
supposes a methodological contribution in itself, as developed below.

3.2. Research Design
The present investigation is a case study whose main objective is to analyze

the use of the social network Twitter by presidential candidacies in the context
of the 2022 Costa Rican National Elections. This is a proposal that is articulated
under an exploratory scope. and descriptive, so it specifically aims to understand
the characteristics under which politicians exercise a presence in a particular
digital environment and the general uses that are given to the platform in the
middle of an electoral campaign, but also seeks to identify the frames politicians
with programmatic content present in the tweets of those candidacies with the
greatest intention to vote. 8

For such purposes, it uses as a primary source the data extracted by consulting
the Twitter API, with which an extensive corpus was formed that contains the
digital traces (data such as tweets and related metadata) of the presidential

7The most common combinations have been with public opinion studies, expert surveys
and parliamentary elites. In this regard, see the work of Ares and Volkens (2017).

8For this delimitation, the "CIEP-UCR Survey Results Report" (2022a), published on
January 19, 2022, two weeks before election day, was used.

8

SciELO Preprints - This document is a preprint and its current status is available at: https://doi.org/10.1590/SciELOPreprints.5656



candidacies with a Twitter profile for the delimited spatial and temporal period,
namely, the first round of the 2022 Costa Rican National Elections. The following
subsections specify the sampling strategy, the data extraction protocol, and the
techniques for analyzing the platform material.

3.3. Population and sampling
The population is made up of all presidential candidacies officially registered

and ratified by the Supreme Electoral Tribunal (TSE) with an active profile on
the social network Twitter. This verification was carried out from October 6,
2021, with the official call for elections stipulated by article 147 of the Electoral
Code, until October 22, the expiration day of the term for political parties to
submit applications for the registration of candidacies.

With this information, as of October 22, a manual review was carried out
with the Twitter search engine based on the TSE registration resolutions, with
which it was possible to find 21 profiles out of 25 possible and associated with
personal accounts of the candidacies. . Table 1 details the above from the profile
tracing exercise, and also specifies the inclusion and exclusion criteria for the
analysis. As can be seen, in the vast majority of cases it is possible to validate
that the creation of these accounts on Twitter exceeds electoral immediacy, since
they were opened prior to the year 2021.

From the identification of the candidacies with active personal accounts as
observation units, a qualitative sampling strategy directed by convenience was
followed, prioritizing the extraction of data through the web scraping technique,
which allows capturing, extracting and examining data from social media plat-
forms (Dawson 2020), this in accordance with the established methodological
criteria and with the availability of access to the profiles.

With a view to equalizing the sample, some candidacies were excluded
according to the following criteria: those that did not have a personal or political
party profile at all (Luis Alberto Cordero and Maricela Morales); those that did
not have a personal profile and channeled the campaign communication strategy
through a party profile (Carmen Quesada and Greivin Moya); those who had no
registered Twitter posts during the observation period (Eduardo Cruickshank,
Óscar Campos and Rodolfo Hernández); and those whose profiles presented
data access problems (this situation of blocking by the Twitter application
programming interface (API) occurred only in the case of Rolando Araya’s
profile). With the above parameters, the data corresponding to 17 Twitter
profiles was extracted, as detailed in the last column of the summary table.

3.4. Data collection, data cleaning and processing
For the conformation of the general dataset, the research team established a

monthly data collection plan from October 22, 2021 to February 7, 2022, the
day after the first round of elections. When working with public profiles of
presidential candidacies and not with user-generated data, it was considered
more convenient to work with the "NCapture" tool of the NVivo qualitative data
analysis software (CAQDAS) (QSR International, 2020). "NCapture" is a plugin
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Figure 1: Presidential candidacies registered with the TSE, Twitter profile and inclusion in
the study

developed for Google’s "Chrome" browser, which facilitates connection to the
Twitter API, capturing data and metadata and converting them to a specific
format that can be analyzed with NVivo (Bazeley and Jackson 2013). .

In order to ensure the usefulness of the plugin, preliminary tests were carried
out with profiles of random candidates to verify that the tool is reliable and works
"with all the data", instead of random or limited samples of tweets generated by
the platform itself. , as is often the case when the analysis focuses, for example,
on the public conversation around a hashtag (Sued 2020). From this exercise it
was possible to verify that the tool is useful for capturing tweets from up to 3
years ago in time, for some of the accounts.

In the same way, in order to avoid possible mishaps with the extraction based
on the differences in the frequency of publications between the candidacies, the
research team designed a monthly plan of three rounds of extraction (one in
November, another in December 2021 and the last one in February 2022) that
made it possible to ensure the survey of all the tweets published during the first
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electoral round.9
Once the data of the 17 candidacies had been imported into NVivo, after the

last round of extraction, they were exported to a freely manipulated format, such
as CSV, to form a general dataset and start the filtering and cleaning process
based on the variables of interest, as well as to be able to make a panoramic
reading of the trends during the first electoral round. Likewise, a second dataset
was generated only with information on the 6 candidates with the highest voting
intentions, namely: Eliécer Feinzaig, Fabricio Alvarado, José María Figueres,
José María Villalta, Lineth Saborío and Rodrigo Chaves.

3.5. Data analysis
Partially attending to the previous methodical background, the second dataset

was taken as the basis for carrying out the analysis of programmatic content.
This was carried out following a deductive manual coding strategy, using the
multimodal material present in the tweets based on the dimensions and subcate-
gories stipulated in the official MARPOR coding book.10 Here it is important to
emphasize that during the coding phase, only the contents present in the organic
tweets of the candidacy accounts that were openly visible on the platform were
taken into account, that is, mainly text, images and videos. Links to pages
outside of Twitter were omitted as coding material. Likewise, possible retweets
or replies to tweets from third-party users were not coded.

However, adaptations or supplements were made to the original MARPOR
code book inductively, that is, some ad hoc subcategories were built for the
specific case. This was done with the objective of being able to work with
multimodal material (images and videos), but also to address some contextual
thematic axes of the Costa Rican electoral campaign that could not necessarily
be located within the available subcategories.

The inductive contribution was made based on the textual material itself,
but also in line with current relevance criteria from the review of public opinion
studies released during the first electoral round (see CIEP 2021a, 2012b, 2022a). .
The dimensions and subcategories used in the final coding guide can be reviewed
in Appendix 2.

In addition, with the aim of being able to keep track of the non-programmatic
dimension of political communication on Twitter, which is also part of political
communication in electoral campaigns, "tweets without a proposal" were also
coded, which served to the realization of an exploratory analysis towards the end

9These are examples of good practice when working with interface methods (Marres and
Gerlitz 2016), which involve queries to platform APIs and can sometimes give unpredictable
results due to algorithmic processing and random selection mechanisms.

10It has been decided to use the MARPOR code book, and not an ad hoc one as the State
of the Nation Program does (see Gómez et al. 2022), due to its proven ability to adapt to
the contexts of electoral competition in Latin America. (Miranda et al 2022), also with the
hope that this methodological approach can be replicated in similar studies for future case or
comparative studies in the region.
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of the results section, as well as for the opening of new questions and research
suggestions.

Finally, to guarantee the validity and reliability of the analysis process,
preliminary familiarization sessions and review of the categories of the MARPOR
coding book were carried out, as well as subsequent cross-coding rounds among
the members of the research team.

In the following section of results, a brief panoramic reading is first carried
out around the general trends of the first electoral round, while in a second
moment it is deepened around the candidacies with the greatest intention to
vote with the aim of exploring and describe and characterize the programmatic
dimension of electoral communication Twitter. The presentation of the findings
is made from a narrative synthesis complemented with examples taken from
Twitter, descriptive statistics, data visualizations and NLP exploratory exercises
carried out with the R software.

4. Findings and discussion

4.1. Between visibility and popularity: general trends of presidential candidacies
on Twitter during the first round of elections

The general dataset that contains the information extracted from Twitter for
the 17 candidacies included in the data extraction contains a total of 3894 tweets,
of which 98.7% constitute organic publications, that is, they were posted directly
by users on follow-up, while only 1.3% were retweets. However, as anticipated,
for the specific case of the 2022 National Elections in Costa Rica, it is worth
highlighting the fact that 23 of the 25 candidacies officially registered with the
TSE had an active Twitter profile, well outside of the presidential candidacy or
his political party.

This fact, in the first place, speaks of the active role that social networks have
within an electoral campaign where the same logic of the platforms promotes
the generation of content to gain visibility (van Dijck and Poell 2013), while on
the other hand suggests that, despite the fact that Twitter in Costa Rica is not
a social network with the same massive reach as Facebook (Latinobarómetro
2021), political parties and their respective presidential candidacies consider the
presence on various platforms as an important part of political communication.
during electoral campaigns (Carazo et al., 2021).

Figure 2 shows the absolute distribution of tweets made by each of the 17
candidacies followed between October 22, 2021 and February 7, 2022. The
successive line graphs not only show which candidacies were more or less active
on Twitter, but also that it gives clues about the cycles of attention and exposure
in electoral contexts, which are frequently associated with work and holiday
calendars, as in the case of the drop in activity during the month of December,
or the events and moments typical of the campaigns in Costa Rica.

Regarding the latter, it can be identified that at least 63% of the total
tweets issued in the campaign were published during the months of January
and February 2022, a time when traditionally there is an intensification of the
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electoral contest, the greater number of televised or streaming debates in Costa
Rica due to the proximity of election day (Castro and Sáenz 2019; Picado 2020).

Figure 2: Tweets by presidential candidacy account during the electoral campaign, October
2021 - February 2022 (Absolute)

As can be seen, these elements, the active role and the presence in the
networks, are not a general characteristic for the total number of people partici-
pating in an electoral campaign, but may differ with respect to factors such as
the weight of the figure competing for the presidency, the size of the party, the
economic resources, or the support of a specialized team that develops a strategy
in accordance with audience segmentation criteria. This is despite the fact that
social networks themselves allow cheaper ways of publicizing political messages
(Carazo et al. 2021).

In this way, the continuity of the publications, the monitoring of the in-
teraction and the visibility on the platforms are often achieved through the
professionalization of the campaign teams and the formation of units dedicated
to network management (Bauer et al. . 2023), which again refers to the ev-
erlasting discussion of public and private electoral financing in the country,
characterized by evident disparities in access to campaign resources (Robles et
al. 2022).

However, although this can be evidenced in the fact that the most active
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profiles coincide with candidacies of parties with a presence in the Legislative
Assembly or with access to political debt due to their electoral volume in the
2018 Elections, as in the cases of Fabricio Alvarado , José María Figueres, José
María Villalta, Lineth Saborío or Welmer Ramos), highly active profiles that
do not meet the previous characteristic are also presented, such as those of the
candidates Óscar López and Jhon Vega.

In the rest of the users, a rather low activity, or almost none, is observed
throughout the time series. These dynamics suggest the development of new
qualitative or ethnographic approaches that allow us to understand from a
situated perspective, and "in the words of the candidates" (Carazo et al. 2021),
the way in which an electoral campaign is experienced when they are presented.
candidacies from new parties, with low electoral flow or with limited resources
within the electoral competition (see Calvo et al. 2018).

On the other hand, as van Dijck and Poell (2013) point out, another of the
principles that govern the logic of social networks such as Twitter is that of
popularity, which is commonly operationalized through engagement metrics such
as “likes”. , “favorites”, or in the specific case of Twitter, retweets. Although
visibility management tends to be largely conditioned by aspects of platformiza-
tion related to algorithmic processes (Nieborg and Poell 2018), retweets can be
considered a good approximation of the popularity levels of users within a social
network like Twitter. (Jungherr, 2016).

Figure 3 seeks to illustrate this criterion through a comparison between the
frequency with which a candidacy tweeted during the electoral campaign, versus
the resonance that their messages had in terms of retweets. Prioritizing this last
criterion, the candidacies are presented in descending order by number of retweets
received during the study period. From the visualization, the candidacies of
Eliécer Feinzaig and José María Villalta stand out, as the candidates with the
greatest amplification of their messages during the campaign, followed by Lineth
Saborío and José María Figueres, all these profiles with more than 3,000 retweets.

Especially if we start from the fact that Feinzaig and Villalta are candidates
who continuously figured within the voting intention among the youngest age
groups (CIEP 2022a), which coincide with the population that uses this social
network the most in Costa Rica.

In short, this preliminary analysis allows us to observe some general trends in
the campaign, but it also opens questions and lines of investigation that require
further investigation, mainly taking into account that this is just one of the first
approaches to Twitter in the context Costa Rican politician. Thus, one of the
most interesting observations that can also be derived from Figure 2 is the fact
that the presence or popularity of the candidacies in these social networks does
not necessarily translate into voting intention, or rather, they help to relativize
the general scope. of the approaches that claim to predict electoral results from
digital traces (Tumasjan et al. 2011).

In the case of the 2022 National Elections in Costa Rica, the second electoral
round was contested between a candidate with a relatively high presence and
popularity on Twitter, such as José María Figueres, and another with almost
no presence (and not programmatic, as will be seen). in the next section) as
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Figure 3: Tweets vs. retweets received by presidential candidacy account during the electoral
campaign, October 2021 - February 2022 (Absolute)

Rodrigo Chaves, who ultimately turned out to be the winner in April 2022, with
a total of 52.8% of valid votes.

4.2. Exploring the programmatic dimension of electoral communication
As previously mentioned, this subsection focuses on the review and analysis

of the programmatic axes located in the Twitter posts in 5 of the 6 candidacies
with the highest voting intentions for the first round of elections in February
2022.11 For this For this work, a dataset with a total of 1,574 tweets was used,
of which 616 (39.1%) were coded as campaign proposals, while the remaining
958 (60.9%) were classified as "tweets without a proposal". .

With this, it first stands out that the general trend points towards the
predominance of the use of Twitter in the campaign as a multipurpose communi-
cation channel that far transcends the programmatic dimension, although it does
include it to a certain extent and in a differentiated way among the candidacies
that are part of it. of the observation units.

Despite the foregoing, close to 40% of the tweets, images, and videos that
were coded did contain core phrases that could either be directly associated with
MARPOR categories, or that were inductively coded with reference to current
issues relevant to the period. the electoral campaign.

11This exception is made from the outset, since for this section the information on Rodrigo
Chaves’ candidacy has been omitted from the programmatic analysis, since none of his 30
organic tweets (see Figure 2) could be classified in terms of campaign proposals. .
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This is especially relevant in a country like Costa Rica, where in recent
decades the ideal of a programmatic political party with good representation
capacity (Diamond and Gunther, 2001) has been gradually weakening, giving
way to personalist electoral machines favored by the figure of double nomination
(Cortés 2019), where the same candidacy is presented both to the presidency and
to the Legislative Assembly, as was the case in more than half of the presidential
candidacies for the 2022 Elections in Costa Rica ( Ovares 2022: 258-259). Hence,
it is also relevant to review how these programmatic transformations take place
beyond a party-focused approach.

In order to illustrate these discussions, as well as the methodological novelty
that this work introduces, Figure 4 shows the three types of Twitter materials
with programmatic content that were taken into account for this phase.

Figure 4: “More than words”: examples of multimodal programmatic content

In quadrant 1, the most classic example of a proposal in text can be observed,
such as the tweet of the candidate Fabricio Alvarado on January 19, 2022, where
a campaign proposal is specified that could be concatenated with a category
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present in the guide of encoding (per805). For their part, quadrants 2 and 3
present multimodal variants of programmatic content: here, while the first is
a campaign infographic posted on the profile of the candidate Lineth Saborío
with proposals related to the sector of people with disabilities, the second refers
to a video shared on Twitter by candidate José María Figueres, where he talks
about a specific action in his government plan (the “4.0 Program”) aimed at
developing skills to stimulate employability.

As the example highlights, the coding process has allowed us to observe what
Paatelainen et al. (2022) stand out about social networks, as they understand
them as an ideal place to create synergies between media and communication
mechanisms in general, old and new, that go beyond the search for visibility,
forming part of a hybrid media ecosystem. that favors the strategic uses of
electoral or campaign communication, but also encourages the processes of
personalization of politics. This hybrid characteristic is well illustrated here,
insofar as the encoded video constitutes a fragment of an interview originally
broadcast on a television program. Throughout the categorization process, videos
of this type appear alongside others specifically designed for social media.

However, following the previous logic for the entire corpus of analysis, an
aggregate visualization could be generated such as the one observed in Figure 5,
which summarizes the percentage distribution of each programmatic axis for the
candidacies included in the examination.

Figure 5: Saliency of the programmatic dimensions on Twitter according to presidential
candidacy (Percentage)

In the first place, it is concluded that the dimensions corresponding to
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proposals related to Economy, as well as Well-being and quality of life, are
among the most relevant for Fabricio Alvarado, José María Figueres and Lineth
Saborío. For the previous candidacies, these axes together correspond to almost
70

This finding is important in the sense that it is in dialogue with some previous
interpretations of the 2022 presidential campaign, where it has been stated that
this, among other things, was characterized because the "electoral strategies did
not offer adequate differentiation, but rather, due to the On the contrary, they
tended towards artificial moderation” (Treminio 2022: 2). A variation of this
trend can only be observed in José María Villalta and Eliécer Feinzaig, where
the dimensions Groups and Populations and Political System have a particular
relevance for these candidates, respectively.

The latter is to be expected since these two candidacies represented the
most differentiable party options on the State-Market scale, with the Broad
Front (FA) being the only political party among those notable in terms of voting
intention located to the left of the ideological spectrum ( Treminio 2022), while
the Progressive Liberal Party (PLP) presented itself as an emerging party, made
up of young militants with higher education, managing to bring together a new
ideological project in favor of the idea of "market freedom and the role [ limited]
of the State in front of it” (Beltrán and Mora 2022: 8).

In the same way, the low weight of proposals in the lines of Liberty and
Democracy and International Relations is striking, constituting issues of little
relevance within the campaign in general (CIEP 2022b). This can be read as
a result of the socioeconomic situation under which these elections took place,
marked by the political wear and tear suffered by the administration of the
Partido Acción Ciudadana (PAC), especially in relation to the attention to the
health crisis caused by the COVID-19 for two years, this added to the adverse
effects of the economic crisis and the increase in unemployment indicators, which
brought with them high levels of social discontent during much of the 2018-2022
government period (Cortés et al. 2022). Under this critical context, it is to be
expected that programmatic dimensions that seek to address or frame these
current problems more directly (such as Economy / Well-being and quality of
life) have reflected a central relevance within the programmatic communication
of most of the candidacies.

However, if the foregoing allows us to present a general panorama as a result
of the predominant programmatic dimensions for each candidacy, it is necessary
to make the caveat that this distant reading does not necessarily allow us to see
the substantial differences between the candidacies that coincide on an axis of
relevance. This refers to the issue of political framing: under this idea, if two
candidacies give equal importance to economic or environmental issues, this does
not necessarily imply that they basically talk about the same thing or agree
on the terms and scope of political proposals. related to addressing a problem.
Specifying these dissimilarities is only possible if the analysis is supplemented
with close readings of the data (Sued 2019).

For this reason, Figure 6 allows us to elucidate in greater detail the aspects
discussed above, but now taking as a point of comparison the relevance at the
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level of coding subcategories: the table is responsible for breaking down the
main axes of programmatic discussion in terms of the specific framing of the
proposals, in accordance with the relative relevance for each candidacy.

Figure 6: Main axes of programmatic discussion and framing of the proposals, according to
candidacy

The detail provided by this analysis also allows us to delve into some previously
mentioned aspects, but also new ones. Regarding the first, if it has already
been pointed out that the 2022 elections were characterized by a low degree of
ideological polarization, another aspect to highlight is that:

[...] the ideas of defense of an economic policy of austerity dominated, speeches
of reduction and reordering of State institutions [...] The discussion and
opposition of issues such as oil exploration or the expansion of energies was
also recurrent in the public debate. renewables, the construction of a tram, an
electric train or a more efficient bus system for public transport in the large
metropolitan area, as well as the revitalization of the economy that has been
hit hard by the COVID-19 pandemic; however, in all these issues the different
candidacies presented pragmatic positions, which made it difficult to know the
ideological background of the main forces through their campaign messages
(Treminio 2022: 2).

Under the terms raised by the author, it is possible to observe that the
previous general appreciation of the campaign coincides to a great extent with
the results of the content analysis carried out. From the count carried out on
Twitter, for example, it is possible to discern those frames of austerity and
reduction of the state size in the most relevant axis promoted by the candidate
Eliécer Feinzaig (28.3%). However, going into the other aspects, it also allows
us to observe the differences in framing even in coincident thematic axes.

Thus, the empirical analysis confirms some of the reflections indicated by
Treminio (2022) regarding the discussion around the environment, public trans-
port and the revitalization of the economy. In this way, it can be seen how while
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the proposals of José María Figueres and José María Villalta coincide on the
environmental axis, around investment in renewable energies and progress in
decarbonization policies, for the candidate Lineth Saborío, on the other hand,
this is about proposals that have to do with animal welfare initiatives and the
promotion of the "green brand" of Costa Rica abroad. As a counterpart, Fabricio
Alvarado represents the extractivist pole insofar as he openly promoted the
exploitation of oil fields and the construction of a road and port infrastructure
megaproject called the "Interoceanic Green Canal" in his tweets.

In the same way with the different routes of "economic reactivation" promul-
gated by each candidacy: while some identified in their proposals the challenges
of advancing towards digital connectivity (Figueres), others opted for the promo-
tion of innovation (Feinzaig), or else , the attraction of foreign direct investment
(Alvarado).

In short, from the comparative detail it is possible to extract findings that not
only show the existence of a programmatic dimension of political communication
on Twitter, but also how many of these discussion topics are related to the
contexts of the campaign and the discussion. that is articulated in the middle of
it, something that is more difficult to obtain from a classic analysis focused on
electoral programs.

Likewise, although some of the results presented coincide with these more
traditional approaches (see Gómez et al. 2022) in relation to the relevance
given to certain issues according to the political party of each candidacy, the
door remains open for future approaches that delve into around the comparison
between both approaches and their contribution to electoral studies in the
country.

4.3. When and how do they say it?: particularities of context and format in
programmatic tweets

Another aspect to highlight in terms of the programmatic dimension is the
role of debates. If Figure 2 shows how the absolute frequency of tweets increases
during the month prior to election day, it has also been found that the candidacies
analyzed used the exposure window that opens the string of debates held during
the month of January to turn their interactions towards the field of proposals.

To illustrate the above, Figure 7 shows the most used hashtags for each
candidacy in relation to tweets coded with programmatic content. In this sense,
the visualization of frequencies not only allows observing the consistency in the
positioning of a campaign slogan in social networks (for example, , costaricamere-
ceganar, conellasí, fabriciopresidente, hayesperanza), but also suggests how a
good part of the tweets with programmatic proposals occur in synchrony with the
holding of debates regularly organized by recognized press, radio and television
media, or by institutional organizations such as the TSE. This is especially evident
in the cases of Eliécer Feinzaig (#debateextra, #eleccionescrtse, #debatetd-
más), Lineth Saborío (#debatetn7, #debatecfia, #debateuhnoticiascolumbia,
#debatrepretel) and José María Villalta (#debatenacional, #debaterepretel,
#debatemonumental ).
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Figure 7: Top hashtags used in the tweets of the presidential candidacy accounts during the
electoral campaign, October 2021 - February 2022 (Absolute)

The only exception to the above is Fabricio Alvarado, who rather denotes
a lack of consistency in his campaign slogan, using several at the same time
interchangeably, but he also does not show that he is taking advantage of the
debates for the transmission of programmatic content. Likewise, although the
profile of José María Figueres does not follow this trend either, it can be seen
that he made use of hashtags as thematic markers, such as #bienvivir, related
to tweets with proposals associated with the environment, as well as women and
employment, alluding to two relevant sectors for his government plan.

In addition, in terms of format, it is also noteworthy how the studied social
network allows the implementation of mechanisms that are distinctive to the
platform and that have a function of emphasis or relevance around the com-
munication of political messages, such as the "threads ” (threads) on Twitter
(Jungherr 2015).

As Figure 8 illustrates, threads are not only strategies that allow a user to
extend the exposure of a topic beyond the 240-character limit, but also in electoral
campaigns they are used as strategies for the transmission of programmatic
content multimodal.

Here we are faced with the hybridization of formats that manage to comple-
ment the mere textual enunciation of a proposal. In the case of Lineth Saborío’s
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Figure 8: Examples of programmatic Twitter threads

first thread, you can see the way in which he combines an image alluding to
the agriculture sector with five specific programmatic proposals, closing the
publication by expanding more on the subject. José María Villalta’s thread goes
in a similar direction, while Eliécer Feinzaig’s ends with a direct link to the
government plan.

Although these characteristics that can be read as "form", fulfill a specific
function in programmatic communication in digital environments, and in the case
of Twitter, they show some particularities that the platform allows compared to
other similar ones within the social media ecosystem.

4.4. The non-programmatic dimension: Twitter beyond proposals
As indicated at the beginning of the section, the programmatic dimension

is not the only component of electoral communication, but it is a fundamental
one in that it constitutes the bulk of the empirical material that was coded as
"tweets without proposals" (60.9% ) throughout the 2022 electoral campaign in
Costa Rica.

Under this categorization were included all those participations in which
the content does not refer to the specific policies, ideas and proposals that the
candidacy of a political party presents as part of its platform in reference to a
government plan. Although it is not the main objective of this work, since it
is an exploratory study, it is important to finish the analysis of the results by
characterizing some trends related to this other dimension.
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As it is a much broader textual corpus than the programmatic one, an
exploratory sentiment analysis12 was used as a gateway to the data for the
general approach. The result of this procedure can be seen in Figure 9, where
the automated processing of the non-programmatic corpus classified 67% of the
material within a positive polarity of the conversation, while the remaining 33%
placed it within a negative polarity.

Figure 9: Sentiment analysis: non-programmatic tweets and classification according to polarity
(Percentage)

Here it is possible to argue that a procedure such as the one used can help
locate campaign communication styles within large corpora such as those of
social networks. For example, the polarity classification carried out on the
non-programmatic tweets made it possible to easily locate what, following García
Beaudoux et al. (2013) would be good examples of discursive strategies typical of
presidential campaigns, such as thank you messages, or negative communication
tactics, focused on attacking the opponent.

12Sentiment analysis is a fairly popular and recently used NLP technique in political science
for the automated classification of texts according to dictionaries trained with negative, neutral,
or positive polarity metrics (Li, 2018). Salience6, developed by Lexalytics, is used here among
the diversity of algorithms to perform this function.
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Although these trends have been observable throughout the history of modern
electoral campaigns, they can also be read from the way in which the personal-
ization of politics has affected electoral campaigns through social networks in
the last decade (Nusselder 2013). This is especially relevant for the electoral
campaign under study, as the post-electoral survey carried out by CIEP (2022c)
revealed that 58.5% identified the personality of the candidacy as the factor with
the greatest weight for the decision to vote.

With these issues in mind, a close reading of the paragraphs classified by the
algorithm brings up on the positive side those tweets in which the candidates
referred to activities in which they participated or would be participating as
part of the campaign agenda, as well as such as messages of gratitude to various
sectors (shows of support, positive reception in communities, replication of
opinion poll results, electorate in general, among others) or exhortation to
electoral participation.

On the contrary, the negative polarity is associated with multimodal material
and allusions to rival candidacies, criticisms or direct attacks, but also responses
to political scandals of the electoral campaign, as well as rebukes to the work of
the outgoing government, among others. This is observed in Figure 10, taking
examples classified by sentiment analysis.

While quadrants 1 and 3 show messages with a positive polarity, such as the
multimodal tweet published by José María Figures regarding the Christmas and
New Year recess, or Lineth Saborío’s on election day itself, quadrants 2 and 4
constitute evidence of the “negative campaign” exercise García Beaudoux et al.
(2013), where in the case of Rodrigo Chaves he makes use of the multimodal
resource to publish a fragment of a radio interview in which he attacks the PAC
and the current president, disassociating himself from any association with them.
Fabricio Alvarado’s tweet, accordingly, is an example of a negative campaign in
the context of an electoral debate, where the direct quote of a personal statement
made in this space is used.

In conclusion, social media platforms such as Twitter, Facebook, Instagram,
or more recently WhatsApp and Telegram messaging services, have come to
offer an opportunity for politicians to share their thoughts, experiences and
opinions with voters in a way more informal and personal, which has helped
transform the sense of connection and exchange within electoral campaigns in
recent years (Perloff 2018). Several avenues of analysis open up here that can
even be explored in subsequent work on other types of communication that take
place in digital environments during electoral times, but that have nothing to
do with programmatic communication per se.

5. Final remarks

This analysis allows us to observe some general trends in the 2022 electoral
campaign and reveals the importance of social networks as spaces for program-
matic discussion in electoral campaign contexts, which transcend the government
program as an end in itself insofar as they are a source valuable empirical evi-
dence for political science. The results also help to gauge that a platform like
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Figure 10: Non-programmatic political communication styles on Twitter, according to positive
or negative polarity

Twitter is fertile ground for exploring that same programmatic dimension from
an interactive perspective in which not only multimodal resources intervene, but
also format issues that allow political proposals to be taken a step further. I
went beyond the electoral programs, in principle characterized by their rigidity.

After this first exploratory approach, which constitutes one of the first
approaches to Twitter in the Costa Rican political context, more questions and
lines of investigation are opened on which it is possible to deepen within the
future political research. In the first place, to the extent that the MARPOR
methodology stands out for its proven reliability and validity in the study of
programmatic positioning in different contexts, it can continue to be expanded
for methodological approaches that focus on the content analysis of political
texts also in other digital environments and in other countries. This goes hand
in hand with the proposal of Matassi and Boczkowski (2023), who have recently
come to affirm that social research in digital environments can go beyond its
exclusive emphasis on a single platform, or on a single national case, with the
aim of to move towards comparative knowledge.
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In this sense, to the extent that the delimitation of cases in the studies
expands, so will the textual and multimodal corpora, so that, as proposed in this
work, the complement of qualitative approaches with NLP techniques can help
to shed more light when the analysis material extends beyond the capabilities of
manual coding. However, this will unfortunately depend a lot on the commercial
fluctuations of social platforms such as Twitter, which at the beginning of 2023
announced the closure of free access to its API for academic research (Mehta
2023).

Therefore, this study concludes by joining the call of Flores-Márquez and
González (2021), appealing to the "methodological imagination" that has char-
acterized the study of digital culture from the social sciences for the last 30
years.
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